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Abstract 

This paper examined the website quality of travel agencies in Malaysia. The extended Model 
of Internet Commerce Adoption (eMICA) is used to measure the research objectives. Travel 
agencies from Johor, the south most state in Malaysia are chosen as research sample in this 
study. The findings shows that travel agencies have websites which successfully provide 
basic information such as telephone number, address, email address, contact person, fax 
number and travel agency background but lack of reservation information. The majority of 
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travel agencies (82.2%) that are analysed in this study are at Stage 2. 

Keywords: Travel agencies, Website quality, Trust, eMICA, Dimension 
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1. Introduction 

A website is essential for business and important marketing tool for the business. A website 
also is a ‘shop window’ that works for 24 hours a day, reaching global markets, promotes the 
product and services, gives credibility, offers online support to customers where can save 
time and provides a way for people to contact (Reed, 2011). A website is no longer a 
one-way channel but it can offer a huge advantage if used to its full potential. Today, when 
people want to buy something, the web is almost always the first stop on their shopping trip. 
Travel agency is not excluded where visitors should be able to leave comments, subscribe to 
articles, download materials, and click to chat (Fawzy and Dworski, 2011). 

Before the Internet revolution, customers tend to use traditional travel agency because of their 
low confidence and trust doing the transaction via Internet especially involved money transfer. 
Traditional travel agent can provide much more customized information by gathering and 
organizing information unique to their customers’ travel needs. The customer must go to the 
travel agency during office hour to look at the various catalogues and offers and also 
enquiring the ideal itinerary for vacation trips (Noboa, 2002). But now, the Internet and Web 
play a major role for customers to get the information and more humanized, uncomplicated, 
secure and also offer more customized services. Customer tends to seek travel information 
and purchase tickets through website (Cheung and Law, 2009). 

1.1 Problem Statement 

The Internet users have increased dramatically in Malaysia which provides a great 
opportunity for travel agencies to start investing in e-commerce technology. According to 
Internet World Stat (2017), the statistic stated that at the end of December 2016, almost 24.6 
million are Internet users in Malaysia. Malaysia is still new to the experience of exploiting 
innovation of technology within the travel industry. Therefore, travel agencies should take 
advantage of this to upgrade its website to be more informative. 

According to Suraya (2005), Malaysian travel agencies have been slow to deploy advanced 
technology and the innovation of the Internet and e-commerce is an opportunity to Malaysia 
travel agencies to promote their product and services in a global market. Many studies on the 
ICT adoption of SME in Malaysia conducted, but very little on the study of travel agencies 
website and it quality. This study aimed to investigate the quality of travel agencies website 
content and quality. The anticipated outcome of the research was to generate an 
understanding of the use of the Internet on the tourism industry either Johor travel agencies 
adopted the innovation of the Internet as a whole or not by looking at the level of website 
quality (excellent or poor).  

The website content is very important for answering what customer wants. Customers tend to 
be searching their own self for getting some information about their willingness to their 
asking. According to Heung (2003), information of booking, purchase of travel products and 
services is most important resource for travellers when they are seeking for the information 
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and thus when travel agency fail to provide quality content for their website will create 
dissatisfaction to their prospect customer.  

Hence, for this research, the dimensions of the extended Model of Internet Commerce 
Adoption (eMICA) model are important criterias to investigate website quality since the 
model is widely used in the tourism industry studies. The dimensions used a range of features 
to evaluate the content of hospitality website and email. The success of the website was 
determined by a set of website dimensions, comprised a number of attributes (Hsu and Law, 
2005). Travel agency studies use a dimension to provide not only the current knowledge but 
also solid foundation for theoretical development (Park, 2007) such as facilities information, 
customer support, customer contact information, surrounding area information (Zafiropoulos, 
Vrana and Paschaloudis, 2005; Law and Hsu, 2005), customer relationship management 
(Hashim and Salawati, 2011) and other dimensions.  

Various tourism business sectors applied the dimensions to explain the relationship between 
characteristic itself. These studies measure the richness of specific and comprehensive 
information dimensions, which as a whole constitute the information service offered through 
the web. The result shows strong support on relationship between characteristics itself with 
dimensions but small use of their websites potential. In addition, a study of international 
travel agencies found many travel agencies do not develop their own websites and although 
travel agencies are using the web, they are not fully utilized (Park, 2007). The study on the 
travel agency’s website shows that dimensions very rarely used.  

Apart from that, this study applied the extended eMICA model to evaluate the website quality. 
The extended eMICA model consists of three stages incorporating three levels of business 
process (Promotion, Provision, and Processing). These stages indicate where a business or 
industry sector is in its development of internet commerce applications. Previous studies use 
the eMICA model to evaluate the level of website quality (Kerr, Tsoi and Burgess, 2009) and 
found that not all website offering Stage 3 functionality (transaction processing). Most of the 
dimensions and eMICA model has been applied in international countries and there are no 
studies in Malaysia. This study also used the eMICA model with similar approach to evaluate 
the travel agency website quality in Malaysia. Therefore, this study would like to address two 
research questions as below;- 

Research Question 1: What is the website features in Southern Malaysia’s travel agency? 

Research Question 2: What is the stage of the website quality among Southern Malaysia’s 
travel agency? 

2. Literature Review  

2.1 The Extended Model of Internet Commerce Adoption (eMICA) 

The extended Model of Internet Commerce Adoption (eMICA) (see Table 1) was used 
widely in tourism sectors (Doolin, Burgess & Cooper, 2002; Zafiropoulos, Vrana and 
Paschaloudis, 2005; Lin, Zhou and Guo, 2009; Pesonen and Palo-oja, 2010). This model 
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consist of three stages: Stage 1 (Promotion), Stage 2 (Provision) and Stage 3 (Processing). 
Promotion is the initial stage of web development, with static information which serves 
mainly to promote and publicize the business offerings while Stage 2 is when the company 
website moves to a dynamic information system with a web front end. The Stage 3 is an 
important role for any business website which concerned about the online transaction.  

The Model of Internet Commerce Adoption (MICA) originally was developed by Burgess 
and Cooper (2000) for a study in the Australian metal fabrication industry and has been used 
by many of researchers. The model proposes that in developing commercial websites, small 
medium enterprise typically start simply by establishing a presence on the web and build on 
functionality over time, as their experience with and expertise in the use of Internet 
technologies increases.  

Lin, Zhou, and Guo (2009) evaluated the website quality by using the extended Model of 
Internet Commerce Adoption (eMICA) model with some modification. The eMICA model 
has three stages which is Promotion, Provision, and Processing. According to Doolin, 
Burgess and Cooper (2002), uses interactivity as the primary means of establishing the various 
stages of Internet commerce adoption and usefulness of distinguishing tourism website 
depending on the level of interactivity.  

The website quality levels will be evaluated by stages in EMICA model whether it is an 
excellent or poor website (Abou-Shouk and Lim, 2010). Table 1 shows the level of quality 
where Stage 1 until Stage 2, Layer 2 are classified a low levels of e-commerce practices (poor) 
and Stage 2, Layer 3 and Stage 3 is considered as advanced practices of e-commerce 
(excellent).  

Table 1. The Level of Website Quality base on eMICA Model 

eMICA Description Level of Quality 
Stage 1: Promotion 
Layer 1: Basic 
Information 
 
Layer 2: Rich 
Information 

 
Company name, physical address and contact 
details, area of business. 
 
Annual report, email contact, information on 
company activities. 

 
 
 
 
 
 
 
Low-level 
e-commerce 
practices 
(Poor) 

Stage 2: Provision 
Layer 1: Low 
interactivity 
 
Layer 2: Medium 
interactivity 

 
Basic product catalogue, hyperlinks to further 
information, online enquiry form. 
 
Higher-level product catalogues, customer 
support, industry specific value added features. 

Layer 3: High 
interactivity 

Chat room, discussion forum, multimedia, 
newsletters or update by email. 

Advanced-level  
e-commerce 
practices Stage 3: Processing Secure online transactions, order status and 
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tracking, interaction with corporate servers. (Excellent) 

Source: Abou-Shouk and Lim (2010) 

2.2 Previous Studies on Website Evaluation 

Tourism destination on the web today is one of the most powerful set of tools for its marketing 
and promotional activities (Baggio, Mottironi and Corigliano, 2011). The website is a place 
where the travel agency can communicate with customers and to facilitate business transaction 
(Merwe and Bekker, 2003). Many large travel agencies do not develop and maintain their own 
website and although travel agencies are using the web, they have not yet fully utilized their 
capabilities (Park, 2007). According to Ozturan and Roney (2004), the result shows that 
approximately 65 per cent of the travel agencies in the sample have a website but unfortunately 
the site are not interactive since they convey mostly static information, such as the pre-trip 
information about the tours offered and visual information. Most of the travel agencies update 
their website every three months and only a small percentage updates their website weekly.  

Zafiropolous and Vrana (2006) studied the presence of Greek hotel websites. In their study, 
six information dimensions including facilities information, guest contact information, 
reservation/ price promotion, surrounding area information, management of the website and 
company profile are evaluated. The result shows reservations and price information, 
considered to be the most significant dimension, while facilities information concerning the top 
25 hotel brands’ websites presents very high scores. Guest contact information, reservation/ 
price information, surrounding area information, and facilities information are the dimensions 
with the highest provision of information features. The overall quality score for the top 25 hotel 
brands is about 73%, which should be considered to be very high. 

In the second part of their study, Zafiropoulos, Vrana and Paschaloudis (2005) measure the 
richness of specific and comprehensive information dimensions by using hotel managers’ 
response regarding the importance of the offered information services used. This study applies 
the conceptual model combining seven data dimensions: facilities, customer contact, 
reservation and prices, surrounding area information, management of the website, company 
information and communication. The result showed that the Greek hotels utilize a small 
percentage of the Internet potential as a whole and provide very little reservation and prices 
information which could enhance e-Business. 

Other than that, this article also describes evaluations of the website. Law and Hsu (2005) 
performed a study to investigate the perceived importance of dimensions and attributes on 
hotel websites from the perspectives travellers. Reservation information is the most important 
dimension and room rates as the most important attribute. The findings of this study indicated 
that the customers’ expectation is high on up-scale hotels including their website quality than 
on website of lower-scale hotels. Their expectation may also be due to the higher level of 
risks when making reservation. They need greater information when making purchasing 
decision on up-scale hotel websites. 
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Hashim, Murphy, Hashim M. (2007) stated that there are minimal support to the first and 
second hypothesis. Kelantan showed little difference from the 14 other DMO (Destination 
Marketing Organization) homepages in reflecting Islam on its website. Only Kelantan’s 
homepage included Muslim prayer schedules. Compared to Sabah and Sarawak, the DMO’s 
homepages in Peninsular Malaysia had a marginally stronger Islamic focus. Lastly, more 
Islamic pictographic and narrative imagery was evident during Hari Raya (Malaysian event 
after fasting month also called Eid ul-Fitr). 

Lin, Zhou and Guo (2009) employ the eMICA model to evaluate website quality of travel 
agency in China with some modifications of the model elements. The findings show that 
travel agencies in China were not utilizing the Internet to its full potential, particularly in 
terms of marketing using its websites where the majority of the websites are at Stage 2 and 
none of the websites have developed to Stage 3. 

Kerr, Tsoi and Burgess (2009) also use eMICA model to evaluate the level of website 
development in Hong Kong tourism where eleven governments and nine private website were 
selected. The study shows that the majority of Hong Kong tourism websites (business website) 
had been well-developed with a comprehensive information base and rich functionality. 
Similar with Burgess, Cooper, Cerpa and Sargent (2005) 

Another study content website, Park (2002) analysed data from the top 60 travel agencies 
websites in Korea that many travel agencies do not develop their own website and although 
travel agency agencies are using the Web, they have not yet, fully utilized capabilities of the 
websites. Almost all large travel agencies in Korea ignore the Web-based tourism marketing. 
While travel agencies are establishing websites, very few agencies on the web are actually 
considering their sites as selling spaces. Most travel agencies do not consider website as 
marketing tools for foreigners because only a few have English versions of the website.  

According to Alwahaishi, Snasel, and Nehari-Talet (2009), two of the seven airlines stressed on 
transactional content, passenger’s enjoyment and website design followed by informational 
content. Transactional content such as e-ticket, e-payment, online boarding pass, seat map, 
ticket online changing, booking options and online channel holds the highest preference which 
is crucial to the airline website’s success. Passenger’s loyalty is one of the important issues to 
develop and maintain by flyer program online, customer queries and feedback, and special 
offers and deals. This option gives a good relationship with existing and future passengers 
indirectly. Besides that, it is noticeable that there is a strong positive relationship between the 
website’s design and the overall website quality as the passengers’ prime concerns when 
performing online transactions are security and website’s ease of use.  

In addition, regarding to Li and Wang (2010), accordingly a website should be evaluated on 
five dimensions, including information, communication, transaction, relationship and technical 
merit (ICTRT). Among the four marketing function, most of the items in information 
dimension were better applied than other dimensions. Web seal certification on the search 
function scored the highest. The majority of the State Tourism Offices’ (STOs’) used more 
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information features related to activities in their website.  

Morosan and Jeong (2008) stated that travellers had more favourable views of intermediary 
website rather than hotel-owned website. The need for lowest room rates online, easy to use 
reservation tools, comparison of room rates across properties within a destination, and security 
of online transaction are priorities to them. The cheap prices and discount will make them come 
again and at the same time can fulfil their demand.  

According to Kim et al (2006), the result shows that each online travel agency had some 
different patterns based on web features, user friendliness and security, and findings low fares. 
Most of the people searching the Internet for travel reservations seek bargain airline tickets, 
hotel rooms, car rental, vacation and cruise packages. Furthermore, people search for price 
information from more than one online travel agency to compare the prices. It happens because 
different online travel agencies could offer similar product and services but with widely 
different prices. User-friendly website and ease in navigation helped people to find the 
information properly.  

3. Research Method 

3.1 Research Design 

There were two types of sources which are primary data and secondary data used in this 
research. For this research, collecting data method is used to identify different information 
and source. 

3.2.1 Primary Data 

Primary data is data has not been previously published and the information is obtained 
directly from first-hand source by means of surveys, questionnaires, interviews, observation, 
or experimentation. Primary data is the data originated by the researcher for the specific 
purpose of addressing the research problem (Burns and Bush, 2012). Primary data in this 
research were obtained by analysing website content of travel agencies. The advantages of 
collecting primary data are focused on the specific issues, to determine the type of methods 
that were used in collecting the data, and the researchers will be presented with original and 
unbiased data. 

3.2.2 Secondary Data 

The secondary data is the data that have already been collected by and readily available from 
other resources. According to Burns and Bush (2012), secondary data have previously been 
gathered by someone other than researcher and/or for some other purpose than the research 
project at hand. In addition, Vartanian (2011) has proposed that secondary data can include 
any data that are examined to answer the research question other than the question (s) for 
which the data were initially collected. For this research, sources of the secondary data also 
included the books, journals and Internet. 
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3.3 Research Instrument 

This study uses the eMICA model to evaluate the travel agency website of Johor, because the 
model has been tested and used on tourism industry (Lin et al., 2009). Each features in 
eMICA model come from the combination of previous article where some of the features are 
omitted and some of them are added. The purpose of this combination is to get a variety of 
findings regarding the independent variables. The eMICA model consists of three stages, 
incorporating three levels of business process. First stage is web-based promotion, second 
stage is provision of information and services, and last stage is processing. Each stage has a 
few layers that indicate the level of development of Internet commerce application for each 
website. In order to measure the level of development, eMICA incorporates a number of 
additional layers of complexity, ranging from very simple to highly sophisticated, within the 
identified main stages of the model.  

3.4 Location of the Study 

The study analysed the travel agency’s website content in Johor Bahru area to measure the 
affectiveness of website content. There are 268 travel agencies in Johor and all the travel 
agency websites were obtained from the Tourism Malaysia official website in 2012 
(www.tourism.gov.my/) where the website provides the information about Malaysia such as 
tourism directory, travel packages, destinations, accommodations/ where to stay, travel agents 
and events & festivals. 

3.5 Population and Sample Selection 

The population was census on 268 Johor travel agencies registered with Malaysia Tourism 
2013. The travel agencies were divided into two types of organization (with and without 
branch). During the evaluation process, out of 268 travel agencies, 203 websites were not 
found and only 65 travel agencies have websites. All the website addresses were obtained by 
searching through Google and Malaysia Yahoo!. Out of 65 websites, 15 websites did not 
work, 5 websites were found under construction and 45 websites are successfully checked. 

3.6 Data Collection and Analysis 

This study uses content analysis to investigate the presence of website features. Tourism 
Malaysia did not provide website address. Search engines (Mozilla Firefox, Internet Explorer, 
Opera and Chrome), Google and Yahoo! were used to find the corresponding websites. For 
getting the address of travel agency website, one need to key-in each travel agency’s name 
into Google and Yahoo! The site quality maybe influenced by the type of browser, computer 
speed, Internet speed and time of the day and these external factors were in controlled when 
conducting the content analysis of the site. This study used the same browser, high speed 
Internet connection, same Pentium computer, and slot of the day.  

This study uses the coding sheet during content analysis to make sure all the features is are 
analysed properly. Coding sheet development consisted of a review of the relevant academic 
and practitioner literature and in-depth analysis of randomly selected travel agency websites 
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(Park, 2007).  

The data collection for this research was obtained through the website content analysis of 
travel agencies in Johor. Data collection proceeded in two stages in the month of September 
and November, 2012. The first step is to identify the status of those travel agencies that did 
and did not maintain websites. Two search engines (Google and Yahoo! Malaysia) as well as 
direct connection (using www.tourism.gov.my) were used to locate each travel agency’s 
homepage and used to find the corresponding websites. The homepage address (the URL) of 
each identified site was recorded. Based on Tourism Malaysia official website, there are 
3,511 travel agencies in Malaysia by 2012. There are over 268 travel agencies in Johor in the 
year of 2012. 

Website content analysis depends on external factors such as type of browser, computer speed, 
Internet speed, and time of the day (Lin, Zhou and Guo, 2009). The travel agencies identified 
as maintaining websites in the first stage proceeded to the second stage of data collection. 
The second stage is to code every website features to coding sheets. Coding sheet has been 
used for filling the data for each travel agency’s website. Coding sheet development is a 
review of the relevant academic and practitioner literature (Park, 2007). 

4. Findings 

4.1 Data Collection 

Data was collected by using content analysis to evaluate the presence of website features on 
Johor travel agencies. Similar with Park (2007), a content analysis is used to accomplish the 
purpose of the study. There are 268 of travel agencies in Johor and some of the travel 
agencies did not have an official website. In each of the coding sheet, there are three sections 
which followed the eMICA model format – Stage 1, Stage 2 and Stage 3 (see Table 3.6) 
derived from previous research by Park (2007), Kerr, Tsoi and Burgess (2009), Pesonen and 
Palo-Oja (2010) and Abou-Shouk and Lim (2010). All travel agency's website has been 
explored on each element and marked on the coding sheet. All the travel agency websites 
features collected were keyed into a data matrix for analyst. 

4.2 Data Analysis 

This part is about the data analysis where the process of finding the right data to answer the 
research questions. It consists of descriptive analysis and chi-square analysis. This research 
used four dimensions (Process, Web-based marketing, Trust and Customer support) and 
applied all the dimensions to eMICA model to evaluate the stages of website quality. 
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4.2.1 Descriptive Analysis 

 

Figure 1. Numbers of Features in Process Dimension 

The Figure 1 above shows the descriptive statistic for the Southern Malaysia’s travel agency. 
Telephone number and address are the two features that all Johor travel agencies provide 
followed by fax number (43 of 45), email address (40 of 45), travel agency background (38 of 
45) and contact person (30 of 45). Most of the travel agencies did not provide special request 
form (41 of 45), reservation policies (39 of 45) and cancel booking (40 of 45). Here, most of 
the travel agencies fulfil the requirements for containing basic corporate information.  

 

Figure 2. Numbers of Features in Web-based Marketing Dimension 

For the second dimension, Figure 2 shows the descriptive statistics for the Web-based 
marketing dimension features. Most of the Johor travel agencies provided quality image (36 
of 45) followed by 360-degrees panoramas (23 of 45) and individual package promotion (22 
of 45). However, forty-four of the travel agencies did not provide a list of travel agencies in 
their website followed by honeymooner’s package (41 of 45), business travel promotion (40 
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of 45), membership registration (40 of 45) and short video (39 of 45). Only one travel agency 
provided a list of travel agencies compared with the others.  

According to Park (2007), web-based marketing among Korean travel agencies are also weak 
and just at an initial stage. From the statistical result, travel agencies in Johor mostly did not 
stressed on their promotional package and entertainment resources in their website. Different 
with Pesonen and Palo-oja (2010), stated that the number of high interactivity feature for the 
Finnish and the European companies is quite low except for the use of multimedia. Here, 
multimedia resource plays an important role for giving reviews of destination and attracting 
people to choose their right destinations. 

 

Figure 3. Numbers of Features in Trust Dimension 

The Figure 3 above shows the descriptive statistics for Trust dimension features. The result 
shows that most of the travel agencies are not really good at providing trust features to their 
website. This is especially seen in secure reservation payment and safety and security tips. It 
is recorded at 9 and 6 on the website respectively as compared with branded URL, which 
recorded a high number which is 43 websites followed by postal address (42 of 45). The 
result are supported by Park (2007), Lin, Zhou and Guo (2009), and Ker, Tsoi and Burgess 
(2009).  
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Figure 4. Numbers of Features in Customer Support Dimension 

 

Figure 5. Numbers of Features in Customer Support Dimension (continued) 

Figure 4 and Figure 5 shows the descriptive statistic for Customer Support dimension 
features consisting of six elements: travel package, travel information, travel tips, other 
services, navigation and enquiry. For travel packages, outbound tours features are the highest 
number with forty-one travel agencies provided in their website followed by inbound tours 
(40 of 45). Twenty-three of the travel agencies provide travel insurance features and nineteen 
of travel agencies presence visa requirements in the website respectively. These two features 
are the highest ranking in travel information as compared with telephone and services and 
time difference, each with recordings of forty-three and forty travel agencies which were not 
provided in their website. In addition, only five travel agencies provide travel tips for Muslim 
and non-Muslim, list of halal food’s outlets and prayer time to their website.  

Furthermore, for other services, the highest number was recorded with thirty-four of travel 
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agencies provideing ticketing features and thirty-five of the travel agencies did not provide 
limousine service to their websites. For navigation, most of the travel agencies provide 
multilanguage (29 of 45) and thirty of the travel agencies failed to provide payment option 
features. Half of the travel agencies considered website as marketing tools for foreigners and 
locals because of providing multilanguage in their website. Different with Park (2007), that 
most of the Korean travel agencies have less English version. Besides, thirty-three of the 
travel agencies are quite good with providing frequently asked question as compared with 
online forum where only 3 travel agencies managed to provide. Overall most of the Johor 
travel agencies are good in providing inbound tours, outbound tours, and ticketing feature on 
their website but not good in providing telephone and service, travel tips and online forum 
respectively. 

For the second objective it is aimed to evaluate the stages of website quality among the 
Southern Malaysia’s travel agency. The results of the study are shown in Table 2. From the 
statistical result, majority of the Johor travel agencies’ website exhibited features which are in 
consistent with Stage 2 of eMICA. Site developed at this stage providing interactive and 
value-added features characterised by level of interactivity and features with three levels of 
Stage 2: Low, medium and high interactivity.  

Table 2. Results of the Travel Agency Website Evaluated 

Stage of eMICA Number of Website Percentage of Total Websites 
Stage 1: Layer 1 3 6.7% 
Stage 1: Layer 2 0 0.0% 
Stage 2: Layer 1 5 11.1% 
Stage 2: Layer 2 20 44.4% 
Stage 2: Layer 3 12 26.7% 
Stage 3 5 11.1% 
Total 45 100% 

All the Johor travel agencies had been well developed with a comprehensive information 
base and rich in functionality. This shows that all travel agencies in Johor successfully 
presence basic information at Stage 1. The main difference among Johor travel agencies 
website is in Stage 2 (Provision). The majority of the websites (82.2%) exhibited features 
consistent at Stage 2 of eMICA. As shown in Table 2, the level of interactivity is very high at 
the Stage 2, Layer 2 with twenty travel agencies followed by Stage 2, Layer 3 (twelve travel 
agencies) and five travel agencies at Stage 2, Layer 1 but gradually gets lower until Stage 3 
where only five travel agencies provide online transactions. These results are supported by 
Lin, Zhou and Guo (2009), in the highest number of websites is at Stage 2 and the second is 
at Stage 1 where customers can find information internal and external websites quickly and 
easily.  

Table 3. The Level of Website Quality based eMICA model 

Stage of eMICA Number of Website 
N (%) 

Level of Website Quality 

Stage 1: Layer 1 3 (6.7)  
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Stage 1: Layer 2 0 (0) Low-level e-Commerce 
Practices (POOR) Stage 2: Layer 1 5 (11.1) 

Stage 2: Layer 2 20 (44.4) 
Stage 2: Layer 3 12 (26.7) High-level e-Commerce 

Practices (EXCELLENT) Stage 3  5 (11.1) 
Total 45 (100)  

As shown in Table 3, it was found that there are 17 travel agencies with an excellent website 
quality and 28 travel agencies are categorised as poor website quality. Most of the websites 
beyond Stage 2, Layer 2 indicated the websites are stressed on interactive online presence as 
compared with other 8 websites. This study classified in the Stage 2, layer 2 does not 
necessarily have 50 percent or more features in Stage 1 but if the website adopted less than 
50 percent at Stage 1 and adopts 50 percent and more at Stage 2, it could be as Stage 2, Layer 
2. This approach is same with eMICA model result. Findings indicated that only 17 out of 45 
websites is at Stage 2, Layer 3 and Stage 3. High interactivity and processing functionality 
are classified as advanced-level e-commerce practices (Excellent website quality). This level 
stressed on electronic transactions, travel tips, enquiry, reservation (cancel booking, booking 
request, reservation offered, reservation policies, and special request form), privacy statement 
(secure reservation payment, safety and security tips), and branded email address. For this 
level, the websites offering secure online credit card payments for accommodations and travel 
bookings which increases customers’ confidence level to do online purchases. 

5. Discussion 

Research Question 1: What is the website features in Southern Malaysia’s travel agency? 

From the results of this study, there are 76 percent of travel agencies in Johor that did not 
have a website. Creating a website presence is very expensive and complicated. Thus, travel 
agencies have to spend huge costs to build an excellent website and also hired a worker that 
can manage the functionality of the website. For those that have a website, the a content 
analysis of travel agencies’ website shows that main travel agencies do not develop and 
maintain their own website and although travel agencies having thre websites, they do not 
utilize it as much as possible as an informative website and these finding has been proven by 
Park (2007). Travel agencies that have a website successfully providing basic information 
such as telephone number, address, email address, contact person, fax number and travel 
agency background but lack of reservation information (cancel booking, reservation policies 
and special request).  

These findings are also supported by Roney and Ozturan (2006), travel agencies in Turkey 
successful exhibited basic information but brief history of the company and name of contact 
person is not revealed. Travel agencies should provide reservation information effectively in 
their website for the convenience of users. For example, if customers are unable to travel on 
the dates specified on a ticket, it is utmost important for them to cancel their booking and 
make new arrangements for alternative travel. This application should be one of the main 
website content and this has proved its effectiveness by Kim, Kim and Han (2007). The 
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findings shows booking request and reservation offered as the most and second most features 
that website presence whereas cancel booking, reservation policies and request number least 
features presence. These findings are supported by Law and Hsu (2005) as reservation 
information is the most important dimension for e-traveller and managers.  

Multimedia resources are also a crucial part to encourage customers to make their purchase 
online. Travel agencies should stress on this functionality. The attractions, enjoyment and 
entertainment via short video, quality images, animation and 360-degrees panoramas is 
important to provide a tangible sense of place (Buhalis and Law, 2008). In addition, 
customers will be able to see and feel the scenery destinations offered before choosing the 
right destination. This matched the statement made by prior studies that a few websites made 
use of multimedia (Meintjes, Struweg and Petzer, 2011). 

Other than that, trust dimensions also a crucial part in developing a website. In the literature 
review, there are many definitions in different contexts and situations. Trust is important for 
enhancing the perception of trust on the Internet and users are concerned with this 
functionality before they make any online purchase transaction. According to Aljazzaf, Perry 
and Capretz (2010), trust is the willingness of the trustor to rely on a trustee to do what is 
promised in a given context, irrespective of the ability to monitor or control the trustee and 
even though negative consequences may occur. In addition, trust should include the concepts 
of dependency, confidence expectation, vulnerability, reliability, comfort, utility, 
context-specificity, risk attitude and lack of control. This study is in line with Murphy, Olaru, 
Schegg and Prey (2003), trust dimension such as branded URL and postal address have the 
highest trust element in the web page with 95.6 percent and 93.3 percent respectively. as 
compared with secure reservation payment and safety and security tips, travel agencies are 
not readily provided in their website. In the world of search engine and marketing, branding a 
URL is important for any company. Almost all the Johor travel agencies website have their 
branded URL and postal address because of a high level of awareness of a company brand 
and the dangers of being too heavily optimized for their online brand presence. 

Most of the travel agencies failed to provide travel tips, online forum, feedback forum, 
telephone and service information and time difference information. Website should focus on 
information about the travel packages offered by the agency covering all the needs of 
travellers before they decide to travel. Travel information provide extensive information for 
consumers to find the details and the consumers get an overview of the destination to be 
visited and also the preparation they need to do before travelling indirectly. Information such 
as travel package will help consumers make a difference in price and service offered. 

Apart from that, consumers also can check an itinerary such as the date of departure, the price, 
other fees applicable, the place to be visited and the schedule of activity has been arranged by 
the travel agency. Customer will be clear with the information given and may encourage them 
to plan for the next tour indirectly. Almost half of the travel agencies did not provide travel 
insurance and visa requirement to the consumers and it will have some impact on the 
business in which the average consumers would prefer a pretty complete service. If it 
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happens, it will encourage them to switch to other travel agency.  

Research Question 2: What is the stage of the website quality among Southern Malaysia’s 
travel agency? 

Each of the website was investigated and categorized with regards to their level of 
interactivity. It was found that, Johor travel agencies’ website had been well-developed with 
comprehensive basic information but the difference between travel agency websites begin 
arising when the first layer of the second stage is examined. The majority of travel agency are 
at Stage 2 with 82.2 percent and this finding in line with Lin, Zhou and Guo (2009). The level 
of interactivity exhibited on the sites developed to Stage 2 considerably across the three 
levels: low level interactivity, medium level interactivity and high interactivity. This 
interactivity ranged from basic to high level value added features. Twenty-two of the travel 
agencies are good in exhibiting customer support, value added features and high-level 
product catalogue. This result matched the prior studies stated that majority of website are 
ranged at Stage 2 (Ting et al. 2013; Lin et al. 2009; Kerr et al. 2009; Larson and Ankomah, 
2008; Burgess et al. 2005 and Doolin et al. 2002) and it is in line with travellers perspective 
where they felt customer support, value added features and product catalogue should be 
available on the website (Benchkendorff, 2009).  

The first layer at Stage 2 had some form of navigation such as hyperlinks. They had 
numerous links to further information such as a list of hotels and a list of travel agencies 
coupled with value added features such as payment option, download and print document, 
multilanguage, electronic board, quality images, animation, 360-degree panoramas and short 
video. At Layer 2 of Stage 2, the value added features became increasingly interactive that 
included special online promotion, membership registration and community site. Special 
online promotion is an extensive package offered by travel agency to promote their package 
in a special price. It is one way travel agencies can do their marketing to attract more 
consumers to subscribe to packages offered. Unlike for this study, business travel, group 
promotion and honeymooners are less presence in a website. 

The number of high interactivity features at Layer 3 of Stage 2 is becoming low. Almost half 
of the websites did not do well in providing enquiry, travel tips, reservation and other service 
information. The last stage of eMICA is Stage 3 where only five websites successfully 
exhibited privacy statement and branded email address. Compared with Kerr, Tsoi and 
Burgess (2009), business website had been developed at Stage 3. However, Lin, Zhou and 
Guo (2009) stated that none of the website has developed at Stage 3. Many accommodation 
travel agency websites offer travel package information and about half of the website offers 
reservation information for consumers to pay purchase online. Different with Zafiropoulos, 
Vrana and Paschaloudis (2005), the result shows very little reservation and price information 
presence in the Greek hotel websites. Almost all travel agencies displayed the reservation 
information in their websites because they are aware of the consumers’ convenience to do 
online payments. The Johor travel agencies provide more to their consumer navigation and 
travel information. The high proportion using entertainment and multimedia resources have 
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been identified with quality image, animation and 360-degree panoramas. This finding was 
congruent with Pesonen and Palo-oja (2010) where flash-animation is used widely in a 
company website.  

5.1 Implication for Findings 

The following implications were drawn from the findings. First, the study found that the 
content of information in the website should be improved to make an informative website. 
Even in the Johor travel agency successful displays basic information, there are some 
elements that should be emphasized which are reservation information that the travel agency 
have to stress on. Some travel agencies are providing reservation requests but unfortunately 
some did not provide cancellation. This will cause the consumers difficulty to cancel 
reservations made and they had to go to the travel agency personally to deal or call the travel 
agency.  

Johor travel agencies should focus more in Trust dimension where secure reservation 
payment and safety and security tips information must have in every websites. Security is an 
important issue for secure online payment. The travel agency should make sure that their 
website provides the security tips and secure reservation payment information and also well 
equipped with security software to provide certified site and all data transmitted over the 
browser is encrypted. This information is a crucial part to ensure customers make an online 
payment with a full sense of security and does not wobble. Despite the fact that 14 percent of 
respondents believe that booking online is not secure (Bogdanovych, Berger, Simoff and 
Sierra, 2006), protecting customers’ credit or debit card data from being hacked and credit 
card number being stolen by cyber thieves should be taken seriously.  

Thirdly, a website should be maintained and updated to keep consumers returning and 
ranking highly on the search engine. Most of the Johor travel agencies are so concerned about 
technology and design but they totally forget that helpful content is the most important aspect 
of any website. Furthermore, consumers will be able to leave comments, subscribe online 
catalogue, download and print documents and join a forum chat as long as a site is interactive 
and updated.  

5.2 Suggestions for Future Research 

Limitation of the study was the relatively small sample size. For this study, only 45 Johor 
travel agencies’ website have been successfully found and for this reason, these findings 
cannot be generalized to the broader aspects and have profound effects on the outcomes of 
the study. The results will look different compared with larger samples. The sample for future 
research should cover all the travel agencies in Malaysia to obtain results that are more 
compact and accurate.  

There are several limitations in this study, but the website evaluation is still being reviewed 
from time to time either using content analysis or the eMICA model. The number of website 
for this study is relatively small and need more samples for future research. Therefore, a 
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future research should try to gauge the effects of a small sample size before sampling in order 
to determine whether the small sample size will have a great negative impact on the study’s 
result before getting underway. This study is only to evaluate the travel agency website 
quality in Johor and suggest that future research will cover all the travel agencies in Malaysia.  
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