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HAPTERI

I TRODUCTIO

B ground

ut

IT

umerou article in the media h e a no 1 dg d 1 tr ni

new and promi ing paradigm for the di tribution of r t 'I produ

que tion the Internet has created a new compe °tiv bu in

decade. A the Internet has rapidly grown in popularity it h b

platform for many bu ines models. The Internet ha h nge bu in

different type of information flow and providing a can ni nt nd 1 i nt h nIt r

1



E n h tr I r di n m nlin th lin

tra el eb ite 0 find lin

audience mea urement r port d

urfers acce ed online

addition according to the Etouri m e

55% of the bu ine s tra el rs in the US ha e u d th nt I'n

information.

Ind pri

The travel indu try ha been con id r d a h In h hi P

electronic commerce. A a matt r of fact, online ra I h

ucce sful busine s of electric commerce. Wa kin (2000) pr di t

re ervation will dominate travel distribution in the coming y ar .' durin

the sluggish economic situation, the trend toward onlin tr vel hibi d i

growth. ComScore Network (2002) reported onlin tra 1 al h d incr d 3 9(

during the first quarter of 2002 a compared to the prior quarter. On h th r h nd, th r

online sales excluding travel had decrea ed 7% during the arne tim p riod. Al

Sweeney (2001) described the following:

De pite the slowing economy, online travel ervic ar unJikly t fa the arne fat a
Web ale of dog food or Viagra. "Online travel ha nev r Jiv d through arc i n but it
will ur ive because it offer a convenient, efficient, and co t-eff ctiv way t buy and
sell travel,' says Philip Wolf pre ident of PhoCu Wright, adding that travel i. th iog}
largest repeat di cretionary expen e. (p.l 04)

This growing market is attracting new players and potential competition. With

the explosive increase of the online travel re ervation, many companie tarted to offer

online re ervation in order to take advantage of the Internet a a new di tributi n

channel. John Burn, president of Ho pitality Technology Consulting, aid "Thi i a 19n

2



fun

in onlin tra

dam 001of maturation

maturation

r of nlin

companie are going to remain.

ith competition flouri hing the mark tin

need to kno hi /her uniqu po ition in compari on

to be a ucce ful organization and to oft r b tt r produ t nd

o erall perception of the e i ting produ and er i

po itioning mapping. The po ition of each onlin tra I a nc in

attributes that the organization give to Cll tamer .

One of the unique characteri tic of ho pitality and touri m pr duct i

intangibility. There i no physical presence in the product bu ph

the customer and online travel agencies. However, everal a pe

1di n

f th Cll m r

purcha e decision regarding online travel product ar account d r by Cll t m r'

perception toward specific brand. Therefore, positioning tudi in ho pi lity nd

tourim should be more empha ized.

De pite the importance of the po itioning tudy for onlin travel g nci little

re earch has been reported to examine Cll tomer' perception 0 onlin trav I a nCl

The lack of research may be partly attributed to the relatively hart hi~ tory of onlin

travel agencies.

3



Th Purpo

The purpo e of thi tud i to in

tfa el agencie hile online cu

the current po ition of online tra el ag nci in th u tom r

Re earch Que tion

nlin

nti

Based on the aforementioned purpo e of the tudy t

follow:

RQ 1. What important attribute do cu tomer u e in I cting h ir nlin tr

agencies?

RQ2. How do online customers differentiate online tr v I genci fr m ch

other in terms of the online travel agency attribute ?

The Scope of the Study

Online travel agencie function a traditional agencie in that th y d liv r tray 1­

related products/services and provide travel-related information. However, they ar

actually websites that do the arne role as traditional agencie do. tRating (2002)

reported the top 10 online travel websites in March, 2002. They were Exp dia,

Tra elocity, Orbitz.com, Southwe t Airline , CheapTicket .com, American Airline ,

Yahoo! Travel, Delta Priceline, and AOL Travel. Among those online travel de tination

4



thr e airlin comp ie n irli

ere eliminated becau the propo eel ud

agencie. ftef the limination se en onlin

Orbitz.com CheapTickets.com Y hoo! Tr el Pri lin

in the current study.

OL Tr 1) in Iud

Organiz tion of th tudy

The exposition of the present tudy i a follow . Chapt r 2 pr nt a Ii r ur

re iew on rele ant theoretical perspectives on online re ervation nd p lInin tu i

in ho pitality and tourism. Chapter 3 explain

tudy including urvey in trument, sampling procedure and analy i .

the empirical results and major finding of thi tudy. Finally

ectioll. It discusses the implications and limitation of the tudy.

5
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H PTER II

RE IE OF L ER T R

OnIin Tra el R r tion

The significant role of the Intern t a a ne chann I of

organization has been mentioned in e eral

nugge ted the idea that computer re ervation y t m provid r

alternative distribution channel that can be compatibl ith e i in

Millar (1997) also pointed out the increasing demand for touri m b.

Poel & Leuni (1999) inve tigated the con umer acceptanc of di typ

functions performed by the Internet. The re ults of their udy r ve 1 d that ho

re ervation airline tickets, and rental car ranked econd, third nd fourth a t r c n rt

tickets in term of the average consumer ' propen ity to buyp ci IC pr du t rvi

online. Important attributes for online travel re ervation are di ell ub equ ntly.

Security

Security-related issue are the major barrier that make Cll tomer he itant t buy

products or ervice online. The result of the urvey by WorldRe .com (2002) h wed

that fear of credit card fraud i very low when experienced Internet u er boa t av 1

product online (Hau sman 2002). However, ecurity i one of the rna t challenging and

critical i sue facing Intemet-ba ed merchant today and' the rno t popular t pic in

6



In

electroni commer· e (Kell & Ro I d

Hi e 2001·

According to the . ur e by T 1 r

related problems are the major barrier th

rn.

The re ult ho ed that 30% of re panden h h

problems regarding credit cards and 28% of tho e indi a d urit

rea ons for avoiding online purcha e. Yang & lun (2002) di put d th t both

purchasers and Internet non-purcha er consider

Especially they in isted that security is the rno t ignificantly import nt f tor in

affecting perceptions of online ervice quality for the Interne non-pur h

(2001) and Jeong & Lambert (2001) also upported the idea that nlin

build secure websites since Internet users hesitate to pur h e pro u t or onlin

due to security concerns.

In addition, Kelly & Rowland (2000) insisted that' Web m rchant h v th

responsibility to ensure the reliability of the data collected, rna c rtain th data are u d

for the intended purpose, and prevent unauthorized acce s to th m. Prey otion of

unauthorized access and adequate ecurity are paramount in a society wher a f w key

strokes can reveal the most intimate detail of one's life." (p.l1)

Easy to use

Needles to say, online reservation website need to be convenient and ea y

use. Szymanski & Hise (2001) argued that customers' perceptions of online convenience

significantly affect their satisfaction. Yang & Iun (2002) tated that web-ba ed tore

7



houldminimiz ·e hnical diffi· ul .

ell tamer de i ion to ac p n hn 10

claim d that ea of u e h a po iti on

information acquired on the bite for makinl:;l purch

(2001) addressed that ea e of u e i one of the fundam nt I

eb ite along with the ebsite s con nt and pe d.

ful

Price is another crucial factor that affect Cll tom r pur ha d i ion. t i

al a important to note that price i the only marketing mix th brin In th

organization while other marketing mix uch as promotion

(distribution) increase cost. According to the sur ey by WorldR . m (2002 0 lin

travelers are much more likely to make a re ervation if they are offered the 1 we t pri

(Haussrnan 2002). Shim et al. (2001) and Poel & Leunis (1999) a 0 upport th i a th t

price is a significantly important attribute when ell tomer con id r whether t purch s

online.

Useful and relevant content

According to the study by Jeong & Lambert (2001), can umer ' p rceived

quality of information for products and services provided on the web 'te i one of h

most crucial factors for predicting their deci ion-makings. Chu (2001) and Zickefoo

(2001) also indicated the importance of informative factor on the travel web ite .

8



ip .I~L"''''~''J''edShim e al.

to u e the Internet for produ t info

Internet for purchasing. The r ult tu

bet een the consumer int ntion to the lnt rn t

their po itive intention to u e the Intern t for purch in

reduce co t by using the arne channel for b th inf rm i n h n pur t Inb "

Siu & Fung (1998) emphasized the fa arabI

picture illustrations, and headline. They tated that i ual m t ri 1

element in a consumer's information proce sing and deci ion m in. Ii

(1983) suggested that picture generally attract mar . In

addition Law & Leung (2000) claimed that well-de ign d w b it w uld pr id u ul

information and extra benefits to cu tomers and enhance ale volume and h rep tation.

They suggested that appealing graphics could mak web it m r attr ctiv nd dr w

the visitors intere t. However, they also documented that many graphic ima ,which

cause lengthy loading time could have the oppo ite effect.

Speed of the website

Obviously, there is a trade-off between ufficient vi ual mat rial and the pe d

of web ites however, the website of online travel agencie have to be loaded quickly.

Researchers (Carmon, Shanthikumar, & Carmon, 1995; Pruyn & midt 1998) already

highlighted the psychological co t of waiting ervice in con umer behav' r area.

9



hn on 1999 noti th

it a criterion to ua fu tion

(1997) pointed out hat

pro ider rely on the Cll tomer aiting im .

h if

ut h t

the peed of a ebsit i one of the fundament 1

In thi point of iew Law & Leung (2000) d i

putting hea y content on eb it in order to pr In

Ability to book all travel aITangements

Traditionally travel agencie have played a y role 'n providin r l-r 1 d

information and highly Cll tomized and variou ervice to ell t mer nd hi y r 1

travel agencies seem to have the same importance in he electronic m rk t. Wheth r

booking airline tickets, hotels, and cars at once wa on attribute wh n M rf n (1 99

compared online travel agencie . Also Ebenkamp (2002) p in d out that th ability t

book all travel arrangements is one of the rna t critical loyalty driver for nlin tr v I

agencies' website .

Booking flexibility

Booking flexibility is one of online travel agencies unique problem . eu tomer

who vi it online travel agencies search information and fare without human interaction.

When Cll tomers use traditional travel agencie , they can ea ily change th· ir itinerari

while communicating with agencies; for example, they can effortle ly chang the

number of party, the destination, and so on. However, when cu orner uti ize online

10



tra 1agenci

or . E pedia hich r alized th

T ad erti ement emph izin th t u om r n hil

making reser a ion .

Sorting option

Sorting options are another import n online tra I

(2001) compared ix online tra el ag ncies ba ed on ortin

booking flexibility, and finding lowe t fare. Lau et al. (2001 cl im d th t in

have their own preference concerning ho much and what yp 0 p r

they are illing to display on web ites. Al 0, individual cu tom r n d di r nt typ f

information and use different type of data proce sing whil he or h rna '-

purcha ing deci ion. Lau et al. (2001) advi ed that market r 0 tr nei n d t

deliver customized information that is provided for potential cu tom r . Lewi &

Talalayev ky (1997) al 0 noticed that the Internet i a useful tool for trav I a nci

provide customized information. However when Cll tomer ar on he online tr vel

agencies' websites, the agencie are unable to customize the yp and ord r of

information provided. Rather online travel agencie allow vi itor to cu torniz the typ

and order of information by adding feature that cu tamer decide their prefer DC .

Compari ons of online travel agencies can be found at the indu try magazine .

Morgan (1999) investigated the different price range of airline ticket . Morgan u ed

different departure and destinations in several online travel agencie. artin ( 999)

11



ompar d er onli prim ril t11 r

d

feature : managing frequent flier mile 0' pr in

election and 10 -far noritic tion. h pifa ( 001)

ith regard to ea e of u e boo .n fl ibili

Finall Ebenkamp (2002 addre d four riti 10

They ere ability to book irtuall all tra

u eful and rele ant content and a y-to-u e ite with trip pI nnin

online tra el agencie and important

online travel agencies abo e, are ho n in Table 1.

hi h r u d t mp r

12



T hI I. urnm o pr h ni

• Pri

• a y of u
• Bookin fJ ibilit
• Fin ing 1 t f r
• rting pti n

anlin tr

artin • Ate 0 ( .at o. om) •
(1999) • Biztra el.com (w .biztra 1. om) •

• Expedia (www.e p dia. om) •
• Flifo ( w .tlifo.com) •
• lot ro t Tra el twork ( .itn.n t) •
• Pr iew Tra el ( .pr tra 1. 001) •
• Re er ation D kat C •

( w .cno.com/tra I)

• TheTrip.com ( ww.thetrip.com) •
• Travelocity.com (www.tra el ity.com)

organ
(1999)

Shapiro
(2001)

Ebenkamp
(2002)

• Expedia (www.expedia.com)
• Priceline (www.priceline.com)
• Travelocity (www.travelocity.com)

• Ability to b k virtu By all tra
arrangement

• Go d price nd di aunt
• eful and r I ant cont nt
• a y-t -u e it with trip planning

capabiliti

Po itioning Studies in Ho pitality and Touri m

Simply po itioning could be de cribed a howell tomer define a sp cific

product and service in relation to competitors. Further, po itioning i the proc of

defining and reinforcing a di tinctive place for a de tination in the mind f oten i ]

i itors within target market (Botha, Crompton, & Kim, 1999). Thu , po itioning me n

13



the ual point of th amp 'im

appreciate in compari on .ith th omp r .

r

De Morgan, & Shoem er 1995

perceptual maps hawing the relati e position 0 th h t I b

using Multidimen ional Scaling (MDS) ba ed 0 tra el-m n

they examined the changes in the position by in e t" ga ing th

od r d

consecutive three years. They d monstr ted tha

changed from year to year.

Oppermann (1996) tudied 30 North Americ

f hot 1br nd h d

onventi n d tin ti n un

using importance-performance analysi ba ed on meeting pi nner p re p i

results of the study illustrated strengths and weaknes es of convention de ination .

Kim (1996) investigated the attributes and ell tomer prefer ne

deluxe hotel F&Bs in various dining-out situation u iug factor an ly i nd MD . Th

findings of the study demonstrated the positions of selected hotel &B in camp ri on t

each other. Also, the ideal points for different dining-out ituation (i.. , amily-relat d

activity business meeting/activity, and social activity) were ugge ted.

Baloglu (1997) also used MDS to examine whether Rus 1 and hi c JIeague I

proposed affective space structure is applicable to environment that are not perceived

directly (i.e., large-scale environment such as touri m de tination countrie ) and to

explore the usefulness of the approach in studying affective image of touri m

destinations. Originally "Russel and his colleague (Rus el 1980; Ru el and Pratt 1980;

Russel Ward, and Pratt 1981; Russel and Snodgra 1987) propo e a tructure that can

14



r pre ent id ari

finding of the tud

affecti e im ge of larg - en ironmen

Kim (1998) tated that a de tin tion auld be con i

touri m product in 01 ing ariou

cultural aspects and e min d th P r eptu po itian

n h

ntr ]

eason and the de tinatian u ing corre pond ne nal i.

Kozak & Rimmington (1999) claimed that touri t destination

element of the touri ill sy tern and explored ouri t d tination c mp titi n

develop benchmarking methods for touri m de tination. Accordin to h r

tudy, major concerns of traveler when they vi it dif~ rent countri includ

of local people (hospitality) quality of accommodation facilitie ov f-C mm r i li

level of hygiene and anitation, overcrowding level of price, w ath r fety, n i ,

nightlife and entertainment, nothing to do and, finally, food.

Botha, Crompton, & Kim (1999) te ted a propo ed po itioning mod 1and

explored the attributes for repositioning SunILo t City to differentiate it from it

competitors. Their tudy revealed that enjoying the company of the people who cam

with them is the most u eful attribute for po itioning SunILo t City. Al 0, they ugg ~ t d

that effective positioning trategy require focusing on a mall number of attribut and

can i tent implementation .

Knutson (2000) inve tigated the drive force for college tudent ' fa t-food

re taurant choices and the position of fa t-food brand in the college market. Thirteen

15



factor .", 1 anlin u

each factor a alu t d hil

er a ked hich fa t-food re t uran om 0 th if mi d in

factors.

flu n

ut

n in

th tudUy al Chen & William (2000) argued ·h

regional positioning and examined Virginia t te im

comparison with competiti e tates. Th regional comp titi

tourism destination as evaluated using importanc -p rform n an ly i n M

technique.

Table II pre ents a ulnmary of po itioning udi i, th fi ld f h pit lit nd

tourism. The researcher, published year, research ti Ie, obje tiv and lneth y ar

shown in Table II.

16



T hIe .Obj

Kim
(1996)

dm tho

Perceptual mapping of
attribute and
preference : an
empirical examination
of hotel F&B product
in Korea

po iti ni tudi h

f h t I

B

Kim
(1998)

Kozak
(1999)

Botha
(1999)

Percei ved attracti vene
of Korean destination

Measuring tourist
destination
competitivene :
Conceptual
can ideration and
empirical findi ng

Developing a revised
competitive po ition for
SunlLo t City, outh
Africa

• Develop benchmarking meth d which
mea ure more pecific el ment of
de tination perf rmanc

• Test the efficacy of the pr po ed
po itioning model

• Id ntify attribute that could b u ed to
repo ition unILo t City by delineating
tho e that po itively differentiated

un/Lo t City from it competitor

17

• R liability
an ly j

• Pair d I-t t

• actor an' ly i.

(table c ntinue.)



* When there are more than two author

Tab] II. Obje ti

perc i e r
brand

U al
2000)

nd m thod 0' p itionino ueli in h pi it nd

and

nd

uld
from

In the field of hospitality and touri ffi, po itioning tudi haY b nut r

various tourism destinations; specific tourism destinations uch a c nventi 11 d ti ati n

(Oppermann 1996), national park (Kim, 1998), city (Botha Crompton & Kim 199 )

state (Uysal, Chen, & Williams, 2000), and country (Kozak & immington 1999·

Baloblu, 1997). Also, it has been used for lodging (Dev, Morgan & h em k r 1995)

and for food service (Kim, 1996; Knut on, 2000).

In terms of the methodologies multidimen ional caling (0 v Morgan, &

Shoemaker, 1995; Kim, 1996, 1998; Baloblu, 1997), importance-performance an ly i

(Oppermann, 1996 Uysa1, Chen, & Williams 2000), and factor analysi (Kim, 1996,

1998; Botha, Crompton, & Kim, 1999) were used for the purpo e of the performing

positioning study. In most studies, the authors inve tigated the current p ition of

selected objects and sugge .ted managerial and marketing implication..

18



CH PTER II

ETHODS

Sur e In trum nt

The ur ey instrument that a utilized in the Ufr ot tudy amp f£ ur

parts. The first part of the que tionnaire a ked abou th r p nd n nlin

purcha e experience with both general ret '1 and trael-r 1 t d produ

re pondent aided recall, and actual visitation of online tra

in the fir t part.

The second part mea ured the importance of oolin

easy to use finding low fares, booking flexibility u ful and r 1

y attribut (i ..,

ant ot iu I

materials ability to book all travel arrangements orting option pdf th w it

and security). This part employed nine measurement item of onlin tray 1 gency

attributes, with a 5-point Likert-type que tion ranging from 1 (Ie t'mp rt nt) 0 5

(rna t important).

The third part asked the respondent's preference evaluation of th el ct d online

travel agencie (i.e., Expedia, Travelocity, Orbitz.com, CheapTicket .com Yahoo!

Travel, Priceline, and AOL Travel) with regard to online travel agency attribut u ing a

5-point Likert scale ranging fro,m 1 (very poor) to 5 (excellent).

Finally, the la t section wa designed to obtain the respondents' demographic and

behavioral characteri tics: gender, grade/position, age, current marital and working tatus

19



Int rn t uDum fO

timand

num r of e

Internet a

Sampl dDt ColI ti n

For pre-testing the que tionnaire ont nt thirty

di tributed in September, 2002. B ed on the

qu ti

durin h pr - tin

period a complete questionnaire wa dev lop d. Th d t t r th pr tu

collected through an online survey. The qu tionn ire w publi h d

recruitment messages asked participant to vi it the w b it and ampl t

que tionnaire.After clicking on the hyperlink to the study th p r i .p nt nt t n

instruction page informing the participant about the ur ey. The d ta W 011 t

during one week in October, 2002.

The sample was randomly selected from e-mail Ii t

One east-coast university, one west-coast univer ity, one outhern univer ity, and ~ ur

central universities. Seven universities whose web site provid the-mail ddr

earch function were cho en to elect the ample of the tudy. How ver th v n

universities were carefully selected to reduce the bia that may accru from a p ific

geographic concentration. Since the researcher was unable to acquir he ampl" ng fr me,

probability parameter (i.e., alphabet) was u ed in tead. Four letter were randomly

selected with replacement and used to find email addre e.

In order to increase response rate, several step were adopted. ir t, an inv'tation

mes .age and introduction page were made using an animated figure in order to acquire

20



the parti ip t ,en n.

pro e sed anon mou I nd p

ent to all the indi idual . B c u on

re earcher as unable to di tingui h p .cip nt from n n- i ip n .' hu

email a nt to all the in i idual after four da from th in" tial m il.

Out of 5,326 email reque t for ompl tin

responses were gathered. Of tho e colI cted re pon on du

446 gu ti

were coded and analyzed for the empirical inve tig tion.

In order to test the exi tence of a nonr span e bia b t n th

answers of early respondent (386 out of 446) and those f] te re pond n ut of

446) on the importance of online travel agencie attri ute w r x m" n d but n

significant differences were found (p<.10). Also, th re were n ignificant dif r fiC

between demographic profiles of early respondent and tho e of late r pond nt p<.lO)

which might indicate that nonresponse bia wa not a major prohl m.

Since the sample was drawn from the Univer ity web ite h re p nd nt

consi ted of primarily undergraduate and graduate tudent a well a

According to the survey by Tyler Nelson Software Interactive (2002), 62% f American

were Internet uers at the time of July, 2002. Figure I show the percentag of Int rnet

users by age groups and average amount of purchase by age group in th U . In

addition, the survey results by Harris Interactive (2002) pointed out that college d nt

are the mo· t wired group in the US. The re ults of the urvey indica ed that 93% of

American college students regularly use the Internet and that they playa igni icant r Ie

21



in te hnolo -f 1 d P n in . nthuhth in

d to ho.r''''''~\O

h e trong pur h in p

Pitko 1995) re ealed that 67 ~ of t I

not urprisingly that the ar affluent.

Figure I. Percentage of Int rn t u er and

60 or
older
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Source: Tyler Nelson Software Interactive

It i important to notice that tudent ha e high r propor i n f p nding n

travel-related products/ ervice . According to a tudy by Paulin (2001) c 11 ge tud n

pending on travel and vacation represent 4.70/0 of th ir tot I expnditur whil

in the same category by non college tudent in th arne age brack t repre ent 2.7o/i. f

their total expenditure.

Furthermore, Wang (2001) argued that tudent are not dif erent from oth r nJin

cu tomers and the author selected not only college tudent but al a g adua tud nt for

the tudy. Wang (2001) disputed the following:

Student amples have often been criticized for their lack of generalizability and th ir
being unable to repre ent the population of intere t (Gordon Slade, & chmitt 1987.
However I argue that the e criticism$ might not hold a far a the current tudy j
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nd t id ntif th

The purpo e of this study is to in estigat the import n

agencie while online Cll tomer el ct their onlin tr 1at:> nci

ttri ut f nlin r

current positions of online travel agencie in the eu tom r p rc ption .

The analytic techniques for the study were de criptiv

Multidimensional Scaling (MDS). In order to m t the fir t obj tiv f th u. y

de criptive stati tics were calculated and pre nted. In th ill antime t r th purp f

achieving the second objective factor analy is and MDS wer onIin tra I

agency attributes were subjected to a factor analy i of principal amp nent n ly i with

varimax rotation in order to II e in a further analysi of perceptu I m pping.

MDS is "a procedure that allows a re earcher to determine the p rc ived r lativ

image of a set of objects" (Hair et aI, 1998). It arranges a set of object in a common

space based on the similarities or difference of the objects. he major advantage of

MDS is that it provides vi ual representation of the imilarities or dift r nc among th

objects. MDS ha been used by ho pitality and tourism re earcher to provid a j int

space of attributes and timuli (Dev, Morgan & Shoemaker, 1995; Kim, 1996, 1998~

Baloglu 1997).

In this study, a mean score for each of the 63 ratings (9 attributesu7 online travel
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comput d. Th n th r ultin m

for DPREF multidim n ional pr t r n

point-to-

in relation to e tor (e tract d fa tor

rIn MDPREF the dominan e jud

rankings of timuli. Let P =(Pi,jk)· i = 1 2 m ,. jk =1 n n- th

matrix of paired compari on for th ith ubj n. ti uli.

there are m ubject making uch judgm nt . Th

according to whether individual i judge timulu j mor pr

indifferent compared to timulu k.

r

or

The model as ume that timulu point are project d nt ubj

that preference judgment are in agre ment with th pr ~ ct d alu .

Xjq) repre ent the q-dimensionaI vector emanating from the ori in to th jth tinlulu nd

1\

i = (Yil, ... , Yiq) represent the unit-length vector for ubj ct i. Th n ij th 1m d

preference scale value of timulus j for ubject i i defin d by th

r

Sij = i' X j = L it XjI

1=1

I r produc

Let X =(xjt) be the n X r matrix of timulu coordinate value and Y = jt th m x

r matrix of the termini of ubject vectors; then

A A 1

S = (s ij) = YX

The problem is to determine the matrice Yand X 'from h et 0 pa' r d

compari on judgment 0 that the P matrix will agree a nearly a po ible with h

1\

S matrix (Green & Rao 1972 .
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PTER

RESULT

The Charact ri ti of th amp}

Demographic profiles

The re pondent for the empirical in e tig tion includ d imil r d' tributi n f

males (45.7%) and female (54.3%), and broad r tion ith 1

(86) of respondents aged 18-20,20.50/0 (90) aged 21-24,19. % ( 5)

(39) aged 31-35, 12.50/0 (55) aged 36-45 14.5% (64) aged 46-55 nd 1 tly 4. OA ( 1)

aged 56 or older.

Similarly, the annual income of the respondents ran

respondents earned less than $5 000, 7.8% (28) earned $5 001- 7 rn d

7 001-$10,000,9.1 % (33) earned $10 001-$15,000,6.1 % (22) arn d 15,001-$2000

11.1 % (40) earned $20,001-$30,000, 15.5% (56) earned $30 001- 50, 00 7.2o/c. (26)

earned $50,001-$70000, and finally 11.6% (42) earn d more than $70,000. In term of

marital status of the respondents, 248 (57.9%) respondent were ingl and 180 (42.1 tJ( )

respondents were married. In addition 155 (36.8%) re pondent reported that th y wer

working full time, while 155 (36.8%) re pondent were working part time and III

(26.4%) respondent were not working at all.

However, the sample distribution i kewed to college and graduate tud nt inc

the sample was drawn from univer ityweb ites with app oximat ly one-third (37.8~)

college students and approximately one-third (30.7%) of graduate tuden . In contra t,
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,he othe on i d of ult .7' mini

job po i ·on.

the respond ot am d 0 000 r 1

The demogr phi profile 0 th r ho n'n

Table III. D mographic profil

ariable

Gender Male

Female 7.

6.

ge 18-20 6 19.5 .1

21-24 90 20.5 .1

25-30 85 19.3 40 11.1

31-35 39 8.9 5 15.

36-45 55 12.5 6 7.

46-55 64 14.5 2 11.

56 or more 21 4.8

Grade reshman 42

arital Single 248 57.9 /Position S ph tn r 32 7.3

Status Married 180 42.1 Junior 5 .0

S nior 6 12.

Working Full time 155 36.8 Graduate 134 30.7

Status Part time 155 36.8 taff 12.
ot working III 26.4 Faculty 55 12.

Adn1inistrator 12 2.7

Other 15 3.4

Past online purcha e experiences of the ample

Among the 446 respondents, 387 (86.8%) reported hat they had purch d r t~ il

products online and 59 (13.2%) indicated that they had not. Out of the 387 repondent

who had previous online retail purchase experience , 367 (94.8~ ) respondent had

purchased retail products online during the la t six months. At th am time, it wa

found that 23 (5.9%) respondent had purcha ed retail product online more than ten
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time, during th h.

In term of e ith P r h ina tr l-r:

(6.6%) re ponden

indj th th hd n .

r. pondent ith pr ioti online tra

respondent had purcha ed lodging 256 (91. OA) r p nd n

103 (36.9 %) re pondent had paid for car rnt 1 6 2.2 ~) r ur h

tour packages and 7 (2.5 %) re ponden h d urcha d rui

allowed).

Table IV. Past online purcha e experienc fth r pond n

Variable

Retail Products Y s 6.

umber of Online purcha e ver 5.2

During last ix tnonth 1-3 time(s) 52.2

4-6 times 2 .1

6-10 tilnes 10.6

11 or more 5.
0 3.2

Travel-related Product Yes 279 62.6

Purcha ed product Lodging 124 44.4

Air ticket 256 1.8
Car rental 103 36.

Tour package 6 2.2

Crui e 7 2.5

0 167 37.4
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Th

nd 95. OR of the r

erage ime p nt p r ac

pending around h If n hour p r

reported that they u uall pend m r than 0 h

Table . Ther pond nt b h ior 1

1-3 31 7.0

4-5 ar 1 7.

6-7 y ar 150

8 or mor 142 1.

Internet use per eek 1-4 day( ) 1 4.2

5-6 day 107 24.7

7 days 30 71.1

Access per day 1-3 time( ) 199 45.3

4-6 time 133 30.3

7 or mar 107 24.4

Time spending per acce Half hour 3 2 6 .

1-2 hour( ) 91 2 .8

More than 2 hour 45 I .

The 167 respondent with no previous travel-related online purcha e exp rience

were a ked the reason why they did not purchase travel-rela ed product r ervice

online. According to the re pon es (with multiple re pon e allowed 29.9~ th

28



r pond n poi 'td ut h pr ~ rh

de i ion

e urit'

concerning the el' abili nd h

being pur ha d online. Out of th 167 r

that the are not sure h t the ould e> nd 11.4% (1 )

do not tru t online brand. Table I ho the r p od nt

related product p reha ing.

nJin 1-

Table VI. The concern in online travel-r lat d prod

Statement

I ju t didn't have a chance

I prefer human-interaction while rnaking a purcha ing d ci i n

I don t want to gi e my credit card number

It more secure buying from traditional agencie .

I'm not sure what I get

I don't trust online brands

I don t tra el much

It's too difficult

Others

Awarene and actual vi itatian of online travel agency

4

25

19

10

5

17

2.

29.

2 .3

20.4

15.0

11.4

6.0

3.0

10.2

According to the re pon es on Cll tomer awarene and actual vi itati n f onlin

travel agencies (where multiple responses were pas ible), Travelocity wa found 0 be th

most attentive and vi ited online travel agency (75.3% of awarene and 57.60/< of a tna1

visitation) followed by Expedia and Priceline. Among elected online travel agencie '

website the respondent were more aware of and vi ited the web ite which are made
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for tr n i.

'CheapTick t rath r than th

hich aloha e tr nd

a arene and ac_uaJ vi.i a 'on in

In order 0 e amine the r I tion h' p b t

the re ult of this tud a correlation cofici n

two studies are operated ordinal variabl

analy is one of nonparametric mea ur mpl y d. Th

yield a po itive correlation (r =.714, p<.lO) b t hi h

may minimize the concern of lack of generaliz bil' ty and r p f th

sample.

Table VII. The re pondents awarene and actu 1vi ita ion

Online Travel Awarenes r
Agencies Frequency Percent Rank in

Order
Tra elocity 336 75.3 I 257 57.6 2

Expedia 321 72.0 2 229 51.3 1

Priceline 316 70.9 3 222 49.8 6

Orbitz 202 45.3 4 138 30.9 4

CheapTicket 195 43.7 5 162 36.3 3

Yahoo! Travel 173 38.8 6 i12 25.1 5

AOL Travel 88 19.7 7 40 9.0 7 7

The Importance of Online Travel Agency Attribute

Table VIII represents the importance of online travel agency attribute with mean

and tandard deviation. A can be observed in Table V II, the rna t critical at ribute for
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online a el a ' ult d' fi dO,

bo in fl ibilit

u ul

7) d

m an= .97

(mean=4.46) eas

abilit

In addition to e amin

reliability te t (Cronbach a

embodying nine online tra el agency attribute ha a

reliable (Hair et al. 1995).

Table VIII. The importance of anlin

Variable

Finding low fare

Security

Ea y to use

Booking flexibility

Sorting option

Speed of website

U eful and rele ant content

Ability for multiple arrangement

Visual material

4.63

4.4

4.29

4.07

3.97

3.93

3.89
3.47

3.15

0. 6

1.0
1.,02

O.

.9
1.04

0.99
1.11

1.19

a =.8143

The Perceptual Map of Online Travel Agencie

Factor analy is

Prior to MDS, the nine online travel agency attribute were reduced to a Ie er

number of factors u .ing principal component analy is w'th orthogonal varimax rotati n.

As can be seen in Table IX, the extracted tructure compri ed three factor with eigen
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alu h' h r th 1 hi h un

it m .

Th tor 1:

pro ided b r

multiple arrang

The econd f tor F c or : U er fri n h

comfortable en ironment In r . Thi

fa tor indicated peed of bite

La t the third factor (F ctoe 3: FindinO' I m

10 fare. Indeed price i the rno t importan for h tr

agencie . It mu t be no iced that thi ttribut finding 10

online travel agency attribut a shown in Tabl VIII.

Table IX. Underlying dimen ion of anIin r v I a y at ri ut

FactorO

(% of ariance explained)
Factor 1.

Web feature (43.2~)

Factor 2.

U er friendline (32.4%)

Factor 3.

Finding low fares (22.6%)

Booking fie ibility

Ability for multiple arr ng m nt

orting option

eful and relevant c ntent

peed of web ite

Vi ual material

Ea y to u e

Security

Finding low fares

.75

.74

.657

.65

.971

a: Principal component factor with iterations: Varimax rotation. he three factor had eig n v lu
in exce of 1.0 and explained 98.2% of the cumulative variance after rotation.
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B

th

h ni

anal i th

Becau e th

underl ing tru ur of re pond nt

tra 1agen ie the three

applied for the further anal D ).

The perceptual map of online tra. 1 g

Finally the MDPREF an ly i ,

to analyze the po ition of elected online tra I

The MDPREF model utilize a ector formulation

d in ord r

decompo ition to produce a pre entation in hich

repre ented a point and ubject a ctor in th

rectangular matrix of mean score of preference evaluation dat w in

In the present tudy MDPREF wa conducted to produc a tw -dim n j n I luti n.

ext line are drawn from the origin of the plo to attribut pain th

attribute vector . It assumes a linear form uch that a re pondnt' pre eren e for

specific online travel agency beCOITle tronger a it move alan with vcr.

Figure II illu trate the two-dimensional olution for po ition of h s 1

even online travel agencie and the attribute factor . A e n, th thr e

reflect underlying dimen ion on which the seven online travel a ncie are pr ~ ct d.

The different preference value of the online travel agencie are accoun d r by

different attribute vector directions. That i , the point location f online tr vel agenci
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for e h ttri

tor in urn.

Figure I.
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h fth n nlin tr

~ tur f

T T6 T5 Tl

friendline (fa tor dim n ion: T7

(Ia t). proj t d ant th n: '

fir t) T6 T7 T5 T3 T4 TI It.

It i found th t T7 i in th ding p ition in t rm f

and the U er friendlin (f ctor 2 . T6 ran

(factor 2) dimen ion and Finding 1

relatively high on Web features (factor 1).' It alan d t

are are not po itioned far a ay from T7 nd T6 . On th

on the Finding low fare (factor 3) but r nk th I t on th ' tur

and the second from the last on the U er friendlin (f or 2).
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o 10

Summ

t th ir nli

in th U In r

th imp rt nt h iThe primary purpo e of thi tud

attributes of online tfa el agencie whil onlin Cll tom r~

agencie and to identify the current po ition f onIin tra

perceptions.

Based on the above purpo e of the tudy, there w r two r

study.

RQ 1. What important attributes do cu tom rue in 1 ting their onlin r v 1

agencies?

RQ2. How do online cu tomer differ nti t anIin trav ] a nci fr m h

other in term of the online tray I ag ncy ttribute?

In order to collect data for the empirical inve tigation, an online urvey wa

utilized. The que tionnaire wa publi hed on a web ite. Th n, recruitment me a

asked participant to vi it the web ite and complete an online que tionnaire. A r

clicking on the hyperlink to the tudy, the participants went to an in rue ion pag

informing the participants about the urvey.
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Outo 5 6

un

r pon

in e tigation. Th

eb it : One

and fOUf central uni r itie .

bi n h

ans ers of early respond nts (3 6 out f 44

446) on the import nee of online tr .. fil

ere examined but no significant dif£ r n d.

In terms of the analytic technique for th pr nt tud d

MDPREF one of MDS technique were employed. Al ,

prior to MDPREF in order to determine he und rlying tru t r

attribute.

Summary of the finding

Firstly, the importance of online travel agency attribute y to u in in

low fares booking flexibility, useful and relevant content, v· U 1 rna

book all travel arrangements, orting option ped of the web it and eurity) w r

analyzed ba ed on the descriptive. As a re ult, the rno t critical a tribut r onlin tr vel

agencie was found to be finding low fare (mean=4.63 followed by .ecuri y

(mean=4.46) ea y to u e (mean=4.29), booking flexibility (mean=4.07) ortin

(rnean=3.97) speed of web ite (mean=3.93), u eful and r levant content (m an:3. 9

ability for multiple arrangement (mean:3.47) and viual rna erial (mean=3. 5).
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ontent i ual m·t rial

th eb it and

abilit for multiple arrangem n

econd factor (u er friendlin

nnd t ribu

r ult 0 M

pI infinding low fare . Th

original attributes.

La tly a perceptual map of online tra el

u ing MDPREF ba ed on Cli tomer' p rc ption

two-dimen ional olution. In addition, the po ition 0

(Expedia Travelocity Orbitz.com CheapTic et.com hoo! Tr

AOL Travel) were interpreted by proj cting ach pint onto thr a tri

were derived from the factor analy i . It a found that T7 w in th in

d

which

iti n

in term of Web feature (factor 1) and the 'U r frindline factor 2. Ind

the online travel agency that made an operating profit for the fir t im in th fir t

of2001. In addition, 'T6' ranked very high on the 'U er riendline f ctor 2 '

dimenion and Finding low fare (factor 3) dimen ion while it ran d r lativ ly high on

Web feature (factor 1). Therefore we can notice that T7' and' 6 ar the fir t ti

online tra el agencie . However, it al 0 need to be noticed ha ' 5 and' 3 ar h

econd-tier online travel agencie that are not po itioned far away from' 7 and' 6
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therefore, it could be inferred that there i int n m n th ·1 r

f

th ·ou h u f n.

hand 'T2 seems to ha e unique po ilion hen

agencie . It ranked the fir t on the Finding 10 t

the Web features (factor 1) and th second from h

2).' The reason why 'T2 has a unique po i 'on in

doing business that is, the tran action in the T2

Implication

In terms of the importance of online travel agency attribute indin

was the most critical one. However, cu tamer also can ider v ri us a tri ut

same time. Specifically, it is difficult for an online ravel agency to d liv r

customer service due to its nature in which the organization and cu tom r o.lnmunic t

with each other via computer, a non-human interaction. Cons qu ntly,onlin travel

agencies need to find an optimal combination of attribute or factor that ui their ima e.

When it comes to security issues, security is not a motivator but a hygi ne factor. Thu

online travel agencies have to develop strategies to as ure customers of the ecurity f

their websites and online transactions.

As mentioned earlier positioning mean the actual point of the company' image

that customers understand what the company tands for in compari n to it comp tit r .

Thus, the positions of the companies or brands appearing on the perceptual map could b

used by the companies to clarify the strengths and weaknesse identified by the

customers' perceptions. On the other hand, companies which are locat d in similar
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po ition on the per eptual m p might

operators of online tra el agencie hould pa att n i n t

customers are applying to differentiate on oulin

how customers under tand companie image

mention that the po ition of compani or br nd are fluid r th r th n d.

Morgan, & Shoemaker (1995) already noticed, th po ition

over time. Therefore operator of online tra I ao ncie n d t m nit r th ir p

continuously.

One additional point that need to b m ntion d i r lat d t r -p lInin

strategy. In the study about positioning tra egy of SunIL t ity B ha r rnptn

Kim (1999) insisted that effective po itioning trategy requir on m II

number of attributes and consistent implementation . It i common n

are unable to consider too many attributes at the arne im . The findin 0 thi udy

supported their argument by indicating that 'T2 attained its xclu i

focusing on finding low fares. Thus, the operators of online tr v 1 ld

concentrate on a small number of attribute or factor wh n th y build brand im

change their position . Additionally, th change in the onlin travel ag nei p

must be desirable and done intentionally rather than accidentally.
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Limi tion

With regard to th finding fr m thi tud

taken into consideration.

in

Firstly the ample for thi tud

cross-section of age group it a ke d to 011

to lower income group . Therefore future re ear h hould I r

range of customer groups to di co er online tra I ag nip

Secondly, the factors that affect Cll orner a tu I pur h in r not

investigated in this study. Future research need to di cover criti aJ f t dir tl

affect customers' purchase decision making . Th finding from r reh th

investigates the driving forces in customer actual purcha iog mi ht ff r u ful in j hL

for online travel agencies' positioning trat gie .

Lastly, this study investigated online travel agencie ' ov raIl imag in

comparison with competitors. However the Cll tomer p rc pti n or pre ouI

differ according to the product purchased (e.g., lodging i ie c) and h urp

for purchasing (e.g., business, plea ure, etc). This tudy only included online trav I

agencies which deal with various travel-related product . The finding of hi udy

indicated that airline ticket is the most popular item among online travel-reI t d pr due L

(91.8% of the respondents who had previou onl'ne travel-related product purcha e

experience), which means that online travel agencie could be thr atend by direc nline

sales from airline companies. Thus, future re earch could be developed to inv tiga th

competitive structure between online travel agencie and airline companie web ite .
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This survey is about 'Online Travel Agencies'by OJ. Kim in the School of Hotel
and Restaurant Administration at Oklahoma State University. Onrne travel
agencies are companies that deal with various travel products and services such
as lodgingl car rentals, travel packages, and air tickets.

This survey 'is voluntary; therefore, you do not need to participate if you do not
feel comfortable with this survey. Also, you must be at least 18 years old to
participate in this survey. There is no inducement for completing this survey. The
OSU Institutional Review Board (IRS) has approved the study (HE03-19), and Dr.
Woody Kim is also aware and supportive of the study.

Your responses will be processed anonymously and kept completely confidential.
Please, answer the questions as completely and honestly as possible. Your
participation will be greatly appreciated.

Start
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1. Have you ever purchased something online? .. ' Yes (please, go to 1-1)

No
......- .....-.-.....................-r

1-1. If yes, how many times dUring last 6 months?

2. Have you ever purchased travel-related products/services online?

2-1. If yes, what was that? Please. check all that apply.

Lodging ~ Air ticket r Car rental

Yes (please, go to 2-1)

No (pleas , go to 2-2)

Tour package Cruise Others (Please, specify)

I just didn't have a chance.

I'm not sure what I would get.

2-2. If no, why? Please. check all that apply.

It's too difficult.

r I don't trust online brands.

r
r

I don't want to give my credit card number.

r It's m.ore secure buying from traditional agencies.

r I prefer human-interaction while mak~ng a purchasing decision~

r Others (Please, specify) I

3. How many of the following online travel agencies do you know? Please, check all that apply.

r AOL Travel

Travefocity

r Price'line

Expedia

rJ Yahoo! Travel

Others (Please, specify) I

Orbitz

4. How many of the foUowing online travel agencies have you actually visited?
Please. check all that apply.

I

I

r AOL Travel

Travelocity

Pricetine

r Expedia

n 0Yahoo~ Travel . Chea...p_-T_ic_k_ets ·_rb_itz

Others (Please, specify) I -
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5. Please, rate the importance of the folio ing items hfle selcting an on ine a. el g. ncy.

Easy to use 0 0 0 0 0

Rnding low fares 0 0 0 0 0

Booking flexibility 0 0 0 0 0

Useful and relevant content 0 0 0 0 0

Visual materials 0 0 0 0 0

Ability for multiple arrangements 0 0 0 0 0

Sorting options (ability to arrange search
0 0 0 0 0results by price, ,location, etc.)

Speed of the websites 0 0 0 0 0

Security 0 0 0 0 0

rthers (Please, speci!X)
0 0 0 0 0

------------ - ------------- - - --- - -- -

. 6. Please, evaluate each online travel agency according to your opinion.
You don't need to have actual experience in every online travel agency;
however, if you don't know any of the following, please leave it blank.

1 =very poor ---------- 5 =excellent

Items
Easy to use 0 o 0 o 0 0 0 0

Finding low fares 0 0 o 0 0

Booking flexibility 0 0 000 0 0 0 0 0
I

0 0 0 0 0 0 0 o 0 0

Useful and relevant content 0 000 0 o 0 o 0 0 /0 a 0 0 0 o 0 0 o 0

Visual materials 0 0 o 0 0 o 0 0 0 0
I

0 0 0 0 0 0 0 o 0 0

IMultiple arrangements 0 0 a 0 a 0 0 0 0 0 0 0 0 a 0 a 0 0 0 0

Sorting options o 0 o 0 0 0 0 0 0 0 ,0 0 0 0 0 0 o 0 0 0,

Speed of the websites o 0 o 0 0 0 0 o 0 0 I 0 0 0 0 0 0 0 o 0 0
I

Security 0 0 000 0 000 0 10 0 0 0 0 0 0 0 0 0
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I ems
Easy to use

Rnding low fares 0 0 0 0 0 o 0 0 0 0 0 0 0 0 0 0 0 0 0

Booking flexibility 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Useful and reJevant content 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Visual materials 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Multiple arrangements 0 0 0 0 0 0 0 0 0 0

I
0 0 0 0 0 0 0 0 0 0

Sorting options 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Speed of the websites 0 0 0 0 0 0 0 0 0 0 I 0 0 0 0 0 0 0 0 0 0

Security 0 0 0 0 0 0 0 0 0 0 l_O_?__~. ? 0 0 0 0 0 0

• Please, tell me about yourself.

2. Grade/Position.

5. Annual Income.

3. Age.

9. How often do you access the Internet per day?

7. How long have you used the Internet?

8. How often do you access the Internet per week?

10. What is the average time you spend online per access?

§urrbit
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S e

Thank you for completing this survey.
I really appreciate your participation.

The summary of the results of this study could be obtained by emailing
your request to dongjk@okstate.edu or mailing to

DJ. Kim
210 HESW

School of Hotel and Restaurant Administration
Oklahoma State University

Stillwater, OK 74078
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Date: Monday. October 07, 2002 IRB Appr lion No HE0319

Proposal Trtle: A POSITIONING ANALYSJ$ OF ONLINE TRAVEL AGENCIES

Principal
Investigator(s):

Dong Jin Kim
210 HESW

Stutwater, OK 74078

Reviewed and
Processed as: Exempt

WooGon Kim

210 HES

Stillwater, OK 74078

Approval Status Recommended by Reviewer(s): Approved

Dear PI:

Your IRS application referenced above has been approved for one calend r year. Pie 88 m ke not of
the expiration date indicated above. It is the judgment of the r viewers that the right and welfare of
individuals who may be asked to participate in thi study will be respected t and that th re earch will be
conducted in a manner consistent with the IRB requirements a outlined In section 45 CFR 46.

As Principal Investigator. it;s your responsibility to do the following:

1. Conduct this study exactly as it has been approved. Any modificatJons to the research protocol
must be submitted with the appropriate signatures for IRB approval.

2. Submit a request for continuation if the study extends beyond the approvat period of one calendar
year. This continuation must receive IRB review and approval before the research can continue.

3. Report any adverse events to the IRa Chair promptJy. Adverseev nt 8J1 tho which are
unanticipated and impact the subjec1s during the course of this ra earch; and

4. Notify the IRS office in writing when your research project i· complete.

Please note that approved projects are SUbject to monitoring by the IRS. If you have qu tion about th
IRS procedures or need any assistance from tile Board, please contad Sharon Bacher, the Executiv
Secretary to the IRB, in 415 Whitehurst (phone: 405-744-5700, bacher@okstate. du).

Sincerely,

0:::chat?~ 4cJ fA r1~
Institutional Review Board

54



IT :L
Dong lin 'm
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Thesis: A PERCEPTUAL MAPPI G OF ONLI E TRA EL
PREFERENCE ATTRIBUTES

Major Field: Hospitality Administration

Biographical:

Personal Data: Born in Seoul, Korea, On Octob r 29 1 74 th n f

Kim and Jae-Ok Kim. Married to Hyun lung Kim Dec m r 27 2001.

Education: Graduated from Yongmoon High School oul bru ry

1993; received Bachelor of Science degree in Ho pitality M nag m n froJ

Sejong University Seoul, Korea in February 2000; mpl d h r uir m n

for the Master of Science degree at Oklahoma State Univ r ity tillw t r

Oklahoma, in December 2002.

Professional Experience: Employed by Handol Franchi e in eoul, 1995' Milit ry

Service, Korea, 1995-1998; Internship, Grand yatt in eoul 1999; Part im r

Grand Hyatt in Seoul, Korea 1999' Research and Te ching A i tant t j n

University in Seoul, Korea, 2000' Teaching A i tan for 0 pitality umm r

Program, Oklahoma State Univer ity 2002' Re earch A i tant klah rna t t
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