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Abstract

This study aims to investigate the factors influencing customers' online hotel booking intentions in the post-
COVID-19 pandemic context. Drawing on the Stimulus-Organism-Response (S-O-R) framework, the research
proposes to measure three stages leading to behavioral intention: the stimulus stage, the organism stage, and the
response stage. The findings are expected to provide valuable insights for the hospitality industry to better
understand and respond to changing customer behavior in the post-pandemic recovery period. Base on reviewed
previous research about S-O-R model and hotel booking intention, this article proposition five independent
variables including information quality, perceived interactivity, safety and privacy, price and promotion and
electronic word of mount (e-WOM) as stimulus stage. These stimuli are possible to effect to perceived value in
organism stage and positive push up Online hotel booking intention. As this research mainly focus on conceptual
framework propose, this framework need to be test in more specific context to prove the practical applicable in
hospitality industry.
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1. Introduction

Vietnam is currently a country with strong tourism growth, and the tourism industry is one of
the spearheads of the economy. According to statistics (Business Results of the Tourism
Industry, 2023) of the General Statistics Office, the tourism industry contributes approximately
53.34% to the country's GDP. Currently, the transformation trend of e-commerce in general and
in the tourism industry in particular is also developing extremely strongly, and it acts as a growth
impetus from after the Covid-19 pandemic (Nguyen ef al., 2021; Tien Minh et al., 2022; Vinh,
2022). Therefore, it can be seen that future development needs to be considered in terms of
examining the online factor in business. According to a report by Mordor Intelligence (2024),
specifically for the accommodation service, this market share on online platforms in Vietnam
is valued at $9.2 billion, with an estimated compound annual growth rate of over 10% from
now until 2029. This shows that the trend of shifting to online hotel booking behavior is an
issue that accommodation businesses need to be extremely attentive to in the coming time in
order to optimize business results and compete in the market.

Regarding the hospitality services sector specifically, there has not been extensive research on
customer behavior in Vietnam. Recent research topics have primarily revolved around service
quality through the application of the service quality model by Parasuraman et al. (1985), such
as studies on service quality in Vietnamese accommodation establishments by (Hung, 2021), or
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research by (Hue Minh et al., 2015; Hung, 2021; Tuan & Linh, 2014); topics related to human
resources as in the studies by (Nguyen & Loo, 2024; Phuong & Huy, 2022); and the increasingly
popular topic of sustainable development, exemplified by the works of (Pham Phu et al., 2019;
Trang et al., 2019) among others. Regarding customer behavior research in an online context,
most studies have focused on tourism destinations, using tourism destinations as the central
point, such as the study by (Nguyen Huu ef al., 2024) on revisit intention in Can Tho City. The
limitation of these research methods is that they often study a very large and general customer
structure, which may restrict the ability to develop targeted solutions to attract specific customer
segments. Given the differences in culture and geography, this may lead to divergent customer
behaviors.

To find a direction for accommodation establishments, the key issue to investigate is the factors
influencing customers' online booking intention. To study behavioral intention, the S-O-R
model is widely used, and there have been many recent studies in Vietnam applying this model
(Dao et al., 2023; Huong, 2021; Phuong et al., 2023). However, there is still a lack of empirical
evidence validating the model and applying it to the hospitality services sector in Vietnam.

In summary, given the evolving economic conditions and the emerging research directions in
the study of consumer behavior, this research investigation will be conducted with the following
research objective:factor influencing customer’s online hotel booking intention.

2. Literature Review
2.1 Stimulus-Organism-Response Model (Mehrabian-Russel Model)

The theoretical basis of this study is grounded in Mehrabian and Russell's (1974) theory on the
impact of objective factors on the cognition and psychology of the subject, which in turn shapes
the subject's actions or behavioral intentions. This is the Stimulus-Organism-Response (S-O-R)
model, which posits that a person's intentions or behaviors (Response) are based on their
evaluations (Organism) that are influenced by Stimulus. These external stimuli can be natural
factors such as light and environment, sensations like pain, joy, and sadness, or social factors
like community, friends, and family. The specific Stimulus (S) in the S-O-R model will depend
on the research topic and the particular research context (Mehrabian & Russell, 1974).

Stimulus > Organism Response

)

Figure 1. S-O-R Model (Mehrabian & Russell, 1974)

The S-O-R model is extremely prevalent in the field of customer behavior and psychology
research. This model helps people understand how cognition and emotion shape user behavioral
responses. Therefore, this research study has identified the S-O-R framework as the overarching
theoretical foundation for the project, given its pervasive application in the aspect being
investigated.
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2.2 Research concepts

Customer. There are many common definitions of a customer, such as the buyer of our goods,
products or services; the person who signs the invoice; the reason the business exists; or even
anegative definition, where the customer is considered as the subject that needs to be conquered
in order to conduct business. Customers may also be defined as those who make requests based
on their own needs. However, after exploring various definitions of customers, this research has
arrived at a highly comprehensive definition: A customer is anyone who can interact with the
business process and is the subject utilizing the company's products and services, but not
necessarily the one carrying out the purchasing behavior (Blanding, 1989).

Behavioral intention. Behavioral intention is a psychological stage that has a close relationship
and forms the basis for shaping human behavior. This definition is the synthesis of extensive
research on behavior, such as the study by Mori et al. (2024) which surveyed 4,642 respondents
and drew this conclusion. According to Ajzen (1991), intention is the factor that drives effort
and commitment to perform a specific behavior.

Online booking intentions. Online booking intention is a more specific concept of behavioral
intention, where this intention is limited to the intention to use online booking platforms to
make reservations or transactions for accommodation services (Abdullah, 2016). This intention
is the result of a series of factors, and this study will explore the relationship between these
factors to enhance the rate of customers' booking intention.

The quality of information in this research topic revolves around the online booking platform.
According to Gronroos (1984), information quality reflects the level of value that customers
receive through marketing factors. Gronroos (1984) also states that content quality needs to be
based on technical quality factors - such as image quality, ease of interactivity, and functional
quality factors - such as content relevance to the product, including descriptions, images, and
contact information. In 2000, a system for measuring information quality in e-commerce was
also updated and issued in ISO 9001-2000. According to a summary by the author (Tan ef al.,
2003), the information quality on e-commerce platforms also needs to have clear product
descriptions, images, and policies related to the product or service purchase and usage process.

The content elements that can be used to evaluate consistent and clear information quality
include: the online website interface, accurate and clear content of the main links, accurate and
useful core content, and consistent presentation of images and pricing (Wong & Law, 2005).
According to the research by Tan (2015), clear and consistent information quality can help
customers feel more satisfied and develop greater loyalty. Therefore, the following set of
hypothesis are proposed:

Hypothesis 1: Information quality has a positive impact on perceived value

Perceived interaction is an extremely important factor in stimulating user engagement on online
commerce platforms, driven by the development of a society centered around online
interactions (Berger, 2005), and this interaction process will generate psychological perceptions
(Wu, 2006). In this research, perceived interaction will be limited to the emotional feelings that
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users and customers experience in the process of using online booking platforms.

The study by Wu (1999) indicates that online websites produce very different effects compared
to traditional media, with the prominent feature being the way customers can interact with the
online websites. Spending time on interaction will cause customers to invest emotionally in the
content, and this investment will help increase trust in the product during the interaction process
(Hamid et al., 2016).

Hypothesis 2: Perceived interaction has a positive impact on perceived value

Safety and privacy on online booking platforms refer to being protected from risks on these
platforms (Abdullah, 2016). When customers make transactions on online booking platforms,
they are often required to provide information such as name, age, address, gender, ID card
information, passport, and even credit card details. Safety and privacy will be manifested
through the security and privacy policies on the online booking platforms, which in turn help
protect customer information.

Safety and privacy are extremely sensitive issues for customers when conducting transactions
on online platforms (Tan, 2015). Leakage of this information will expose customers to risks of
fraud, hacker attacks to change information or misappropriate assets (Wong & Law, 2005).
Therefore, the platform having security policies by a reputable online booking provider will
have a positive impact on customer perceived value. Therefore, we have the following
hypothesis:

Hypothesis 3: Safety and privacy have a positive impact on perceived value

Price and promotion are two closely related factors, where price refers to the monetary value
that customers must pay to purchase, rent or use a service. Promotion refers to activities aimed
at increasing product or brand awareness with the purpose of boosting sales and creating
customer loyalty (Azila et al., 2015).

Simply being present on online platforms is not enough, pricing and promotions are also
important factors that impact the perception leading to booking decisions (Wong & Law, 2005).
Accommodation providers will use promotional tools to make customers perceive the product
and service as reasonably priced, thereby increasing the likelihood of booking (Law & Chung,
2003). Therefore, customer perception is often positively related to the price they consider
reasonable, from which we have the following hypothesis:

Hypothesis 4: Reasonable pricing and promotions have a positive influence on perceived value

e-WOM refers to the diffusion of positive or negative information about a product, company,
or brand on online platforms (Hennig-Thurau et al., 2004). It can originate from potential
customers, existing customers, friends, family, and even those who have not used the service,
in the form of reviews, information exchange, or experiences about the product or service (Tsao
etal., 2015).

The study by Tsao et al. (2015) found that positive online reviews have a stronger positive
impact on booking intention compared to negative reviews. Sparks and Browning (2011) also
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found that seeing positive online sharing about a product or service helps customers feel more
confident in their booking decision and perceive the product or service as having greater value.
A survey by PhoChus Wright mentioned in the study by Tsao ef al. (2015) revealed that 80%
of customers read product reviews before making a booking decision and 53% of customers
would not book hotels without any reviews. Based on these findings, the hypothesis proposed
is:

Hypothesis 5: Online e-WOM sharing has a positive impact on perceived value

Perceived value has been defined diversely in many studies (Abdullah, 2016). In this research,
it will be based on the definition of (Zeithaml et al., 1996) that perceived value is the customer's
overall assessment of the utility of a product or service based on perceptions of what is received
and what is given.

As one of the factors included by academics to understand behavioral intentions, perceived
value has been incorporated into many research models and is still being further explored
(Abdullah, 2016). This study is based on the principles of perceived value by (Zeithaml et al.,
1996), which suggests that if customers have a positive perceived value, they will be more
likely to make more bookings than customers with a negative perceived value. To test this issue,
the proposed proposition is:

Hypothesis 6: Perceived value has an impact on online booking intention
3. Research Method

According to the author Buxbaum (2016), when conducting in-depth research on the S-O-R
model, he also mentioned that Organism may include factors such as perception, emotion,
judgment, cognition, and motivation, and the degree of correlation to lead to intention or
behavior (Response) needs to be measured at multiple levels (Buxbaum, 2016). In this study,
the proposed Stimulus factors include content quality, perceived interaction, security and
privacy, price and promotions, online sharing (e-WOM); Organism will be determined through
Perceived Value, and finally the Response is Online Booking Intention. Based on the above
arguments, this study proposes the following research model:
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Figure 2. Conceptual Framework proposition
4. Finding and Discussion

The objective of this research is to investigate the factors influencing the intention to book hotel
online. Therefore, an appropriate measurement method is necessary, and in this study, the scale
1s adapted from previous research, i.e., Information Quality (Wixom & Todd, 2005), Perceived
Interactivity (Hsu et al., 2012), Safety and Privacy (Wong & Law, 2005), Price and Promotion
(Wong & Law, 2005), e-WOM (Tsao et al., 2015), Perceived Value (Wixom & Todd, 2005) and
Intention to book hotel Online (Chen & Barnes, 2007). All of these mersurment scales need to
be translate from English to target research langue. The Likert scale used to measure the
constructs in this study will employ a 7-point scale (with 1 = "strongly disagree" and 7 =
"strongly agree") consistently throughout data collection.

Table 1: Measurement items and sources

Constructs/ Item Measurement items Sources
dimensions no

Information Quality  QI1  The information about accommodation Wixom & Todd,
products and services on the online booking (2005)
platform that you experience is updated with
the latest status of the accommodation
facility.
QI2 The information on the online booking
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QI3
Ql4

Perceived Interactive PI1

PI2

PI3

PI4

PIS

PI6

Safety and Privacy SP1

SP2

SP3

SP4

SP5

SP6

SP7

Price and Promotion  PP1

Published by:
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platform provides all the information you are
interested in.

The information provided on the online
booking platform is accurate.

Overall, the online booking platform
provides high quality informational content.
When using an online booking platform, I
don't pay attention to the time that has
passed.

When using the online booking platform, I
pay no attention to distracting noises around
me.

When using an online booking platform, I
don't pay attention to the other things I'm
doing.

When using the online booking platform, I
felt completely captivated.

When using the online booking platform, I
feel like time passes faster.

When using the online booking platform, I
don't pay attention to other issues.

When using an online booking platform, I
feel that the information I provide to the
platform is securely protected.

When using the online booking platform, I
feel there will be no financial risks.

When using the online booking platform, I
feel the payment method is safe.

When using an online booking platform, I
feel that the website is capable of preventing
attacks from hackers.

When using an online booking platform, I
feel that the website is capable of preventing
attacks from hackers

When using the online booking platform, I
am not asked for personal information
unrelated to the online booking procedure.
When using the online booking platform, I
feel that the information I provide is not used
for other purposes.

I tend to book online when I find a lower rate
promotion on the platform.
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PP2  Itend to research prices on online platforms
before booking.
e-WOM EW1 I tend to choose accommodations that have Tsao et al.,
positive reviews on platforms that allow (2015)
accommodations to be received and
reviewed.
EW2 I tend to choose accommodations that have
positive recommendations on platforms that
allow accommodations to be received and
reviewed.
EW3 Itend to consult with friends or family before
deciding on an accommodation facility.
Perceived Value PV1 Overall, I feel satisfied using the online Wixom & Todd
booking platform. (2005)
PV2 Overall, my experience using the online
booking platform was good.
PV3  Overall, I enjoyed using the online booking

platform.
Intention to book IB1 I will use the online platform to book Chen & Barnes
hotel Online accommodation in the future. (2007)

IB2  If given the opportunity, I will continue to
use the facility's website or the online travel
agency to continue booking accommodation
services in the future.

Notes: Answer scale choose from 1 to 7 level with (1=strongly disagree to 7 = strongly agree)
5. Conclusion

The S-O-R (Stimulus-Organism-Response) model presents a promising theoretical framework
for understanding intention behaviors in the context of online booking environments,
particularly in the post-COVID-19 era and the growing e-commerce trend. The propositions
outlined in the paper suggest that key factors such as information quality, perceived
interactivity, safety and privacy, price and promotion, e-WOM, and perceived value can
significantly influence an individual's intention to engage in online booking.

From a practical perspective, online travel agencies (OTAs), as well as businesses with their
own websites or e-commerce platforms, should focus on optimizing their channel setups to
attract and retain customers. Enhancing the informational content, interactivity, and overall user
experience on these platforms can help build trust and perceived value, leading to increased
booking intentions and revenue. Implementing robust security measures and offering
competitive pricing and promotional strategies can further strengthen the appeal of the online
booking environment.
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To empirically validate the proposed S-O-R model, future research should conduct
comprehensive studies across diverse settings and contexts. This would help assess the model's
relevance and applicability, allowing for a deeper understanding of the complex interplay
between the various factors influencing online booking intentions. By bridging the theoretical
and practical aspects, such research can provide valuable insights to guide the development of
effective strategies for online booking platforms, ultimately enhancing customer engagement
and revenue generation in the post-COVID-19 and e-commerce-driven landscape.
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