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Abstract

In this study, variables were constructed based on prior research to examine the impact of

information system quality (information quality, system quality, service quality), customer value and

satisfaction in hotel comparison site. The samples consist of 205 survey data drawn from hotel
comparison site users. The collected data were analyzed by SPSS 24.0 and AMOS 21.0.

According to results of the reliability and validity test, all were found reliable, and all items were

included. The results are as follows: first, Among the information system quality (information quality,

system quality, and service quality) of the hotel comparison site, the information quality and service

quality have positive effects on customer value. Second, the information system quality(information

quality, system quality, and service quality) of the hotel comparison site has a positive effect on

customer satisfaction. Third, the customer value of the hotel comparison site has a positive effect on

customer satisfaction.
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[1l. The Proposed Scheme

1. Research Model
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Information System
Quality
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A

Customer Satisfaction

Service Quality

Fig. 1. Research model

2. Hypothesis
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3. Measure Scales
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Table 1. Measure scales

Constructs ltems
IQ1. This Hotel comparison site(app) provides
exact information
Information IQ2. This Hotel comparison site(app) provides
Quality reliable information

IQ3. This Hotel comparison site(app) provides
necessary information

SYSQ1. | can find the information easily through
the Hotel comparison site(app)

SYSQ2. This Hotel comparison site(app) is easy

tem alit
Sys Quality to use

SYSQ3. This Hotel comparison site(app) is easy
to view

SERQ2. This Hotel comparison site(app) provides
abundant relevant information

Service Quality
SERQ3. This Hotel comparison site(app) provides

customized information based on my preference

CV1. This Hotel comparison site(app) is superior
to other accommodations

CV2. This Hotel comparison site(app) is pleasant

Customer to visit
Value

CV5. This Hotel comparison site(app) is well worth
the money
CV6. This Hotel comparison site(app) is affordable
CS1.1 am satisfied with the service provided by this
This Hotel comparison site(app)

Customer CS3. This Hotel comparison site(app)'s service

Satisfaction meets my expectations

CS4. | am pleased that | have chosen this This
Hotel comparison site(app)

4. Procedure

AT AN SEBNARIE AEAE t1doE 20184 4
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Table 2. Demographic Characteristics

Nominal variable Item Frequency Percent
Male 115 56.1
Gender Female 90 43.9
Twenties 62 30.2
Age Thirties 78 38.1
Above Forties 65 31.7
University
(Post graduate) 30 14.6
student
Office worker 94 45.9
Occupation Professional worker 23 11.2
Small business
person 32 15.6
Homemaker 15 7.3
Other occupations 11 5.4
Average 1-2 times 62 30.2
number of Hotel | 3-5 times 93 45.4
comparison 6-10 times 32 15.6
site(app) use in ]
one year More than 11 times | 18 8.8
Price 108 52.7
Faptors to Traffic convenience 20 9.7
consider when |~y o fame 34 16.6
choosing a -
hotel Service level 36 17.6
Etc. 7 3.4

5. Validity and Reliability of Measures
SAYE] FAA 9l Bl A AFHg 11

2 AT A3e A4S AEny x2=142.621, d.f.=79,
p=0.000, GFI=0.915, AGFI=0.870, RMR=0.045, TLI=0.946,
CFI=0.960, RMSEA=0.063¢]2.2 Huld oz wdo] 233}t
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Table 3. Convergent Validity and Reliability
Construct ltem Unstd. Sl S.E. C.R. (SRS AVE
estimate estimate reliability
Q1 .042 0.822 0.084 12.404
Information Quality Q2 .073 0.863 0.083 12.997 0.879 0.708
Q3 .000 0.796 - -
SYsQi 0.843 0.761 0.077 10.949
System Quality SYSQ2 1.043 0.909 0.087 12.007 0.845 0.647
SYSQ3 .000 0.768 - -
: : SERQ2 507 0.933 0.252 5.985
Service Quality SERQ3 000 0650 = = 0.802 0.677
CV1 .000 0.780 - -
CV2 169 0.889 0.094 12.468
Customer Value cv5 0.900 0.702 0.089 10.076 0.866 0.622
CV6 0.794 0.608 0.093 8.579
CS1 0.793 0.762 0.061 12.979
Customer Satisfaction CS3 0.973 0.836 0.066 14.802 0.885 0.721
CS4 1.000 0.903 - -
x2=142.621, d.f.=79, p=0.000, GFI=0.915, AGFI=0.870, RMR=0.045, TLI=0.946, CFI=0.960, RMSEA=0.063
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Table 4. Discriminant Validity

(1) (2) (3) (4) (5)
(1) Information Quality | 0.841
(2) System Quality 0.358 | 0.804
(3) Service Quality 0.345 | 0.320 | 0.823
(4) Customer Value 0.393 | 0.283 | 0.323 | 0.788
(5) Customer Satisfaction| 0.473 | 0.397 | 0.364 | 0.461 | 0.849

Note: The diagonal bold is the AVE square root value

[V. Conclusions

1. Conclusion
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Table 5. The results of hypotheses testing

Factor

— loadings

Information
quality —
Customer

Value
System

Quality —
Customer

Value
Service

Quality —
Customer

Value
Information

quality —
Customer

Satisfaction
System

Quality —
Customer

Satisfaction
Service

Quality —
Customer

Satisfaction
Customer

Value —
Customer

Satisfaction
x2=124.541, d.f.=77, p=0.000, GFI=0.925, AGFI=0.882,

RMR=0.044, TLI=0.959, CFI=0.970, RMSEA=0.055

S.E. | t-value | p-value Results

H1 0.315 | 0.081| 3.888 | 0.000+*= | Accepted

H2 0.093 | 0.066| 1.409 0.159 Rejected

H3 0.261 |0.098| 2.663 | 0.008+*= | Accepted

H4 0.317 |0.094| 3.387 | 0.000*=* | Accepted

H5 0.147 |0.073| 2.001 0.045x* | Accepted

H6 0.196 |0.109| 1.805 0.071* | Accepted

H7 0.400 |0.099| 4.048 | 0.000*=* | Accepted
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2. Discussion
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