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ABSTRACT
Research has shown that adoption of online reservation systems by the
hospitality and tourism industry brings both economic and social benefits to
the hotels and customers. The study sought to assess the adoption of online

reservation systems among hotels in the Accra Metropolis, Ghana. The study

tivists and the
ive approach).
on/front office
> sampling was
triangulation.

r analysis, and

pserved |‘ interpet!

and clients were MQ E!E’ : sé of ORS. In as much as the

action between personnel

adoption of ORS is beneficial, hotels are faced with several obstacles that

prevents them from maximum utilization of the ORS facility.
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CHAPTER ONE

INTRODUCTION

Background to the Study

The growth of ICT utilization in the tourism and hospitality industry

d_hotels to adopt
decades, hotel
> key waves of
pal distribution
ng, 2007). The
at providing service
wide including
asingly important
businesses for

00l (Buhalis,

same way, online custor appreciate a broader choice of products or
services, more competitive prices, and having the opportunity to purchase their
preferred items or services from the vendors located thousands of miles away.

Hotels require great communication skills and sales strategies to remain

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

competitive in such a marketing environment; thus, the importance of the
internet as a search and booking tool (Hudson & Gilbert, 2006).

Within the hotel industry, online booking is showing a tendency that
could replace the more traditional methods of booking (Buhalis & Law, 2008).

Moreover, the features of the hotel industry and its products are based on

0t be recovered
will affect the
reservation is
nto account to
sely, the hotel
mer because of
therefore needs

rt, 2003; Wilson,

software companies; while other hotels are accessible via a link through
intermediaries like OTAs for which a commission is paid (Connell &
Reynolds, 1999; Lin & Lee, 2009). In the wake of online transactions,

reservations through intermediaries like OTAs seems to be dominating other
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forms of booking. This is because OTAs tend to give hotels a greater market
shares since they are seen globally by customers and furnish their customers
with the appropriate information needed to make a hotel reservation (Denizci,
Kucukusta & Zhang, 2015).

However, some customers prefer making reservations through Global

arty companies
ices and failure
y lead to their
n, 2003) hence
s. Reservations
between hotels

ell their products

Asabere, DKL 5i-Sarpong

customers book a hotel room at any time, from anywhere, through the use of
portable devices. These two categories of ORS applications offered by hotels
for its customers to check hotel locations, room rates, promotions, or

membership information (e.g., membership points); and apps offered by a
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third-party organization that provide information on different hotels for the
convenience of travelers on a commission basis (e.g., OTAs Kayak,
Booking.com, Travelocity and Expedia). The adoption of ORS holds
tremendous benefit to hotels in that it enhances the value of the hotel as well

as ensures lower cost of goods and services, and serves as a strategic tool for

es, nationalities
Lehto, 2007),
ed on different

ear 2015, online

he organizations. There
is cost involved M ﬂ E ! en nology with which some hotels
are unable to cope. Again, the cost of employing experts with the technical
know-how to service and maintain the technology, the cost of changing from
manual to digital systems, and the cost of commissions paid to the online

travel agents are of great concerns to some hotels.
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Statement of the Problem experiences

The desire for online booking has become very popular in recent times
with consumers visiting online sites directly or simply through the search
engines to vendor sites for what they require (Napier, Judd, Rivers, & Wagner,

2001). This growing trend has made many online travel agents take advantage

ation facilities,
Leung, 2009).
their tours and
2008). This has
industry. This

software, and

of researchers on

esearchers to

travellers use of onlime*andSsé€ial*mcdia channels for hotel choice. Elhaji
(2012) gave insight into the consumers’ perception towards online versus
traditional flight reservation methods, and Liu, Pu, Guang and Yang (2016)
also studied online customer experience and repurchase intension, while Lin,

Lee, and Lin (2009) assessed the implication of online reservation systems and
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their impact on the hotel business being the only studies on the organization’s
perspective of ORS adoption. Consequently, little is known on the underlying

forces of ORS adoption among hotels.

Further, previous demand side studies on ORS have largely been

situated in the context of the developed western societies. As a result, there is

industry as

2012; Bemile,

Accra Metropoli

-H Q E lﬁ‘ > among star rated hotels in the

Accra

e Analyze the challenges associated with the use of ORS among star

rated hotels in the Accra Metropolis.
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Research Questions
e What forms of ORS are used by star rated hotels in the Accra
Metropolis?

e What factors influence the adoption of ORS among star rated hotels in

the Accra Metropolis?

2d hotels in the

RS among star

incorporate technologies that will enable them get a better deal to balance the
utilization of available resources towards the success of the hotel and meeting
the needs of their guests. The internet service providers should upscale their

facilities and infrastructure to enable very good internet service to the hotels so
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that these hotels will adopt new technologies that will enable them serve their

customers better.

Again, this study will enable hospitality policy makers, academicians,
and stakeholders in hospitality development with relevant information on ORS

adoption among star rated hotels in the Accra Metropolis towards its

ainability of the
a baseline for
d location.

in the field of
) hotels in the

star rated hotels

firstlimitati , s
Wn i esult, it did

lude oth yuest houses due to

2" generalization of the
findings.

Also, another limitation of this study is the inability of cross-sectional
studies to predict a phenomenon overtime. Finally, the conclusions drawn in
line with the study population should be taken with restraint. This is because
not all star rated hotels in the study area have reservations managers, some of
the hotels have front office managers whiles hotels owned by individuals are

8
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managed by the owner managers hence reservation managers may not be
considered as the sole population of this study hence caution should be taken

in the interpretation of the findings.

Organization of the Study

;. with each chapter

topic and it
iew of ORS in
dy objectives,

hapter two (2)

, ‘

study. The presentation
used to present findings. Chapter five (5) is made up of the concluding part of
the study and further presents a summary of major findings and conclusions.
Recommendations are made where possible and prospective areas for further

studies were proposed.
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CHAPTER TWO

REVIEW OF RELATED LITERATURE

Introduction
This chapter reviews relevant literature on the topic under study. It

ry specifically,

on of ORS. In
t to the study.

ation on which

tablished, travel agents
had to decide bn was required to ensure fair
access for everyone and to avoid discrimination in favour of airiine owners of
CRS’s (Ravich, 2004).

At that stage, hotel bookings were typically made by phone or fax.

Consumers had no access to CRS’s and had to make their bookings directly

10
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with the hotel or through their local travel agents.  The traditional reservation
channels were based upon a long-winding connection from the customer via
the middleman to the hotel (Connell & Reynolds, 1999). First, the reservation
goes through to the global distribution system (GDS) and then switches to the
Ultra-Switch (a service that provides an interface between reservation

ks up with a

performed just

e a reservation

links for other hotels to gain easier access to their individual facilities (Law &
Cheung, 2006; Wilson, 2007). Law and Buhalis, (2010) discussed the nature
of hotel reservations in the world. According to Law and Buhalis (2010), the

lodging industry is the most under automated segment of the international

11
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travel industry. Reservations are often still dealt with by hand. This lack of
automation represents a serious point of weakness concerning the competition
between hotel chains and hotel industry as a whole (Law & Bubhalis, 2010).

A successful reservation system requires a database inventory system

which when processed, message is transmitted to the property in question with

dated (Law &
-organized and
k reservations.

the system has

themselves in an amorphous relationship with intermediaries that seek to
distribute hotel rooms, including global distribution systems (GDSs), online
travel-distribution intermediaries, wholesalers, travel agents, and travel

planners (Carroll & Siguaw, 2003).

12
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Core competences of the online reservation system are the foundation
and ability of an organization to outperform their competition or,
demonstrably, to provide better value for money (Lee & Lin, 2009).
Consequently, the Internet is a useful intermediary for an ORS. The Internet or

ORS are well-known public strategic tools. Hence, they still need to match the

ore and more
arrangements

>sitancy toward

today’s electronic distributio aces substantial challenges (O’Connor &
Murphy, 2004).
Given such challenges, Morosan and Jeong (2008) proposed an ideal

marketing plan based on cost minimization, maximization of marketing

effectiveness, and tighter control of distribution by establishing direct channels

13
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to targeted potential consumers with customized messages. ldentifying the
effects of hotels’ switching from traditional to electronic distribution and the
new types of inter-firm relationships within the electronic distribution has been
a continuous preoccupation for the research community (O’Connor & Frew,

2004). However, a complete understanding has not been achieved yet, due to

arke, 2001). To
overall cost of
& Law, 2007).
a hotel-owned

move travelers

their lodgings via the websites (Hannai, Oguchi, Ando &Yamaguchi, 2008).
Online hotel reservations are also helpful for making last minute travel
arrangements. Hotels may drop the price of a room if some rooms are still

available. Large hotel chains typically have direct connections to the airline

14
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national distribution systems. This in turn provide hotel information directly to
the hundreds of thousands of travel agents that align themselves with one of
these systems. Individual hotels and small hotel chains often cannot afford the
expense of these direct connections and turn to other companies to provide the
connections (Delizo & Esguerra, 2013). Several large online travel sites are, in
ition and rates
0f which act as

the hotels for

as r
.'

'ngsme

availability and rates (Jeong & Lambert, 2001).

Adoption of Online Reservation System (ORS)
The adoption of ORS in the tourism and hospitality industry emerged
with the use of internet in the tourism and hospitality industry (Law, Leung, &

15
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Buhalis, 2009). The tourism industry at first focused on utilizing computerized
systems (e.g., CRS, GDS) to increase efficiency in processing of internal
information and managing distribution (Buhalis & Jun, 2011). Nowadays, the
Internet and ICTs are relevant on all operative, structural, strategic and

marketing levels to facilitate global interaction among suppliers,

015). From the
to understand
s in the hotel
yrmation search
2004; Pan &
| choice (Jeong
) 2006).

a rapid growth of

competitive advantage (Buhalis, 2003).

The tourism industry has also moved towards diversification and
differentiation of products and development of packages for tourist

destinations using ICT in catering, leisure, hotel and other supported activities.

16
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Most of the tourists get first -hand information from the internet. This holds
for both transit tourists as well as tourists with overnight stays in a certain
tourist destination. Where ICT is an extremely useful tool in management and
operation of tourists’ activities, most of the tourist’s products look different for

tourists. This is because the ICT tools are sometimes deeply involved in

od feeling and

he purchase of
als, tickets for
e-Airlines is a
ems to global
mplemented the
chedules, fares,

and others more

commonly found information on many hotel websites includes the background
information about the facility, reservation information, contact information,
and information concerning offers and privileges. Despite the availability of

such information on the websites, travelers also rely on different information

17
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sources available to support their decision, such as Online Travel Agencies
(Bahalis & Law, 2008).

Booking of hotels online from within the hotels’ local area or in a
different country of continent is possible especially with the everyday

technological advancement (Tan, 2015). Customers can book and pay for their

website (Graf,
service Is what
e because all
payment. The

s as well as the

name, address and telephone, asking the user for confirmation, final
confirmation views with the detail of booking and the guests can review or

cancel the booking ( Zhao, Wang, Guo & Law, 2015).

18
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With the adoption of ORS, organizations are able to distribute their
products through various network channels, as well as other direct channels of
distribution. Within the tourism and hospitality industry, travel intermediaries
(online-travel agencies) and search engines to distribute both dynamic and

static information including hotel availability and pricing rates (Tan, 2015).

reservation for
Jation, events,
tors such as
r less complex
sactional goals

e low density

Reservation channels are increasingly regarded as one of the most

critical elements in marketing, as they determine the competitiveness and
profitability of organizations (Buhalis, 2000). Since cost limitations obviously

prohibit every hotel from being represented personally, apparently the most

19
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economical channel for selling of rooms is to follow the informational flow
giving location, price, room availability and reservation verification, and the
promotional flow which consists of personal selling by agents, who also
provide a platform for distribution of promotional literature (Moriarty et al.,

2008). More and more travelers use the internet to find hotel information for

nels are hotel
6). These two

dvantages (Liu

yution channels
Kimes (2002)
anagement and it
ary distribution

avel agencies. The

avelocity, Priceline and
-age competitors particularly
orientated on internet selling. The study further found that because that
traditional intermediaries need to offer clear advantages and add value to their
products if they want to survive in competition not only with direct marketing

alternatives but also with new forms of online intermediaries.

20
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A study carried out by Schegg (2015) on Swiss Hotel Distribution: Are
OTAs winning the customer race found that direct bookings (telephone, fax,
walk-ins, e-mail, Webform) as well as sales through tourism partners (travel
agencies, tourism boards) been steadily decreasing for a couple of years.

However, online distribution was found to be an important channel for the

(2005), it was
sed by hotels.
Paschaloudius
sing managers’

dy pointed out

hotelire i 3
II!S called the

identified including

managerial and N GBIQ janizational and environmental

factors.

Managerial and Economic Factors
Several researchers have conducted studies on the managerial and

economic factors that influence the adoption of ORS. In a study by Bakar and

21
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Hashim (2008), it was found that most hospitality businesses implement an
internet based booking system in order to cut down on their distribution costs.
Similarly, a study by Sanchez-Franco and Rondan-Catalufia (2010) also
identified that more hotels consider using internet marketing and their

websites to save cost and maximize profits for their facilities. In line with this,

els attitude and

price is one of

rice as a factor
tels. Haussman
ely to make a
mer et al. (1993)

ing the price of

eting by

actors that are taking into
, the hotels also consider the
capital budget for procuring ICT equipment and the maintenance of
technological equipment. Some of the technological equipment need
installation and maintenance by experts. The services from such experts come

with a fee which is a cost related issues that needs considerations once a hotel

22
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has decided to adopt a particular technology for its facility (Nkosana, 2016).
More so, Crnojevac, Gugi¢ and Karlovcan (2010) also acknowledged that
through the use of websites by hotels, online customers find the best rates
available and hoteliers carry out Internet businesses without having to incur

high fees and commissions. It can therefore be seen that ORS is beneficial to

ployee labour

) offer efficient

5, Bail, Law and
> been and will

their resources

technology competence e adoption of ORS by hotels. In the same
vein, another study on the influence of security and trust related issues were
also identified by Tan (2015), that in order to inspire visitors’ interest to book
hotel accommodation through hotel’s website, hoteliers need to ensure safety

and privacy issue are given adequate consideration.

23
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Furthermore, Inversini and Masiero (2014), found that the constant
tension between visibility and online sales in the web arena, as well as a clear
distinction in social media and online travel agencies website influences
adoption of technology. Using online management tools and employing

personnel with specific skills influence the adoption of ORS by hotels.

ed information

legal environment are therefore all conditions critical to technology

acceptance by hotels.

24
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Organizational Factors

The organizational level adoption of technology (Sahadev & Islam,
2005), and Law and Jogaratnam (2005) have found that firm size influences
the adoption of technology. Dholakia and Kshetri (2004) also identified the

effect of market concentration on the adoption propensity of firms. A study

s in the hotel
such as size of
ies in terms of

> ORS adoption

kanma, Ubani,

geographical position of

ICT skills (Lee & Lee, 2010), the initial capital for acquiring ICT equipment

once a hotel has decided to adopt a particular technology (Nkosana, 2016.

25
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Environmental Factors

Various scholars have examined the influence of environmental factors
on the adoption of ORS by hotels. In a study by Hoontrakul and Sahadev
(2004), it was found that the competition level among hotels in a location can

also influence the adoption propensity of a hotel. This is because high levels of

ed technologies
iency of their
who found out
atly influences
pports Baggio
to the ever-

/ of competition

systems and Global distribution systems, it was only in the 90s that the ICTs

began to make a difference in the hospitality sector.
Another environmental factor that influences the adoption of ORS is

privacy and security for customers. In this regards, Tan (2015) posited that one

26
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of the ways hotels can encourage their clients to book hospitality facilities
online is to inspire their interest to book hotel accommodation through hotel
website, by ensuring that safety and privacy issues are taken care of
adequately. Information provided by customers may be exposed to various

risks such as online scam, online hacked and so on (Law & Jogaratnam, 2005).

ted in a way to
be accessed by
ntained. When

have a greater

was more cost effective in generating returns (Sanchez-Franco & Rondan-
Catalufa, 2010).

With the adoption of ORS, the hotels’ management will have the
opportunity to regulate their operation costs. As opposed to hoteliers using

27
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central reservations systems (CRS), global distribution systems (GDS), and
universal switch the use of websites saves on commissions and fees for
connection to other intermediaries (Buhalis & Law, 2008). Hoteliers enjoy
increased profits by adopting direct distribution channels such as hotels’ own

websites which allows their clients to their facilities directly resulting in direct

ults in prompt
s that would be
location and
r of employees
Is to effective
labour force (Bui
come a popular
ness. Consumers

n on hotels, make

search engines including Google and destination managing systems (Hashim,

Murphy & Law, 2007). Moreover, portals such as Trip Advisor and Wynn are

used to compare services and prices for different hotels.

28
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The use of ORS through online business transactions will bring mutual
benefits between hoteliers and their clients (Tan, 2015). This system permits
hotel managers to conveniently use hotel websites as a medium for interacting
with their clients. This creates an important component to build customer

loyalty and trust (Buhalis & Law, 2008). In the same way, questionnaires,

eedback about
operational and
e booking, are
eir reservations
ith only a few
and Karlovdan
al online claimed
avel agents since

his was the same for

Fong, 2015). As a consequence, the use of information technologies in the
hotel industry has had several effects on both the consumer and the hotels. The
increase in the number of travel websites has led to intense competition. This

is attributed to the emergence of third-party intermediaries, specifically OTAs

29
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and GDS, selling diverse product and offering faster services to customers at a
one stop shopping advantage. In addition to that, customers have become more
price sensitive and less inclined to brand oriented purchasing. Lastly, with the
strong shift in power from market suppliers to third-party intermediaries and

customers, hoteliers have to handle the risks and utilize opportunities

the hospitality

1ges associated

with the use of Internet for reservation purposes. This Is becalise of the many

)RS. One of the

S is the limited

do with the nuisance by OTAS In their persistence on best price guarantee and
rate parity amongst all channels (Treacy, & Wiersema, 2007). These OTAs get
into agreements with their partner hotels to ensure that rates offered on OTAs
sites are in line with those offered on other channels as well as on hotels

websites. This leaves limited space for hotels in order to make their websites

30
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more attractive and more likely to be chosen for bookings their clients (Chan
& Guillet, 2011).

In addition, one of the challenges associated with the use of ORS is
transactional cost. In line with this, Liang and Huang (1998) tested the ability

of a transaction cost model to explain online consumers’ purchasing decisions.

gotiation, order
action process.

enge associated

offer hotels a
igh coir i i orry to most
high as 30%

e hotel, whether

booking made e §s"0f the brand or type of property

booked.

Theoretical Underpinnings
Online reservation system is a concept that has been extensively

studied at the individual-level with less importance placed on understanding

31
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organizational-level adoption. Organizations give approval to the introduction
of new technologies when they recognize the current process to replace the
one expected to be an enhancement over the existing system (Gallivan, 2001).
More so, organizations (hotels) may seek to adopt a new technology due to

pressures associated with maintaining a competitive advantage or gaining

nitic theories have
"..ﬁ‘..__ :
o-evaluate the a

ons (Theory of
gy Acceptance
otable among
y Davis (1989)
y Fleischer and

adoption of ORS

technology by adapting TRA. TAM provides a basis with which one traces

how external variables influence belief, attitude, and intention to use. Two
cognitive beliefs are posited by TAM: perceived usefulness and perceived ease
of use. According to TAM, one’s actual use of a technology system is

32
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influenced directly or indirectly by the user’s behavioral intentions, attitude,
perceived usefulness of the system, and perceived ease of the system. TAM
also proposes that external factors affect intention and actual use through

mediated effects on perceived usefulness and perceived ease of use (Davis,

1989).

tion to use a
defined as the
ance his or her
ent to which a

ort (Li, 2010).

fundamental driver of usage intentions, it is important to understand the
determinants of this construct and how their influence changes over time with
increasing experience using the system. Perceived ease of use, TAM’s other

direct determinant of intention, has exhibited a less consistent effect on

33
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intention across studies. Whereas some research has been done to model the
determinants of perceived ease of use (Venkatesh & Davis, 1996), the
determinants of perceived usefulness have been relatively overlooked.

To address these challenges, Venkatesh and Davis (2000) proposed

TAM2 to explain users’ mental assessment of the match between important

onal theoretical
, voluntariness,
evance, output
M2 reflects the
dividual facing

m, voluntariness

TRA (Fishbein & Ajzen the subsequent TPB (Ajzen, 1991). The
rationale for a direct effect of subjective norm on intention is that people may
choose to perform a behavior, even if they are not themselves favorable

toward the behavior or its consequences, if they believe one or more important

34
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referents think they should, and they are sufficiently motivated to comply with
the referents (Venkatesh & Davis, 2000).

User acceptance research examining the direct effect of subjective
norm on intention has yielded mixed results. Schepers and Wetzels (2007)

found no significant effect of subjective norm on intention, whereas Lam, Cho,

comparison of
1 no significant
ase of use, and
hospitality and

e influenced by

0 ntary usag
2 signi

him or her to perform a sp¢ navior, and the social actor has the ability to
reward the behavior or punish non behavior (Huh, Kim & Law, 2009;
Venkatesh & Davis, 2000; Chen & Tung, 2014). TAM2 theorizes that, in the
adoption of a technology, the direct compliance-based effect of subjective

norm on intention over and above perceived usefulness and perceived ease of
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use will occur in mandatory, but not voluntary, system usage settings.
Voluntariness as a moderating variable, is defined as the extent to which
potential adopters perceive the adoption decision to be non-mandatory ( Jaber,
2012; Asabere, Doku, Kusi-Sarpong & Oppong, 2014)

In relation to the adoption and use of ORS by hotels, voluntariness will

e of ORS to be
or not. Where
of adoption is

adopt and use

and. Qu (2007),

identification and distinguishes it from compliance and internalization.

In the typical work environment, with a high degree of
interdependence with other social actors in carrying out one’s duties, increased
status within the group is a basis of power and influence via processes such as
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social exchange, coalition formation, and resource allocation (Lépez-Nicolas,
Molina-Castillo & Bouwman, 2008). The increased power and influence
resulting from elevated status provides a general basis for greater productivity.
An individual may thus perceive that using a system will lead to

improvements in his or her job performance (which is the definition of

yver and above
relation to the
adopts and use

itality industry.

experience, the normative 1

A similar pattern of results was obtained by (Asabere et al., 2014), who
found that mandating the use of a system can increase initial system
utilization, enabling users to overcome the hurdle of first-time use, but that

such pressure seems to erode over time. Therefore, TAM2 theorizes that the
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direct effect of subjective norm on intentions for mandatory usage contexts
will be strong prior to implementation and during early usage, but will weaken
over time as increasing direct experience with a system provides a growing
basis for intentions toward ongoing use (Venkatesh, Thong & Xu, 2012).
When applied to the adoption and use of ORS by hotels, experience implies
the hotel for a

ime and other

e the adoption
regarding the
job (Mathieson,

portance within

ct knowledge about
asis forr determining what tasks
can be performed wit

We regard job relevance as a cognitive judgment that exerts a direct
effect on perceived usefulness, distinct from social influence processes.
Empirically, user acceptance has been linked in other research to variables

similar to job relevance, including job-determined importance (Kim &
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Garrison, 2009; Jeong, Lee & Nagesvaran, 2016) involvement (Amoako-
Gyampah, 2007). task-technology fit (Klopping & McKinney, 2004) and
cognitive fit (Shaft &Vessey, 2006). This in relation to the adoption and use of
ORS by hotels on job relevance means that employees understand the

importance of ORS in their operations. Where the system is considered to be

IS seen as not

what tasks a
se tasks match
ation how well

oo~

0 ieally i tput quality and

relevant systems, one Woutd*be ed to choose a system that delivers the
highest output quality. Output quality in the TAM model can be applied to the
adoption and use of use of ORS by hotels to mean the ability of the system to

make it possible for customers to make the bookings they need with ease.
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Once the system is in place, it will mean that customers are able to access all

the information they need using ORS without any challenges.

Result Demonstrability
Even effective systems can fail to garner user acceptance if people

ccifically to their

ability, defined

arudean, 2012)

e inne ectly influence

T

-of the results of using th
K pected to form
he covariation

aid cadily onversely, if a
' Sults*desired by a usér, but does so in
a i . ' stand how useful

943) found a

Perceived Ease 0 e degree to which an individual believes
that using a particular system would be free of effort Ali and Mat (2018).
The above researchers further indicated that Perceive ease of use represents
the level of difficulty the user expects to have in applying the ORS factor in

his or her job. Perceived ease of use may also be the degree to which one
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believes that using the technology will be free of effort (Janda, Trocchia &
Gwinner, 2002; Ha & Stoel, 2009). Udo, Bagchi and Kirs (2010), opined that
the extent to which an expansion is direct could be considered perceived ease
of use. Furthermore, it is proposed that perceived ease of use would influence

perceived usefulness. Gefen and Starub (2000) emphasized the importance of

nd Mat (2018),
v for perceived
e of navigation
derstanding of
Il be easier for
hnology that is

being Imple

satisfaction and minimizing the time to complete a task (Wang & Wang,
2010).
In the hospitality and tourism industry, a hand full of prior studies have

used TAM and its extended versions to understand and explain user

41

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

acceptance and behaviour of IT or IS (Kim,2009). For instance, Morosan and
Jeong (2008) examined users’ perceptions of hotel reservation websites: hotel-
owned and third party through extended TAM. It was revealed that perceived
usefulness and attitude towards use were two key predictors of users’

behavioural intention to use hotel reservation websites. Kim, Suh, Lee, and

rmation system
stem and their
del. The results
l its robustness
ition, Morosan

ns of guests’

TAM is important, the“stee 8s*on technology-organization-environment
framework, which dwells more on the adoption of a technology at the

organizational level.
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Technology-Organization-Environment (TOE) Model

To study the adoption of technological innovations in general,
Tomatzky and Fleischer (1990) developed the technology-organization-
environment (TOE) framework to describe the organizational components that

affect an organization’s adoption decisions. Tonatzky and Fleischer's (1990)

technological,
by which an
ramework was

nizational, and

Organization

ormal and Informal
Linking Structures

ommunication Processes
Size
Slack

Source:

Technological Contex

The TOE model has been regarded as one of the adoption theories that
works well in terms of organizational level adoption of technologies (Low,
Chen & Wu, 2011). Technological context, in general, refers to both of the
organization’s internal and external technologies or including current systems
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or prospective technologies. In the application of new technology adoption. A
number of scholars have studied and confirmed the importance of a variety of
first- and second- order constructs that affect the technological context. Kwon
and Zmud (1987) asserted the importance of the internal technology resources

(infrastructure, technical skills, developer, and user time) for successful IT

er of empirical
1993; Kuan &
nd studied the
g technology

cture, Internet

Tie at they have a substantial
15

Buhalis & Law, 2008). A technology that is not able to be directly and
indirectly beneficial to a hotel’s operation is not worth adopting. Since it will
affect the Property Management System (PMS), Computer Reservation

System (CRS), customer database and various systems which should be
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ideally interconnected; hence efficiency of operation will remain low leading
to poor customer relation, poor relation with business and the loss of market
share (Sigala, 2005; Wang, Chen & Chen, 2012).

In the hospitality context, improving upon the functioning efficiencies

and customer satisfaction have long been the key contributing factors for

5). Since ORS
ance business
market share
med that the
ICT is also an

I rated.

of organizational

es between

acceptance. Specifica e a n literature proposed that firm scope and
size and range of services are important organizational factors for technology
adoption Tomatzky & Fleischer, 1990; Rogers,1995; Ventakatesh, 1999). This

was also confirmed in the information systems literature.
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For example, (Dewan et al.,1998; Hitt, 1999; Zhu et al., 2003), found
that the greater the scope of the firm, the greater the demand for IT
investment. Likewise, Bharadwaj (2000) found that firm size is strongly
associated with investments in information technology. The size of the

organization has shown consistency in predicting the adoption of ICTs by

ms have more
isks associated
2004). On the
as result do not
ore responsive
3

villing to adopt a

Chau, 2001). Scarcity of these resources are not new to hotels (Oronsky &

Chathoth, 2007) but the vision, support and commitment by top management
can play crucial role in tilting the extent to which scarcity can be undermining

adoption. Lee and Kim (2007) also argued that the vision, support and
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commitment by top management can effectively create a supportive climate
for technological innovation. Leung, Lee, and Law (2011) demonstrated the
prominent role of management support and attitude in determining a hotel’s
proclivity towards the initial adoption of Web 2.0 technologies.

The same way, Dipietro and Wang (2010) also reported that the

ering hoteliers’
on the findings
s and technical
ntinuance from
readiness, top
al adoption of
99) noted that top

einforcing value

pirical evidence in

that firms in rapidly grow dUstries tend to adopt innovations more
rapidly. In general, a firm is required to embrace a new technology due to
pressure exerted by various external forces. Perceived pressure from industry,

denoting the level of technological capability of the firm’s industry as well as

its entrants, has been identified as the most important technological factor of
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technology adoption (Fuchs, Hopken, Foger & Kunz, 2010; Ramdani et al.,
2013; Wang et al., 2010). Wang and Qualls (2007) suggested that competitor-
oriented firms often feel pressured when they see more rivals in the industry
adopting the technology. To maintain their competitive position and avoid

lagging behind their contenders, the firm recognizes the need and has a higher

ou et al., 1995;
- Zhu & Sarkis
as a theoretical
technologies.
jate antecedent
1ational study of

model based on

internal factors whi NO ortunities or constraints to them in
their adoption of technological innovations (Gumusluoglu & Ilsev, 2009;
Hjalager, 2010). Internally, management is confronted with making everyday
decision to keep the hotel at par with other competitors in the industry (Crook,

Ketchen Jr & Snow, 2003). In an industry of competition, hotel managers have
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little or no control over external factors like the changing demand of
customers, pressure from partners to adopt a particular kind of technology and
competitive pressure from other rivals (Rivera, 2004). Competitive pressure
from the industry forces hotel to adopt a technology type to keep up with the
industry or hence loss market share. Hotels to have an upper hand on external

market trends

of hotel firms

pedia.com and

It is now beli€ Xpectation from customers are

NOBIS

facilitating factors adeption of technologies such as ORS by

hospitality firms (Hung et al., 2010).

Conceptual Framework
The conceptual framework governing this study was adapted from
Fleischer & Tornatzky (1990) model of Technology -Organization-
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Environment. The model conceptualizes the influencers of an organizations’
adoption of ORS as being an interaction between four major constructs such as
Managerial and Economic, Technological, Organizational and Environmental
factors resulting in the adoption of ORS as a booking system. From the

(Figure 2) below, Managerial and Economic factors refer to cost and perceived

anagerial and
tenance of the
of commissions
eived benefits
thus gaining a

feedback and

Qe

Reservation
System

Organizational
factors

Challenges

e Competitors
e Customers

associated
with the

Environmental
factors

\ 4

Figure 2: Conceptual Framework of Online Reservation System
Source: Adapted from Fleischer & Tonatzky (1990)
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Technological factors per this conceptual framework is concerned with
the technological competencies of the hotel, the availability of technology
suppliers and technology support infrastructure and cost of installing and
maintaining technological equipment available. This factor combines both the

preparation of the hotel in terms of knowledge relating to the particular

organizational
otel rooms and
1. These issues
ke ORS. The
ch the hotel is
de both micro

ORS it stands

ge over others to

in the business

necessity to live on in the market place.

Chapter Summary
This chapter reviewed related literature that is of significance to the

study. The chapter brought readers to understand what online reservation
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system is. with this, the study discussed the adoption of online reservation
systems by hotels, the forms of online reservation systems used by hotels, the
benefits associated with the use of online reservation systems as well as the
challenges associated with online reservations systems usage. The last part of

the chapter considered the theoretical underpinnings and the conceptual
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CHAPTER THREE
METHODOLOGY
Introduction
This chapter describes the research methodology used to collect and

analyze data to achieve the objectives of the study. It specifically describes the

3 ch problem and

ab ragmatism is also

collecting and analyzif antitative and qualitative data. Pragmatism
involves the blend of both approaches so that the overall strength of the study
is more than either quantitative or qualitative research. Additionally, mixed
method provides a more complete and comprehensive understanding of

research problem than prioritizing only one approach. In line with this, the

53

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

study utilized the Sequential Explanatory mixed method. In Sequential
Explanatory mixed method, the researcher expands on the findings of one
method with another. It involves the collection and analysis of quantitative
data followed by the collection and analysis of qualitative data so that data is

fused together for interpretation (Tashakkori & Teddlie, 2010). This method

s is to explain
Is or by using
ntitative study.
d from both the
st suited to the

of a research

design for social scien 0Ss- sectional design involves deciding on
what to find out; identifying the population, selecting a sample or using the
entire population; and reaching the respondents to draw the required
information (Kumar, 2005). This research concentrates on only a cross-section

of hotels specifically star rated hotels in the Accra Metropolis.
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Study Area

The study was conducted in the Accra Metropolis located in the
Greater Accra Region which is the capital city of Ghana. Accra Metropolis is
the commercial hub of Ghana and the major activities revolve around the
manufacturing industry and the service industry which attracts a lot of skilled

h facilitate the

I (hotel chains)
hotel, most of
ssible for their
iernational hotels

five star to one

(Ofori-Atta, 2015). This provide a conducive environment for businesses

including hotels to rely on in developing and using an online reservation

system to sustain their operations.
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Furthermore, Accra has been chosen for the study because it is host for
many multilateral and bilateral organisations and regional organisations such
as the Country office of the United Nations, World Bank, African
Development Bank, UNICEF, FAO, and Embassies amongst others which

becomes the target clientele who utilize online reservation systems for

e headquarters
ial institutions,
itutions receive
pose to rely on

Owusu-Manu,
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Key
Y Hotels
Road Natwork

7 studyArea
(7 Neighbouring Districts

= d ed for the
by prny o RO D in-cepth
siew guide. S ; s st Of all-star rated

Study Population

The study population comprised all reservation/front office managers
of 1 - 5 star rated hotels in the Accra Metropolis at the time of data collection.
The reservations /front office managers were targeted for the study because
they have a broad overview of how their organization is changing in response
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to ICT. They are usually responsible for the strategic development of the hotel,
including alignment of ICT with business strategies. The front office
/reservations also liase with the front line employees to get daily feedback on
guest complains and demand. Additionally, adoption of ORS is a policy

related issue that requires the approval and supervision of managers. Finally,

sions are made
| compliance to

rds.

g techniques were

8
t

W N

eighty-three (183) hotels were used for the study. However, out of the (183)

questionnaire administered, one hundred and seventy-two (172) questionnaires

were retrieved from the field indicating a response rate of 89.9% for the study.
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In order to reach the managers for the qualitative aspect using in-depth
interviews, a purposive sampling technique was employed. This technique
allows a sample selection based on in-depth knowledge of the population, its
elements and the purpose of the study (Babbie, 2007). The purposive sampling
technique helped gleaned vital information from the managers based on
5 that indicated
ar rated hotels
e non- upscale
riteria for the
otel from 4star
els from 1 star

se of ORS from

e Ace AropollIs
(mber of Rotels

Source: GTA, (2015)

Data Collection Instrument
Due to the mixed methods approach adopted, questionnaire and in-depth

interview guide were used to collect data. Twumasi (2000) indicates that
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questionnaire are very useful in gathering statistically quantifiable data in social
science research. Questionnaire allow many respondents to be reached within a
short time (Creswell, 2005). The questionnaire was structured into five modules.
Module one focused on identifying the forms of ORS (e.g., GDS, OTAs, HOWSs)

used for booking. Module two examined the factors which influenced the

ined the benefits
ule four analyzed
systems. Module
ents.

n ended questions

ponses. However,

‘ J1ves th SE
further and clari N Q B ! s

dpportunity to probe

60

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

Table 2- Measurement of test items generated from the literature

Factors which Items Source

influence the

adoption of ORS

Managerial and ORS helps to reduce cost of labour Emmer et al. (1993); Gilbert

Economic factors ORS helps to reduce the cost of and Wong (2003); Santoma
advertisement and O’Connor (2006); Bakar
Cost of maintenance and Hashim (2008); Sanchez-
Cost of commissions paid Franco and Rondan-Catalufia

2010); Nkosana (2016)

ten and Roth (1998);

g & Wang (2006);

sini and Masiero (2014);
g, Li, Li and Zhang

6)

0 (2014)

998); Hoontrakul
dev (2004); Baggio
saf (2011);Tan

and Anderson, 2003);
Buhalis and Law (2008);
Ezrachi, (2015)

Ar
ORS assists in offering faster services

Challenges The challenge with internet speed Akoh (2001); Baggio (2004)
associated with the  Employees lack of experience to use ORS (Treacy and Wiersema, 2007);
usage of ORS efficiently Mallat (2007)

Challenge with internet stability
Less interaction with guests using ORS

Lack of hotel -clients relationship due the use
of ORS

Source: Field survey, Ankor (2018)
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Pre- Testing of Instrument

The field work was preceded with a pre-testing of the research
instruments using hotels in the Cape - Coast Metropolis. The pre- testing
involved twenty (20) star rated hotels for 4 days in January, 2018. The reason

for pre- testing in Cape Coast was the fact that, the Metropolis has gained in

hotels brought
, most of the
o validate the
estionnaire was

tems to reduce

accuracy and

adopting ORS,

at final questionnaire was

Field Work and Challenges

An introductory letter was sent to the various hotels for their approval.
After obtaining permission to carry out the study, the researcher visited the
various hotels to book an appointment with the managers. On the day of data
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collection, the purpose of the study was well explained to managers for them
to get a clear understanding of the study. The managers were informed and
assured that the information given by them was solely to be used for the

purpose of the study. The questionnaire was given to managers to fill and

collected.

" March, 2018.
collection. The
ead, write and
ollection points

anagers and to

persuasion, some managers completed the questionnaires. In spite of all these

efforts, some managers left their questionnaires half way whiles others

misplaced them. The researcher made extra copies available to those who
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misplaced theirs and the unfinished ones were dealt with during the data
cleaning process.

Thirdly there was a difficulty in conducting the interviews as the
managers were not ready to grant the researcher the needed audience. This

was so because they had a number of meetings to attend, and reports to

time that was
ore than three

data collection

posal with the

anonymity

coerce

Introductory letter [ partment of Hospitality and Tourism
Management, University of Cape Coast was used to seek the consent from the
respondents.

Secondly, the issue of anonymity was also ensured. Anonymity

protects privacy by not disclosing a participant’s identity after information is

64

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

gathered (Babbie, 2007). This was to guarantee that information of
participants do not appear on the instrument used. The use of questionnaire
also guaranteed respondents anonymity since names and other personal details
were not to be associated with specific responses given. The purpose of

confidentiality which, according to (Babbie, 2007), is to conceal the identity of

to protect the
not sharing or
h third party.

used for the

checked for

onnaire discarded

to identify the § g the adoption of ORS among

NOBIS

hotels in the Accra Metropo addition, Binary logistics regression was

used to ascertain the factors that influence hotels’ adoption of forms of ORS.
Finally, data obtained from respondents through interviews were

transcribed manually. This was followed by identifying and categorizing the

primary patterns into specific themes using thematic analysis (Berg, Lune, &
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Lune, 2004). The thematic analysis was employed because of its flexibility
(Braun & Clarke 2006). The basic themes that stemmed from the coded data
were grouped into the responses constituting the organizing themes. Finally,
the themes were then grouped into concluding themes which became the

general themes (Attride-Stirling, 2001).

out the study.
sign. The study
thods approach

Moreover, the
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CHAPTER FOUR
RESULTS AND DISCUSSION
Introduction

This section of the study presents the findings and interpretations of

the processed data from the field. These were blended with the discussions and

the country. This presents the indication that there had not been much
expansions on the hotel facilities in the country in terms of star ratings.
Table 3 also presents the ages of the hotels used for the study. The

findings indicate that less than a quarter (23.3%) of the hotels started their
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business less than 5 years ago and about 3 out of every 10 hotels have been in
business between six to ten years. About 46 percent of the hotels have been in
existence for at least 11 years. This gives indication that there have been new

establishments of hotel facilities in recent times in the study area, though these

new hotels are in the lower star rating categories.
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Table 3 cont’d

Room rate(GHC)

<500 96 56.2
501-1000 45 26.3
1001-1500 13 7.6
>1501 17 9.9

Ip services

new.€ { ies.
factor i
gland Sahadev (200

were independently owned while 17.4 percent of the hotels were chain hotels.
It can be inferred from the finding that, the study area is still in its
developmental stage hence chain hotels have not yet found it suitable entering
such markets and as a result, hotels available are likely to be locally owned
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and managed. In relation to number of rooms, more than a third (34.2%) of the
hotels have rooms ranging from 21-40. Those hotels which had at most 20
rooms were 32.4 percent and the hotels with 61 to 80 rooms were only 7.0
percent. This result affirms the fact that most of the hotels were in a lower star
ratings, which do not have adequate capital outlays to put up large facilities for

) will patronize

otels with higher

from 3 to 5 star

hierarchy of needs for sustenance. More so, 31.4 percent of the hotels had
swimming pool, 14.5 percent owned forex bureau facilities and a few (5.2%)
of the hotels had convenience shop. This is an indication that hotels in the

study are improving upon their facilities to serve their clients better.
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Adoption of ORS by Hotels in the Accra Metropolis

This study sought to examine hotels’ adoption of ORS in the Accra

Metropolis. The result obtained is illustrated in Figure 4.

ee-quarters (78%)

22%) of the hotels

is that, all classes 0 ; ake use of the online booking systems in

future because it will become inevitable (Kelly, 2017).

Forms of Online Reservation Systems
To determine the forms of ORS used by hotels, this section explores
the various forms of ORS adopted. Table 3 indicates that the use of Online
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Travel Agents was 45.1 percent, followed by Hotel’s Own Website (44.8%)
and Global Distribution System (10.1%). Thus, the most popular forms of
ORS hotels adopted in the study area were the HOWs and OTAs.

Table 4 — Forms of Online Reservation Systems (N=268)

Forms Frequency* Percentage

1 tha ' d and most used
uIt supports the
organ and Ranchhod

s and GDS as the

hich at most

employment to the travel and tourism industry. With increased flight and hotel
bookings come the need for more employees in hotels, restaurants and tourist
sites to be able to cater for the growing numbers. This opens the way for more
unemployed people to be absorbed into the tourism and hospitality sectors
(Horner & Swarbrooke, 2016). Secondly, OTAs come at a fee and their
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services are not free. However, their value and benefits are boundless. The
impact of OTAs is mostly felt by hoteliers and customers who form the core of

hospitality and tourism industry.

Online Reservation Systems usage by Hotel Characteristics

he use of ORS

2lation to hotel
3, 4 and 5 star
This may be
ale hotels will be
Dgies compared

>.g. International

y Hotel Characteristics

Characteristics Usage of ORS (%)

Yes No

Hotel category
1 star 60.0 40.0
2 star 83.8 16.2
3 star 100 0.0
4 star 100 0.0
5 star 100 0.0
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Table 5 Cont’d

Age of hotel
<5 925 75
6-10 67.9 32.1
11-15 64.5 355
16-20 86.7 13.3
21-25 83.3 16.7

Ownership structure

notel that mostly used ORS was those hotels which were less than 5 years
(92.5%) whiles about two-thirds (64.5%) of the hotels which were aged
between 11-15 years used ORS. The finding where more than 9 out of every

10 hotels within the age groupings of less than 5 years use ORS confirms
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earlier discussion in this study that newly established hotels increase their
proclivity to adopt ORS technologies. This again concurs with Hoontrakul and
Sahadev (2006), who gave reasons that since these newly established hotels do
not have legacy systems and reputation amongst its clients, there is the need to

adopt technologies that could help them penetrate the market. This observation

otels to market
ft the existing
by Nwakanma,
otel Is a major
er to adopt new
/stem, whereas

ight not want to

through an established brand name and internationally branded image which is
attached to these types of facilities (Huang, 2009). This result is similar to the

findings of Smith (2011), who posited that adoption of ORS is high among

75

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

hotels chains because guests have an idea of what to expect before walking in
the door or doing an information search on a particular hotel.

With respect to number of hotel rooms, only about 54.0 percent of the
hotels which have less than 20 rooms used ORS. However, 100.0 percent of

the hotels which had 41 to 80 rooms used ORS while 95.0 percent of those

erred that those
han those with
that, effective
esources which
of the findings
kanma, Ubani,

ifluence adoption

percent of those hotels which have swimming pools, gyms, convenient shops
and forex bureau used ORS. This could probably be due to the fact that these
hotels are providing these services to augment their services and also to meet

the demand of their target clientele. The results reinforced the findings of
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Obonyo, Okeyo and Kambona (2016), who maintained that hotels with varied
lines of activities would find more use in the adoption of ORS than hotels with

relatively lesser span of activities.

Types of Online Travel Agents

he_study, Figure 5

oking.com, less

the hotels use

This is '8 HQ E HS ges in the travel industry whereby
OTAs such as Booking.com and Expedia are dominating other types of
reservation systems. This finding is consistent with the one obtained by
Middleton, et al., (2009), who indicated that the most used OTAs by the hotels

include Expedia and Booking.com. In view of this findings, the study sought
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to ascertain the reasons behind the dominance of the two OTAs by
interviewing some managers. In that regard, one of the manageress said they
do have Expedia, booking.com, Jumia and Hotels.com. However, their main

OTAs are Booking.com and Expedia which mostly generates more bookings.

As she puts it:

include

have mostly been using these two OTAs because of convenience, laid down
policies of hotels and the fact that these OTAs generate more bookings for
their facility. In order to get the most out of OTAs, it is important to keep the

information provided to the OTAs accurate and up-to-date to ensure
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descriptions of facilities and services offered to meet the standards and
expectations of the clienteles. Moreover, hotels should respond to customer
reviews and update the OTAs as quickly as possible, in order to limit the
impact of any negative feedback. with this, OTAs could give hotels the

opportunity to fill rooms that would otherwise remain empty. This could

rvation process

racteristics and
e forms of ORS by hotels in the study, Chi-square statisticjwas employed.
ally significant

(x?=14.291; p

ite. gh usage of
9ably because . t that this
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Table 6- Hotel Characteristics by For

Characteristics HOWs GDS
% Yes % % Yes %No
Hotel category
1 star 55.4 93.8
2 star 73.0 93.2
3 star 87.0 60.9
4 star 100 00
5 star 100 33.3
Age of hotel 7.829 0.098
<5 87.5 775
5-10 56.6 83.0
11-15 58.1 96.8
16-20 83.8 90.0
21-25 66.3 72.2
Ownership structure 7.108 0.008*
Chain 76.7 66.7
Individual 68.3 72.2
Number of rooms 46.944 0.000*
<20 48.2 98.2
21-40 71.2 91.5
41-60 86.4 60.0
61-80 100 40.0
>80 85.0
Room rate 69.036 0.000*
<500 58.3 95.8
501-1000 83.0 87.2
1001-1500 63.6 81.8
>1501 100 25.0

Source: Field survey, Ankor (2018)

*Significant at p< 0.050
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Similar to the relationship between hotel category and HOW, the
various hotel categories also have significant association with OTA (y?=
32.683; p = 0.000). Again, the results indicated that, upscale hotels tend to use
OTAs more than the lower categorized hotels. This is evident from the fact

that whereas all (100%) of the 4 and 5 star hotels were using OTAs, less than

is in line with
els with higher
lower grades.
iation between
ecause its low
est. The results
els used Global

s were not using

ondent 2,

Another interviewee was of the view that, adopting GDS requires a lot
of capital compared to other systems. She further claimed there is inadequate

financial capital for adopting the GDS and as such even though they encounter
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problems with the current system they are using, it is difficult for them to
adopt the GDS. She remarked:
There is no money for adopting this system,

though we are even having problems with the

system we are using currently (Respondent 1,

as low amongst
tels were using
arkets do not

usage of ORS

hotels aged 5-10 years were not using HOWSs. Also, more than 8 out of every
10 and two-thirds of the hotels aged 16 — 20 and 21 — 25 years were using
HOWs. Again, there was a significant association between age of hotel and

OTAs (x? = 1.890; p = 0.018). The chi-square assessment further showed that
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whereas most (90%) of the hotels aged less than 5 years were using online
travel agents, two-third (66.7%) of those aged 16 — 20 years were using OTAs
and more than three quarters (77.8%) of those aged 21 — 25 years were using
OTAs. Since the usage of GDS is generally low among all the hotels

categorized based on age (ranging from 3.2% to 27.8%), there were no

5 no significant
84; p = 0.376),
ound to have a

) = 0.008). The

sed OTAs while
he distribution of

hain and

found among a g Mith m 01-80, whereas only 48.2

percent of hotelS™ )OMS ‘ 0"were using hotel own website. A
similar results revealed that usage of OTAs was high (90%) among hotels with
more than 80 rooms, whereas 48.2 percent of hotels with rooms less than 20
were using online travel agents. For the GDS, the distribution of the

proportion of those hotels which have more than 80 rooms which used it was 3

83

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

out of every 5, while only 1.8 percent of those hotels with rooms less than 20
used GDS. The general observations among these associations of number of
rooms and the various forms of ORS indicate that those hotels with more

number of rooms tend to use these facilities significantly higher than those

with less number rooms.

exists between
ith rates more
)f hotels whose
ally significant
enerally, all the
' pared to 52.1
rate also showed
52 = 69.036; p =

rates more than

adoption of ORS in the Accra Metropolis, a blend of issues from the literature
were deliberated on and put together as Managerial and Economic,
Technological, Organizational and Environmental factors. Details of the
results are presented in Table 7. Respondents agreed that, managerial and
economic factors significantly influence hotels adoption of ORS (mean =
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3.366), with overall proportion of those who affirm this statement being 91.9
percent. In general, at least 80 percent of the all the hotels agreed on the
variables used for managerial and economic factors (ranging from 79.9% to
100.0%). Using the mean levels of agreement, the least rated variable was the

reduction in labour cost (mean = 3.064) while the highest rate indicator was

Cronbach’s

alpha

0.807

. overage
Overal
*

systems

Ability to use new technology 91.3 3.215

Employees with ICT skills 90.7 3.093
Knowledge on ORS 94.2 3.314
Availability of OTAs 94.2 3.133
Overall score 914 3.250
Organizational 0.659
85
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Table 7 Cont’d

Type of clients targeted 82.6 3.162
Number of hotel rooms 97.6 3.581
Range of services offered 98.8 3.000
Overall score 87.2 3.307
Environmental 0.717

4, Disagree=1. Disagree=0-1.4

doption (mean =

= 3.448

as well as

mean = 3.
influence'!!'

identified that most hote
to save cost.

Again, respondents strongly agreed that technological factors were
generally influencing their decision to adopt ORS (mean = 3.250). Precisely

the technological issues were prior availability of a 24/7 internet (mean =
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3.522), followed by employee’s knowledge on ORS (mean = 3.314) and
integrating ORS with existing systems (mean = 3.225). Ability on the parts of

respondents to use new technology (mean = 3.215), and availability of ORS

(mean = 3.133) while employees with adequate ICT skills made the least

(mean

3.093) influence. These are all externally generated changes in

competitors. In
ICT skills and
gs support the
ed eases of use
9). The finding

ng (2016) who

of this study is in line with Inversini and Masiero (2014) assertions that, the
number of rooms influences the adoption propensity of hotels. Similarly,
Pezeshkan (2008), studied the effect of market concentration on the adoption

propensity of firms and revealed that the types of clients targeted have
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influence the adoption of ORS. These findings further support the technology-
organization-environment (TOE) framework used for this study, where firm
size was considered a key organizational factor that influences the adoption of
a technology (Tomatzky & Fleischer, 1990).

Finally, environmental factors were also reported to contribute to the

hotels (91.1%)
dopt ORS such
petitors (mean
n = 3.505) and
ere factors that

esults from the

al., 2010 that an organization (hotel) will consider the competition from
competitors before adopting a new technology. In all, the study revealed that
all the hotels have agreed on all the four factors (managerial and economic,

technological, organizational and environmental) that must be considered
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when adopting ORS. Hotels must therefore tackle these variables into

consideration whenever they are adopting new technologies.

Factors Underlying the Adoption of ORS
In determining the main underlying factors contributing to the adoption

or Analysis was

ones that were
the Principal
using Kaiser
PCA analysis
let. Preliminary
test of 654.601) to be

r orrelation matrix.

Olkin (KMO)

explanatory

: mic, technol
8 sh

dicates that the factor
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Table 8- Structure of Factors underlying the Adoption of ORS (172)

Factors Variables included in the Loadings Eigenvalues % of Cronbach’s
factor variance alpha
explained

Managerial and economic

| Management support 0.784

22.89 0.807

Technological equipment 0.729 | 19.59 0.737

21.41 0.659

0.717

The first factor (1) measured issues related to managerial and economic
dimensions, which were made up of 4 items. This factor had an eigenvalue of
4.11, which is equivalent to 22.89 percent of the total variance. Among the
items under managerial and economic factors, management support recorded

the highest loading (0.784) while the items with the lowest (0.750) factor
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loadings were commission rate and feedback from customers. The assertions
that management support, commission rate and feedback from customers are
essential managerial and economic factors that influence the adoption of ORS
confirm the findings of Bai, Law and Wen (2008), who stated that hospitality

and tourism managers have been and will continue enhancing their

irtual business

he nine factors

were found to

tive of the fact

e four factors

ission rate and

contribution will

reasons

interview

I mean by that. Essentially, would you want to

set up a facility, put money into it, interact with
people and at the end of the day you make no

money? So of course our main target is to
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maximise profits. But for us to maximise profit,
there is the need for us to incur cost, which
mostly comes in a form of commissions and

acquisition of ICT equipment. (Respondent 2,

Manageress of a 2 star hotel).

f profit was an
er, most of the

r than revenue

‘hat influence the

to this model.

2 items made up this par actor. They accounted for an eigenvalue of
2.58, which contributed 21.41 percent of the total variance. The type of clients
targeted recorded the highest factor loading (0.873) whiles the range of
services offered recorded lowest (0.781). This shows that the type of clientele
(International, Local, Corporate or Individual) a hotel position itself to serve
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has a bearing on its propensity to adopt ORS. Contrary to the finding from
this study Rogers (1995), Tomatzky and Fleischer (1990), Hitt (1999),and
Bharadwaj(2000) found that firm scope and size are important organizational
factors for technology adoption.

The last factor (IVV) measured variables related to environmental

for 2.71 of the
ariance. To be
est ranked with
echnology was
that, customer
‘technology are
‘are in consistent

ith their privacy

findings therefore support the underlying theory that three principal contexts

namely technological, organisational and environmental factors influence the
process by which an organisation adapt and accept a new technology and the

usefulness of the conceptual framework used for this study.
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Factors by forms of Online Reservation Systems

This section explores the various factors which influence adoption of
ORS among hotels in the Accra Metropolis. In view of this, the binary
logistics regression was used to assess the effect of the factors on the adoption

of the various forms of ORS (HOWSs, OTAs, and GDS). The results obtained

, Odds, the p-
t to which the
5 of ORS.

orms of ORS.

I For EXP (B)

Upper

11.665

14.374

5.998

7.632

Nagelkerke R? .
Online Travel Age

Managerial and

Economics
Agree 12.457* 7.230 .0001 2.410 21.688
Disagree (RC) 1.0

Technological
Agree 4.203* 3.259 .040 1.053 10.086
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Table 9 Cont’d
Disagree 1.0

Organizational
Agree 8.262* 5.649 .004 1.735 18.399
Disagree 1.0

Environmental
Agree 5.102* 2.382 .024 1.122 5.058

Upper
3.923

Technological
g 3 0 19.853

6.079

Agre ‘ . 6.041
Disag

agelkerke

| *“Sgurce: Fielt,

ificant at p

%
%ftsi ‘ thatop i@

variablé forms of ORS were

5

*‘h‘ e used as predictor
v

putcome variables. The
responses rece H‘{ c E!El binary format with one (1)
representing the presence of the forms of ORS, and zero (0) representing the
absence of the forms. Three models emerged from the analysis. The first

model showed how the factors influenced the adoption of hotel’s own website.
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The second model shows how the factors influenced the adoption of OTAs
and the third model shows how factors the influenced the adoption GDS.

The first model proved to be a good predictor of the adoption of
HOWs as indicated by the Hosmer and Lemeshow Test ( y? = 7.209; p =

0.514). For a model to be considered a good predictor, the alpha value of

, 2005), and in
vy of the model.
shown by the
f the model in

redictors were

0 cant. Specifically,
echng ald = 6.749), and

have statistically

tencing factor on ORS

requires management approval
based on the cost involved and the perceived benefits to be derived using
HOWs.

Again, those respondents who agreed that technological factors will

influence ORS, were 4.6 times (Odds = 4.569) more likely to adopt website
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for their facility compared to their counterparts who disagree. For those who
have agreement on environmental factors, they were 3.6 times (Odds = 3.55)
more likely to adopt hotel’s own website. The findings further indicate that
hotels which identified managerial and economic, technological and

environmental factors as being significant predictors of ORS adoption for their

n website for

n Table 9 also
eshow Test (y?
he variances in
agelkerke R? of
predicting the

managerial and

IS = 2.382) more likely to
ents of the managers on all the
factors (managerial and economic, technological, organizations, and
environmental) influence their use of OTAs in one way or the other. This
significant agreement by all the managers in relation to the adoption of OTAs

is attributed to the strong marketing power and the widespread use of
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advantageous business models making it easy for hotels to increase their
revenues quickly (Green & Lomanno, 2012).

Furthermore, in terms of predicting how the factors influenced the
adoption of Global Distribution Systems, variables in the model also proved to

be good predictors of adoption of GDS as indicated by the Hosmer and

1 only about 29
he Nagelkerke
v technological
pption of GDS.

tors influenced
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Table 10 - Benefits of using Online Reservation Systems (N=172)

Benefits % Agreement Mean
Assists in getting paid quickly 90.2 3.785
Cutting down the number of employees 84.9 3.174
Reservations are maximized 97.7 3.639
3.634
3.139
3.529

Disagree= 0-1.4

From the above quote it is revealed that those hotels that have systems

in place to enable guests make online payments to guarantee their bookings
enjoy the benefits of receiving their monies prior to guests’ arriving at their

facility. Additionally, in the case of a no-show guests, the hotels benefits from
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payments made (Law & Hsu, 2006; Huyton & Thomas, 2000). Also,
respondents agreed that using ORS helps in cutting down the number of sales
employees (mean = 3.174), in the sense that, ORS is used as a tool that helps
in marketing the hotels online for which few reservation staffs are hired and

this cuts down cost. Other scholars also found that ORS reduces the number of

distribution of

dek & Brown,

= 3.639) that

ORS gives the

L wider market

coverage (€ ’ ) lepth interviews
in gé g than any other
18ans ane h

m

right here by pressing a button and make a

reservation (Respondent 1, Manageress of a 1

Star hotel).
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The quote above reiterates the fact that, making reservations online is
the current trend for booking hotels. In addition, the ORS has given an added
advantage to hotels which have adopted the system in getting more booking
than through other means since the reservation system works all the time. This

phenomenon helps hotels to maximize their sales since reservations online are

ternet outside
the availability
...... . Thisai it hotels which

ving booKings 24 hours a

NQ B!S §*agreed that using ORS aids in

handling large volume of reservations (mean = 3.529). Given that substantial
number affirming to ORS facilitating in handling large volume of sales, it also
implies that by making booking online, hotels are able to increase their

revenue compared to those hotels without ORS. These results show that the
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ORS is playing a very significant role for hotels. The finding supports the
works of Buhalis and Law (2008), and Lin and Lee (2009), who indicated that

the benefits of ORS are prominent and managers can use hotel websites to

maximize reservations and increase their revenues.

Of Hotel’s Own
e Was a significant
=56.357,p =

€3S 67.2 percentjof hotels agreed

iateC OWs 32.8 percent
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Table 11— Benefits by Forms of Online

Forms of Instant payment er services Maximized reservations
ORS ’
Agree  Disagree A eg : IS > Disagree  Agree Disagree
HOWs
67.2 32.8 27.9 78.5 215
X 2 p: ‘ ] v' p: X 2 p:
56.357  0.000*  37.77 g . 48.395  0.000* 33.818 0.000*

2 —

OTAs x? p= )= : _ ' P=e X =
33.672 0.000*¢ ' ( . ) . =G ' i ’ 23.675 0.000*

GDS x? p= x? p=
8.826 0.032* 11.366 0.010*

*Significant at p< 0.050

Source: Field survey, Ankor (2018)
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Another significant relationship was observed between reduced staff
and Hotel’s Own Website (x? = 37.775; p = 0.000). The chi-square test further
revealed that majority (72.2%) of the hotels agreed that reduction in number of
sales staff is a benefit associated with using HOWSs compared to 26.8 percent
who disagreed. This observation implies that since hotels may not employ a
Ily on payment
. The functions
brmation about

e. This reduces

eI Websiie ¥and also save cost.
24/ Q B I s s had a significant relationship
(x?= 39.989; p = 0.000). Further analysis also indicates that whereas 76.7
percent of the respondents agreed that a 24 hour, 7 days a week operation is a
benefit associated with using HOWSs, 23.3 percent of their counterparts

disagreed. This implies that hotels who see ORS as a strategic tool to assist

104

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

their facility being opened to the public 24 hours, 7 days a week were
experiencing the benefits from ORS more than their counterparts who disagree
to it. Furthermore, there was a significant relationship between faster service
and HOW (x? = 48.395; p = 0.000). The analysis further showed that whereas

72.1 percent of the hotels agreed to faster services being a benefit for using

ster services to
er than offline
een maximized
alysis showed
at ORS assists
ho disagreed.

efcustomers, they

o those facilities

p ) =]
that those hotels*ha gnt

have not because guests who book online through OTAs may be required to
guarantee their booking through payment for booking to be confirmed and

secured before they arrive at the hotel.
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Another statistically significant relationship was also observed
between reduced staff and OTAs (x? = 33.830; p = 0.000). Further analysis
showed that at least 7 out of every 10 (72.2%) of the hotels agreed to reduction
of staff being a benefit derived from using OTAs whiles 26.8 percent

disagreed to it. This implies that once a hotel is online and can be accessed by

sales person to
onship between
alysis indicates
ider coverage
ith the findings
hotels benefits

eading to wider

sihg OTAS

g them in offering faster
services through™@ / ercent disa In addition to the benefits
associated with using OTAs, there was a statistically significant relationship
between maximized reservations and the use of OTAs (y? = 23.675; p =

0.000). Further analysis revealed that almost about 4 out of every 5 (78.5%)
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hotels agreed that maximized reservations is a benefit for using OTAs since
their hotels are seen globally.

With regards to the use of Global Distribution Systems, some of the
benefits of using ORS showed significant association. Specifically, a

statistically significant relationship was found between instant payment and

67.2 percent of
GDS and only
DS whichisa

line especially

gre was a signifiean At ¢ rageand GDS
9 percent of the
vith using Global

nay be attributed to

out showed that more than three quarters (78.5%) of the hotels agreed to
maximized reservations being a benefit derived from using GDS whereas only
21.5 percent of the hotels disagreed. This finding supports the findings

obtained by Beatrice, Cezar and Alexandra (2013) and Sanchez-Franco &
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Rondan-Cataluna (2009), who stated that the use of GDS allows tourism
service providers to promote and sell their products globally online, at the
same time helping them to increase occupancy through maximization, and to

reduce seasonality.

stems

5 were assessed
hotels agreed

associated w ORS (mean =

face problems

>

*{} on Systems (N=172)

C
[

2.715
2.203
Employees lack of € 2.220
Management inability to employ qualified 67.6 2.604
reservation staff
Challenge with internet stability 76.1 2.582
Cost of acquiring technological equipment 76.1 2.584
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Table 12 Cont’d

High commission rates 87.5 2.651
Less interaction with guests 82.7 2.603
Lack of hotel-client relationship 84.2 2.746

Scale: Strongly Agree =3.5-4.0, Agree=2.5-3.4, Disagree=1.5-2.4, Strongly Disagree= 0-1.4

Source: Field survey, Ankor (2018)

nt inability to
the use of the
using the ORS

the use of new

facilities which are mostly imported into the country, they tend to be relatively
expensive. Besides, getting technical experts is sometimes difficult hence the
few that are available tend to charge exorbitant fees, which adds to increasing

the cost of installing such gadgets.
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The managers also affirmed that the payment of commission rates on
the use of ORS are high (mean = 2.651). In their quest to be more visible and
to maximise their reservations, hotels tend to spend on ORS, which sometimes
becomes a significant proportion of their capital outlay. Thus, being online

comes with cost, especially when dealing with OTAs who charge

em. This result
Brewer (2010),
se of ORS. To
erviewees were
the OTAs was
ay with high
ebsite in addition

agers had this to

In general, both the findings from the quantitative survey and the in-
depth interview support the idea that rates charged by OTAs are really
reducing their profit margin. However, having website in addition to OTAs

have been reported to increase profit margin for the hotels. The main reason
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attributed to this finding is that combination of OTAs with hotel’s own
website gives instant access to a large number of potential customers (Buhalis,
2006).

Finally, more than three quarters of the hotels agreed to the lack of

hotel-guest relationship (mean = 2.746), and less interaction with guests (mean

ests who book
to give their
urrent method
ies such as the
to inadequate
this challenge,
rther reaffirmed

inability to make

provide service that suit them but nowadays, the

online has taken that away. For instance, he
(guests) does his own booking, he arrives at the

hotel, stands in front of you and he’s ready to
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check in. (Respondent 6, Manageress of a 5 star
hotel).
Another manageress corroborated the above statement that the online

reservation is taking the human touch from the industry. As she puts it:

Honestly, the online reservation is taking that

ial networking
inconspicuous

ental effects on

challenges and the fofft hi-square test of independence was
employed to perform this analysis and the output is presented in Table 13. As
shown in Table 13, there was a significant relationship between some of the

challenges associated with using ORS and HOWs at p < 0.05. Precisely, there
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was a statistically significant relationship between unqualified staff and
HOWs (y? = 12.305; p = 0.006).

Further analysis showed that 51.1 percent of hotels agreed that having
unqualified personnel is one of the challenges associated with using HOWSs

while 48.9 percent think otherwise. Having majority of the hotels identifying

sing an online
g the technical
of reservation

lifficulty to the
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Table 13- Challenges by forms of Onli

Less Lack of hotel-

Forms Slow access time Cancellation
interaction client

of internet of booking
with guests relationship
Agree
A D A A D A D
ment
63.3 36.7 72.1 827 173 84.2 15.8
HOWSs x? p= x? =i " : x? p= x2 p=
5.564 0.135  1.305 6. . 0.068 7450 0.094 5897  0.064
OTAs x2 p= x? ; x? p= x? p=
10.065 0.018  5.103 0.000* 23895 0.021* 21655 0.021*
*
GDS x2 p= x? ‘ : o ; x? p= x? p=
Sire » . 048 90 . 0.136. %425 0543 398 0475 3675  0.601

8.826 0.055  1.715

Source: Field survey, Ankor (2018)

*Significant at p< 0.050
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A significant relationship also existed between instability of internet
and HOWs (x2=16.494; p = 0.001). The results further showed that whereas
more than three-quarters (76.1%) of the hotels agreed to facing the challenge
of instability of the internet using hotel’s own website, 23.9 percent of their

counterparts disagreed. This is a generally acceptable fact that because online

readiness and

sure measures

etween cost of

er showed that

: her re i ions ,
the challeng®g associated W ) <0 A specific

, . and the use of OTAS

using OTAs are more prone to have difficulties with slow access time because
of the numerous guests online searching for information on prices and
facilities prior to making a reservation. This finding is consistent with the

views of Ekiz, Khoo-Lattimore and Memarzadeh (2012), who stated that,
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OTA platforms allow potential guest to search for or compare hotels and their
prices before making a decision to book online.

Moreover, there was a significant relationship between unqualified
staff and OTAs (y?= 12.798; p = 0.005). The study further revealed that

about 51.1 percent of hotels agreed to have a challenge in terms of unqualified

. A significant

s, 23.9 percent
result is in line
se of OTASs is

arnet and loss of

ith one manager

guest, however our internet service provider is

putting measures in place to reduce the “slow or
no network syndrome”

(Respondent 1, Manageress of a 1 star hotel).
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The issue of internet instability is a challenge for the hotels because it
hinders the ability of receiving notification of bookings on time in order to
send confirmations to their guest online. Aside that, hotels may also not be
able to respond to mails or give feedback to guests who might be making

enquires about their facilities or searching for further information about their

urther analysis

maintenance is

ed that cost of

reservation online is not well patronized by the hotels in Accra Metropolis
hence its inability to have a bearing on the variables. This may be attributed to
the huge initial capital required for adopting the ORS which is deterrent to the

hotels.

117

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

Chapter Summary

This chapter presented the empirical results from the study. Majority of
the star-rated hotels in the Accra Metropolis have adopted ORS. The most
common form of ORS used are the OTAs, and the HOWSs, with Booking .com

and Expedia dominating the types of OTAs used. With regards to the factors

anagerial and
| factors were

technologies.
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CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
Introduction
This chapter presents the conclusions and recommendations of the

dy and draws

are then made

gdoption of online

atropolis, Ghana,

technological, organizationai, and environmental factors. The researcher

adopted the pragmatist’s paradigm for the study. A cross-sectional data was
collected from 172 reservations/front office managers using questionnaires,

and 6 managers were purposively selected using in-depth interview guide. The
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data was analyzed using descriptive statistics, chi-square, factor analysis, and
binary logistic regression for the quantitative aspects, and thematic analysis

for the qualitative aspect.

Main Findings

d hotels in the

forms of ORS
Travel Agents
ents being the
d a significant
ategory had a
. OTAs, GDS).
sand OTAs. In

t association with

at, th acCl
‘n mic, technol

factors, prior availability of a 24 hours,7 days a week internet, integrating

ORS with existing systems, ability to use new technology and inexperience in
using ORS were identified as the technological factors that influenced the

adoption of ORS. Furthermore, types of clients’ targeted, number of hotel

120

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

rooms were found to be organizational issues that influenced the adoption of

ORS. Finally, environmental factors that were found to have influenced the

adoption of ORS were losing customers to competitors, readiness of customers
to use new technology and customers having trust in the new technology.

Furthermore, the study also showed that, hotels derive a number of

efits includes:

the number of

r businesses to

ervices to their

Conclusions

Based on the specific objectives and the results obtained from the
analysis, this study offers a number of conclusions that add to the body of
knowledge on the use of ORS in Ghana. The study concludes that, the

adoption of ORS by hotels in the Accra Metropolis is high. Thus, most hotels
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in the Metropolis are making great efforts to enhance their visibility and
clientele base through the electronic distribution systems. The availability of
very good and functional internet service providers, hotels will be in the

position to adopt new technologies that will enable them serve their customers

better.

and economic,
these factors,
technological
otel to choose

clientele base,

satisfaction and deriving the best value for their money.

Finally, this study concludes that, low access time, Management’s
inability to employ qualified reservation staff, internet instability, cost of

maintaining technological equipment, and high commission rates, less
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interaction between guests and the hotel staff, and lack of hotel-client’s
relationship are the main challenges associated with the use of ORS. This
implies that more hotels are likely to adopt ORS when measures are put in
place to address these challenges. The presence of these challenges will put

many hotels at risk of disregarding the use of technology and this is likely to

m industry.
jons drawn, the

recommended
hich can give
stomers. Hotels
uld attract guests

gommission to third

four major

economic,

hoosing the loea ‘facilities to support the

deployment of the N Q B Ive, hoteliers should explore the

potential opportunities emerging through ORS and be pre-emptive in
identifying the capabilities of technology.

Furthermore, since hotels in the Accra Metropolis have benefited from

the ORS, the management of the hotels in collaboration with GTA should
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create a centralized portal for all star-rated hotels in Ghana to be migrated onto
a single platform to enable those hotels which have not adopted the online
reservation system to also benefit from using the ORS. When this is done,
those hotels which have not adopted the ORS as result of financial difficulty

will have the opportunity to also be visible online and maximize reservations.

ied reservation
y for staff who
efficiency and
ORS. Internet
cture to enable
chnologies that
iels should put in

s details from the

studies can be carried oUut o the"tse of GDS as a form of reservation system
by star rated hotels to find out why its usage among the hotels in Accra

Metropolis is low compared to other forms of ORS.
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APPENDICES
APPENDIX A
UNIVERSITY OF CAPE COAST

FACULTY OF SOCIAL SCIENCES

DEPARTMENT OF TOURISM AND HOSPITALITY MANAGEMENT

icting a

For questions and any for onsultations, kindly contact the researcher on
0244764017 or email peaceaku.amu@gmail.com

Please tick (V) or provide the appropriate answers to the following questions

where applicable.
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MODULE 1: Forms of Online Reservation Systems (ORS)
1. Do you have online reservation systems?

a. Yes[] b. No

2. If“Yes” what is the rationale for adopting the ORS?

Expedia

Travelocity
Orbitz
Jumaia
Others specify
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MODULE 2: Factors that influence the adoption of online reservation
systems (ORS)

6. Please indicate your level of Agreement or Disagreement with the
following statements on factors that influence the adoption of ORS in your

organization. Tick as appropriate.

SA

0 reduce the.ee

Prior availability o

ability to adopt ORS

Integrating ORS with existing systems

Security and trust issues
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Employee competence

Employees knowledge on ORS helped us to adopt the

technology

Employees with adequate skills in using the ORS has

helped to adopt the technology

to their customers

Customers

Customers’ readiness to use new technology influenced the
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adoption of ORS

Customers' having trust in the new technology influenced our

adoption of ORS

Customers’ ability to use new technology influenced our

adoption of ORS

)RS)

the following

ation? Tick as
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MODULE 4: Challenges associated with the use of online reservation
systems (ORS)
Please indicate your level of Agreement or Disagreement with the following

statements on challenges associated with the use of ORS in your organization?

SA

ack of experig QRS efficie

l hallenge W

A

10. Please specify

Hotel chain []
Individual hotel [1]
OtheT ot
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11. Specify the number of rooms in your hotel

17. Sex

a. Male [1] Female [ ]
18. Nationality ......ccoovviiiiiiiiiiiiiiiieeeen,

19. AR IN YOATS .uviintiiet et ee e
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20. What is your marital status? Tick where applicable
a. Single []
b. Married [ ]
c. Divorced][ ]

d. Widower [ ]

gh sch.KcertiﬁCate
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APPENDIX B
IN- DEPTH INTERVIEW GUIDE
1. Do you have online reservation systems? If yes, which types do you
have?

2. s your hotel subscribed to more than one ORS? If yes, what are the

(HWS, OTAs,

for your hotel

t system?

g'the adoption?

providers, expertise of staff, cost of training of staff, cost of
technological infrastructure, cost of maintenance, support of owners,
support of management etc.)

12. How will you describe your hotels experience with ORS?

169

Digitized by Sam Jonah Library



© University of Cape Coast https:/ir.ucc.edu.gh/xmlui

APPENDIX C

INTRODUCTORY LETTER

UNIVERSITY OF CAPE COAST
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FACULTY OF SOCIAL SCIENCES
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