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Abstract

This paper examines current experience of onlineking technology within travel agencies. A qualitat
exploratory approach to research is adopted wititas examining Saudi travel agent utilization argerience
of booking systems and their attitudes and propetsiadopt online booking processes. Also it fesuen the
travel agent perspective and identifies barriersmjplementation of online booking technology. Feert semi-
structured interviews were conducted with manages staff at selected travel agencies in Saudi iAral
technology acceptance model (TAM) was applied aaklbped to address the online booking and purcimase
travel services and to explain the factors infliegaiser acceptance of online booking and purchasevel
services. Findings showed that customer cultunk ¢d customer trust and security, e-payment prsdesk of
government support, internet services connectibimsierstanding of services and its benefits havieieficy
considerable influences on the perceived usefulaesisperceived ease of use of online booking/psinga
acceptance.

Keywords: online booking technology; travel agencies in $afudbia; attitudes; customer trust; security;
customer culture

1.0 Introduction

Advanced internet media are revolutionising marigetand greatly influencing consumer behaviour @ail
2011; Boone, & Kurtz, 2015). In essence, onlinentetogy has greatly changed the way consumers kehav
(Darley, Blankson, & Luethge, 2010), through emadplconsumers to view products and services befarthat
also generating different forms of relationshipviestn marketers and consumers, thereby convertamg thto
advanced, well-informed confident buyers (Dennisal2009). Where this is very evident is in thevél sector,
where past research has highlighted these changeastomer behavior such as Noe, Uysal, and Magnini
(2010) who studied tourist customer service satigfa and how the internet can influence attituttesnline
purchase and Moutinho ( 2011) who investigated fmline technology is actually changing the lifestyl
Where less in-depth research been undertaken igcimnology adoption in travel markets in developing
countries, notably Saudi Arabia. Prior studies hakeen broader look at online technology in Saudibfa in
sectors other than travel (see al-Maghrabi, 2048} studied factors driving online shopping; al-B&ib and
Frederick (2010), who identified factors influengimternet adoption and the work of al-Somali, Ginaill and
Clegg (2009) and Al-Ghaith, Sanzogni and SandhdZp®n factors influencing the adoption and usafje o
online services in Saudi Arabia. The paper focasesxamining Saudi travel agent utilization andezignce of
booking systems and their attitudes and propensitgdopt online booking processes. Also it focuseshe
travel agent perspective and identifies barrieisngementation of online booking technology. Figinceptual
aspects on technology adoption are briefly revieveed the research methodology is set out. Thé fiag of

the paper reports on findings and indicates theréudlirection of the study.

2.0 Theoretical Background

The Technology Adoption Model, which incorporathe teasoned action theory, has been developed Wig Da
(1989). The theory of reasoned action supposesbitaviour intention leads to actual customer bielayas
intention behavior can have a role in custometuakti towards personal norms and behavior (Ajze®1L9
TAM is interested in the degree of technology ataege of individuals, as there are factors that wukhgct
decisions to accept the new technology when usedn$tance, perceived usefulness and perceivesl afasse

are prime determinants of consumers’ attitudes tdsva new system. Karahanna and Limayem (2000), who
stated that, perceived usefulness and perceivedagase can be dissimilar amongst such techndogiéams,
Nelson and Todd. (1992) found that TAM maintainésl stability and validity, in terms of clarifyinche
information system recognition behavior of useimifarity, Hubona and Cheney (1994), noted that TAes
simple to employ and an influential model in clgirfy users’ technology acceptance, Amoako and Salam
(2004) think that TAM can serve as a foundationdealing with past research into the informatiostesn with
behavioural intentions. TAM can be expanded throtighincorporation of factors from associated medeld

by including extra or substitute belief aspects X and Todd, 2015). However, diffusion is the msxin
which an innovation is communicated through certiannels, over time, amongst the members of alsoci
system’ (Rogers, 2003: p.5). There are conditidtzched to the theory; for example, the personaitditions of
potential users and outside barriers may causelgmsbin implementing the theory (Rogers, 2003; Rege
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1995). Wixom and Todd (2015) asserted that theusiifin of innovation theory is best utilised a disog tool
(less strong in its meaning), they see it as lesfuliin predicting the rate of adoption. MacVauagiu Schiavone
(2010) argue that the majority of the effort isdxen the theories drawn from new product develaopraed the
theory of marketing, which are dominated by maximizhe benefits associated with such technology.

Each model can offer useful contribution to our emstending with respect to the topic being
investigated. The TAM model is applied in this pajmediscover factors that might have considerailgact on
the implementation of online booking technology dravel agencies’ attitudes, since it is regarded aalid
and strong analytical model that might be applied diversity of backgrounds “in this case Saualveét market
“as noted by King and He (2006) who carried outagigtical meta-analysis with respect to TAM motebugh
88 published researches. Besides, it has the ¢gpa@ccommodate external variables that mighadeed to it
in order to improve the model's analytical influen@l-Somali, Gholami and Clegg, 2009; Wixom andid;o
2015; Davis, 1996; Davis et al., 1989). As well lgp and extending TAM model in the context of deping
countries such Saudi Arabia, it might provide largpplicability (AlSukkar , 2005). The appropriat®del that
the objectives of this study can be achieved thinaadr AM model, taking into account the nature loé study
objectives.

3.0 Resear ch M ethodology

Silverman (2010) argued that the qualitative apghoprovides an understanding of the problem throagh
comprehensive and holistic perspective of the sbgnd Cresswell and Plano Clark (2015) note how
exploratory research helps the researcher to dédoadeesearch design and the data collection psdodse taken
further. Both of these points are relevant in gtigly due to the limited prior research on the $taauel agency
sector and the need to get an in-depth perspectivieoth the current adoption of online technology she
barriers that inhibit that adoption- understandiag,Stake, (2014), mentions, whether there is proldr not.
The research objective identified required a mettioat gives in-depth data, explanations, justifara,
opinions and personal feelings, therefore semitired interviews were adopted. The interview imstmes
regarded as the most truthful means of identifyhey experience of respondents, as the researchadeatify
the feelings and emotions of the interviewee (Han8eLockwood, 2011). The flexibility it allows the
researcher and respondent to follow nee themeslented with the semi-structured design that tassur
consistent focus across respondents (Flick, 20ABywing for more in-depth elaboration, ambiguitynda
unfinished ideas can be followed up within the amsation (Lapan, Quartaroli & Riemer, 2011). Foemte
interviews were conducted with travel agency marmgad staff across Saudi Arabia travel market.-Non
probability sampling using a purposive approach a@daspted- where the size, scope, regional locatidravel
firms and stage of development were taken into autcehen selecting respondents. The key themesssiell

in the interviews were firm experience and backgohiexperience of change in business, technologptamh,
customer change and use of online search and fitams for growth and future vision.

4.0 Resear ch Findings and Discussion

Finding are reported for Saudi travel market witaws. The saudi travel market is the largest e sind the
most developed when compared to others golf regionaddition, saudi market has the strongest caitigre

and investment opportunities. Two key thesmes firenfindings are reported here; a) Experience ahgk in
travel in Saudi Arabia business including the impdaitation of TAM and the barriers to the adoptiéomine

booking systems in the Saudi travel market B) Fitifs Cycle & Technology adoption lifecycle.

4.1 Experience of changein travel in Saudi Arabia business & |mplementation of TAM
The experience of changes in the Saudi tourism etaskconcentrated in the internal environmentratel
firms such as e-ticketing and accounting systemsandn. In terms of applying online booking andghasing
there are no remarkable changes since only a feweltagencies have such a service. A travel agetanager
asked to provide an explanation for this situati®i;1’ stated:
“At the outset, we were concerned with the marleztds and the atmosphere of the market itself which
did not fully encourage the application of techmgloHowever, overall the majority of our customers not
prefer it this way. This may be a good reason firbeing entirely dependent on technology” (R14yét agent)
However, the majority of travel firms believed thhé use of technology might not add to their work
performance, regardless of the firms’ sizes ortfmsi The travel firms recognise the necessity fferconline
services including booking and purchasing, but calyoffline service formats at the present timem8darriers
(external variables) exist that influence the pmext ease of use (PEU) and perceived usefulnesy éplgarent
in some negative attitudes. Some travel firms ueved seems less likely to have a real behavidaotahtion
to use online service.
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Table 1: Barrierstowardsimplementation of online booking technology in travel agencies

key Dimensions Past studies where these Dimensien€onsidered

Customer culture (Chao & Spillan, 2012), (Budev@l®), (Al-Somali, Gholami & Clegg ,2009)
Customer trust and (Maswera , Edwards, and Davity), (Kim, Chung and Lee, 2011) ,(AH
Security Somali, Gholami & Clegg, 2009)

E-payment payment (Kim, et. al, 2010) ,( Sumanj2@d9), (Briggs and Brooks ,2011)

system

Lack of government (Godart et al., 2009),(SalkoW2@210), (Saudi e-Government program,2015 ).
support

Internet quality (Al-Shohaib & Frederick, 2010),I8®bhi, Kamal and Weerakkody ,2009),
connections (Aleid, Rogerson and Fairweather ,2015)

Understanding of (Al-Somali, Gholami & Clegg ,20Q9Alhussa & Drew ,2015), (Al-Ghaith,
services and its Sanzogni, Sandhu , 2012)

benefits

In terms of the barriers towards implementatioronline booking technology, findings showed that
customer culture, lack of customer trust and segueirpayment process, lack of government supjernet
services connections, Understanding of servicesitanoenefits have considerable influences on #regived
usefulness and perceived ease of use of onlineilgipkirchasing acceptance. R1 and R16 respectivalgd as
follows; “Credibility should be provided by travalgencies. The culture, thoughts and ideology ofocners
should also be taken into consideration in ordeddwelop and provide them with the ability to adcepch
technology. Finally, the government should takeatgeresponsibility to support and encourage troptoin of
technology within the tourism market.” (R1, traagjent)

“Customer trust and payment methods are anothtarfasince some customers do not wish to use ccadits
under any circumstances, even with secure payraeilities” (R16, travel agent).
4.1.1 Perceived ease of use
Perceived ease of use is considered to be the impsirtant aspect affecting user acceptance andeusag
rejection a new technology as noted by Chen andiC{#2010). In this study was found that, Perceieasge of
use can be seen as the factor that has a strdongrioé on the use of travel E-services as the ofofitms in
Saudi Tourism market stated that the use of aqudati system would not be easy and would not regiaiss
effort. R9 and R12 provide justifications for tlsisuation as follows;
“It is not an easy job to have this kind of serMi@eause it is too expensive. For example, therprogvill cost
us many thousands. It is also very time consunigyj,
“Because most of our customers do not trust web$§itefinancial matters, For example, we offerackey
cheap package on our website but customers wotlduyoit through the website and using e-payment;
instead, they came to the agency to try and puectaR12”
This matches with Wahab, Al-Momani and Noor (2002 pointed out that as long as the use of a pdatic
system is not easy, the impact of Perceived eagseés a factor will be limited. This view is emponded and
supported by Mauricio et.al (2015) who stated Baceived ease of use is highly influenced thenerseervices,
especially with high risk and lack of privacy atsl éffects.
4.1.2 Per ceived usefulness
Perceived usefulness is regarded as be a factointheences the adoption of online booking/puréhgsystem
in Saudi tourism market. ‘R7 and R11’ provide explons for this situation as follows;
“Overall the majority of our customers do not prafahis way. This may be a good reason for nandgpentirely
dependent on technology, R7”
“l do not expect to reap any immediate benefitterimet usage in Saudi Arabia is 40%, R11”

This result is match with Al-Somali, Gholami & Clpd2009) who stressed the absence of awarenese of t
benefits of e-services over the internet and sugdethat this might be reasonable reasons for auroar
reluctance to use online e-services provided byth®@ic or the private sector. However, the trdirehs’ reason
for not being able to benefit of online serviceghiat the market tourism’s environment and theuealitself do
not increase awareness and not help understanélisgch services and its benefits. This view is asboed
with Al Ghaith, Sanzogni, Sandhu (2014) who fouadkl of understanding of advantages was noted tanbe
associated factor that might negatively affectmise adoption in Saudi Arabia.

4.2 Firms Life Cycle & Technology adoption lifecycle

Findings showed that eight travel firms out of teen are at a maturity stage with respect to firlifiscycle.
While, findings in terms of technology adoption wenixed- a few agents were at the late majoritgestanost
were laggards in terms of online systems adoptiwh this was acknowledged by R2: “Our website is not
effective. Unfortunately at the present time cusicsrare unable to book or purchase something owehsite.

39



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) “—.5[1
Vol.9, No.11, 2017 IIS E

At the moment the website is a kind of advertisiitg” (R2)

However, the future intentions expressed by mastsishowed lack of clarity. It is clear that Saudi
travel agents should be aiming to adopt more teolgical aspects for their businesses, whether as a
complimentary component or as a main strategy desigo address the competition from e-service fimihe
future. Yet, in reality many have few plans. ThisK of progress was evident in forms that werdatrhature
stage of the lifecycle, such as R4, who noted Ihkhour company is in the maturity stage and we kwtor
develop our company “

Craig, Justin and Eric (2011) noted that firms nemdinderstand their development processes when
considering plans that qualify it to move to thxtngtage and Manne and Wright (2014) assert thett stage
has different requirements from those in the previphase. Overall, limited development plans weted by
respondents. This view is supported by Miller (20080 believes that those companies which havedatib
develop internally may end up permanently leavihg tmarket. However, some agencies can leverage the
potential of online marketing in Saudi Arabia, thias recognized by R8: “We are a modern companysarue
our inception we have had our site up and runrang, we use whatever new technology is availabl8; (Rvel
agent)

Thus, it appears that there is no clear relatignbbiween firms lifecycle position “interdictiormogvth,
maturity and decline” and which stage of technol@glpption a travel firm is at through TALC, sindeet
majority of travel firms in Saudi Arabia are at flaée majority and laggards, regardless of whethelife cycle
of a travel firm at introduction or maturity. THiak could be investigated further.

5.0 Future Direction of research

The travel agency business in Saudi Arabia is lgrdeven by traditional practices and norms, tlegtion of
technology is not consistent across firms andiittisresting to follow up with firms on their furidevelopment.
This would lead to gain a greater understandingvtwdit influences the adoption of online technologgdi at
firm level and the technology adoption lifecycleopess in travel firms as well as going into thetdes
influencing the market, whether organizational som government bodies who are responsible farierefore,

it is recommended for the future research to foonsSaudi consumer attitudes to online technology, t
investigate online search behaviour and their prsipe to use online systems for purchase of traeevices.
This would help to draw on technology adoption’ri&as and factors that mediate such adoption, Wiméimg

at how firms attitudes match with Saudi consumgtuales.
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