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ABSTRACT

Thisresearchshowcasesthecrucialroleofplatformtrustintherelationshipbetweenwebsitequality
(system, information, service, familiarity) andplatform loyaltyof expatriates residing in foreign
countries,takingintoaccountthemoderatingeffectofculturalintelligence.Totestthehypothesized
relationships,anonlinesurveycollectedresponsesof786fromforeignexpatriates’travelers,anddata
wasanalyzedusingSmartPLS3software.Platformtrustmediatestherelationshipbetweenwebsite
quality,system,information,service,familiarity,andpurchaseloyalty.Theresultsshowthatcultural
intelligenceseemtomoderatethismediatedrelationship.Thispaperanalyzestheimportanceofquality
signalsonexpatriates’relationshipswithOTAwebsite.Thisstudycontributestotheunderstanding
theroleofculturalintelligenceinOTAsector.
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INTROdUCTION

Tourismhasexperiencedexponentialgrowthin thedecadetobecomeoneof theworlds’ largest
exportsector.Onlinetravelmercenariesfueledglobaltourism,digitalizingservicesrelatedtohotels,
flights,travelpackages,recreationactivities,andcarrentals.Onlinetravelagents(OTA)areself-
serviceprovidersandre-selltourismproductstotravelersonbehalfofprimaryorganizations.The
self-serviceapproachisoneofthefeaturedelementsofanOTAplatform,built-ininstantbooking
via their website. The surge of the OTA platform in China resulted in a second-biggest market
characterizedbyasafeandsecuretransactionprocessingsystem.Thenotablesuccessbehindthis
growthwasattributedtoOTAplatformquality.

TheOTAplatform’squalityenhancesuser’scapabilitytoevaluatehotelbooking–andtherefore
theirperformance–relevantfeaturesandattributesarecommonlyused,suchassystem,information,
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serviceandquality,anduserOTAplatformfamiliarity.Privacyandsecurityareembeddedinwebsite
designtoprotectpersonalandtransactionaldata(Shi&Liao,2017).Theperceptionofinformation
securityimprovestheperceivedvalueofonlinetourismservicesandtheusers’intentiontousethem.
The informationquality remains an importantdeterminantofplatform loyalty.Theprovisionof
complete,relevantinformationintheOTAplatformfacilitatefasterdecisionmakingwhenprocesses
suchascomparison,price,andfeaturesareintegratedintotheplatformdesign(Wang&Wang,2010).
ThestudybyJiangetal.(2016)suggestsfeaturessuchascolors,layout,graphics,photographs,videos,
andvirtualtoursandservicecomparisonreducetheirsearchtime(Fernández-Herreroetal.,2018).
Severalstudiessupporttherelationshipthatwebsitequalityinfluencesplatformtrustandenhances
OTAusers’platformloyalty.Ifbuyersperceivethatwebsitequalityisofhighquality,theyarelikely
tohavehightrustintheplatformintermsofintegrity,benevolence,competence,andintention.Some
studiesdemonstratethepositivelinkagebetweenplatformquality,trust,andOTAplatformloyalty
(Ghalandari,2012;Tandonetal.,2017;Tirtayani&Sukaatmadja,2018).However,muchof the
researchprovisionthattrustmediatestherelationshipbetweenwebsitequalityandplatformloyalty
hadbeeninvestigatedculturallyandcross-culturally,howeverremainsavoidinliteraturetoexamine
familiarityandculturalintelligenceinanimportantemergingsegment,globalexpatriatemarket.This
researchaimstocontributetoplatformtrustandloyaltyrelationshipbyinvestigatingexpatriate’s
familiarityoftheOTAplatformandtheirculturalintelligence.Theculturally-relevantintelligence
includescurrencyconversions, languagesupport,andtailoredexperiencesdiffersfrompersonto
person,hencepossessthecapabilitytomoderatetherelationshipbetweenplatformqualityandloyalty.

Thecontextofthisresearchlaysafoundationalimpacttounderstandtheconsumerbehaviorof
OTAusers,particularlytheexpatriatesresidinginChina.TheOTAplatform(Ctrip,Qunar,Airbnb,
Tujia,andTripAdvisor)providetheirservicesinspecificgeographiclocationsandcommunicate
withtheserviceprovidersviachats,texts,andemails.Thenatureofcommunicationflowstwoways
betweenthesenderandreceiverontheculturallysensitive issues.Sensitive intelligence,suchas
currencyconversions,languagesupport,andvirtualtourstailoredtoexpatriates,hadthepotential
toimpacttheplatform’strust(Nawazetal.,2020).Thecurrentstudyispositionedtotesttheroleof
culturalintelligenceandtheiraftereffectonplatformtrustandplatformloyalty.Sudyasjayanti(2018)
assuresthatOTAhingesontravelerexperienceandfavorableevaluationsoftheplatformqualityin
generatingrevisitintention.

Familiarityasanantecedentoftrust(Luhmann,1979)isanimportanttheoreticalfoundation
forexaminingtheroleofculturalintelligenceintherelationshipbetweenOTAplatformtrustand
loyalty.Accordingtothisframework,familiarityprecedesconfidenceandtrust.Indeed,trustisonly
possibleinafamiliarworld,thussatisfyingthepreconditionforculturalintelligenceasmoderator
inthisstudyofexpatriateusers’perceptionofhostcountryOTA.Demirdöğmez&Gültekin,(2020)
supportthenotionthattheperceptionofconfidenceinsystemdesignandprovisionforservicequality,
alongwithfamiliarityoftheOTA,influenceplatformloyalty.Thisresearchissettoanswerwhether
foreignexpatriatesinChinawithhighandlowculturalintelligencemaydiscriminatetheperception
ofwebsitequalityandtheirevaluations,thusinfluencingtheplatform’strustandloyalty.

Thisresearch’stheoreticalcontributionistoexamineandvalidatethefoundationalrelationships
suchasplatformquality–trust-andloyaltyamongexpatriatesresidinginthehostcountry.Thirdly,
examiningtheroleofculturalintelligenceasamoderatorvariableinthetrustandloyaltyparadigm
(Luhmann,1979).

After presenting the literature on the topics highlighted in the introduction, a conceptual
framework is presented. A quantitative study, including 786 respondents to an online survey, is
discussed.Theresultsarethenpresented,followedbythediscussion,conclusion,limitations,and
futureresearchopportunities.
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