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Abstract 2 2 9 8 3 0

The primary objectives of this study were 1) to evaluate the functionality/usability as
well as the quality of information of Thai travel/tourism websites and 2) to recommend the
design/development of travel/tourism websites supporting E-Tourism strategies of Thailand. The
study was divided into three parts which were 1) evaluation of travel/tourism websites under
eMICA framework, 2) survey of tourists’ expectations and preferences towards Thai
travel/tourism websites and 3) interview concerned organizations and persons about Thai Tourism
and E-Tourism situations.

There were 316 Thai travel/tourism websites evaluated. 25 percent of them were tourist
information websites, others were hotels and resorts websites, tour agent websites, provinces
attractions websites, hotel tour tickets reservation websites at 20 19 13 and 10 percent
respectively, the rest was other tourism websites at average 10 percent.

The 316 evaluated websites were classified into 3 clusters using K-means Cluster Analysis, as
details exhibited below:

Cluster 1 One-way communication tourism websites: Described travel/tourism
websites that provided specific company and product/service information only. There were 54
websites or 17 percent in this cluster, the most were provinces attractions website_s in which
information was always transferred from websites to site visitors without the feedback available
for visitors to contact back the websites.

Cluster 2 Semi Two-way communication tourism websites: Described travel/tourism
websites that provided company and product/service information as well as established the
reciprocal communication between the site visitors and the websites. There were 227 websites or
72 percent of total evaluated samples, the most were tour agents, hotels and resorts including
tourist information websites. However, interaction was still low and transaction was limited.

Cluster 3 Two-way communication tourism websites: Described travel/tourism
websites that provided company and product/service information as well as facilitated reciprocal
process in different forms of two ways communication that delivered online transaction with the
site visitors. There were only 35 websites or 11 percent of total evaluated samples. Hotels, resorts,
tourist information as well as provinces attractions websites were classified as high interactivity

with online transaction processing.
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Regarding the tourists’ expectations and preferences toward functionality/usability
factor and quality of information factor of Thai travel/tourism websites, total of 415 tourists were
investigated. Result showed that tourists expected and preferred more on quality of information
factor higher than functionality/usability factor. The three attributes most expected for quality of
information were 1) current reliable information (mean=4.21) 2) useful sufficient information
about tourism products/services and travel facilities (mean=4.19) 3) detailed and comprehensive
coverage of travel tourism information (mean=4.09). The three attributes most expected for
functionality/usability factors were 1) ease of physical access to the website (mean=4.19) 2) less
response time (mean=4.01) 3) easy access to specific detail within the website (mean=3.96).

Lastly, from interview of concerned organizations and persons about Thai Tourism and
E-Tourism situations, result shown that travel/tourism entrepreneurs were aware of importance
and influence of E-Tourism. Only small numbers of entrepreneurs with readiness applied the
benefits of distributing information and sales through Internet channel. E-Tourism readiness
included of ICT knowledge also human and financial resources. However to promote E-Tourism
of Thailand, government organizations especially Tourism Authority of Thailand took initiative
activities. Supports given to travel/tourism entrepreneurs were for instance providing knowledge,
giving advice, developing online social network community, launching campaigns as well as
motivating Thailand travel/tourism trends through new media in order to attract more travelers

online.





