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INTRODUCTION

(Conceptualising Online Trust In
an E-Tourism Context)
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Damersity of Appliad Stisern

“Do you trust this picture as a
representation of a real pipe?”

“Had you never seen one, would
you trust it still?”

“Would this painting be
sufficient for you to buy it?”

Ceci Test pas une fufie.

NO... IT IS A PAINTING OF A

PIPE!

© Prof.Dr. Alexis Papathanassis "La Trahison des Images" or "Ceci n'est pas une pipe“ (1928) 4
by René Magritte (1898-1967) — Belgian Surrealist Painter
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Damersity of Appliad Stisern

Is This a Holiday?

Ihr Hotel: Ruhig, am Ortsrand an einem idyllischen
Waldhang liegt die neu erbaute SPA- und 'I.ana-llna-.'aﬁanla-
ge Vitalterragsen Hahichtstain, bestehend aus dem
Wellnessbarsich Vitalterrasse, dam Berghaus, und den
fonf Waldhausern, die durch ginen grobzigigen Garten
miteinander verbunden sind, Rezeption, verschiedene
Restaurants wa mit regionaler Kiche, Bar, 2 Vitalbars,
2 Lifte, Liepewiese, Des Hotel Habichtstein - durch eine
Oberdachie Bricke verbunden - verfigt auferdem Ober
aine eigene Brauerei, Metzgers| und Konditorsi, Park-
platz am Haus, Kurtawe ca. 1 EURG/oro Person/Nacht
Kreditkarten: Warld of TUI Card/\Visa, Maslercard, Ame-
rican Express, Diners Club, Zmmer; 45

So wohnen Sie: Alle exklusiv eingarichteten Zimmer

verfiigen aber Badewanne oder Dusche, WC, Féhn, Kos-

mekikspiegel, Leihbadernantel und -schuhe, Telefon,
Sat.-TV, Radio, Wirgless-LAN und Zimmersafe. DFB und
EFB {a, 30 qm) mit Halkan/Torrasse, OF B fc=2 30 grm)
im Berghaus, AF B {ca. 65 gm) Ferienhaus mit Balkon/
Terrasss.

- w - =i - i ik ELF_ il

- WJ@.«; S

Deutschland 53

Hotel Vitalterrassen Habichtstein
Alexisbad, Harz

-_ : ! L der r‘ag 154 ﬁ #ndemgem Reiten, Fischen,

Paragliding, Ballonfzhrten, 18-Loch-Galfplatz {ca. 10 km).
Und auferdem: Im Preix st pro Person 1 Bodycheck,
taglich 1 Trinkguellamyendung Alexius, 1 persGniicher,

1 nachhaltiger Vitalplan, 1 gefGhrte Wenderung und tagl.
" Trekking-Bike-Service sowie ein Gutschein Ober 15.-

/ FURO fir die .Harzer Highfights™ (2B, Harzer Schmal-
H_mem spurbahn, Schiok Wernigerode, Ribelander Tropfstein-
> hahlen) enthalten.

. Nachstar Bahnhof: Quediinburg (ca. 25 km). Abhaolung
nach Voranmeldung (g, Gebihr, ca. 20 EURO).

-\
36 34 3% 2 3 Bt o
Ausgeegenit fi m

1
(6
Ih-dmhh dk.wlnnswaimbm Imhhhm«wl (R it 1 -
Iuwmmwﬁd !‘“ I%""hﬂ— - .
- 512

Tmmersafe DF3
IEF8 (ca. 30 om) mit Babon Terrasse, UF B‘il”ﬁ'ﬂ

Ve Preise in EURD je Person/NachUFrihstich
: l 30.03.-25.00. T5.03-28.03.
| 45064 & | 28.03.-24 04, 26.05.-28.08. | 2404-26.06
1 Pa: = | 28082010
f0/e G| 2 7 ER [
Nern G| 4 75 35 B8
e 3 ~ D8 B 2 70 a0 ES
oo L. - .- | 70 an B
N Halbpansion (H} Zuschiag EURD 18 pro Peron/Nach.
\ | An‘Abreise: tiglich aufier samsiags: Mindestaufeathait: 5 Nachie:
\ | bl Anreise 23,03 -25.07 ; 3 Naehis: (nripe Zait.
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ity of Appilad Stieeces

NO... ITIS ADESCRIPTION OF A HOLIDAY!

“Do you trust this description?”

“Is this description sufficient for you to book it?”

“Do you think prior experience with this type of holiday
or resort would affect your decision to book it?”

“Would you book this online or at the travel agent?”

“Would it make a difference if 1 told you that thisis a
TUI Holiday?”

© Prof.Dr. Alexis Papathanassis



Defining Trust
Hochschule Fremerhaven . Human RISk Mlnlmlsatlon Strategy In the Face Of
--------------------- Imperfect Information

“Trust is willingness to belvulnerable based on
positiveexpectationsiabout the actions of others” p

v

Availability of -
Information Reduc
Explicit 4 Tacit =4 Empirica = |nformation Richness

(Rational-Focus) (Affective Focus) (Own Experience)

© Prof.Dr. Alexis Papathanassis 7



Online Trust Dimensions (abbr. ACU)

hschule Bremerhaven .- . . . g
o Cumulative Information Richness Requirements
: Degree of Standardisation /
High o : Low
Commoditisation
High [2] Low
[4]
------- ay
o] +COGNITIVE g Website Usability [3] @
— c -
ol 9]
I 2 TRU.ST 4] » Content clarity & quality <
> g (High reliance on « Navigation efficiency =4
T SIS AT, * Interface/GUI-customisability T
I % B « Transaction Transparency c
D: - =~ ~ o '\ 8
[ S~ N =
So \ Q
N . n
BASIC [ Online Awareness & Usefulness [2] @
TRUST [5] QEELIELES \
(Low reliance x * Awareness (Which website(s) should I visit?)
Low | oninformation) » Perceived Usefulness (Why book here online and not )
elsewhere - offline as well)? High
\ \

Information Intensity

High
(Complexity of Product Description) J

Low

© Prof.Dr. Alexis Papathanassis



Bremerhaven -
b

There is More to E-Tourism Than Selling No-

Frills Flights & Business Hotels Online...

High

Relative Price /

Low

Degree of Standardisation /

Transaction Risk

o Commoditisation Low
Expeditions /
Study Trips
------ Theme Holidays /
5555 Cruises
+COGNITIVE  ~~~__
TRUST U : _
(High reliance on Holiday Itlnerary-Bunt
Explicit information) Package Holidays / MICE
BASIC ] Single \\
TRU_ST components AN
sliclates (flight, hotel) N
on information) / A

Last-minute
offers

\
\
\
\

\

Low

Information Intensity
(Complexity of Product Description)

High

Low

aseydind Jo Aouanbai4

High
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CASE STUDY
(Royal Caribbean)
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B RCI - Freedom of the Seas (1)
ST Intuitive & Interactive Navigation

Damersity of Appliad Stisern

@ =N
8 hitpc/fasasaciree dnenafthe seas.comsite. php =

Explore the Frecdom family of ships! L.
Search the ship 10 see more P »

& Spending time with
tamily and triends

& The Complete Tour

- -
l Vit the Royal Promenade! | Tost Al sl LT
ki ftiions”

et owl therel S ENPLONE RLEDOM AT THE SHIPYARD  ART PREVIEW  (RLIDOM SAILINGS  NEWS & EVINTS  THE JACKPOT

W SESEAVE YOUR CRUTSE
W CONTACT A FREEDOM SSECIALST. 4 5 ““‘-'h::;m':‘.x mEEDOM
= ' . LIBERTY/

Viset the Royal Promenade!

EXPLORE FREEDOM ART PREVIEW  FREEDOM SAILINGS  NEWS &

Get out there’ AT THE SHIPYARD

7 HERLILY e Wanted: one extraordinary FREEDOM
:::: : e fis godmother. Join the search. LIBERTY' )

SEMND # FRIEND FOR OUR TRAVEL PARTNERS: ()

.- : .
Eal'u" ERMNATIONAL
] SE

|
i
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© Prof.Dr. Alexis Papathanassis Screenshots from: http://www.freedomoftheseas.com, Access Date: 12.04.2007




RCI - Freedom of the Seas (2)

Hochschule Bremerhaven .-

\ Richness & Depth of Content

Damersity of Appliad Stisern

AT

;
|

@

= |& httpi/favananroyalcaribbean.com/home dogjsessionid=0000MO62 o)Wtk MEHhETIF OtaeL: 10ktmf2 5 7c S=MHDR

& hitpe fansew free domoftheseas.com/site php

Morton Sntivirus % v

‘i:? B ‘ @ Royal Caribbean Cruiser - Royal Caribbean Intern.., ‘ |

e, Welcome ESlEIN [@ My Cruises 4
N ER AT AT \ PLAN A CRUISE ¥ | DEALS & GIFTS v | BEFORE YOU BOARD ¥ | ALL ABOUT CRUISING ¥ | CUSTOMER SUPPORT ¥

Get out there:
W"""" Search For a Cruize
’ Destinations
Get Ports

Cruisetours

Ships

Staterooms

Activities

Extend Your Vacation

Weekend Getaways & Short Cruises

ROYAL CARIBBEAN CRUISER HAVE A RESERVATION? QUICK VACATION SEARCH
Want to make your next cruise Lucky you! Here's what you | Any Date Range - |
vacation even more incredible? need to do next: = =
| Ay Destination A |
See what's new atRoval Read the current Passport | £y Departure Port = |

Javascriptidolinkifindacruise/home.do?c S=MNAVEAR':

o Tl 1 ez UFF
FREEDOM SAILINGS  NEWS & EVENTS  THE JACKPOT

FREEDOM
LIBERTY - SEAS" o

© Prof.Dr. Alexis Papathanassis Screenshots from: http://www.freedomoftheseas.com, Access Date: 12.04.2007
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| = |ﬁ, htkp:/ fanaews rovalcaribbean.com/findacruizefsearch/home.dogjsessionid=0000bP j314h31 i |ﬁ, httpe e royalcaribbean.com/ffindacruise/search = ‘i‘?' || ‘I |=P bd
et e
Morton - Antivirus ‘;’a - Marton Sntivirus ?, - @.Snaglt &
e ‘ {& Cruise Search - Rayal Caribbean International | | o | (& Cruise Calendar - Royal Caribbiean International I ‘ fp ® Bl & ™ % bt w (BB vy »
-
ka Welcome ((_12GIN Wz‘ Welcome OGN B
INTERNATIONAL [@ My Cruises S, Site Search INTERNATIONAL [& My Cruises %, Site Search
Plan-a Cruize > Search For a Cruise Plan a Cruize > Search Tools > Cruise Calendar
There's more than one way to find the perfect cruise vacation. Search by Ship or by Destination
r : Alazka Canadal N
Ship Calendar View Destination Calendar Yiew hew England
Asia Caribbean | B
— Use the calendar below and the color-coded keys to the right Australia/New Zealand Eiiie p
'I'm " Advanced Search to see all of the upcoming sailings on your favorite ship or to - ) pf o
- ":° = g 21 Already have sorething in mind? Qur Advanced Search can a specific destination; Bahamasz Hawail 3
e - help. Maybe you just want to see all 7-night cruises ta Mexico Bermuda Repositioning | T
g:”"" or all sailings out of Miami? Make selections in as many as @ start Date: [ A0 w||2007 - ||. SEARCH

eight categories - destination, ship, number of nights, with or

uisetours are available  What is a Cruizetou

N LS D 8 A0 e O RO DOy oL . rE e 1 _— —— S ——
—_— without cruisetours, and more -to find the perfect itinerary. € Click on a color bar to view an individual sailing or cruisetour.
2007 2008
- Cruise Calendar Apr- | May | Jum | Jul | Aug | Sep | Oct | Mov | Dec | Jan |
-.::r: Want to see where your favorite ship is sailing throughout the Adventure Of The Seas
e year? Or have you decided on the destination, just not sure —
Beriraen which ship to take? Use our Cruise Calendar. Search by ship Brilliance Of The Seas m: \=ﬂl
_ )
Conatts ;o Lrgierst or by destination and get a complete look atthe upcoming — — —
A— year. It's an easy way to see sailings during school vacation Brilliance Of The Seas
e week or on a special day, like your anniversary
Empress Of The Seas
Enchantment Of The Seas
Explorer Of The Seas
ki Legal Information | Privacy Policy | Copy Frecabom O The Sons -
4 BacktoTop s OUR COMPANY International i = | =
btk A royalcaribbean. com/findacn [é 0 Interret HA0w ®

© Prof.Dr. Alexis Papathanassis Screenshots from: http://www.royalcaribbean.com, Access Date: 12.04.2007 13



RCI International Website (3)
Customisable Search & Reservation Workflow

Hochschule Bremerhaven .-
\ ;

Uamerity of Azpibad Stineces

» Freedom of the Seas Website
e Richness & Depth of Content
e Intuitive & Interactive Navigation

 Flexible / Customisable Reservation Workflow
(various ways of searching for and booking a
cruise)

High Online Usability... Which should facilitate
cognitive trust... But how about RCI
reservations in Europe?

© Prof.Dr. Alexis Papathanassis
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RCI International Website (4)
High Usability... What about the Other Dimensions?

hschule Bremerhaven .-
.

Daiwersitg el Applied Stiesces

= Cannot book online on the international website (if you are
logging-in from Europe):
* Re-directed to a travel agency in your country

* One can make an optional booking (subject to fee and then must
contact the travel agency for completion of the booking)

» This requires the creation of an account and the provision of a
credit-card number

= \WWhy not contact the travel agency and book there?

Usefulness?

= Why is the customer not redirected to the European website for
the online booking?

* Why was the customer not redirected there automatically, before
starting with the search and entering data?

= Even if they have heard of the Freedom-of-the-Seas, do the
customers know what RCI is?

* Would they visit the European website without having been
subjected to the Freedom of the Seas publicity?

© Prof.Dr. Alexis Papathanassis 15



;
. Buchungen in lhrem

@5{ - | httpif fmmeay Fovealcaribbean.defangebote/index html "l HE i5E'|:II..II‘D DﬂEI"
Maorton Antivirus "g; hd / S .
/ aus Deutschiand:

W

Elnl‘?hnnTl&'ﬂAL

Willkemmen an Bord Schiffe Reiseziele Angebote Agent Info Congress & Incentives

I

Kreuzfahrten mit tollem Urlaubsprogramrm - buc.. l | /

s 01805/
. 807225

(0,14 E/Min
Festnetz OT AG;l

‘.:}N - : -. aus der Schweiz:
0844 /44 72 25
(max. 0,08 CHF /Min. a. d.

! Festnetz)

Buchungen in lhrem

UNSERE AKTUELLEN ANGEBOTE Resesrosser | | Rilckruf? Hier! b
% aus Deutschl

| >

m

)
& 01805
Erleben Sie gin einmaliges Urlaubzeriebniz zu besonders glinstigen Preizen. Mit unseren aktuelen Angeboten haben Sie s 80 72 25 - -
einen guten Grund mehr, inen Traumurlaub mit unz zu verbringen. 10,44 #Min - -
Fyatnetz OT AG) _- -
I Unser Tipp: Optionieren Sie Ihr Wunschangebot aus unseren "aktuellen Angeboten” kostenlos und ~ ;‘”5 der Scpmveiz: - -
I unverbindlich. Klicken Sie dazu sinfach auf den gewinzchten Kabinenpreiz und flllen das nachfolgende Formular UU‘{;}‘* 72 25_ - -
aus. Durch diese Option =ichern Sie zich =chon jetzt lhren Platz an Bord. Anschliefend kinnen Sie in aller Ruhe fest [may ,Ml‘E”ﬂ!l"l. ad - -
1 | buchen. Alle Preise vorbehatiich Verfigharket, Restnetz) ~ -
1 U lelrrnl'?‘l-lin*bt‘
~ ~
1 1 ~ SO -
1 SO ~o
I ~ ~
N ~N o

I 7 Nachte Ostliche Karibik ab/bis Miami am 24_11.2007 - i ; ~ -
| CRUISE ONLY - Schon ab EUR 97 .- / CHF 151.- pro Nacht ‘ SN
I und Person! - e ~ =~ -

Unser Tipp: Optionieren Sie lhr Wunschangebot aus unzeren "aktuellen Angeboten” kostenlos und
unverbindlich. Klicken Sie dazu einfach auf den gewun=achten Kabinenpreiz und fullen das nachfolgende Formular
au=s. Durch die=e Option sichern Sie =gich =chon jetzt Ihren Platz an Bord. Anschliefend konnen Sie in aller Ruhe fest

buchen. Alle Preize vorbehaltlich Verfligbarkeit.

© Prof.Dr. Alexis Papathanassis Screenshots from: http://www.royalcaribbean.de, Access Date: 12.04.2007
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RCI European Website (5)
A Totally Different Online Experience...

Hochschule' Bremerhaven .-
\ ;

Uamerity of Azpibad Stineces

= European RCI Website:
e Very basic content
e No possibility for online reservation
« Just optional booking... For Free this time!
e Hotline does not work on weekends

3

How does this experience affect online
credibility? Will the potential customer go to
the travel agency? Even if they do will they

end up booking RCL?

© Prof.Dr. Alexis Papathanassis
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The RCI Case & Discussion

hschule Bremerhaven . . .
= European Online-Strategy Myopia...
: Degree of Standardisation /
High o : Low
Commoditisation
High ++APFER TIVE - Low
TRUS s -
(High reli@hce on Taci
infogihation) T
T ===a_ Theme Holidays / o
Pl Rt Y 5 Cruises 2
o x |+COGNI E -~ ®
S C -
% = TR = Usability dimension more or 2
o | (4 less covered... o
; 8 Expl forrm -
S2l__V R
g8 : A 5
= BASIC T~ AR o
" jabl
TRYST o
Lo Mo ®
on @ornyation) =
Low \ . High
\ \
Low Informatlon Intensity o High
(Complexity of Product Description)
© Prof.Dr. Alexis Papathanassis 18



RCI Case & Conclusions
European Cruise Market is Different...

lochschule Bremerhaven -
.

||||||||||||||||||||||

Degree of Standardisation /
E— . — Commoditisation Low
CALHSOGmmmm
@ ** *

High Lo
= More commodity than luxury

= Booked fairly often L -
= Relatively cheaper 8 & =
= Focus is on ship (less on itinerary) E é 2
25 °

7]

BASIC & COGNITIVE .

TRUST ARE THE . |
DECISIVE DIMENSIONS - \ ‘ -

Low Information Intensity High

INTERNATIOMAL

BASIC TRUST = Well-known brand in the US
<:: IS COVERED

= Focuses on Caribbean cruises
© Prof.Dr. Alexis Papathanassis 19

= Offers direct online booking options




IMPLICATIONS &
CONCLUSIONS

(E-Tourism & the ‘Online
Challenges’)




Multiple E-Tourism Battlefields
From Looking 2 Booking (E-Tourism L2B = 5-25% [e))

Bremerhaven -
b

Holiday Components Holiday Packages Holiday Experiences
_(i.e. hotels, flights, rental cars) _ _ (e.g. theme holidays, cruises,
T ol Tt~ol ~ =~ < _expeditions)
--5‘*\ \\\ -_5“\ \\\ —_~\‘\ By
\\ \ \\ \ \\ \
\ \ \ \ \ )
\ \ \ \ \ \
\ \ \ \ \ \
= Awareness Battles: = Content Democratisation » Direct Selling Dilemma
* Online suppliers of tourism * Online suppliers of packaged « Complexity of product
components enjoy a holidays, city tours have a low description & relatively high
relatively high Look2Book L2B ratio - approx. 13% [7] prices
ratio — approx. 34% [7] [8] « Emancipated E-Tourists & UGC  + Mostly bookable offline &
« Large investments on (User-generated-content) [9] dependence on travel
online branding GNEs (Global New Entrants) agencies
» Usefulness Question: » Usability Question: » Credibility Question:
 Price sensitivity * DIY Packaging vs. Tour « Brand awareness & reputation
« E-Convenience: Operator Packaging « Offer customisability /
Preference for ‘one stop’ * Online offer standardisation exclusivity
online services [6] « Pricing transparency « Price parity (x-consistency)

© Prof.Dr. Alexis Papathanassis 21



chschule Bremerhaven .
.

.....................

E-Tourism Success & Online Trust (1):
Holiday Portals

Online Strategy Guidelines

@ Expedm*de
st a Online Brand Dev. & Protection
.-I;-.IT:'. EIFFE'II“IIIE  Expedia vs. Expado [10]
,r; " e Aidu vs. Aida [11]
- Lepada.de = Dynamic packaging functionality Attracting
= Inclusion of pre-packaged ‘Online
idu de holidays in the online offeri ’
aidu de ollaays In the online oitering Lookers
» Maintain portal-character / model
""'GEJ??EOMW e Minimise capacity risk
e Maintain lean cost structures
¥ travelocity.de v
Basic Trust Development
© Prof.Dr. Alexis Papathanassis 22



E-Tourism Success & Online Trust (2):
Online Tour Operators

lochschule Bremerhaven -
.

.....................

Online Strategy Guidelines

» [nvestment in content enrichment for:
.U TU' » High-margin, information-intensive
< Aldiana pRaucts
» Exclusivity packages and / or Transforming
components ‘Online
. which are capable of financing such ,
" an investment! Lookers’ to
‘Bookers’ iz

» Pricing transparency and content
airtours standardisation for mass-market
Klasse. Urlaub. Erleben. hO“day paCkageS

» Highlight the advantages of a tour
operator package vs. a DIY holiday

Cognitive Trust Development

© Prof.Dr. Alexis Papathanassis 23




E-Tourism Success & Online Trust (3):
Online Specialists

lochschule Bremerhaven -
.

||||||||||||||||||||||

Online Strategy Guidelines
= Multimedia-enabled & interactive

. content
R— I = Reduction of transaction risk through Utilisation of
- structural guarantees: online
NCL : .
1 AlA » Option booking presence to
Fepag-Lioyd * Free re-bookings increase
« Kreuzfahrten = Price parity across channels and over customer base
Stilffiosus met (both offline &
* Do not punish online customer online)
pr";‘ s « Avoid sabotaging offline distribution
i qﬁ channels

v

Affective Trust Development

© Prof.Dr. Alexis Papathanassis 24




£

In A Nutshell...
E-Tourism & Online Trust

Hochschule Bremerhaven .-
E :

ity of Appilad Stieeces

= Online Trust...
e Risk minimisation mechanism

* Online trust-levels depend on: The availability of information Both explicit and
tacit), combined with the ease and ability to access it

= Within the E-Tourism Context, online trust...
... has migrated from a focus on internet adoption to a competitiveness issue

* ... poses different requirements, depending on the scope and type of holiday
services offered

... cannot be separated from the overall marketing strategy of tourism companies

Success in E-Tourism is not just about increasing
the trustworthiness of websites, but also about

utilising web presence to facilitate trust towards
the organisation!

© Prof.Dr. Alexis Papathanassis 25



Bremerhaven

Daiwersity el Applied Stiesces

REFERENCES
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Fremerhaven e End NOteS

Daiwersity el Applied Stiesces

1. According to Riegelsberger et al (2003:761), this is the most commonly
used definition by researchers in organisation- and computer-numan
Interaction studies

Koufaris, M. & Hampton-Sosa, W. (2004)

Flavian, C. et al (2006)

Lewis & Weigert (1985:963)

Giddens (1991:39-40)

Eggers (2005:169)

Fittkau & Mass (2002:75)

See for example: Mueck, R. (2007:124)

See for example: Hildebrandt, K. (2007:54)

10 See for example: Juers, M. (2007:21)

11.See for example: Teggatz, T. (2007a:44)

12.See for example: Teggatz, T. (2007b:87)
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