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PRE-ADOPTION CUSTOMER SATISFACTION WITH TOURISM WEBSITES: 
CONJOINT ANALYSIS OF ELECTRONIC CUSTOMER RELATIONSHIP 
MANAGEMENT FEATURES 
 
Abstract 
 
Tourism enterprises can on their websites implement Electronic Customer Relationship 
Management (e-CRM) features that can promote customer satisfaction and assist in building 
profitable customer relationships. The present paper incorporates the method of Conjoint 
Analysis for addressing the effects of e-CRM features on the pre-adoption customer 
satisfaction of online trip buyers with a tourism website. The study evaluates the profiles of e-
CRM features presented as ten hypothetical tourism websites. The results highlight that 
reservation and product customisation features have the most positive effect on pre-adoption 
customer satisfaction. Reservation shows also a tendency to boost other low-ranked features 
in e-CRM profiles. The study supports claims that it is important for potential tourists to be 
able to reserve and pay for a trip directly on a website. The paper makes a theoretical and 
methodological contribution to the study of customer satisfaction in an online context. It also 
provides tourism practitioners with general guidelines on how to design a competitive 
website. 
 
Keywords: E-CRM, Website, Customer Satisfaction, Tourism 
 
1. Introduction 
 
The introduction of the Internet in the early 1990s has changed the way of doing business in 
the tourism industry dramatically. The adaptation and strategic use of information 
technologies (IT), including electronic commerce (e-commerce), has become a must (Buhalis 
1998). Worldwide innovative tourism enterprises recognise the strategic importance of the 
emerged electronic platform – the Internet – for conducting business transactions and 
marketing (Buhalis 2000b). Due to its information-intensive nature, the tourism industry can 
benefit greatly from the Internet. The Internet platform offers tourism firms new opportunities 
to keep up with customers’ expectations and gain competitive advantage by providing 
customers with additional value through Internet-based services (Buhalis 1998, Buhalis 2004, 
Panagiotarakis et al. 2004). The continuous delivery of value to customers becomes especially 
vital in e-commerce, where your competitor is just “one click” away (Sterne 1996, Sivadas et 
al. 1998, Grewal et al. 2003, Constantinides 2004). Companies should strive to keep their 
customers satisfied, and the notion of customer satisfaction is of great importance (Rust and 
Lemon 2001, Pitt et al. 2002, Walsh and Godfrey 2000). 
 
Customer satisfaction has been recognised as an essential factor affecting long-term 
relationships between firms and consumers in both traditional and e-commerce business 
environments (Storbacka et al. 1994, Shim et al. 2002). Several authors give their arguments 
for the strategic importance of customer loyalty and the creation and maintenance of long-
term customer relationships in the tourism industry (Wang et al. 2002, Bigne et al. 2001). 
Profitable customer relationships, the ultimate goal of Customer Relationship Management 
(CRM), can be achieved by obtaining customer satisfaction. CRM as a research topic has 
attracted much attention since the beginning of the 1990s (Egan 2000, Grönroos 1994, 
MacKenzie and Hardy 1996, New and Burnes 1998). However, in a new e-commerce context 
the concept of CRM and its core subject, customer satisfaction, has still not been studied 
sufficiently (Lee et al., 2003). 
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The role of an Internet website has changed from a simple indication of presence on the 
World Wide Web (WWW) into a vital marketing and customer communication tool. Today, a 
website represents a new platform for customer interaction (Bradshaw and Brash 2001, Pitt et 
al. 2002, Zineldin 2000). Recent research indicates that certain features on a website can 
create and maintain customer satisfaction. These are so-called electronic CRM (e-CRM) 
features (Khalifa et al. 2002, Khalifa and Shen 2005). Electronic Customer Relationship 
Management (e-CRM) is a body of knowledge that deals with the application of CRM 
principles in the new e-commerce context. E-CRM features range from advanced 
applications, such as database-driven product customisation tools, to simple ones, like a line 
of contact information on a HTML page (Feinberg et al. 2002, Romano and Fjermestad 2002). 
E-CRM features in tourism are highlighted in several studies as a promising research topic 
(Buhalis 1998, 1999, 2000, Buhalis and Licata 2002, Wang et al. 2002, Wan 2002). 
Generally, in e-commerce, companies tend not to use the Web and e-CRM features in an 
optimal way (Feinberg et al. 2002). This also applies to companies in the tourism industry 
(Nysveen and Lexhagen 2001, Buhalis and Main 1998). Hence, there is little or no consent as 
to exactly which e-CRM features promote customer satisfaction in an online service setting 
(Feinberg et al. 2002). Consequently, tourism enterprises, small ones in particular, may face a 
danger to spend on costly web-based solutions without knowing the returns. 
 
In this paper, the problem of the impact of e-CRM features on pre-adoption customer 
satisfaction in an online tourism service context is addressed. The majority of customer 
satisfaction/service quality surveys deals with post-adoption satisfaction, when respondents 
evaluate a service that they have recently received. The present study addresses customer 
satisfaction at the pre-adoption stage, before the actual experience of service/product use 
occurs (see Khalifa and Liu 2002, 2003). Achieving pre-adoption customer satisfaction is 
relevant for the companies’ primary CRM need, to attract a customer who can thereafter be 
retained (Khalifa and Shen 2005). In order to measure pre-adoption satisfaction in this study 
the method of Conjoint Analysis (CA) is used. CA is employed here for its typical use in 
marketing to evaluate a new product/service in a situation when different product/service 
attributes should not be addressed independently due to their interactions (McCullough 2002, 
Wittink et al. 1994). The objective of the present study is to design a hypothetical tourism 
website to achieve maximum pre-adoption customer satisfaction in the attraction stage of the 
customer lifecycle. A tourism website is seen as a profile of certain e-CRM features 
interacting with each other. The purpose of the study is, therefore, formulated as follows: to 
produce a profile of e-CRM features creating the highest level of pre-adoption customer 
satisfaction with the use of a hypothetical tourism website. For this purpose, the paper 
addresses the following two research questions: 
(i) which e-CRM features increase pre-adoption customer satisfaction in an online tourism 
service setting? and 
(ii) what profile of e-CRM features on a tourism website creates the highest level of pre-
adoption customer satisfaction? 
 
2. Theoretical Frame of Reference 
 
2.1 Definitions  
 
CRM is viewed as a comprehensive business and marketing strategy that integrates 
technology, processes and other business activities focusing on the customer (Feinberg et al. 
2002). CRM is defined as an “approach that enables organisations to identify, attract and 
increase retention of profitable customers, by managing relationships with them” (Bradshaw 
and Brash 2001, p. 520). It is argued that basic principles of CRM apply equally to any 
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channel of contact that a customer may choose for communication with the firm. However, 
technological advances in IT have induced a shift in interest towards CRM applications on the 
Internet. Increasingly, electronic channels such as web chat, web callback and e-mail are 
being used. The core of CRM is still the company’s relationship with its customers and the 
communication with the customer across multiple channels (Ibid.). There are several reasons 
why firms should build and repair customer relationships online. The assumption behind 
CRM is that it is much less expensive to retain an existing customer than to recruit a new one. 
This condition is even more apparent on the Internet, where companies face severe 
competition in their struggle for customers’ attention; therefore, existing customers are more 
critical for the generation of revenue, and thus the profitability and market share of the 
company (Bhattacherjee 2001a). 
 
E-CRM, then, deals with CRM applications on the Internet. These applications aim at 
providing additional value for customers via the use of the company’s website. E-CRM is a 
part of the company’s overall CRM strategy to manage customer interaction regardless of the 
time and the channel that the customer chooses (Feinberg et al. 2002). In a similar definition, 
e-CRM is seen as all processes that are required to acquire, build and maintain customer 
relationships through e-business operations (Khalifa et al. 2002). Yet another study defines e-
CRM as the use of information and communication technology to improve customer service 
in terms of scale and scope. An example is 24-hour-a-day web banking, which is a threefold 
increase in scale compared to the working hours of a bank’s brick-and-mortar office. The 
increase in scope is manifested in e.g., offering value-added banking services online only 
(Kotorov 2002). The potential of e-CRM for building fruitful customer relationships can only 
be realised if the company is organised in such a way that it can quickly and efficiently 
respond to customer requests. It is imperative that the customers’ requests can be handled 
across different communication channels, involving different organisational units (Kotorov 
2002, Bradshaw and Brash 2001). 
 
E-CRM features are vital for managing customer relationships online (Feinberg et al. 2002). 
There is no commonly used definition, but e-CRM features roughly refer to concrete website 
functionality or tools (Khalifa et al. 2002, Khalifa and Shen 2005). E-CRM features are 
needed for e.g., customising, personalising and interacting with the customer. Without e-CRM 
features, CRM could not be realised on the Internet (Khalifa et al. 2002). E-CRM features are 
also often labelled “value-adding services” (Nysveen and Lexhagen 2001, Nysveen 2003). 
Examples can include multimedia, such as videos from hotels, and FAQ section (Ibid.). 
Online banking is another example of an e-CRM feature (Kotorov 2002). The reviewed 
definitions and operationalisations of e-CRM have in common the inclusion of what can be 
called generic website features aimed at adding value for the customer. These features can be 
as simple as contact information, e-mail links, or local search engines. On the whole, the 
present paper adopts the described views on e-CRM, restricting it, however, to the scope of 
the research, which is e-CRM features only. The label “e-CRM feature” is used here to 
identify generic value-adding website features that are intended for CRM purposes. It is 
assumed that e-CRM features can consist of dedicated CRM technology, such as automated 
customer service, though they are not restricted to such technology. An e-CRM feature can be 
something as fundamental and inexpensive to implement as a line of contact information on a 
web page. 
 
2.2 The Notion of Customer Satisfaction in the Internet Context 
 
Customer satisfaction as a phenomenon is strongly related to the concept of customer value, 
or value to the customer, derived from the use of a particular product or a service (Woodall 
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2003). Woodall suggests the term value in the marketing literature is used as a property “that 
is perceived/derived/experienced by a customer” in connection to the use of a product or 
service (Ibid., [1]). He further states: “Customers make repatronage decisions on the basis of their 
predictions concerning the value of a future product/service …”; and “Value drives customer 
satisfaction” (Ibid.). Hallowell (1996), in the same line of thought, defines customer 
satisfaction as “the customer’s perception of the value received in a transaction or relationship” 
(Ibid, p. 28). Bleuel (2004, [1]) suggests customer satisfaction is “equivalent to making sure that 
product and service performance meets customer expectations” and “… occurs when the marginal 
utility of a transaction is equal to or greater than preceding acquisitions”. As mentioned, 
satisfaction is one of the most important objectives of e-CRM and also a proxy for success 
with e-CRM initiatives, which by nature are value-added services for customers (Khalifa and 
Shen 2005). 
 
The phenomenon of customer satisfaction in the Internet context is of a complex and dynamic 
nature (Khalifa and Liu 2002, 2003). There are different types of satisfaction which can be 
formed over time (Khalifa and Liu 2003, Bhattacherjee 2001b). Essentially, satisfaction can 
occur on two different stages of adoption of a good or service by a customer, namely before 
adoption (pre-adoption satisfaction) and after adoption of a good/service (post-adoption 
satisfaction) (Khalifa and Liu 2003). Satisfaction at each stage is assumed to be influenced by 
different determinants, such as customer desires, expectations and previous experiences 
(Khalifa and Liu 2002, 2003). At the pre-adoption stage, actual usage experience has not yet 
taken place and customer satisfaction is determined more by confirmation or disconfirmation 
of desires rather than expectations (Khalifa and Liu 2002). At the post-adoption stage, the 
user has experience of a good/service and confirmation of expectations is now more important 
to satisfaction formation (Khalifa and Liu 2003). 
 
Different types of customer satisfaction should also be considered along the phases of a 
customer lifecycle. Essentially, pre-adoption satisfaction is related to customer attraction, 
while post-adoption satisfaction aims at customer retention (Khalifa and Liu 2002, 2003, 
Khalifa and Shen 2005). In CRM, the main concern is management of profitable customer 
relationships, therefore both concepts are important. Attracting a potential customer is crucial 
to have business in the first place. Retaining a customer, in particular a profitable one, is the 
ultimate goal of CRM. The terminology of Internet travellers as “lookers” and “bookers” 
(Morrison et al. 2001) can illustrate the above concept. “Lookers”, obviously, can be attracted 
and converted into “bookers”, while bookers can be retained by a company. Khalifa and Shen 
(2005) found that three basic categories of e-CRM features, related to pre-sales, sales, and 
after-sales stages of consumer buying process, have significant effects on both pre-adoption 
and post-adoption satisfaction. The effect of pre-sales features, such as consumer education, is 
stronger in the pre-adoption and weaker in the post-adoption phase. In a reversed manner, 
post-sales features, such as problem solving, are relatively less important in the pre-adoption 
phase while their significance is considerably greater in the post-adoption phase (Ibid.). 
Khalifa and Liu (2003) highlight that in the case of Internet-based services, customer 
satisfaction at the pre-adoption stage is relatively more important than what traditional 
satisfaction models from the marketing field predict. According to these models, satisfaction 
builds on a gap between expectations and experience of a service. However, with the Internet 
there is often an intrinsic novelty component: websites change rapidly; the rate of emergence 
of new technologies is high; etc. This makes it more difficult for customers to have a direct 
experience of the service. Consequently, satisfaction with Internet services is more difficult to 
assess than with physical products (Ibid.). 
 
2.3 IT Essential in the Tourism Industry 
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It is suggested that it is imperative for the travel industry to use IT, since “information is the 
lifeblood of the travel industry” (Buhalis 1998, p.409). As for the WWW as a particular IT, 
consumers increasingly use it as a source of travel information. They plan, search for, buy and 
modify their travel and tourism products and services on the Internet, using this medium as a 
“travel square” (Buhalis 1998, Morrison et al. 2001, Wang et al. 2002). Because the great 
majority of tourism products are offered by small and medium-sized enterprises (Buhalis 
1999), travel consumers need to collect and merge information (e.g., programmes, schedules 
and tariffs) from several such small tourism providers (Buhalis, 1998). On the whole, the new 
tourism consumers are sophisticated, demanding and knowledgeable (Mattila 2004). 
Therefore, tourism destinations and enterprises need to be innovative in terms of their use of 
IT. For small and medium-sized enterprises, as well as remote destinations, the WWW is a 
tool for strengthening marketing directed towards, and communication with, potential 
customers (Buhalis 1998, 1999, 2000, Collins et al. 2003). 
 
2.4 Sources of Customer Satisfaction with a Website – E-CRM Features 
 
The WWW can be used for addressing individual needs and wants of consumers, thus 
creating relationship bonds between an organisation and its customers (Zineldin 2000). 
Empirical studies suggest that e-CRM features in general can have a positive impact on 
customer satisfaction in the case of Internet-based services (e.g., Feinberg et al. 2002). The 
summary of the classifications of e-CRM features by different authors is presented in Table 1. 
The majority of reviewed e-CRM features can be grouped along the basic stages of a 
consumer buying process. The assumption behind this pattern is that at each stage of the 
buying process, a consumer buying online needs to use e-CRM features specific to the stage 
(Feinberg et al. 2002, Khalifa et al. 2002, Khalifa and Shen 2005). However, customers may 
use the same e-CRM features at different stages of a buying process. Following this pattern 
shown by previous studies, the present study groups e-CRM features along the three basic 
stages of a consumer buying process: 1. Pre-sales stage; 2. Sales stage; and 3. After-sales 
stage. 
 
Table 1 Classifications of e-CRM features promoting customer satisfaction 
Author (s) Classification of e-CRM features 
Feinberg et al. (2002), 
Sterne (1996) 

E-CRM features classified in three groups: (1) Contact and information, general e-
CRM features (e.g., site customisation, site search engine, mailing lists, prominently 
displayed mailing address and company profile, chat, bulletin board); (2) E-commerce 
features (e.g., online shopping, online product information, product preview, links); 
and (3) Post-sales support features (e.g., FAQ, complaining ability, spare parts). 

Bhattacherjee (2001a) E-CRM features grouped along three customer “touchpoints”: Marketing (e.g., 
personalisation, one-on-one marketing); Sales (e.g., tools/interface for completing a 
sale); and Service (e.g., tools/interface for resolving customer complaints). 

Rust and Lemon (2001) E-CRM features differentiated with emphasis on 1-to-1 Marketing (e.g., site content 
customisation; alternative contact channels; chat) and Personalisation (e.g., “real-time” 
marketing – i.e., changing product offerings in real time based on choices and actions 
of the customer; “click-to-talk”-applications – i.e., click to have a representative call 
back; and web self-service – i.e., continuous updating of website and FAQ based on 
most frequently searched issues). 

Nysveen and Lexhagen 
(2001), Nysveen 
(2003), Nysveen et al. 
(2003) 

E-CRM features grouped according to their functions as: Online reservation services 
and Online value-added services (e.g., contact information, multimedia, search engine, 
FAQ, several languages, links to other websites, customer community, maps, decision 
support such as timetables, price comparison, personalisation, push-based service such 
as weather reports, and mobile interfaces). 
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Khalifa et al. (2002), 
Khalifa and Shen 
(2005) 

E-CRM features are grouped along the stages of the shopping cycle: Pre-sales e-CRM 
(e.g., site customisation, alternative channels, search); Sales process e-CRM (e.g., 
product customisation, payment methods, dynamic pricing); and After-sales e-CRM 
(e.g., online sale of spare parts, problem solving, online community, web center). 

Source: Extracted from Sterne (1996), Feinberg et al. (2002), Bhattacherjee (2001a), Rust and Lemon (2001), 
Nysveen and Lexhagen (2001), Nysveen (2003), Nysveen et al. (2003), Khalifa et al. (2002) and Khalifa and 
Shen (2005). 
 
To summarise, the review of the literature on e-CRM and customer satisfaction indicates that 
there is limited evidence of the impact on customer satisfaction through e-CRM features, 
particularly in the specific setting of the tourism industry (Nysveen and Lexhagen 2001, 
Nysveen 2003, Nysveen et al. 2003, Panagiotarakis et al. 2004). Few empirical studies 
specifically address the online triggers of pre-adoption customer satisfaction (Khalifa and Liu 
2002, 2003, Khalifa et al. 2002, Khalifa and Shen 2005). Khalifa and Shen (2005) 
additionally point that pre-sales and sales e-CRM features have a relatively greater 
importance for forming pre-adoption customer satisfaction. Furthermore, there appear to be 
no studies examining how a profile of different e-CRM features and their interactions (as is 
usual in the case of a website) affect the satisfaction of a website visitor. This question is 
relevant for practitioners, since different combinations of features likely have different 
impacts on overall customer satisfaction. The present study examines the combined effect of 
e-CRM features on customer satisfaction as in the case of a tourism website. The combination 
of e-CRM features evaluated in this study is presented in the next section. 
 
2.5 Research Model 
 
The choice of the e-CRM features to be tested in this study had the following selection 
criteria: (1) relevance of the e-CRM features for tourism businesses; (2) a representation of 
three main stages of an online buying process for a potential tourist (pre-sales, sales and after-
sales stages) and different importance of these stages for forming pre-adoption customer 
satisfaction (see Khalifa and Shen 2005); and (3) a cost perspective. A cost perspective 
basically refers to the assumption that most e-CRM features are relatively complex and 
expensive to implement and, in practice, means that the selected e-CRM features require 
integration with other processes and systems of a business. This is in contrast to e.g., links to 
other websites or contact information that do not demand large resources for implementation 
and maintenance. Otherwise, a recommendation to tourism practitioners could be to simply 
implement all e-CRM features in the hope that some of them are what customers actually 
want. Thus, based on the reviewed literature and selection criteria, the following e-CRM 
features are hypothesised as positively related to pre-adoption customer satisfaction: 
 
1. Site customisation (news, destination offerings and other information customised 
according to the customer’s interest); 
2. Multimedia (information about the destination presented through moving pictures, sound 
and graphics, e.g., Flash animation or a streaming video); 
3. Reservation (booking and payment of the trip directly on the website); 
4. Product customisation (customised trip according to the customer’s needs, e.g., ordering 
of a king-size bed, non-smoking room, special food or different events); 
5. Support (interaction with customer support personnel, e.g., the ability to submit 
complaints, ask questions and receive help, either directly via chat or later via telephone or e-
mail); and 
6. Customer forum (interaction with other visitors on the website, e.g., via chat, to ask 
questions and get travel advice). 
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The proposed six e-CRM features are incorporated into the research model of this study as 
shown in Figure 1. 
 
Figure 1: Research Model 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Partly adapted from Bhattacherje (2001a) 
 
As mentioned, the authors hypothesise that the six selected e-CRM features have a positive 
effect on pre-adoption customer satisfaction with online tourism services in the attraction 
phase of the customer lifecycle. Furthermore, taking the view that a website is a profile of 
interacting e-CRM features, the authors hypothesise that different profiles of e-CRM features 
have a different impact on pre-adoption customer satisfaction. The e-CRM features are the 
independent variables, while pre-adoption satisfaction is the dependent variable of the model. 
The research scope of this study centres on examination of the e-CRM features that promote 
pre-adoption customer satisfaction. 
 
3. Methodology: Conjoint Analysis as a Tool for Measuring Pre-adoption Customer 
Satisfaction 
 
The essence and the strength of CA is that it reflects respondents’ trade-off choice between 
competing values and needs (McCullough 2002). Its typical application is in marketing 
research to evaluate customers’ preferences (or utility) for a product or service that does not 
yet exist, i.e., in situations where the actual customer experience is absent (Wittink et al. 
1994). Typically, these preferences concern a future product (e.g., a car) or a service (e.g., 
hotel accommodation). However, CA can be applied in any area of business and science, in 
which it is important to measure people’s perceptions or judgments (SPSS 1997). In 
marketing research, CA is regarded as a form of belief elicitation (Hoeffler 2003, Ding et al. 
2005). Given the limited familiarity of the respondents with the object of evaluation in the 
pre-adoption phase (Khalifa and Shen 2005), it is appropriate to use a belief elicitation 
approach such as CA to address customer satisfaction in the cases where the actual customer 
experience of a product/service is absent (Danaher 1997). 
 
Danaher (1997) introduced CA for measuring customer satisfaction with imaginary service 
attributes, such as flight comfort. One important benefit of the use of CA is that it considers 
interactions between chosen attributes (as in the case of e-CRM features presented on a 
website). Most recent e-CRM research evaluates e-CRM features independently of each other 
using traditional survey techniques (Khalifa et al. 2002, Khalifa and Shen 2005). However, a 
website usually represents a complex or profile of certain features that interrelate and together 
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affect the user’s overall website experience (Yang et al. 2003). For these reasons, the present 
study follows Danaher’s approach in measuring pre-adoption satisfaction (see Danaher 1997). 
Given the ability of CA to measure pre-adoption satisfaction and to consider interactions 
between e-CRM features, it is believed that this method best serves the purpose of the present 
paper. Most customer satisfaction/service-quality surveys evaluate only a single service 
scenario that a respondent has just received (Danaher 1997). In the present study, every 
respondent evaluated ten hypothetical e-CRM scenarios based on the ten-point Likert scale 
with end values between 1 (“dissatisfied”) and 10 (“very satisfied”). The instructions given to 
the respondents were aimed to explain the context of the imaginary, “would-be” buying 
situations. Consequently, the respondents were asked: “how satisfied are you, as a tourist trip 
buyer, with this website containing the following combination of features?” The respondents 
were instructed to imagine that they were searching for a trip to buy, either on the website or 
by other means, for example a travel agency. In the experiment, the websites to evaluate 
contained different profiles combined of six selected e-CRM features (see Table 3), with 
everything else (e.g., site structure, travel fares, etc.) regarded as being equal; meaning that 
the websites differed only by containing or not containing certain features. Such a design of 
the experiment allowed respondents to disregard other important dimensions, which are 
usually considered in the buying situations, and to concentrate their attention on evaluating 
the e-CRM profiles. Conjoint module software was used to analyse the data; and the discrete 
regression model was used since the attribute levels were categorical. 
 
3.1 CA-Survey Design 
 
When designing a CA-survey, the following basic steps were followed as suggested by 
Wetzels et al. (1995) and Gustafsson et al. (1999): 
 
1. Identify the number of attributes/service elements and levels: In the present study, the 
attributes are e-CRM features. The nature of CA restricts the number of e-CRM features to be 
tested. Because the number of attributes (and their levels) should be kept as small as possible 
(Gustafsson et al. 1999) and are typically no more than six (McCullough 2002, Sawtooth 
2002), the e-CRM features were limited to six. 
 
2. Let the respondents rate the attractiveness of combinations of these attributes/service 
elements: The minimum number of profiles to achieve orthogonality in this study turned out 
to be eight. This is well below the maximum of 16 profiles recommended in the literature to 
minimise respondent strain and avoid simplification tactics (Gustafsson et al. 1999). Two 
extra holdout profiles were used to check the internal validity of the conjoint model. These 
profiles are evaluated by the respondents but not included in the utility estimates (SPSS 
1997). So, as mentioned, the respondents were presented with totally ten profiles designed to 
represent ten hypothetical tourism websites (see Table 3). 
 
3. Estimate part-worth utilities (i.e., utility attached to each attribute level): This operation is 
aimed to produce the customer trade-off between the attributes/service elements. SPSS 
Conjoint calculates part-worth utilities by performing an ordinary least squares analysis of 
preference data (in this study). Part-worth utility scores are expressed on a common scale and 
add up to 100. Therefore, the analyst can determine the preference of the respondent group for 
any combination of attribute levels (SPSS 1997). 
 
3.2 Data Collection 
 
The web-based survey using a visual presentation of profiles (Sayadi et al. 2002) was used for 
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data collection. The validity of the instrument (questionnaire) was checked by a pre-test, as 
recommended by McCullogh (2002). This resulted in no significant changes to the 
questionnaire. The answers were gathered from 156 students at a large university in Sweden. 
Although, using students as respondents imposes limitations on the generalisation of the 
results (Hughes and Gibson 1991), in experimental business research the use of students for 
data collection can be justified and students can be considered suitable subjects (Remus 1986, 
Hughes et al. 1991). Additionally, students familiar with e-commerce and the Internet can 
produce meaningful data for understanding potential customers’ behaviour in an online 
context (Liang and Huang 1998, Lee at al., 2003). 
 
4. Results and Discussion 
 
The aggregate result of the SPSS Conjoint procedure is shown and summarised in Table 2 and 
Figure 2. 
 
Table 2 Summary Output Conjoint Analysis 

Figure 2: Importance Summary 

Source: The result of the SPSS Conjoint procedure, 
SPSS, Conjoint 8.0, 1997 
 
The Pearson’s R and Kendall’s tau are 
significant in all instances, indicating that the 
conjoint model fits the data well – the chosen 

discrete regression model best explains respondent preferences for the six attributes. 
Furthermore, the two holdout cards (websites # 3 and 4) show a Kendall’s tau coefficient of 
1.00, indicating a high internal validity. The positive utility value associated with the “Yes” 
levels for all the attributes (see Table 2) suggests that the optimal tourism website, according 
to the respondents, has to have all of the proposed six e-CRM features. This is also shown in 
Table 3 by the ranking of the 10 websites along their total utilities scores received. The 
“winning” profile is Card #6. 
 
Table 3 Ranking of the 10 tourism websites based on total utilities 

Rank Website # . Description/ Included e-CRM features Total Utility 

1 6 1.Site customisation, 2.Multimedia, 3.Product customisation, 
4.Reservation, 5.Support, 6.Customer community 8.5745 

2 (3)* 1.Site customisation, 2.Multimedia, 3.Product customisation, 
5.Support 6.1419 

3 1 1.Site customisation, 2.Multimedia, 4.Reservation 5.7203 
4 8 3.Product customisation, 4.Reservation, 6.Customer community 5.5857 
5 10 1.Site customisation, 3.Product customisation, 5.Support 4.9897 

Factor 
Averaged 

Importance
% 

Part-worth 
Utility 

Site customisation 14.34 No  -.4864 
Yes   .4864 

Multimedia 16.98 No  -.5761 
Yes   .5761 

Product 
customisation 20.10 No  -.6819 

Yes   .6819 

Reservation 26.62 No  -.9030 
Yes   .9030 

Support 12.73 No  -.4319 
Yes   .4319 

Customer Forum 9.23 No  -.3133 
Yes   .3133 

5.1819 
CONSTANT   

Pearson’s R = 1.000 
Kendall's tau = 1.000 
Kendall's tau = 1.000 for 2 
holdouts 

Significance =  .0000 
Significance =  .0003 
Significance =  .0000 
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6 (4)* 3.Product customisation, 4.Reservation 4.9591 
7 5 4.Reservation, 5.Support 4.4591 
8 7 2.Multimedia, 5.Support, 6.Customer community 4.4319 
9 2 2.Multimedia, 3.Product customisation 4.3053 

10 9 1.Site customisation, 6.Customer community 3.3887 
* Holdout profile – not part of the regular conjoint plan 
 
With respect to the trade-off, the results indicate that reservation (accounting for 26.62 % of 
the variation in preference) and product customisation (20.10%) are the two most preferred e-
CRM features. The highest ranking of reservation feature supports the claim that tourist trip 
buyers strongly prefer the possibility to order online (Nysveen and Lexhagen 2001). Product 
customisation has the second highest ranking, which is not surprising since this feature is 
closely related to reservation. Multimedia (16.98%) ranks third in averaged importance, which 
could be expected in a tourism service setting. Nysveen and Lexhagen (2001) argue that 
multimedia is particularly important for reducing customer risk. The customer often has no 
way of inspecting the destination in advance. A potential tourist therefore depends exclusively 
on how a destination is presented e.g., in brochures (Buhalis 1998). Multimedia has a rich 
presentation format that is able to capture the atmosphere at e.g., hotels and restaurants. This 
finding lends support to the claims in the literature that multimedia would grow substantially 
in importance with the development of IT and increased sophistication of tourism websites 
(Buhalis and Licata 2002). Site customisation (14.34%) and support (12.73%) features are 
ranked fourth and fifth respectively. The Customer forum feature has the lowest averaged 
importance score (9.23%), which means that when they have to make a choice, respondents 
are most willing to trade-off the possibility to meet other travel buyers online. The reviewed 
literature, however, hypothesises that virtual communities are important tools for building 
customer relations (Wang et al. 2002). 
 
The above preference order for the e-CRM features can also be analysed with respect to the 
three-stage consumer buying process perspective used in this study. Reservation, product 
customisation and multimedia features belong to the pre-sales and the sales stages of the 
buying process. Thus, the results suggest that a profile of e-CRM features in marketing and 
sales would give the best effect in terms of pre-adoption customer satisfaction. This result 
corresponds to the findings of Khalifa and Shen (2005), who found in an empirical 
investigation that pre-purchase and at-purchase (here pre-sales and sales) e-CRM features are 
relatively stronger in the pre-adoption phase. 
 
Table 3 gives an indication of how other websites besides the “have-it-all” alternative can be 
designed. Tourism websites # 1 and # 8 come closest to site # 6 in terms of generating pre-
adoption customer satisfaction. These two websites include site customisation, multimedia, 
reservation and product customisation, and reservation and customer forum, respectively. As 
is evident, the “next best” designs feature multimedia, customer forum and another relatively 
low-ranked feature, site customisation, but only in combination with reservation. When 
presented as the only e-CRM features on a website, customer forum and site customisation 
created the least degree of pre-adoption satisfaction. This leads to the conclusion that 
reservation can “boost” other low-ranked features. Consequently, e-CRM profiles including 
online reservation induce a relatively greater degree of customer satisfaction at the pre-
adoption stage. The same effect is visible for the support feature, though not as strongly. 
 
5. Conclusions and Practical Implications 
 
E-CRM features are proposed as an effective way of attracting customers and maintaining 
long-term relationships with them. A core pre-requisite here is that e-CRM features promote 
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customer satisfaction. However, there is little consent as to the nature of those features. The 
present study attempts to fill a knowledge gap in this area. Using Conjoint Analysis as a 
method, the study addresses the effects of e-CRM features on the pre-adoption customer 
satisfaction of online trip buyers with a tourism website. Pre-adoption customer satisfaction 
refers to the situation, when the actual usage experience of a good/service (here, a tourism 
website) has not yet taken place. The benefits of the chosen methodological approach include 
the possibility to measure customer satisfaction with a hypothetical tourism website at the pre-
adoption stage and consider interactions between chosen e-CRM features. 
 
The empirical study provides strong support for the proposed research model and suggests 
that in the pre-adoption stage, a potential tourist trip buyer can be satisfied with all the 
proposed six e-CRM features, namely website customisation, multimedia, reservation, 
product customisation, support and customer forum. Reservation and product customisation 
features are found to have the most positive effect on pre-adoption customer satisfaction with 
a tourism website. The results also highlight that different profiles of e-CRM features on 
tourism websites differ with respect to their ability to affect pre-adoption customer 
satisfaction. 
 
The study results correspond to some extent with previous findings. The prominent role of 
reservation is consistent with claims that tourism websites replace the role of a brick-and-
mortar travel agency. E-CRM profiles which contain a reservation feature have a tendency to 
create more customer satisfaction in the pre-adoption stage, compare to other profiles. It 
suggests that the inclusion of reservation into e-CRM profile could guarantee a certain level 
of pre-adoption satisfaction with a website. The same but much weaker tendency is visible for 
support feature. Similarly, multimedia is perceived as a relatively important e-CRM feature, 
which is consistent with claims that it reduces uncertainty. The low ranking of the customer 
forum feature, however, goes against propositions stating that potential tourists want to 
discuss their travel plans with other tourists, at least at the pre-adoption stage. 
 
The study provides tourism practitioners in a resource-limited situation with some clues about 
how to design a tourism-related website that can attract customers and perhaps convert them 
from online “lookers” into online “bookers”. For this reason, the authors recommend that 
tourism companies consider having at least online reservation on their websites, possibly 
accompanied by a product customisation feature (i.e., the ability to choose desired product 
attributes). Also, it is important for practitioners to consider e-CRM features not in isolation 
but rather as interacting with each other. Adding or omitting a single e-CRM feature can 
affect customer satisfaction with the other features. 
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ATTACHMENT 
 
Appendix 1:   Screen shot of a hypothetical website Tourist.com 
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Appendix 2:   Survey instructions 
 
Welcome to Tourist.com! 
 
This is a web-based survey where you can rate 10 fictitious tourism websites. Each website 
represents a company that sells trips to various destinations. 
 
While you answer the survey, imagine that you are searching for a trip to buy, either on this 
website or by other means, for example a travel agency. The price is the same but the websites 
differ by containing or not containing six different features, everything else being equal, for 
instance navigation, structure, and product information. Features that are not found on a particular 
website are shaded, as is shown in the example below. Your task is to state how satisfied you are 
with each website, as a tourist trip buyer, with the features available to you. Mark the number on 
the rating scale that best corresponds to your satisfaction. 
 
How satisfied are you as a tourist trip buyer with this website containing the following combination 
of features? (1 = dissatisfied, 10 = very satisfied) 
 
Below is an example of a website with a specific combination of features. Mark the number on the 
rating scale that best corresponds to your satisfaction. 
 

Site customization 

 
Welcome to your personal web 
page! News, destination 
offerings and other information 
are customized according to 
your interests.  

Multimedia 

 
Information about the 
destination is presented through 
moving pictures, sound and 
graphics, for example a Flash 
animation or a streaming video. 

Product customization 

 
Customize your trip according to 
your needs, for example order a 
king size bed, non-smoking 
room, special food or different 
events.  

Reservation 

 
Book and pay your entire trip 
directly on this website. 

Support 

 
Interact with customer support 
personnel. Complain, ask 
questions and receive help 
either directly via chat or later 
via telephone or e-mail. 

Customer forum 

 
Interact with other visitors on 
the website, e.g. via chat, and 
ask questions and get advice on 
travel.  
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Appendix 3:   SPSS Conjoint Output 
 
Factor   Model Levels  Label 
SITECUST  d      2     Site Customisation 
MULTIMED  d      2     Multimedia 
PRODCUST  d      2     Product Customisation 
RESERVAT  d      2     Reservation 
SUPPORT   d      2     Support 
CUSTFOR   d      2     Customer Forum 
(Models: d=discrete, l=linear, i=ideal, ai=antiideal, <=less, >=more) 
 
All the factors are orthogonal. 
 
Averaged 
Importance 

Utility Factor  

  SITECUST Site Customisation 
--  No  -.4864 

.4864  -- Yes 
    
  MULTIMED Multimedia 

---  No  -.5761 
.5761  --- Yes 

    
  PRODCUST Product Customisation 

---  No  -.6819 
.6819  --- Yes 

    
  RESERVAT Reservation 

----  No  -.9030 
.9030  ---- Yes 

    
  SUPPORT Support 

---  No  -.4319 
.4319  --- Yes 

    
  CUSTFOR Customer Forum 

-  No  -.3133 
.3133  - Yes 

    
 5.1819 CONSTANT  
 
Pearson's R   = 1.000 Significance =  .0000 
 
Kendall's tau = 1.000 Significance =  .0003 
Kendall's tau = 1.000 for 2 holdouts Significance =  . 
SUBFILE SUMMARY 
 
No reversals occurred in this split file group. 
 
 

14.34 

16.98 

20.10 

26.62 

12.73 

9.23


