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Abstract

This paper proposes a method of assessing hotettestin a way that may allow prediction of
first impressions of those web sites. A modeléspnted that combines the ideas of media
frames as defined by Matthes and Kohring and warkret impressions by Kim and Fesenmaier.
To obtain information regarding the utility of thisodel a small sample of older travelers’ first
impressions was gathered and a number of web pagésed for frame content. The trial run
with this sample showed that it is possible to iobteth cohesive results from potential searchers
and to classify frames consistently between rekesscIn the small sample it was found that
older people (50+) with travel aspirations did mgkéck judgments in terms of “first impres-
sion” and were favorably impressed by pages thapfied” users and appeared easy to under-
stand and navigate. There was considerable diiterbatween first impressions of the same
page, but subjects reported similar reactions ¢epavith the same frame elements.
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Introduction

IPK International (2008) has identified the takeofiphe internet as one of the four main drivers
of global travel and tourism growth. Various engaitly based reports confirm the growth and
use made of the internet in tourism and destinatiarketing by providers and travelers, and re-
inforce the importance of the internet as a mamgedistribution channel. Studies confirm that
more people are researching the internet for tnaketed information; more people are booking
travel products using the internet. The EuropeandlrtCommission (2008) fmd that

e Over 70% of USA internet users nominated the wetheis main source for travel re-
search

* More than half of internet users in France book thavel online

* Inthe UK the internet is the preferred methoddokbholidays

In the Australian state of Victoria (Tour-
ism Australia, 2008):
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a travel book and 17% from a past visit comparel 2% from the electronic media,
print media or tour operator.

» Just over half, 53% of interstate leisure visitges their information from the internet,
4% from airlines, 3% from motoring associationgarist office or travel agent respec-
tively.

Nielsen (“Aussie internet usage...,” 2008) estimaitas of the top ten uses of the internet in Aus-
tralia 44% of users will purchase air tickets amélo3will book accommodation.

The use of web sites has become a vital marketitghition channel for the tourism industry,
that enables travelers or their intermediarieggsearch, book travel, make hotel reservations and
hire a car amongst other things. The importanagesfination websites has become a given.
Given the commercial importance of web sites weldvexpect significant research to be avail
able indicating how a web site could be improvedlentified as less than ideal. Park and Gretzel
(2007) have conducted an extensive meta-analysiediterature studying hotel web site charac-
teristics and their effectiveness. They found thatmost used factors among the published re-
search community are:

« information quality,
* ease of use,

* security/privacy,

* responsiveness,

* customer service,
* interactivity,

* accessibility,

* navigation,

» visual appearance,
e personalization,

e trust,

* brand/reputation,

* incentive (in order)

Molich, Ede, Kaasgaard, and Karyukin (2004) fourat professional usability organizations
gave wildly different views of sites. In a studyraie organizations 232 out of 310 found were
only reported by one organization. Only two protdenere reported by more than six organiza-
tions.

This apparent difficulty in determining the valueaoweb site is further exacerbated by another
fact. Lindgaard, Fernandes, Dudek, and Brown (200) study investigating how quickly peo-
ple form an opinion about web page visual appeahd that the “visual appeal’ of a website is
judged within 50msecs (a 20th of a second). Thasmsegly instant response was found to match
with the opinion of the same person after longeiode of study. Kim and Fesenmaier (2008)
proposed that the more “inspiring” a web pageasrtiore likely it is to result in a favorable first
impression. They cite Thrash and Elliot (2003) whalied inspiration as a Psychological Con-
struct, where inspiration is defined as an “infosiof an idea, purpose, feeling or impulse. In the
Kim and Fesenmaier (2008) study “inspiration” patential factor that contributes to a users’
first impression formation. They go on to proptsat there is a link between inspiration and
usability with favorable first impressions and pee a “persuasion” framework. This is an im-
portant development in the literature as cleafyralamental in any communication transaction
is to “get attention” first. Therefore in termsailine destination distribution, initially thereq

ple must look further at a web site before theyelfially book a stay at a hotel or purchase an air-
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line ticket. The difference between detailed stofdg whole site as opposed to the look of a first
page is noted by O’Connor (2005). He notes thaethees conflicting viewpoints on web design,
characterized as the “aesthetic school’ and “fometiists”. One promotes the use of visual and
muftimedia elements, the other focuses on contet @esthetic appearance. In this study we
were interested in the general question of how b page designer might construct sites from the
point of view of Initial Impression. We needed itwifa way of linking what Is on a page to the
Impression created by that page. We were alsoelstied In a model that would allow a quick
meaqsurement of how pages are received by spguifips as the area of Interest (tourism sites)
has usually been segmented Into groups, oftendy ag

The Model

Part 1 - First Impressions

Work by Kim and Fesenmaier (2008, p. 8)focusesttieon “first impressions” of web pages.
They cite research indicating that inttial impressi happen very quickly

“Studies indicate that individuals form an initishpression of an object within a short period of
time: 3 seconds (Lindgaard et al. 2006); 4 secqidsser 2001); 5 seconds (Perfetti 2005); and
7 seconds (Ramsey 2004) in human-to human interactn addition, recent studies indicate that
this time span may be very brief (i.e., as shod@snilliseconds; Hotchkiss 2006) when applied
to the online context.”

Obviously if a first impression is negative it@ss likely that a person will continue with that
web site. This part of our model imagines the pdth web searcher to involve a go/no go step
as soon as a first impression is formed. Figutakgn directly from Kim and Fesenmaier. It
shows a stage called ‘primacy’ where a web searsbeld commonly stop and continue with
the next site. If this is the case the usabilityhef site is secondary to the searcher findingiiee
initially attractive.

Stage 1. Search Stage 2. Primacy Stage 3. Elaboration
[ ]
[ [

Input Return List Select First Search Leam about
Search [P of " Webnade | Impression || W within ™  Website &
Term(s) Webpages pag Formation Website Destination

I I I

Figure 1. Information search process — reproduceddm Kim and Fesenmaier, 2008, p. 4

This makes first impression a likely candidate ase#ric of interest to web site developers and
can throw some light on the "aesthetic” approadim &d Fesenmaier (2008) go on to identify a
framework that they apply to web pages to lookafaorrelation between web site characteristics
and first impression. Characteristics identifieahi a wide range of the literature were Hygiene
factors of usability and informativeness and sootemial factors, credibility, inspiration, in-
volvement and reciprocity.

Table 1 - first Impression characteristics - crdateing the factors of Kim and Fesenmaier
(2008), gives an indication of the meaning of eafcthese factors.
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Table 1: First Impression Characteristics factors fom (Kim and Fesenmaier 2008)

Hygiene factors

Informativeness Usability
INFO1 provides a variety of information USEL1 is gas understand
INFO2 provides useful information USE2 is easyse u

USE3 helps me to easily find the information |
INFO3 provides up-to-date information need

Potential factors

Credihility Inspiration

INSP1 represents the destination in an appealing
CRED1 is trustworthy way
CRED?2 represents a tourism information provigdiNSP2 helps me to be imaginative about the des-
| can trust tination
CREDZ3 represents a tourism office that will kegp
its promises INSP3 inspires me to visit the destination
Involve me nt Reciprocity
INV1 is highly interactive RECP1 offers travel blges | like to request
INV2 helps me become involved in planning my RECP2 enables me to directly contact the toufr-
trip ism office
INV3 is enjoyable/fun to plan my trip RECP 3 provideelpful customer service

RECP4 enables me to register for special offe|rs,
newsletter, personalization, etc.

The potential factors were found by Kim and Fesean{2008) to be not as important as the hy-
giene factors. They attribute this to the typeisé that the web site owner seeks to make by their
web sites. Our model would seek to determine iteifhpression of web pages from the view-
point of all of these factors.

Part 2 — Media Frames

It seemed logical to us that this outcome (some pages give better first impression than others)
requires a further measure of the constitutiomefweb page. If we can conclude “web pages
with this nature give better first impressions tiiaose with that” for a given group of web
searchers, then we can start to improve the pdgedgaard et al (2006, p. 125) attempted to
answer questions of this type for the much simpitegle issue of visual appeal and concluded:

“Our second ambition was to begin to understand wgpeecific design attributes may
contribute to visual appeal. That was too hard ¢ akt least using the method we em-
ployed here, and probably because the relationsafveen individual design features
and the first holistic impression may not be agpénas we thought.”

Since our ambition is to look at first impressi@ver a wide range of factors, we need a usable
means of identifying screen attributes. An areeeséarch that seemed to be useful was that used
to analyze communication media. In this area rebeas seek reliable conclusions about trends

in reporting of events in the media. They do tlyimbalyzing sources in terms of media frames.
The definition of a media frame that we found mes#tful was that of Reese (2008, p. 150)
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“Frames are organizing principles that are sociadlijared and persistent over time, that
work symbolically to meaningfully structure theiabworld”

If we are looking at things on a web page thauetiice a user in fractions of a second then the
idea of socially shared organizing principles see&masesting. The research team quickly found
the common existence of web elements that peoptgrezed: navigation bars, advertising ban-
ners and forms are examples. Matthes and Koh@0g§, p. 259) saw a problem with previous
research that had involved mostly subjective codinigames:

“In other words, one runs the risk of extractingearcher frames, not media frames.
This is because the perception and coding of frestieagly depend upon how the re-
searcher perceives the issue.”

To overcome this lack of objectivity they propodentifying elements, tested by interjudge reli
ability measure. Then taking these elements anahigudy them to a cluster analysis to deter-
mine the frames. In our case a frame would thea beique pattern of web page elements, and
their distribution, that appears in several webegagith similar first impressions. This approach
would appear to allow us to identify patterns efnednts that have greater impact on first impres-
sion formation. Hence a designer would have detatiformation about what is lacking in the
web page.

We therefore propose a model that identifies fgivan customer population and a given web
sector the relationship between media frames astdripression. (See Figure 2.) The actual cor-
relation would be presumed to vary between diffengires of customer and site industry so that
the correlation would need to be established attpan time for each combination. The correla-
tion could then point out to deve lopers what aspetwveb page elements would be more likely
to result in favourable first impression.

Web site analysis model

Choose domain of web site sector and customer seacto

Cluster analysi Short viewing by sample «
of patterns of desired population yields
page eIements » first impression data
yields media Relationship cal

frames be used to iden-

tify useful media
frames and pat-

terns of elements

Figure 2: A model for analysing web sites

Research design

A short experiment of interest to us was choselida a ‘proof of concept’ for this model. A
simple requirement of any web site is that peoplaiog to the front page should be encouraged
to enter the site. Our chosen industry was hatedswe chose the market of Melbourne Austra-
lia, since we have considered this industry saotprior research. This is a non-trivial tourism
market with 1,076,600 international visitors in 80®lelbourne City Council, 2007). A very

small number (20) of front pages was captured ersétime day so that we could have a variety of
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pages from a single industry, but so that showhegitto people would not be inconveniently
long.

First Impression Experiment

For our customers we chose older travelers. Tass oth to provide some contrast from other
studies of younger people and as this sector i®toes predicted as being a growing market.
Our population was a convenience sample and indladeunusual proportion of people with a
long history of international travel. It was intid that the age group bias results, but the choice
of mostly experienced travelers may also have haaffact. In our market this segment spent
over two billion dollars during 2007 and represemtegment growing at 4% annually (Tourism
Australia, 2008)

A convenience sample of 20 Australian potentialdiers was chosen ranging in age from 50 to
85 years of age. These were academics and adataistfrom the department of Business In-
formation Technology at RMIT University. These jplecare members of a university that re-
quires significant travel of all employees, ancase well traveled. A scenario was presented to
each participant:

"Dear friend (50+), look at this picture and tefle, if you had won the lottery and were about to
travel, if you would use this web site to book. Yaust do this for multiple sites and you only get 5
seconds to look at each. When | have shown itugy®ase give me an answer out of 5."

Each participant was shown a 20 web pages captmeedtored as pictures (to provide compara-
bility with Kim and Fesenmaier (2008). We selecedlsecond standard for showing web pages
to participants, chosen as a compromise between mhkearchers (3 seconds - Lindgaard et al.,
2006; 4 seconds — Kaiser, 2001; 5 seconds — Re2@6; and 7 seconds — Ramsey, 2004.) A
simple program was written to present pages fecbrds each with a manual start to each pic-
ture. This allowed sufficient time for subjectsréspond between each picture. Each web page
was rated on a Likert scale from “strongly disafitee'strongly agree” as an answer to the asser-
tion “l would use this site to book travel.” Tharpose of this first test was to see if a fairly-na
row population would have a range of reactiondéoveb sites chosen from a narrow commer-
cial field. We were also interested in seeing & #ame person reacted the same way to pages we
later decided had the same frames. The outcoriesaxperiment could never be a conclusion
about travelers as the sample is too small andypobosen. It could yield a ‘non-result’ in that

we could find that there is no variation in reacto all the web pages. This would tell us nothing
about the model. If we found variation, and if teiation was in some way linked to the nature
of the pages, then the model is worth trying irasble sized trial.

Media Frames Experiment

Each of the web pages was subjected to analysisntént frames using the method suggested by
Matthes and Kohring (2008):

“every frame is characterized by a specific patteftvariables. Conceived this way, frames are
neither identified beforehand nor directly codedhnaa single variable. Instead, the variables that
signify single frame elements are grouped togeblydnierarchical cluster analysis.”

The two researchers talked about what an elemei toe and decided that it would be better to
check each page geometrically, deciding on elen@ntse went. Elements would be anything
we saw as being @finciple that is socially shared and persisten¢ioiime, that works symboli-
cally to meaningfully structurghe page. Thatis an element that we think usergdwecognize

as an element of the page in a short period of tifiteus each page was independently assessed
as a number of coded elements. Each element wasdided in terms of the extent to which it
filled the categories of Informativeness, Usahil®redibility, Inspiration, Involvement, and Re-
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ciprocity. Each page yielded a rich table of valaeslements and their nature. Again the number
of pages and researchers is too small to draw amglusions about what frames might appear in
web pages, but the possibility of low interjudggatslity would make the model look not useful.

Results

First Impressions

The number of 20 is a small sample intended torgé@e first impression score to be compared
with the second stage of the analysis. It wadntebded to be statistically significant and no
analysis was intended within the population. Ack@nalysis was conducted to see if the sample
contained any anomalous results that might makaression score particularly suspect.

Average score first impression ranged across tee som 1.8 to 3.73. These differed from the
mean of all scores at the 95% confidence levekaiihg that the web sites were seen as being
different from each other (eliciting a significaainge of first impressions.) 47% of all responses
were negative and 30% positive with the rest unigeti

Individuals sometimes showed little variation ieithratings (rated most sites as being the same).
A second analysis was conducted that removed tiesg®nses with a range of 2 across the 20
sites. This new subset showed a variation of @eerating from 1.67 to 3.92.

Both of these results indicate that the averageifirpression response has some reliability as a
measure of how old people (please note, youngerttigaresearch team!) might have as a first
impression of a web site.

Media Frames

Two researchers decided on the nature and numlkaeraents within each web page and inde-
pendently assigned values to each from the atri®it This was done for just the 20 web sites
as an attempt to determine the practicality ofpfteess. Interjudge reliability measures were
then calculated for what frames were identifiedis helded a Cohen Kappa of 0.58, indicating
that it is possible to identify frames. Scoresenvalocated for each of the elements in the frames.
This yielded a Cohen Kappa of 0.45. A cluster as®mlvas unable to identify media frames with-
in the pages and these frames as the numbersoeesentll. The researchers were in agreement
over three attributes of page elements on suffigiages to be able to classify some pages as be-
ing higher or lower in two attributes: inspiratiand usability (Using the definitions in Table 1
above). Evenwhen the same physical element veasfidd by both researchers, elements such
as Informativeness, Credibility, Involvement, areciprocity were rated very differently across
the pages chosen. It seems that, as was foundhioyaikd Fesenmaier (2008), these are difficult
decisions.

Conclusion

The model we have presented here builds on signifivork in assessing tourism web sites and
asks the question “what is a web page made of?answer that question we have looked at an-
other area of enquiry that seeks to find meanirgdomplex world- the area of media analysis.
We see the techniques of usability analysis thdearg) slanted towards whole sites and having
some problems with consistent outcomes. Instealthwe looked at the pivotal moment of first
impression of a web site. The analysis of page® msedia frames was found to be more diffi-
cult than looking at web pages overall, but hasptitential to lead to more detailed information
of use to designers. First impressions were foonary with web sites and sufficient homoge-
neity in the small sample suggests that first impian is a valuable metric for web site develop-
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ers. Although some consistency was found in rgiiges using media frames, no frames
emerged from the analysis. A larger study woulddmpiired to allow a sensible cluster analysis.

In the small sample it was found that older pe{plet) with travel aspirations did make quick
judgments in terms of “first impression” and wea@drably impressed by pages that “inspired”
users and appeared easy to understand and naviglde. travelers were found to be impressed
by slightly different factors than those influeng students used in other studies.
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