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ABSTRACT 

Currently, online travel agencies (OTAs) are experiencing an 

increase in the number of customers. As the number of OTA also 

in the trend of increasing, the competition to grasp the attention of 

the customers becomes fierce. For gaining customer satisfaction, 

service providers have to improve their services to fulfil customer 

needs and demands. In this sense, service quality is considered as 

a vital aspect for the success of the service providers since it is 

tightly related to customer satisfaction. This research aims to 

assess website quality of OTA using the importance- performance 

and gap analysis model. Six dimensions with thirty-one attributes 

were employed in this research. A case study was conducted in an 

Indonesian-based OTA, namely, ―OTA X‖. This study is believed 

to provide the management of the OTA with valuable insights into 

the attributes that reflect the customers’ perspectives. 
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1. INTRODUCTION 
The Internet nowadays is considered as an effective marketing 

tool that facilitates communication and information exchange 

between sellers and customers [1]. In addition, the Internet is 

playing an important role in changing people’s behaviors. Some 

activities that used to be done traditionally (off-line), currently, 

can be done unconventionally (online). This phenomenon brings a 

huge transformation in people’s lifestyles who demand the whole 

thing should (or must) be done faster and easier. This 

phenomenon occurs in almost every living activity, including 

shopping behavior. 

With the aid of the Internet, customers’ activity in traveling has 

also been transformed, just like shopping behavior. Currently, 

many people do not want to go to the traditional or off-line travel 

agencies; they have switched with online travel agencies (OTAs), 

either by using web applications or mobile applications, resulting 

in the uprising popularity of electronic travel services. Ticket 

reservations for airplanes and trains, for example, are one of the 

most popular online activities. Nielsen reported that almost 50 

percent of online travel shoppers start their travel planning with 

OTAs [2]. It suggests that currently, customers rely more on 

OTAs than on conventional travel agencies. 

In Indonesia, over 71.44% of Indonesian travelers have used 

OTAs for their travel needs [3]. The market value of online travel 

is estimated to reach 372 trillion IDR or 24.5 billion USD in 2025 

[4]. OTAs generate the highest volume of visitor traffic and attract 

online travel shoppers with aggressive lowest-price strategies [5]. 

It shows that an OTA must struggle in satisfying customers to 

foster a sense of customer satisfaction. Besides, in response to the 

strong future demand, the OTAs need to further enhance their 

competitiveness [6,7]. 

As time goes by and as competition increases, the customers are 

trying to find the best OTA that can satisfy their needs. 

Consequently, a website, as the most powerful ―weapon‖ to attract 

the customers of OTA has to be improved in order to fulfill what 

customers’ needs. This website quality is believed to be an 

essential factor for the success of the service provider due to its 

close relationship with customer satisfaction. Previous studies 

have clearly demonstrated that high-quality website can attract 

more browsers and shoppers compared to the low-quality website 

[8,9,10]. Website quality has become an important research topic 

because customers perceived quality that affects their satisfaction 

levels, behavioral intentions, loyalty, word of mouth behavior, and, 

ultimately, profits [11,12,13]. As a result, website quality has been 

recognized as a core determinant of an online company’s success 

[14]. 

To measure website quality, there are several scales used, such as 

SITEQUAL [10], Web-Qual 4.0 [15], WebQualTM [16], eTailQ 

[14], eTransQual [17,18], as well as E-S-QUAL and E-RecS-

QUAL scales [8,19]. However, those scales are intended for 

general purposes, i.e., they are not intended to assess particular 

OTA’s website quality. Therefore, in this study, the specific scale 
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to assess website quality of OTA was used, which is adapted from 

the study of [20]. 

This study aims to assess the website quality of an OTA by 

utilizing the importance-performance and gap analysis (IPGA) [21] 

model using the dimensions and attributes from [20]. The IPGA 

model is considered to be useful in assessing the service quality 

since it integrates between the importance- performance analysis 

(IPA) model and gap analysis. In order to demonstrate the 

applicability of the method, a case study was conducted on 

Indonesian-based OTA, the ―OTA X‖ which is regarded as one of 

the most popular OTAs in Indonesia. 

2. RESEARCH METHOD 
As has been previously mentioned, the objective of this research is 

to assess website quality of an OTA. There are six dimensions to 

assess the quality, namely, ease of use, information or content, 

fulfilment, responsiveness, security or privacy, and visual appeal 

[20]. These six dimensions are partitioned into thirty-one 

attributes. The first dimension is the ease of use. It includes 

functionality, accessibility, and search capability that refer to 

―free‖ of effort. This dimension includes eight attributes, i.e., it is 

easy to get around and find what I want on the website (EU1), the 

website does not waste my time (EU2), I can go to exactly what I 

want quickly on the website (EU3), the website has well-arranged 

categories (EU4), it is quick and easy to complete a transaction on 

the website (EU5), the search functions on the website are helpful 

(EU6), I can find what I want with a minimum number of clicks 

(EU7), and the website always works correctly (EU8). The second 

dimension is information or content. It refers to reliable and 

relevant information on the website. The up-to-date and good 

quality of the website is believed to play a vital role in influencing 

users’ perception of the quality of the website. It comprises four 

attributes, namely, at the website, I have the full information at 

hand (IC1), the website provides in-depth information (IC2), the 

website gives me enough information so that I can identify the 

item to the same degree as offline (IC3), and the website is a very 

good source of information (IC4). The third dimension is 

fulfilment, which refers to the accuracy of the delivery within a 

service promised. It consists of four attributes: I get what I booked 

from the website (FULL1), The website gets bookings correct 

(FULL2), the online receipt I get at the website informs me of the 

total charges that will be debited against my credit card (FULL3), 

and it is easy to track the items I purchase through the website 

(FULL4). 

The fourth dimension is the responsiveness. It refers to the ability 

of the OTA to effectively manage and handle problems that might 

arise. This dimension consists of five attributes, i.e., the website is 

ready and willing to respond to customer needs (RES1), the 

customer service personnel are always willing to help you (RES2), 

inquiries are answered promptly (RES3), when I have a problem, 

the website shows a sincere interest in solving it (RES4), and the 

website appreciates my business (RES5). The fifth dimension is 

security, which refers to the safety of personal data of the users. 

There are five attributes that constitute this dimension, i.e., the 

website has adequate security features (SEC1), I feel safe in my 

transactions with the website (SEC2), I feel like my privacy is 

protected (SEC3), I trust the website will not misuse my personal 

information (SEC4), and I trust that the website will not give my 

information to other sites without my permission (SEC5). The last 

dimension is a visual appeal, which refers to the design of the 

website. It comprises five attributes, i.e., the website looks 

attractive (VIS1), the website looks organized (VIS2), the website 

uses multimedia features properly (VIS3), the website uses 

colours properly (VIS4), and the website uses fonts properly 

(VIS5). 

The website quality then was assessed by employing the IPGA 

model [21,22]. The model is considered helpful to assess service 

quality by integrating the IP A model and gap analysis. The 

rationale behind this integration is that although the IPA model is 

widely implemented in identifying the relative importance and 

performance of service providers (see for example: 

[18,23,24,25,26]), it failed to take into account gap analysis as 

several researchers reiterated that service quality is the degree of 

discrepancy between customers’ expectations and perceptions of 

the service (e.g., [27,28]). 

The IPGA diagram is a two-dimensional state space where the 

vertical axis describes the relative importance (RI) of the attributes 

and the horizontal axis explains the relative performance (RP) of 

the attributes, i.e., how well the service provider performs the 

service. The diagram is divided into four quadrants: concentrate 

here, keep up the good work, low priority, and possible overkill. 

The first quadrant, which is concentrate here, has attributes that 

have high value of RI but low value of RP. It means that these 

attributes will be the priority of the management because they 

have high relative importance but low performance. The second 

quadrant, namely, keep up with good work, identifies that both RI 

and RP are already highly rated by the customers. It means that 

attributes belong to this quadrant should be maintained well by the 

management. Attributes that have low value of both RI and RP 

belong to the third quadrant, i.e., low priority. It seems that 

management does not really need to pay attention to this quadrant. 

The last quadrant is possible overkill, where there are unnecessary 

attributes due to having low value of RI but high value of RP; 

hence, management should allocate the resources to the other 

attributes that have higher priorities. The coordinate of each 

attribute is determined by RI of ith attribute as the vertical axis 

and RP of ith attribute as the horizontal axis. Detail description for 

placing the attributes into the quadrants can be found in [21]. 

3. RESULT 
A case study was conducted to assess the website quality of ―OTA 

X‖, an Indonesian-based OTA. It was established in August 2011 

that offers various booking services, such as airplane, train, hotel, 

and car rental. A questionnaire-based survey was conducted to 

accomplish the objective of the research. The questionnaire 

consists of three parts. The first part aims to collect demographic 

data of the respondents, such as age, gender, and occupation.  

 

Table 1. Profile of the respondents 

Variables Categories Percentage 

Gender Male 

Female 

72.41 

27.59 

Age < 18 

18–25 

26–31 

> 32 

8.96 

77.24 

6.90 

6.90 

Occupation Student 

Civil servant 

Employee 

Others 

77.24 

4.14 

7.59 

11.03 
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The second and third parts measure the importance and 

performance of the thirty-one attributes of website quality 

aforementioned. All the attributes were measured using the 5-

point Likert scale, ranging from 1 which represents very 

unimportant (for the second part) or strongly disagree (for the 

third part) to 5 which represents very important or strongly agree 

(for the second and third parts respectively). 

A convenience sampling procedure was employed to collect the 

data for this survey. The participants were required to have 

experience in doing the transaction with the ―OTA X‖. The 

potential participants were first approached and asked if they 

agreed to participate in the survey. One hundred and forty-five 

respondents participated in this survey. The respondents consist of 

students, employees, entrepreneurs, etc., indicates plenty of 

diversity for the purpose of the research. The respondents’ profile 

is shown in Table 1. Before analyzing further, the reliability test 

with Cronbach’s alpha [29] was conducted. The results of the 

alpha coefficient for each dimension are 0.930, 0.915, 0.887, 

0.927, 0.955, and 0.944 for the dimension of ease of use, 

information or content, fulfillment, responsiveness, security or 

privacy, and visual appeal, respectively. Note that all of the 

dimensions have the value of alpha more than 0.70, indicating that 

the questionnaire being utilized is reliable [30]. 

After conducting the reliability test, the questionnaire was 

processed to calculate the values of RI and RP for each indicator. 

The average values are then computed by summing all the RI and 

RP values throughout all respondents and then dividing it by the 

number of respondents. The results for each indicator (and its 

corresponding quadrant in the IPGA diagram) are shown in Table 

2 and the IPGA diagram is depicted in Figure 1. From the 

information captured both in Table 2 and Figure 1, it can be seen 

that there are 18 attributes located in the second quadrant, 7 

attributes in the third quadrant, 6 attributes in the fourth quadrant, 

and surprisingly, no attribute belongs to the first quadrant. 

Knowing that there is no attribute in the first quadrant, 

management of the OTA has to work very hard to grasp customers 

attention by improving the quality of the website since the first 

quadrant illustrates the attributes that are considered very 

important by the costumers and performing well. The second 

quadrant (concentrate here) shows the attributes that are 

considered very important by the customers, but the performances 

are unsatisfactory or not in accordance with the expectations of 

the customers. Therefore, the service provider must concentrate 

and prioritize the attributes belong to this quadrant to increase 

their performances. This study found that there are 18 attributes 

located in this quadrant, including 3 attributes in the ease of use 

dimension (EU4, EU6, and EU8), 2 attributes in the fulfillment 

dimension (FULL1 and FULL2), 5 attributes in the 

responsiveness dimension (RES1, RES2, RES3, RES4, and 

RES5), 5 attributes in the security dimension (SEC1, SEC2, SEC3, 

SEC4, and SEC5), and 3 attributes in the visual appeal dimension 

(VIS1, VIS2, and VIS5). These attributes make up for more than 

half of all attributes in this quadrant (eighteen out of thirty-one 

attributes), which means that there are a lot of dimensions that 

OTAs need to be improved and should be the focus of. 

Interestingly, there are two dimensions which all attributes were 

included in the second quadrant, namely, responsiveness and 

security, which means that the customers felt unsatisfied by how 

this website handles the security and responsiveness aspect of this 

website, and they should prioritize this aspect to be improved 

immediately to attain customer satisfaction. 

The third quadrant (low priority) shows attributes that are less 

important and less satisfying. It means that attributes that are 

located in this quadrant should have low priority for the service 

provider. There are 7 attributes in this quadrant, including 1 

attribute in the ease of use dimension (EU2), 3 attributes in the 

information or content dimension (IC2, IC3, and IC4), 2 attributes 

in the fulfillment dimension (FULL2 and FULL4), and 1 attribute 

in the visual appeal dimension (VIS4). It is highly suggested for  

Table 2. IPGA result 

Indicators RI RP Quadrant Indicators RI RP Quadrant 

FULL3 1.056 -0.940 2 RES3 1.030 -1.047 2 

SEC3 1.080 -0.981 2 VIS1 1.008 -1.038 2 

SEC4 1.081 -0.991 2 EU2 0.993 -1.016 3 

SEC2 1.056 -0.974 2 IC2 0.989 -1.032 3 

SEC5 1.067 -0.987 2 IC3 0.993 -0.994 3 

SEC1 1.041 -0.981 2 IC4 0.957 -1.018 3 

RES1 1.055 -1.008 2 FULL2 1.002 -0.954 3 

RES2 1.061 -1.020 2 FULL4 0.969 -0.962 3 

FULL1 1.031 -0.984 2 VIS4 0.989 -0.992 3 

EU6 1.002 -0.952 2 EU1 0.907 0.999 4 

VIS2 1.028 -1.008 2 EU3 0.902 0.996 4 

RES4 1.055 -1.049 2 EU5 0.915 1.006 4 

VIS5 1.003 -0.986 2 EU7 0.852 0.960 4 

EU8 1.033 -1.030 2 IC1 0.918 1.003 4 

EU4 1.000 -0.992 2 VIS3 0.893 0.982 4 

RES5 1.033 -1.034 2     
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Figure 1. The IPGA diagram as a result of the case study 

the OTAs website to not invest heavily in this attribute since they 

are labeled as not important. The last quadrant (possible overkill) 

shows less important attributes, but customers are very satisfied 

with their performances. The performance of attributes in this 

quadrant can be considered to be reduced so it can make the 

company’s resources to be more efficient. There are 6 attributes 

categorized in the fourth quadrant, including 4 attributes in the 

ease of use dimension (EU1, EU3, EU5, and EU7), 1 attribute in 

the information or content dimension (IC1), and 1 attribute in the 

visual appeal dimension (VIS3). 

4. CONCLUSION AND FUTURE 

RESEARCH DIRECTIONS 
This paper has demonstrated to assess the website quality of an 

OTA using the IPGA model. A case study was conducted to 

assess the website quality of ―OTA X‖, and Indonesian-based 

OTA. The IPGA model consisting of six dimensions and thirty-

one attributes measures the importance and performance of the 

attributes of service provider from the customers’ point of view. 

This method has been found that it could provide a relatively 

simple and inexpensive means of doing website quality 

assessment. This study reveals that ―OTA X‖ does not have one 

single attribute that located in the first quadrant, which means the 

attributes that deemed importance cannot be fulfilled as the 

customer expected. This statement is strengthened by the fact that 

more than half of the assessment attributes fall into the second 

quadrant, where the second quadrant shows that there is a need for 

improved the quality of the OTAs website. 

The results show that the assessment has many potential 

advantages for the service provider. Identifying customers’ 

perspectives towards the importance and performance of website 

quality for a particular attribute (and dimension) could allow the 

management to better adapt its marketing efforts and to confirm 

that the expectations of the customers are met. This includes 

identifying, prioritizing, and improving areas of service’s 

weaknesses to ensure that the valuable resources are allocated in 

the most effective areas. In addition, promotional messages can be 

refined so that the customers have realistic expectations of the 

service offered. 

It is suggested for future research to apply the customer zone of 

tolerance-based service quality (CZSQ) and CZSQ-based IPA 

(CZIPA) [31] to assess the service quality based on the 

competitive zone of tolerance by benchmarking against its 

competitors and to prioritize the service attributes to be improved. 

Even though these methods originally were developed in the area 

of hospitality, it can be further implemented to assess the website 

quality with some modifications—see [32, 33] for the applications 

of these methods to the different service areas. 
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