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ABSTRACT 
This paper aims to report the findings of an empirical research focusing on the role of web design that 
influence purchase intention in hotel industry. With very little effort or time, hoteliers can publish hotel 
information on their website and customers can make room reservations online. To understand the 
mechanism surrounding these transactions, this study was conducted to investigate the role of web 
design that influence purchase intention in the hotel industry. The data for this study will be collected 
by using questionnaires from 150 respondents in the hotel industry at Melaka. The results indicate that 
purchase intention on website hotel are determined by usability, functionality, perceived usefulness 
and ease of use. Overall, in this research findings, the ease of use is the most influence and has 
resulted in a significant on the online purchase intention with a value of 0.000. The collected data will 
be analysed, interpreted and discuss in this research.  
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1. INTRODUCTION 
The tourism industry in Malaysia is presently the six main funder to the economy in Malaysia. In two 
thousand fourteen, RM161 billion to the Gross Domestic Product with approximately 14.9 percent. 
The tourism industry in this country tagline used ‘Malaysia Truly Asia’ for an official slogan in 
endorsing Malaysia, besides inviting tourists to vacation in our country. The most important aimed at 
the first impression from customers is the website hotel itself. An early customer's description is done 
by only facing the hotel's website by browsing the online website. 

Nowadays, the internet has become a strong influence on the hotel industry to implement websites to 
their sell images. Besides that, in providing the option of booking a room or switching to search for a 
hotel, this website will show an important role to the customer. Marketing tools that make it easy to be 
a good marketing are by using the website. The website is also the best place to be used as a 
communications platform between the customer and the hotel. Hence, a good website is a website that 
has useful information for users by using effective affairs, it can increase sales volume and comfort 
this hotel a reputable name.  

They asserted that the number of online users has increased compared to previous results on online 
purchase (Kucukusta, Law, Besbes, & Legohérel, 2015). In their research also studies the trend that 
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will grow, and change characteristics of the online user grounded on demographic and internet usage 
in the dynamic environment. Due to the popularity of online purchases on hotel websites, it is very 
important for hotel’s companies to understand the needs of customers who use the hotel's website for 
online purchases. 

1.1 Information and Communication Technology Development in Malaysia 
The use of information and communication technology in Malaysia is increasing. It is a government 
ingenuity to encourage the advance and progression of online businesses. The number is increasing as 
the user becomes an important driver of information and communications technology in Malaysia. 
Additionally, through the improvement of information and communication technology, it provides a 
good experience for internet users and it helps positively to the development of digital business in 
Malaysia. 

Global Competitiveness Report in 2014 to 2015, Malaysia's ranking has increased from four places to 
20 of the 144 (World Economic Forum, 2015). In the digital economy rankings of 2010, as determined 
by the Economic Intelligence Unit, Malaysia ranks thirty-six out of seventy countries. To determine 
the position of a country, a four-decimal score is used, including infrastructure for connection and 
technology, social-cultural environment, law and business, policies that are mandated by governments, 
and adopted by users and business. 

Therefore, Malaysia has participated in the Asia Pacific Economic Cooperation (APEC) to develop 
rules, policies, and laws in e-commerce. Malaysia's participation in this initiative will make Malaysia 
as the top country in the improvement of information and communications technology. Thus, the trend 
of buying on the website is not a stranger to Malaysians compared with people in other countries is 
more advanced. Malaysia is one of the developing countries that started using digital business in both 
domestic and international businesses. The Ministry of Communications and Multimedia is the 
government organization responsible for the development and development of Information 
Communication Technology. 

According to the Department of Statistics, Malaysia (2016), Malaysia is a developing country with a 
population of 30,254,000 million until September of two thousand fourteen. The Malaysian 
government hopes to turn the country into a knowledge economy and to realize the vision to become a 
developed country by 2020. 

1.2 Websites and E-commerce 
The website is a platform for information retrieval and has many functions that can be used. Among its 
functions is a website can be a personal website, a company's commercial site, a government website 
or a non-profit organization website. The website is a collection of correlated websites, which includes 
the generally recognized with a common domain name, the content multimedia, and issued on at least 
one web server. Websites can be opened through a public Internet Protocol (IP) network, for example, 
the Internet, or a private local area network (LAN), with reference to a uniform search source (URL) 
that classifies the site. 

Companies in both service and product-related businesses are using e-commerce to improve their 
sales. Defined e-commerce as the purchasing and retailing of goods and services over computer 
networks, including the Internet. Along with price and quality of electronic service now plays the main 
part in user’s receptiveness. A website for tourism such like example trivago.com it is can easily find 
the best hotel for the best price and also can gain information for weekend trips to destinations and 
also can find the right hotel on the Trivago website. Online tourism managers frequently start their 
search with search engines for example Excite and Google to learn and decide on sources. Meanwhile, 
a website is a part of the connection between a company and its customers, it is apparent that it must 
mirror the quality efforts that are in place through the company. 

Websites also can be divided into two comprehensive types which are static and interactive. Static sites 
work or capture info but do not allow engagement with the users or audience directly. Lately, the 
community part of e-commerce design has also emerged as the main concept  (Huang & Benyoucef, 
2013) which highpoints the meaning of Web 2.0 tools and online communities. Meanwhile, the 
interactive sites are part of the Web 2.0 community of sites and allow for interactivity between the site 
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users or visitors and site owners. Certain websites are informational or created by supporters or for 
individual use or entertainment. A lot of websites do target to make money, using one or more business 
models, including e-commerce. E-commerce is services or products are purchased straightly through 
the website. By this means, in order to fulfill visiting the attractions request and subsist in the long run 
there is no prime but to include technology and improve the interactivity with the marketplace. 
Besides, there are many varieties of websites can be classification by the type of content or use, and 
the use of internet and user’s websites is expected. In table 1 will explain the varieties of websites and 
a few classifications. 

Table 1. Classifications of websites 

1.3 Tourism Industry in Malaysia 
Malaysia is ranked 11th in the world and 2nd in Southeast Asia aimed at the tourist arrivals. In strength 
to spread the economies and want Malaysia’s economies fewer dependent on spreads, the management 
of tourism in Malaysia was lacking to developed. Such as an outcome, the tourism sector has 
developed Malaysia as the 3rd major basis of foreign argument revenue and accounted for 7% of 
Malaysia's economies by way of in 2005.  

By government agencies is to control of stimulating tourism industry in Malaysia which are Malaysia 
Tourism Promotion Board or known as Malaysia Tourism Center. According to (Wikipedia tourism 
Malaysia, 1972) proceeding 20 May 1987, the Ministry of Culture, Arts and Tourism (MOCAT) in 
Malaysia were recognized and TDC encouraged to this innovative organization. TDC had been from 
1972 to 1992, once it became the Malaysia Tourism Promotion Board (MTPB), over the Malaysian 
Tourism Promotion Board Act, in 1992. 

In the year of 2010, the tourism industry in Malaysia was stated that it would be assembly better 
struggles to invite New Zealanders. "Advantages consist of a better focusing on ecotourism, key social 
events, and accomplishments for the early urban professionals. Family and friend purposes have a 
good activity, a value of the money and a securely, clean an environmental are certain the main drivers 
of this market," supposed Ng. The management has on the go a campaign named "1Malaysia Green, 
1Malaysia Clean" in a direction to let tour operators and travelers realize the need to protect natural 
areas though promote the eco-tourism. In the year 2016, Tourism Malaysia definite '’Other the mass 
tourists, we are similarly trying to attention on niche tourism products such as sports containing 
motoring and others, golfing, bird watching, medical and wellness as well as shop. 

The News-Star Online (26 September 2017), According to the deputy minister of tourism and culture, 
he said that with the combination of various parties, it will bring tourism to a higher level. As 
performed by Malaysia hotel nowadays to help the tourism industries to receipts increase this year on 

Type of Website Description Examples

Community site A site where people of similar interest link with each other, 
usually with chat or message boards.

Facebook, Twitter, 
Instagram

Corporate website A website that used to deliver background info about an 
organization, service or business.

Adidas, Starbucks, 
Coca-Cola,

Electronic commerce 
(e-commerce)

A website that offers services and products for online sale 
and supporting online transactions for such sales.

Amazon.com 
Shopee.com.my

Information site
Totally websites suitable for this type to give some 
pointers. They make sure not essentially have marketable 
drives.

Mostly education, 
government, 
nonprofit institutions 
have an information 
website

Media site A website that allows users to upload and view media for 
example like movie, music, and pictures.

Youtube.com

News site A website to an information site, but devoted to provision 
commentary, update, and policymaking

cnn.com
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events (FHM 2017). She also said that in her speech, putting the country as an industry leader in the 
tourism industry with the upgrading of hospitality is one of the National Key Economic Areas in 
achieving the government's vision to help Malaysia become a high-income country by the year two 
thousand and twenty; hence, it will indirectly impact the hotel and tourism industries. 

According to the website (Tourism Malaysia, 2016) which is in figure 1.3, it is described the Tourist 
Arrivals and Receipts to Malaysia by a year. In 2006, the arrival comes to Malaysia just 17.55 million 
and just receives 36.3 Billion. In between 2006 and 2016 which is in 2010, the arrival comes to 
Malaysia increase by 24.58 million and receives 56.5 Billion. Then in 2016, the total of the arrival 
increase from 25.72 million to 26.76 million which receive 82.1 Billion.  

1.4. The Role of Web Design towards Influence Purchase Intention in Hotel Industry 
a) Usability  
The role of influencing users online is the ability of the web design itself within the hotel industry. In 
other words, in the context of a website that uses good usability, it can attract buyers to the website. 
Additionally, with this good usability will affect the site as far as it can promote products and services 
efficiently. Refer to (Ali, 2016) website quality can be beneficial to envisage purchase intention and 
customer satisfaction. Usability is a superiority feature of a system which evaluates the user crossing 
point of the system for its ease of use by the users (Pant, 2015). However, (Miraz, Ali, & Excell, 2017) 
he was found to be true for all the usability factors except those related to the use of graphics. In 
addition, website design, website usability is also one of the characteristics of different website 
diversity and considers that the role of web design in usability as a construct for increase purchase 
intention in the hotel website. In this manner, we theory that: 
H1: There is a relationship between usability and purchase intention in the hotel industry 

b) Functionality 
According to (Bilgihan & Bujisic, 2015) saying that if a website works with a good function then it 
will increase the loyalty and trust of customers to use the website to make a booking at the hotel. With 
that, the website should work well with a practical design that makes it easy for users to use it. In 
addition,(Kucukusta et al., 2015) say with good functionality, website efficiency and internet 
effectiveness, it makes it easier for users to book online. Therefore, in the hotel web design, website 
functionality is the most important dimension to be a quality website. In the context of online 
purchases, this dimension plays an important role where customers do not have to levy as much as 
examining physical items for sale and they largely depend on the details and clarity of the information 
to make purchase decisions. Therefore, hotel managers need to devote more resources to provide 
complete, accurate and up-to-date on their official website to enhance customer engagement on this 
website. Thusly, we hypothesize that: - 
H2: There is a relationship between functionality and purchase intention in the hotel industry 

c) Perceived Usefulness 
The role of perceived usefulness in the hotel's web design effectiveness has received very limited 
research. According to (Zhao, Wang, Guo, & Law, 2015) they said between one of the core motives for 
tourists to find info in online is to facilitate their vacation trip, and it would be sensible to say that the 
usefulness of the appraisals on the hotel website will definitely affect them. With good reviews online, 
it can be as effective predictors for consumer compliance. The use of reviews online can also 
determine how often the user reviews, by way of restrained by the quantity of helpfulness polls, 
certainly influence consumer decision-making. Furthermore, with the perceived usefulness it may lead 
users of the website to buy online because there is information that allows them, even if their analysis 
showed no effect of the number of consumers who want to buy online. The amount of information 
contained on the website can influence the user to make a purchase and repurchase on the website. 
Therefore, we hypothesis that: -  
H3: There is a relationship between perceived usefulness and purchase intention in the hotel industry 

d) Ease of Use 
Ease of use is an imperative determinant for the convention and visitors who use the website. 
Navigation design is a factor that refers to the convenience of ease of use of the website by internet 
users. With this ease of navigation on the web, it is closely related to trust and it can cause the 
customer to have purchase intention online. If the customer is difficult to get the information, 
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customers are more likely to leave the website without making a purchase. Besides that, refer to (Agag 
& El-Masry, 2016), ease of use is defined as the level to which the online hotel bookers trusts that 
booking hotel online will be free from effort. In other words, the ease of use relates to the "user-
friendly" of the website. Even though online purchases have been accepted to have beneficial results, 
however, the act of using a medium of communication like a hotel website can turn out to be warm for 
some users. This suggests that the ease of use of technology on the website and the extent to which the 
customer is satisfied with the online purchase experience is the basis for determining consumer 
intentions. As a result, creating an easy-to-use web interface demonstrates a greater impact on 
satisfaction and therefore with the intent to purchase. Therefore, we hypothesis that: - 
H4: There is a relationship between ease of use and purchase intention in the hotel industry 

e) Online Purchase Intention 
The main dependent variable for this study is purchase intention. It is important to understand 
customer purchase intention because customers behavior can usually be predicted by their intention. 
Even so, the purchase intentions, specifically stemming from embedded social media channels on 
hotel websites, have yet to be measured. What is known is that customers use social media websites to 
make their hotel purchase decisions. While the site online still is the preferred source for online search 
and reservations among customers, but (Virginia Phelan, Chen, & Haney, 2013) says this trend has 
prompted some to suggest that the use of social media is effective in the hotel business could lead to a 
purchase intention with many investment returns. In the case of social media channels in the hotel's 
website, it can provide information and entertainment to customers as well as enable customers to 
have the intention to purchase within the website. This also shows that with the availability of social 
media channels on the hotel's website, the hotel can lead to a good perception of the hotel's website 
performance. 

2. METHODOLOGY  
This research is based on a deductive approach. The data for this study were collected through a 
questionnaire survey. The questionnaire was aimed to find out the desired of customers towards their 
purchase intention on website platform. However, the sample respondents were randomly selected 
based on multi-stage strategy. The questionnaire was distributed to 150, however, the completed 
returns were 229 questionnaires.  

2.1. Operationalization of Construct 
The conceptual framework that is presented and defined in the literature review have been the base for 
the theoretical framework to be able to guide the questionnaire and to analyse the gathered empirical 
data. An operationalization is important in research as it confirms that the conceptual framework is 
answered and measured in a rigorous way based on seven point of Likert scale as describe in table 2.  

Table 2. Operationalization of constructs and scale of measurement 

The responses from strongly agree in seven end to strongly disagree to another end with the scoring of 
one to seven focuses. Preceding run investigation, the score for every factor was entirety up. The 
higher the score demonstrates that the larger amount of reception by utilizing the role of web design 
towards influence online purchase intention. The measurement for this research details in table 3.  

Constructs No of items Scale of measurement

Usability (UB) 6 Likert Scale (1-7)

Functionality (FT) 6 Likert Scale (1-7)

Perceived Usefulness (PU) 6 Likert Scale (1-7)

Ease of Use (EU) 6 Likert Scale (1-7)

Purchase Intention (PI) 6 Likert Scale (1-7)

Submit Date: 05.07. 2018, Acceptance Date: 22.08.2018, DOI NO: 10.7456/1080SSE/267 
Research Article - This article was checked by Turnitin 

Copyright © The Turkish Online Journal of Design, Art and Communication



The Turkish Online Journal of Design, Art and Communication - TOJDAC  
ISSN: 2146-5193, September 2018 Special Edition, p.1988-1998

Table 3. Measurement of variables 
Label Item

UB Usability

UB 1 Clear language.

UB 2 Easily understandable information

UB 3 User-friendly layout

UB 4 Well-organized information

UB 5 Graphics matched with texts

UB 6 Simple website navigations

FT Functionality

FT 1 Hotel reservation information

FT 2 Hotel facilities information

FT 3 Information of promotions/special offers

FT 4 Price information of hotel rooms

FT 5 Information of destination where hotel is located

FT 6 Information of service of the hotel rooms

PU Perceived Usefulness 

PU 1 Using website to book online would make the book easier

PU 2 Using website to book online tourism product would be useful for my tourism product

PU 3 Using website to book online tourism product would help me to book more quickly

PU 4 Using website to book online tourism product would help me to book more efficiently

PU 5 Using website to book online helps me to solve doubts when I plan a travel

PU 6 Using hotel website to book online is useful to plan travels

EU Ease of Use

EU 1 Using website to book online tourism product would be easy for me to learn

EU 2 Using website to book online tourism product would not require much mental effort

EU 3 Using website to book online tourism product would be simple to do

EU 4 Using website to book online tourism product would be easy following instruction

EU 5 Using website to book online make me easy to use to accomplish my travel tasks

EU 6 Using website is flexible to interact with and easy to use

OP Online Purchase Intention

OP 1 I intend to make bookings / reservations immediately

OP 2 I intend to use hotel website to make bookings / reservations for the next time I do travel

OP 3 I will transact with hotels website in the future

OP 4 I feel that using hotel website it is a good idea

OP 5 I feel glad to learn this hotel website as a platform of purchasing

OP 6 I predict that I should use hotels website in the future

Submit Date: 05.07. 2018, Acceptance Date: 22.08.2018, DOI NO: 10.7456/1080SSE/267 
Research Article - This article was checked by Turnitin 

Copyright © The Turkish Online Journal of Design, Art and Communication



The Turkish Online Journal of Design, Art and Communication - TOJDAC  
ISSN: 2146-5193, September 2018 Special Edition, p.1988-1998

3. RESULTS AND DISCUSSION   

3.1. Descriptive Analysis 
Respondents demographic data of customers; it represents the information about crosstab gender and 
age, crosstab occupation and use online medium, information about rate of hotel, crosstab booking 
time taken and frequency of booking online and no of view type of booking platform. This 
demographic data profile of customers were mainly focused on hotel industry at the city area in 
Melaka with 150 respondents. The majority of purchased users were female with 82 about 150 
respondents compared to male about 68 respondents. 

3.2. Reliability 
The result of alpha value in table 4 for this reliability analysis between all independent variable and 
dependent variable is > 0.70 which is reliable. 

Table 4. Measurement of variables 

3.3. Regression Analysis 
As shown in Table 5, there is relationship between the independent variable (the role of web design 
which are usability, functionality, perceived usefulness and ease of use) and dependent variable the 
intention to online purchase. 
The entire summary of findings showed that the positive number of the R value.  Multiple regression 
coefficient, R = 0.867 shows a high degree of association. Therefore, the R value is under ± 0.80 to ± 
1.00 which mean it has strong relationship and have positive relationship.   R squared shows the value 
of 0.752.  This suggest that online purchase intention (dependent variable) is influenced 75.2% by 
independent variable (the role of web design which are usability, functionality, perceived usefulness 
and ease of use for purchase intention), while the rest (100% - 75.2% = 24.8%) were influencing by 
the other factor or causes which was not discussed in this research. 

Table 5. Model Summary 

Table 6, shows that the calculated the F (4,95) = 109.950 and significant value, p < 0.01.  It was clear 
that all of the independent variables were statistically significant influencing the dependent variable. 

Table 6. Regression Analysis on Coefficients 

Table 6, indicates that Beta values which mean individual independent variables influences on 
dependent variables. The results showed that β1 = 0.134, β2 = 0.251, β3 = 0.312 and β4 = 0.443 
respectively to all independent variables. It shows that ease of use has the highest Beta value among 
other variables and strong influences on purchase intention with Beta value 0.443.  It described that 
44.3% variation in purchase intention cause due to ease of use.  Whereas, perceived usefulness 

Variables Items Alpha

Usability 6 0.971

Functionality 6 0.984

Perceived Usefulness 6 0.976

Ease of Use 6 0.988

Online Purchase Intention 6 0.978

Model R R Square Adjusted R Square S t d . E r r o r o f t h e 
Estimate

1 .867ᵃ .752 .745 .447

Model S u m o f 
Squares df Mean Square F Sig.

1

Regression 88.170 4 22.042 109.950 .000ᵃ

Residual 29.069 145 .200

Total 117.239 145
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indicates the Beta value 0.312 with the variation of 31.2% and functionality the Beta value 0.251 with 
the variation of 25.1%.  This both variable also can variance purchase intention.  The unstandardized 
coefficient (B), the standardized coefficient (Beta), and the significant level were determined by t-test.  
After examining the Beta, independent variable, the functionality, perceived usefulness and ease of use 
was making significantly contribution to the prediction model. 

Table 6. Beta Analysis on Coefficients 

The relationship can be marked as the following equation: 
Y (Purchase Intention) = -.505 + 0.134 (usability) + 0.251 functionality) + 0.312 (perceived 
usefulness) + 0.443 (ease of use) 
Based on Table 6 above, usability factor shows a significant positive relationship with the online 
purchase intention in the hotel industry at Melaka since its p-value is 0.045, which is lower than alpha 
value of 0.05. It indicates that usability factor is significant independent variable to predict the role of 
web design for increasing online purchase intention in the hotel industry. Besides that, functionality 
factor shows a significant positive relationship with the online purchase intention in the hotel industry 
at Melaka since its p-value is 0.009, which is lower than alpha value of 0.05. It indicates that 
functionality factor is significant independent variable to predict the role of web design for increasing 
online purchase intention in the hotel industry. 

However, perceived usefulness factor shows a significant positive relationship with the online 
purchase intention in the hotel industry at Melaka since its p-value is 0.027, which is lower than alpha 
value of 0.05. It indicates that perceived usefulness factor is significant independent variable to predict 
the role of web design for increasing online purchase intention in the hotel industry.  

Lastly, ease of use factor shows a significant positive relationship with the online purchase intention in 
the hotel industry at Melaka since its p-value is 0.000, which is lower than alpha value of 0.05. It 
indicates that functionality factor is the most significant independent variable to predict the role of web 
design for increasing online purchase intention in the hotel industry. The four independent variables 
are the factors that determine the online purchase intention in the hotel industry at Melaka. From the 
linear equation, there is a positive relationship between usability, functionality, perceived usefulness 
and ease of use factors with online purchase intention in the hotel industry. 

3.4. The Role of Web Design towards Influence Purchase Intention in Hotel Industry 
Usability 
H1: There is a relationship between usability and online purchase in the hotel industry 
The result of regression of the usability of the independent variable against the online purchase in 
hotel industry which is the dependent variable can be seen in the table 6 above. The significant value 
of usability 0.045<0.05, then the appropriate basis for decision making in the regression analysis can 
be concluded that the usability has a significant effect on online purchase in the hotel industry at 
Melaka. Thus, researcher accepted the alternative hypothesis (H1). 

3.5. The Role of Web Design towards Influence Purchase Intention in Hotel Industry 
Functionality 
H2: There is a relationship between functionality and online purchase in the hotel industry 

Model 
Unstandardized 

Coefficients
Standardized 
Coefficients t Sig.

B Std. Error Beta

1 (Constant) -.505 .383 -1.316 .190

Usability .134 .066 .106 2.021 .045

Functionality .251 .096 .232 2.629 .009

P e r c e i v e d 
Usefulness .312 .140 .183 2.235 .027

Ease of Use .443 .076 .440 5.813 .000
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The result of regression of the functionality of the independent variable against the online purchase in 
hotel industry which is the dependent variable can be seen in the table 6 above. The significant value 
of functionality 0.009<0.05, then the appropriate basis for decision making in the regression analysis 
can be concluded that the functionality has a significant effect on online purchase in the hotel industry 
at Melaka. Thus, researcher accepted the alternative hypothesis (H1).  

3.6. The Role of Web Design towards Influence Purchase Intention in Hotel Industry 
Perceived Usefulness 
H3: There is a relationship between perceived usefulness and online purchase in the hotel industry 
The result of regression of the perceived usefulness of the independent variable against the online 
purchase in hotel industry which is the dependent variable can be seen in the table 6 above. The 
significant value of perceived usefulness 0.027<0.05, then the appropriate basis for decision making in 
the regression analysis can be concluded that the perceived usefulness have a significant effect on 
online purchase in the hotel industry at Melaka. Thus, researcher accepted the alternative hypothesis 
(H1).  

3.7. The Role of Web Design towards Influence Purchase Intention in Hotel Industry 
Ease of Use 
H4: There is a relationship between ease of use and online purchase in the hotel industry 
The result of regression of the ease of use of the independent variable against the online purchase in 
hotel industry which is the dependent variable can be seen in the table 6 above. The significant value 
of ease of use 0.000<0.05, then the appropriate basis for decision making in the regression analysis can 
be concluded that the ease of use has a significant effect on online purchase in the hotel industry at 
Melaka. Thus, researcher accepted the alternative hypothesis (H1). 

4. CONCLUSION  
4.1. Significant Implication of Research 
The role of web design for increasing online purchase intention in the hotel industry at Melaka was 
studied. Based on the explanations, it was simplified that the implementation level of usability, 
functionality, perceived usefulness and ease of use on web design in the hotel industry at Melaka. 
Besides that, the study determined the relationship between the role of web design for increasing 
online purchase intention in the hotel industry at Melaka. Other than that, the hypotheses testing about 
on the factors of the role of web design for increasing online purchase intention in the hotel industry at 
Melaka were performed.    

The results of this study are believed to provide tourism researchers and scholars with valued insight 
regarding the direction of the future publishing efforts in the field. The assessment process can also 
support the scholars to growth methodological by classifying the topic areas, methodology, and the 
way of the research. Other than that, it is can provide an idea of powerful individuals in the 
organization. 

4.2. Implication for Policy  
Based on the study on the role of web design for an increase online purchase intention in the hotel 
industry at Melaka, these studies were successfully studied and achieved the National Policy of 
Tourism Industry in Malaysia from 2012 to 2016. Based on the National Policy of Tourism Industry in 
Malaysia 2012-2016 statement, it is to drive sustainable tourism and culture industry and competitive 
industry sectors to the socio-economic development of the countries in Malaysia.      

According to the Ministry of Tourism and Culture Malaysia, it has five objectives. This studies 
successfully achieved the policy based on the objectives which are the first is to strengthen the arts of 
the state, cultures, and heritage to improving the national unity centered on the National Cultural 
Policy, second is to boost the cooperation and synergy between the tourism and culture industry 
players to making Malaysia the favored cultural and tourist destinations. The following is to reinforce 
the tourism industry and cultures industry sectors to allowing the nation's economy and the forth is to 
endorse Malaysia's exclusivity in culture, heritage and arts as the foremost catalyst for the 
development in culture and tourism sectors and lastly to improve the knowledge, skill, creativity and 
advanced person in culture and tourism sectors.  
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Based on these studied and achieved the National Policy of Tourism Industry in Malaysia 2012-2016, 
it will give the role of web design for an increase online purchase intention in the hotel industry can 
increase the operational flexibility and which can boost tourism in Melaka and also can increase in e-
commerce, customer loyalty, and social development. According to YAB Datuk Seri Ir. Hj. Idris bin 
Hj. Haron who is a Chief Minister of Melaka, Melaka is already famous as a World Heritage City. 
Through innovation, technological improvements and adjustments in our urban development practices, 
we also seek recognition as a leader in urban sustainability. We will also take a comprehensive look at 
tourism and will work hard to reduce problems such as traffic congestion that can risk Melaka’s 
competitiveness as a tourist destination. In addition, based on these studied also can give the impacts 
on the website in the hotel industry and provides a benchmark for tourists to come to Malaysia, 
especially in the hotel industry in Melaka. 

4.3. Implication for Managerial 
Based on a study on the role of web design to enhance online purchase intentions in the hotel industry 
in Melaka, this study is believed to provide views to managers in the organization. Managers can also 
use innovations in businesses within their hotel industry which will be references related to their 
organizations that they can apply to business processes in a readable format to support in making 
decisions regarding potential future action and plans. In addition, based on this study, managers will be 
able to improve their organization in terms of communication, training, customer satisfaction, 
customer needs, and business online. 

Maintaining and improving online purchase intentions such as usability, functionality, useful usability 
and ease of use, can improve the efficiency of the website and assist in achieving their hotel's vision, 
mission, and objectives. However, successful implementation of Internet technology depends on users 
continued usage intention rather than the initial adoption (Chou, Min, Chang, & Lin, 2010). Because 
of that, the concept of website revisit intention receives managerial and conceptualizes website revisit 
intention as the customer's likelihood to revisit the website. Even though the study of customers actual 
behavior is more ideal than the intentional behaviour (Morosan & Jeong, 2008), in reality, it is difficult 
to obtain the cross-sectional setting (Sharma, Chen, & Luk, 2012).  These results also have 
management effects on how to resist online purchase intentions that can inspire organizational team 
members to engage in creative behavior aimed at enhancing the creation of an organization. First, 
online purchase intent has had a positive impact on customer behavior, and this finding suggests that 
organizational support is positively related to the creativity of the members of the organization's team 
on the hotel's website. Thus, it will result in high customer perceptions and customer satisfaction while 
staying and choosing a hotel website, especially in the hotel industry in Melaka. 

Finally, this study can be a web design influence and can increase customer loyalty through customer 
satisfaction. This study also provides feedback in literature for the development of organizational 
systems that encourage managers to express sympathy for the needs of members of the organization's 
team and to plan for knowledge-sharing opportunities that inspire organizational teams to attach with 
the promotion and fairness they perceive. To conclude, this study has provided early evidence of the 
role of web design in order to increase online purchase intentions to facilitate information sharing, 
promotion and customer satisfaction in online purchases, which can lead to the creativity of team 
members of the organization. 

4.4. Limitation 
There are limitations of the study throughout this research. Research limitations are made online using 
Google forms in collecting data. Respondents are the random sampling of online medium users in 
Malaysia. Even though the question of the questionnaire includes gender, occupation, booking time 
taken or type of booking platform of online medium in the hotel industry but still face limited span of 
respondents participated in this research. Additionally, researchers also do not have enough time to 
research more about upgrading the level of usage of purchase services in terms of online ordering to 
convince consumers to use online purchase services. The second constraint that can be defined from 
this study is that some respondents did not answer surveys quickly to make a quick survey without 
thinking of many responses. 
Additionally, another limitation of the research during this study was the area of the study conducted 
in the city hotel industry in Melaka only. The number of respondents is small that only 150 
respondents. The target respondents are too narrow and the range of respondents is too limited. 
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Therefore, the data collected is too small, it may limit the accuracy of the research. Finally, limitations 
are language issues where the questionnaire is only designed in the English version. This method 
causes some delays and confusion as some respondents from the hotel industry do not know the 
meaning of the question. Therefore, researchers need a lot of time to explain one-to-one statements 
using the Malay language. 
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