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ABSTRACT
Online reservation abandonment has not been yet explained by scholars. This research aims to identify key drivers to
the issue. It proposes a theoretical framework inspired from behavioral theories particularly from Morrison’s Model
(1979) stipulating that actions are controlled by intentions, but not all intentions are accomplished. Findings show that
online consumer procrastination and website quality encourage online shoppers to intend to drop out an e-reservation
and leave the hotel website without culminating the purchase. This study provides hoteliers with insights to improve
purchase conversion rates on their own websites.
Keywords: Online Reservation Abandonment; Intention-Behavior Discrepancy; Online Consumer Procrastination;
Hotel Website Quality

1. Introduction
The significant growth of the number of Internet users
improved e-commerce in several industries, particularly
in hospitality and tourism [1,2]. 70% of tourists now
choose their holiday destination by browsing the Internet
[3]. The prevalence of Internet has inevitably changed
the booking habits of tourists [4]. Customers can book
hotel rooms at anytime, anywhere, and can receive immediate confirmations [5]. However, despite the increasing shares of online booking for hotel rooms, most reservations are still performed through the traditional way
[4]. Accordingly, online hoteliers have invested considerable amounts of money and effort in order to entice
tourists into visiting their website [5,6]. But, getting a
person to visit an online site is not enough; visitors are
not converted systematically into purchasers. E-shoppers
may initiate the checkout process, but leave before completing their purchase. Decision dropout is one of the
most commonly reported difficulties to online commerce
revenue generation and profitability [7]. With millions of
websites competing for attention, some online shoppers
are likely to checkout more than 10 websites to make a
purchase decision weeks later [8].
Despite the growing body of the literature about the
e-reservation, very little attention has been paid to online
reservation abandonment. This research aims to study the
discrepancy between the intention to book a hotel room
and its abandonment. It proposes a theoretical framework

Copyright © 2012 SciRes.

that enhances the understanding of the abandonment of
online reservations. It investigates the importance of the
hotel website and the consumer’s characteristics in the
explanation of the likelihood to abort the intention to
book a hotel room and its abandonment.
Managers need to understand why consumers abort
intended purchases and cope with. These understandings
can provide insights to hoteliers on how to encourage
tourists not to abandon the site when it comes to decide
where to book. Information on the perceptions of e-customers of the importance of the overall quality of hotel
websites is also provided to hotel managers. This research contributes to helping them make market-oriented
decisions relating to the hotel website and online booking.

2. Research Model
Intention reflects the individual’s likelihood of engaging
in the behavior of interest [9]. It measures how hard an
individual is willing to take a specific action [9,10].
Generally, it is associated with high correspondence with
the actual behavior [11]. Models from social psychology
such as the Theory of Reasoned Action (TRA) [10], the
Theory of Planned Behavior (TPB) [9,11,12] and the
Technology Acceptance Model (TAM) [13] have been
widely used to explain the consumer decision-making
process in traditional and unconventional settings [14-16].
These theories address a positive and a significant rela-
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tionship between individual’s intention and actual behavior [9,13,10]. The stronger an individual’s behavioral
intention is, the more likely she/he is to perform the behavior [9,13,10]. However, not all intentions are accomplished [12,17,18]. Some are abandoned while others are
revised to fit changing circumstances [12,17,18]. The intention-action gap is “the degree that people follow-up
on their original plans” [19]. This phenomenon has been
a major concern since the beginning of online shopping.
Despite the growth of this latter, the discrepancy between
online purchase intention and actual purchase remains
[20]. It has been noticed that there are two possible online
shopping behaviors in response to an e-shopping intention: online purchase and purchase abandonment. An
individual with a high intention to engage in online decision process may change his mind and not culminate the
transaction [21,22]. He is willing to abort the intended
transaction before checkout [22]. Thus, e-shoppers intending to book a hotel room over the Internet are expected to abandon this original intention.
H1: There is a gap between the original intention and
the actual behavior.
In order to explain the divergence between intention
and action, Morrison [18] is the first to propose intermediate links between the original intention and the actual
purchase. Customers may shift from an intention to a
new true intention. At any time, each person has several
conscious and unconscious intentions, to which it is assigned varying levels of both importance and relevance
to the current context [23]. In a web-based purchase environment, a customer with a purchasing intention unconsciously has the intention to abort this first intention
when he decides to visit another website. Consumers’
intentions may change over time [9,22,24] due to the
information content of competitors’ websites and other
stimuli encountered while browsing [25]. Therefore, it is
expected that a traveler with high intention to e-book a
hotel room convert to a traveler with the intention to
abort an online hotel room reservation.
H1a: Online intentions change.
Based on the intention-behavior relationship proposed
by the behaviorist models, we argue the intention to abort
the online reservation, is a predictor of the actual abandonment of the reservation. Thus:
H1b: The intention to abort the online reservation positively influences its abandonment.
The gap between intention and behavior has been attributed to individual [12,26,27], situational factors [20,
26] and time [12,18,24,28]. Cote and Wong [24] have
indicated that intention-behavior correlation decreases as
the time interval between them increases. Consumers
may postpone voluntarily or involuntarily purchasing a
product [29,30]. The longer the period of the delay, the
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more they are likely to abandon their original intention
[18]. This is especially true for procrastinators [29,31-34].
These latter chronically delay their planned purchases.
They spend longer time gathering information, evaluating and comparing available alternatives, but, without a
good reason. Negra et al. [35] and Mzoughi et al. [36]
extended Darpy’s researches on procrastination from the
traditional to the Internet context to explore online consumer procrastination. In contrast to prior studies, the
researchers define the concept as the purposive and rational tendency to delay the accomplishment of a planned
purchase over the Internet. It is the wise predisposition to
postpone decisions in waiting for additional information
(about the website, prices, products, security of the
transaction and so forth) to be available and to maximize
the likelihood of having the best deal [37]. E-procrastinators are deal-prone and rational consumers. They perceive a higher value of the product when it is in sale and
meticulously search and analyze all relevant information
while developing their purchase intentions [35,36]. This
procedure can unintentionally lead to the abandonment of
the original intention while visiting competing sites.
Hence, we propose that e-procrastination explains the
emergence of a new intention: the intention to abort the
started transaction. Thus, we propose that:
P1: Online procrastination is positively associated
with the intention to abort an online hotel room reservation.
Using click-stream data analyses, Li and Chatterjee
[21] pointed out that website quality is a relevant predictors of online decision dropout. Website quality is better
considered through information content, ease of use, design, security and privacy, usefulness [38]. The website
informational content should enable visitors to clarify
their ambiguity, improve their understanding of issues
[39,40] and ameliorate purchase decisions [41,42]. The
website design refers to how information is displayed on
a shopping website [41]. A number of design elements
can be used to communicate the content of a website: the
quality and the size of images, the animation and/or audio, number of words per line, color and size of characters [43]. Online transaction security and privacy refers
to the confidentiality, integrity, authentication, and non
repudiation of the personal data of the online buyer [40].
Perceived website ease of use is the degree to which
Internet users believe that the amount of effort needed to
use a website is free or low” [4]. Perceived usefulness is
“the degree to which users consider that the use of a specific IT improves their results” [13,39]. Website characteristics affect significantly the probability of shopping
from the visited site [41]. It is a double added sword.
Although they help online shoppers in their purchasing
process steps by providing them with more convenience
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and more privacy [45], they can also inhibit information
search, cause interruptions, diversion and abandonment
of the online shoppers original goals [21]. Accordingly,
H2: Low website quality is passively associated to the
intention to abort an online hotel room reservation (see
Figure 1).

3. Method
In order to validate the research model, a scenario methodology using an online survey method is performed.
This method has the advantage of closely simulating the
real word at low cost [46]. The investigation was conducted online using an existing hotel website: Marhabahotels.com.tn. According to Harris and Goode [47], focusing on one online vendor allows a better appreciation
of the investigated phenomenon and leads to insights that
are ignored when studying many suppliers. Marhaba hotels website includes 12 hotels. The chain recently adopted
online reservation.
Respondents were first asked to answer questions about
online procrastination. Then, they were assigned to simulate making a purchase decision over the Marhaba hotels
website before answering the question about their intentions, the website quality, and their final decision.
Concepts were assessed using scales and measures
drawn from existing literature. Online consumer procrastination was assessed by a 5-item scale proposed by Negra [37]. It includes both online rationality and online
deal-proneness. The intention to abort an online hotel
room reservation was measured using 6 items proposed
by Cho [22]. The information quality, the website design,
the security and privacy and the ease of use items were
drawn from the NetQual scale developed by Bressoles
[48]. The usefulness of the website was assessed using
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the instrument proposed by Davis [13]. Online reservation abandonment was measured Matzler et al.’s scale
[49]. All scales were rated on a seven-point scale ranging
from (1) strongly disagree to (7) strongly agree.
The questionnaire was administered to a sample of
1224 respondents mostly ranging in age from 40 years to
more than 50 years (46.1%). 57.3% are female. Approximately 42% of the respondents hold the Bachelor’s
degree. 33.2% of them are British, slightly higher than
17% of the respondents are German, around 11% are
Russian and nearly 10% are French. The majority of the
sample (77.2%) is familiar with Internet, online shopping
and e-reservation.

4. Results
In order to investigate the gap between the original intention and online reservation abandonment, descriptive
analyses were undertaken. Results show that 37.1% of
the 1224 respondents changed their minds after visiting
the website and 53.3% of the 1224 respondents abandoned their first intention and left the website without
booking a room (see Table 1).
Linear regressions were employed to examine the relationship between the intention to abort an online transaction and the purchase abandonment. The results support
the hypothesis H1b. The intention to abort an online
transaction significantly affects purchase abandonment
(F = 1067.655, p < 0.001).
Findings also show that the online deal proneness (βs
= 0.239, p < 0.001) and the online rationality (βs = 0.185,
p < 0.001) are important determinant of the intention to
abort an online transaction. As predicted, this latter was
also found to be explained by security and information.
Usefulness, EOU and design have no significant direct

Online consumer procrastination
Online booking
intention

H1a

P1
Intention to abort an online hotel room
reservation

H1b Online reservation
abandonment

H2
Hotel website quality

Figure 1. Online reservation abandonment model.
Table 1. Online reservation abandonment rates.
Intention
Original intention*

Individuals with intention
to abort the intended transaction

Behavior
Individuals with
intention to buy

Individuals that abandoned
the purchase

Individuals that
purchased

Frequency

1224

453

771

655

569

%

100

37.1

62.9

53.5

46.5
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effect on the intention to abort an online transaction.

5. Conclusions
The purpose of this study is to predict the abandonment
of online hotel room reservations. It proposes an integrated framework based on the extension of Morrison’s
model (1979). Results lend credibility to the significance
of the impact of the bad informational content of the
website and the lack of security/privacy on the intention
to abort the intended e-reservation. Users show a predisposition to abort the intended online reservation when
they do not appreciate the website and when they are
concerned about losing money while transacting with the
hotel. Accordingly, hoteliers would enhance the probability to culminate to the hotel room reservation by providing potential guests with relevant and significant information with regard to the country, the place to visit
and the hotel products and services. It is also imperative
to make the guest positive about the security of the online
transaction and the exhibition of their personal data. Otherwise, potential buyers may convert into non buyers.
Results revealed that the investigated hotel website is
poor in information and risky, but not complicated, futile,
and unprofessionally designed. This could explain the
reason why the usefulness, the ease of use and the design
of the website have no significant impact on the intention
to abort the intended e-reservation.
Marketing literature on intention-behavior discrepancy
has demonstrated that this issue is not a random error. It
results of different forces that take place between intention and behavior. In addition to measurement issues,
several researchers have hypothesized that inconsistencies in intentions can also be attributed to individual and
situational differences as well as to delay in consumer
decision making. So, we proposed that online consumer
procrastination enhances the intention to abort an online
hotel room reservation. This research provided empirical
evidence to this proposition. In order to convert online
consumer procrastinators into online purchasers, it is first
of all essential to identify them. Online procrastinators
are rational and deal-prone online shoppers. They postpone online purchases in order to gather additional information and to maximize the probability of having the
best deal. In order to identify them, Marhaba hotels may
use the clickstream data analysis. Because serfer log files
record the visitor’s ID, it is possible to distinguish between browsers, purchasers and e-procrastinators. It is
then suggested to provide the website vistors with full,
detailed and clear information. Hoteliers should finally
create, launch and adjust personalized web campaigns to
target online procrastinators [36]. They could put into
practice viral marketing strategies by delivering email
campaigns that highlight relevant offers likely to motiCopyright © 2012 SciRes.

vate online procrastinators to take immediate reservations on the hotel website. Deadlines, competitive prices
and full information about the hotel and its services
should be emphasized.
This research is subject to some limitations that should
be taken into consideration in interpreting the findings.
The first one is associated with the sample. Real tourists
coming from different nationalities answered the survey.
The results could vary according to the customer’s cultural background. The second limitation regards some
other important antecedents of the issue that were not
included in this study, such as negative emotions and
past behavior.
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