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ABSTRACT

Digitalization has increased the importance of online marketing as compared to its traditional
counterpart.Overtheyears,thenumberofcustomersusingonlineportalsforbookingticketsand
hotelroomsviaonlinetravelagencies(OTAs)hasshownanincreasingtrend.Thismaybeduetothe
discountsandadd-onservicesprovidedbyOTAretailers.Qualityofthewebsiteattractscustomers
tomakeavisitandhenceforthapurchase.Sincethesatisfactionofonlinecustomersimpactsthe
successofawebsite,amodelisproposedtorankOTAwebsitesonthebasisoffactorsthataffect
websitequality.Thewebsitequalitycriteriaconsideredare trust,easeofuse, tangibility,easeof
booking,navigation,customization,systemavailability,responsiveness,andinteractivityofewom
(electronicword-of-mouth)systems.Themodelcombinesthemulticriteriagroupdecisionmaking
(MCGDM)techniquesofintuitionisticfuzzyanalytichierarchyprocess(IFAHP)andintuitionistic
fuzzypreferencerankingordermethodforevaluationenrichment(IFPROMETHEE).Acasestudy
isprovidedtovalidatethemodel.Theresultsofthecasestudyshowthehigherrankinggiventothe
OTAwebsitewithmostefficientservicequalityattributes.
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1. INTROdUCTION

Technologicaladvancementshaveledtogreaterinteractionbetweentheonlinecustomersandthe
marketers.Theservicesectorhasincreasedtheusageofonlineplatformsovertheyears.Theincrease
insalesofhospitalitysectorespeciallytheonlinetravelisexpectedtocross817.5billionUSdollars
by2020(Statista,2017).Withthenoticeableincreaseinonlinetravelsegment,theonlinemarketing
speculators are keenly focused on this industry (Sambhanthan & Good, 2014). OTA provides a
singleinterfaceforthecustomerstocomparepricesandbuytripsonline(Ku&Fan,2009).Thisis
enhancedbyenablingthecustomerstopurchaseairplanetickets,bookhotelrooms,andhirecars
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throughvariousvendorsbutusingsinglesiteandsingletransaction.Previousresearchershaveproved
apositivecorrelationbetweenpleasantonlineshoppingexperienceandthequalityofsite(Wang,Law,
Guillet,Hung,&Fong,2015).Websitequalityistheperceivedeffectivenessoftheonlineshopping
siteasperthecustomersbrowsingthewebsite.Theinformationquality,systemquality,andservice
qualitycombinetogethertoformamultidimensionalconstructthewebsiteservicequality.Website
servicequalityisanextensionofthetraditionalservicequalityintroducedbyParasuraman,Zeithaml,
andBerry(1988)overtheonlinemode(Zeithaml,Parasuraman,&Malhotra,2002).

Theeffectivenessofawebsitecanbemeasuredbythesatisfactionlevelexperiencedbyonline
usersduringtheirbrowsingsessions.Manyextantresearcheshavevocalizedthedimensionsthat
impact website quality, which is a quintessential for online customer satisfaction (Yoo, Kim, &
Sanders,2015).Earlierstudiesinthehospitalitysectorweremainlycenteredabouthotelindustry
(Ali,2016;Li,Peng,Jiang,&Law,2017).Notmuchworkhasevaluatedandmeasuredthesuccessof
onlinetravelwebsites.Thispaperprovidesanintuitionisticmulticriteriadecisionmakingapproach
torankonlinetravelagency(OTA)websitesonthebasisofconstructsmeasuringwebsitequality
success.Thedimensionsconsideredforevaluationpurposesaretrust,tangibility,customization,ease
ofordering,navigation,systemavailability,easeofuse,responsiveness,andinteractivityofewom
(electronicword-of-mouth)systems.

Nowadays,thedecision-makingprocesshasbecomemultiplecriteriabasedratherthantakingthe
decisiononsinglecriteria,asdonepreviously(Akincilar&Dagdeviren,2014).Thishaspopularized
theconceptofmulticriteriadecisionmaking(MCDM)amongtheresearchers.MCDMtheoryhas
nowpassedthroughvariousevolutionaryphasesincorporatingtheconceptsofcrispset(Saaty,1980)
andfuzzyset(Zadeh,1965),andrecentlyreachedtheintuitionisticfuzzysets(IFS)(Atanassov,1986).
TheIFStakescareofthedegreeofpreferenceandnon-preferencefacedbyadecisionmakerabout
anyalternative.Thus,theIFSareefficientinhandlinganyhesitancyindecisionmaking.Moreover,
theresearchersworkinginthisareanoticedthebiasininputsprovidedbytheexpertsfromwhom
feedback is sought.To tackle thisproblem, the conceptofmulti criteriagroupdecisionmaking
(MCGDM)wasintroduced(Pérez,Alonso,Cabrerizo,Lu,&Herrera-Viedma,2011).Thisprovided
thebestsolutionbytakinginputsfromanumberofdecisionmakers,whicharelaterintegratedusing
aggregationoperators.Inthispaper,wecombinetheMCDMtechniquesofAnalyticHierarchyProcess
(AHP)andPreferenceRankingOrderMETHodforEvaluationsEnrichment(PROMETHEE),extended
overIFSundergroupdecisionmakingtoranktheOTAwebsitesunderconsideration.TheAnalytic
HierarchyProcessisaMCDMtechniqueusedtohandlebothmeasurableandnon-measurabledata
developedbySaaty(1980).Itisapowerfultoolwhichconvertsadifficultproblemintoatop-to-
downstructuretomakeiteasilysolvable.ThePreferenceRankingOrderMETHodforEvaluations
Enrichmentisanoutrankingtechniqueundermulticriteriadecisionmakingprocess,introducedby
BransandVincke(1985).Themethodenablesthedecisionmakertoevaluatebothapartialanda
finalrankingofthealternativesunderconsideration.Here,theintuitionisticfuzzyAHP(IFAHP)
isusedtoobtainthecriteriaweightofthefactorsthatimpactthewebsiteservicequalityandthe
intuitionisticfuzzyPROMETHEE(IFPROMETHEE).

Therefore,thegoalofthispaperistorankOTAwebsitesonthebasisofwebsitequalitysuccess
factors.Theorganizationofthepaperisasfollows:Section2isareviewoftherelatedliterature
(titledLiteratureReview).Section3presentsourmethodology(titledMethodology).Inthissection,
wedescribetheintuitionisticmulticriteriadecisionmakingapproachtorankonlinetravelagency
(OTA)websitesonthebasisofconstructsmeasuringwebsitequalitysuccess.Section4presentsthe
findingsafterapplyingourmodel(titledResults).Herewepresentrankingsbasedonsevenwebsite
qualityservicefactorsnamelytrust,tangibility,customization,easeofordering,navigation,system
availability, ease of use, responsiveness, and interactivity of ewom (electronic word-of-mouth)
systems.Section5(titledConclusion)discussesthesignificance,limitations,andrecommendations
forfutureresearchforthisstudy.
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