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ABSTRACT 

In the aftermath of the COVID-19 pandemic, global travel patterns have changed 

significantly, requiring the hospitality sector to reassess consumer booking 

decisions in a digital, risk-sensitive environment. This study examines how price 

sensitivity, hotel policies, e-servicescape, and perceived risk influence purchase 

intention post-lockdown. Based on a survey of 482 Malaysian respondents, factor 

analysis and multiple regression evaluated relationships between constructs. Results 

show price sensitivity and e-servicescape significantly predict purchase intention, 

highlighting the importance of cost-value clarity and digital aesthetics. While hotel 

policies alone did not influence booking intention, their interaction with perceived 

risk was significant, indicating that transparent policies can reduce risk perceptions. 

The research situates consumer decision-making in the context of crisis recovery 

and extends the concept of perceived risk to hospitality websites. The results 

highlight the role of dynamic pricing, digital interfaces, and policy measurements 

in helping the rebound in tourism that may be useful especially to hotel 

practitioners and governmental personnel. Relevant to SDGs 9 and 17, this research 

highlights the importance of robust digital tourism ecosystems and offers insights 

into how uncertainty can be managed, and consumer confidence improved. 
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Introduction 

In the current digital age, technology-mediated purchase of goods and services, including hotel 

accommodation, is inevitable. Specific to travel-related purchases, online platforms are vital for information 

access, alternatives’ evaluation, and purchase of accommodation (Morosan & Bowen, 2018; Varkaris & 

Neuhofer, 2017). However, the COVID-19 crisis brought about notable shifts in travel purchase behaviour. 

Since travel restrictions were lifted, occupancy rates and hotel prices have increased (Chaturvedi, 2022; 

Glusac, 2021), indicating that an increase in demand may lead to higher costs for tourists. Certainly, pricing 

strategies impact purchase intention (Chiang & Jang, 2007; Lien et al., 2015; Luo et al., 2025); however, 

travel decisions are further complicated by heightened price sensitivity among post-pandemic tourists due 

to decreased purchasing power (Chin, 2021; Toubes et al., 2021). In the consumer goods market, well-

defined and customer-centric policies are common and vital for building trust, lowering perceived risk, and 

raising satisfaction and purchase intent (Pei et al., 2014; Oghazi et al., 2018). Such strategies are also relevant 

to hotel practitioners, where updates and realignment of policies are necessary. Previous literary works 

highlighted that policies communicate information which establishes trust, thus, influencing an individual’s 

willingness to book (Agag & El-Masry, 2016; Oghazi et al., 2018). Nonetheless, there is an underemphasis 

on how hotel policies affect purchase propensity in the post-COVID-19 context (Talwar et al., 2020). Given 
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the impact of the pandemic, various factors influence consumers’ decisions to purchase hotel rooms online 

(Kim et al., 2021). Online Travel Agencies (OTAs), which are common channels for hotel bookings, have 

been criticised for their low-level sensory engagement and e-servicescape (Jeon & Jeong, 2009; Krishna, 

2012). Although the impact of e-servicescape on purchase intention has been acknowledged, empirical 

studies examining its relevance in the post-pandemic context remain limited. Tourists are also increasingly 

cautious in their travel decisions for safety and security reasons, where travel quality certifications and 

credible ratings could potentially restore their confidence (Toubes et al., 2021). With elevated health and 

safety concerns, perceived risk becomes a crucial deciding factor for consumers (Kim & Liu, 2022; Indiani 

et al., 2015). These discussions highlight a clear gap on how price sensitivity, hospitality policies, and e-

servicescape affect consumer behaviour during the COVID-19 crisis. Thus, this study aims to address this 

gap by examining the effects of price sensitivity, hotel policies, and e-servicescape on purchase intention. It 

also investigates the association between hotel policies and purchase intention, with perceived risk as a 

moderating variable. This study contributes to both theoretical development and managerial praxis, offering 

nuanced insights into online consumer behaviour within the hospitality industry during the post-pandemic 

transition aligning with SDGs 9 and 17.  

Literature review 

Theoretical foundations 

Understanding consumer decision-making in online hotel bookings requires integrating behavioural theories 

of intention formation and risk processing. This study applies the Theory of Planned Behaviour (TPB) and 

Perceived Risk Theory to explain cognitive and psychological factors influencing tourist booking behaviours 

in the post-COVID-19 context. Behavioural intention consists of three-contiguous antecedents, according 

to the TPB: attitude toward the behaviour, subjective norms, and perceived behavioural control (Ajzen, 

1991). TPB has been widely used to predict consumer behaviour in both digital (Han et al., 2010) and 

tourism contexts (Lam & Hsu, 2006). In this study, TPB serves as the theoretical underpinning for purchase 

intention (dependent variable) which is influenced by individual and environmental characteristics that vary 

across persons and contexts. On the one hand, price sensitivity and e-servicescape relate to conveyors (in 

terms of perceived value and platform aesthetics) and may influence traveller attitudes toward hotel 

bookings. With the display of hotel policies (i.e. refund/cancellation options), the perceived control over the 

behaviour among potential customers is lowered when the barriers to action are high. Although TPB does 

not preclude the partial modelling of its antecedents (Ajzen, 2002) and since this study does not explicitly 

measure subjective norms, the model is still parsimonious without violating TPB assumptions. 

Complementing TPB, Perceived Risk Theory (Bauer, 1960; Cunningham, 1967) offers a lens to understand 

how uncertainties and potential negative outcomes influence consumer behaviour, especially in online 

settings. Perceived risk is conceptualised as a multi-faceted determinant which often includes financial, 

performance, privacy, and social risks (Jacoby & Kaplan, 1972; Stone & Grønhaug, 1993). In tourism, where 

the product is intangible and consumed remotely, perceived risk becomes an inhibitor of booking behaviour 

(Fuchs & Reichel, 2006). This study examines the moderating role of perceived risk between hotel policies 

and purchase intention. High perceived risk may limit the impact of flexible policies, while low risk allows 

policies to better influence booking decisions. 

  

Purchase decision process and the hotel industry 

Several factors that affect hotel room selection have been analysed empirically in prior research. Price has 

a strong effect on purchasing decision (Chiang & Jang, 2007; Kim & Kim, 2004; Lien et al., 2015), although 

perceived value remain an important consideration. In addition, recent technology development increased 

the significance of mobile apps in hotel booking (Boonsiritomachai & Sud-On, 2020; Luo et al., 2025). 

Further, customer communication and electronic word-of-mouth (eWOM) persist as being positive factors 

for hotel booking intentions (Liang et al., 2018), where online reviews could impact purchase decisions 

(Jiang et al., 2024). Other factors worth noting include online booking behaviour and guest satisfaction (Ali, 

2016; Huang et al., 2017) as well as hotel visitor engagement in social media (Yoong & Lian, 2019). Yet, to 

date no study has investigated the decision-making underpinning transculturation during tourism crises like 

COVID-19; where there is more reliance on digital platforms. So, the purpose of this study is to investigate 

how price sensitivity, hotel policy, and e-servicescape influence online hotel booking purchase intention. 

The influence of hotel policies on purchase intention will be moderated by risk perception. Our study makes 

a contribution to knowledge in the following manner: (1) it includes hotel policies as an independent variable 

in the model affecting purchase intention; and (2) investigates the model’s determinants within the crisis-

recovery context. Former research on online purchase intention in hotels has largely referred to quantitative 

means and emphasised the quality of platforms interacting with potential customers (Chiang & Jang, 2007; 
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Kim & Kim, 2004). However, less attention has been given to the topic of online purchase intention after 

COVID-19, as of now. Although statistics vary by region, consumer surveys highlighted that hotel rooms 

and flight tickets were the most consumed online travel products post-pandemic, revealing the resilience of 

hotel accommodation services (Statista, 2025). It is important to note that the value of the selling platform 

by itself is a weak predictor of purchase intention. Therefore, other motivational factors which attract 

customers such as aesthetics, content and interactivity (Schmidt et al., 2008) should also be considered. 

Understanding the use of digital platforms enables familiarity, which is important as it increases a potential 

customer’s probability of purchasing (Paun, 2020) and has also shown to increase purchase intention 

(Khumalo-Ncube & Motala, 2021). Considering the influence of COVID-19 on the travel and tourism 

industry, this study explores customer perspectives on the purchase of hotel services digitally by assessing 

the influence of varying factors on booking intention. 

 

Price sensitivity 

Price Sensitivity, which measures consumer reactions to price changes, affects pricing strategy and profits 

(Al-Mamun et al., 2014; Natarajan et al., 2017). Research shows mixed results on Price Sensitivity’s impact 

on Purchase Intention, with some studies indicating that increased sensitivity leads to higher purchase intent 

for value products (Bhutto et al., 2020; Hsu et al., 2017), while others show reduced intent for higher-priced 

items (Ghali-Zinoubi & Toukabri, 2019). Limited research exists on Price Sensitivity in hotel 

accommodation, though Liang et al. (2018) found that it positively affects decisions for lower-priced Airbnb 

options. After the COVID-19 pandemic, prices of goods have increased, making consumers more cost-

conscious and mindful of their spending (Khalid, 2022; PBS, 2021). Post-pandemic tourists’ reduced 

disposable income suggests that Price Sensitivity will significantly influence hotel booking intentions. 

Enhanced technology access also enables easier price comparison, potentially increasing Price Sensitivity 

(Kotler & Keller, 2016). Accordingly, it is believed that customers will likely react to reduced level of prices 

for online hotel accommodation. The following hypothesis is proposed: 

 

H1: Price Sensitivity is positively associated with Purchase Intention for hotel accommodation in 

the context of online booking 

 

Hotel policies 

Literature showed that information is crucial in communicating with consumers and shaping customer 

expectations in online transactions, especially in the consumer goods market (Kripesh et al., 2020; Park et 

al., 2005; Zhu & Chang, 2015). However, the concept of policies applies differently in the hotel industry. 

Hotel services are perishable and the display of clear policies at various touchpoints of service delivery acts 

as a communication tool to ensure the quality of services and safety of guests and employees, which is 

particularly relevant during the pandemic (Rawal et al., 2020). Hotel Policies are instrumental in developing 

marketing strategies for hotel establishments (Aksoz & Bac, 2012). While there is evidence that supports the 

positive influence of product information/policies on Purchase Intention in the consumer goods market, there 

are few research that cover these determinants in relation to online hotel booking. Nonetheless, several 

studies focusing on Airbnb have suggested that service policies positively influence customer confidence, 

thereby leading to an increased likelihood of purchase intention (Chatterjee et al., 2019; Jun, 2020). Based 

on these findings and the discussions from the literature review on hotel policies, the following hypothesis 

is proposed: 

 

H2: Hotel policies have a positive relationship with the intention to purchase hotel accommodations 

in the realm of internet booking. 

 

e-Servicescape 

“Servicescape”, a concept pioneered by Bitner (1992), suggested that the physical elements in an 

environment could influence customer or employee actions. Nonetheless, “e-servicescape” refers to the 

aesthetic appearance, functionality and layout, and financial security of an online platform that could impact 

a consumer’s purchase decision (Harris & Goode, 2010). The built online environment is important in 

engaging consumers and leading to purchase intention. Previous studies exhibited a positive relationship 

between e-servicescape and purchase intention in the context of hotel booking (Huang et al., 2017). With 

the increasing popularity of online platforms for hotel bookings, hotel managers and OTA operators must 

strategise to remain relevant, particularly given that online platforms are often the first touchpoint of a service 

experience. Thus, it is crucial to build and enhance hotels’ e-servicescape. Scholarly discussions focusing 

on the association between e-Servicescape and Purchase Intention in relation to hotel booking remain 

limited. Several conceptual studies examined how effectively built e-Servicescape can evoke positive 
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emotions and lead to desired behavioural outcomes among hotel customers (Jeon & Jeong, 2009; Lee & 

Jeong, 2012). However, only Huang et al. (2017) studied the direct association between e-Servicescape and 

Purchase Intention in the context of hotel booking. As supported by Huang et al. (2017) and the discussions 

presented in the literature review, e-Servicescape is conceptualised as the independent variable and Purchase 

Intention as the dependent variable. Therefore, based on the literature, the following hypothesis is proposed: 

 

H3: e-Servicescape shows a favourable correlation with the intention to purchase hotel 

accommodations when booking online. 

 

Perceived risk 

Perceived risk are thoughts about unknowns and potential negative outcomes in purchases (Dowling & 

Staelin, 1994). Related evidence from the cruise tourism domain also indicates that post-pandemic travel 

motivations are increasingly intertwined with risk perception and uncertainty management (Ngo et al., 2025). 

Studies have examined various risk determinants including financial, performance, and privacy risks in 

hospitality purchases (Casidy & Wymer, 2016; Jun, 2020; Lin et al., 2009). Financial risk showed the 

strongest negative influence on behavioural intention (Casidy & Wymer, 2016), with a growing awareness 

on privacy risk (Gong et al., 2023). Although face-to-face interaction in traditional stores helps reduce 

customer concerns, its absence in online platforms increases uncertainty (Lin et al., 2009). Online hotel 

booking involves higher Perceived Risk due to service characteristics like inseparability, intangibility, 

variability, and perishability (Mitchell & Greatorex, 1993). Hotel customers could not experience facilities 

before arrival, accepting risk when booking through platforms. Information asymmetry causes uncertainty 

in online hotel booking, although it is important to note that Hotel Policies on booking platforms play a 

communicative role (Moule & Giavara, 1995). Thus far, there remains limited understanding of the 

relationship between Hotel Policies and Purchase Intention, with Perceived Risk as a potential moderator. 

Although Dedeke (2016) highlights the role of website information in meeting guest needs, the study does 

not discuss how such information may reduce perceived risk in online purchases. Prior studies by Casidy 

and Wymer (2016), Jun (2020), and Lin et al. (2009) examined specific risks - financial, performance, and 

privacy. However, Park et al. (2005) approached Perceived Risk as a general factor influenced by website 

product presentation. Based on these perspectives, this study examines Perceived Risk as a general factor 

and investigates its moderating role. Hence, the following hypothesis is proposed: 

 

H4: Perceived risk acts as the moderating variable in the relationship between hotel policies and 

purchase intention 

 
Figure 1: Conceptual framework 

 

The proposed conceptual framework (Figure 1) considers Price Sensitivity, Hotel Policies, and e-

Servicescape as independent variables that directly influence Purchase Intention, while Perceived Risk acts 

as the moderating variable in the relationship between Hotel Policies and Purchase Intention. 

Research methodology 

Given that the strength of the relationships is measured using numerical data, this study adopts a quantitative 

approach (Ali, 2016; Liang et al., 2018). The population sample selected in this study was determined by 

considering the following aspects: the percentage of Malaysians who would likely travel in the post-

pandemic era, the percentage of travellers who use online booking platforms, and the population of Malaysia. 

Using the Krejcie and Morgan (1970) method, a sample size of 384 respondents was estimated. To obtain 

more robust results and considering valid response rates from prior studies, at least 480 respondents would 

be ideal for this study (Kim et al., 2006; Liang et al., 2018; Ponte et al., 2015). The main age group of the 

sample ranged from 18 to 64 years old, comprising individuals who are more likely to possess the financial 

means, knowledge, and decision-making ability to make purchases on online booking sites (Department of 

Price Sensitivity 

Purchase Intention Hotel Policies 

e-Servicescape 

Perceived Risk 

H1 

H2 

H3 

H4 
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Statistics Malaysia, 2025). The survey instrument consisted of three parts: disclaimer, demographics, and 

agreeability. The disclaimer stated this was for a dissertation study and responses would not be shared 

without permission. Demographics collected respondents’ gender, age, marital status, education, income, 

and online hotel booking usage (Cooper, 2018). The agreeability section tested hypotheses with questions 

about online hotel booking, divided into five subsections based on literature review determinants. Each 

subsection contained 7-8 questions utilising a five-point Likert scale ranging from “Strongly Disagree” (1) 

to “Strongly Agree” (5). The instrument was refined by expert validation and a pilot test before finalisation. 

Each construct in the questionnaire, comprising Price Sensitivity (PS), Hotel Policies (HP), e-Servicescape 

(ES), Purchase Intention (PI), and Perceived Risk (PR) were adapted and modified from validated scales for 

content validity and contextual relevance.  

This study employed both a pre-test and a pilot test to ensure questionnaire clarity and minimise 

response errors. All questions were marked “required” to eliminate missing values. Three research experts 

verified the questions’ clarity. Following the advice of Ruel et al. (2016), who suggested at least one 

participant for pre-testing, the process revealed areas for necessary modifications. For instance, Price 

Sensitivity question was changed from “I prefer to book from other sources if it is more expensive on online 

platforms” to “I prefer to book a hotel on the online platform if it is cheaper”. Questions under e-Servicescape 

were also modified to increase difficulty, enabling respondent-centric answers. Data analysis for this study 

was carried out using the Statistical Package for Social Sciences (SPSS). Factor analysis was conducted to 

eliminate extra data or highly correlated variables (Kothari & Garg, 2018). Multiple regression analysis 

measured the strength of relationships between independent variables and the dependent variable (Ali, 2016; 

Ponte et al., 2015; Yoong & Lian, 2019). Cronbach’s Alpha value was calculated for each factor to ensure 

that the test was reliable and consistent, with the value of at least 0.7 considered as ideal (Pallant, 2020). 

Results 

Demographic information  

The study was carried out using a sample size of 482 individuals (n=482) who responded to the online survey 

questionnaire. The sample comprised 55.8% female and 44.2% male respondents. Largely, the respondents 

were in the age group of 30-39 years (62.9%). This is followed by the age group of 40-49 years (13.9%), 18-

29 years (13.3%), 50-59 years (5.8%), and above 59 years (4.1%). In terms of marital status, 54.1% were 

unmarried, while 45.9% were married. Most respondents possessed a degree (56.0%), followed by a master’s 

degree (19.1%), pre-university/diploma (10.8%), doctorate (8.3%), and high school qualification (5.8%). 

Close to 30% of the respondents indicated a monthly household income of RM5,000 to RM7,499, while 

24.3% and 22.6% had a household income of RM10,000 and above, and RM2,500 to RM4,999, respectively. 

14.1% had a household income of RM7,500 to RM9,999, and 9.1% had a household income of less than 

RM2,500. Table 1 below presents the descriptive statistics, detailing the frequencies and percentages of each 

variable. 

 
Table 1: Descriptive statistics for demographic variables 

Demographic variable Frequency(%) Cumulative percent 

Gender 
  

Female 269(55.8%) 55.8% 

Male 213(44.2%) 100.0% 

Age group 
  

18-29 years 64(13.3%) 13.3% 

30-39 years 303(62.9%) 76.1% 

40-49 years 67(13.9%) 90.0% 

50-59 years 28(5.8%) 95.9% 

> 59 years 20(4.1%) 100.0% 

Marital status   

Married 221(45.9%) 54.9% 

Unmarried 261(54.1%) 100.0% 

Education level   

High school 28(5.8%) 5.8% 

Pre-university / Diploma 52(10.8%) 16.6% 

Degree 270(56.0%) 72.6% 

Master 92(19.1%) 91.7% 

Doctorate 40(8.3%) 100.0% 

Household income   

Less than RM2,500 44(9.1%) 9.1% 

RM2,500 – RM4,999 109(22.6%) 31.7% 

RM5,000 – RM7,499 144(29.9%) 61.6% 

RM7,500 – RM9,999 68(14.1%) 75.7% 

RM10,000 and above 117(24.3%) 100.0% 

 

Factor analysis 

In this section, the five constructs, “Price Sensitivity”, “Hotel Policies”, “e-Servicescape”, “Purchase 

Intention”, and “Perceived Risk”, were analysed through factor analysis to identify and verify the underlying 

patterns and relationships within each variable. Factor analysis is a statistical method that provides a better 
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understanding of correlations among multiple variables (Cooper & Schindler, 2012). Table 2 exhibits the 

factor loadings of all constructs in the model.  
 

Table 2: Factor loadings of all constructs in the model  
Construct Item Factor loadings 

Price Sensitivity PS1 0.620 

PS2 0.749 

PS3 0.783 

PS4 0.634 

PS5 0.693 

PS7 0.580 

Hotel Policies HP1 0.680 

HP2 0.835 

HP3 0.820 

HP4 0.696 

HP5 0.769 

HP6 0.751 

HP7 0.802 

e-Servicescape ES1 0.728 

ES2 0.759 

ES3 0.659 

ES5 0.594 

ES6 0.568 

ES8 0.586 

Purchase Intention PI1 0.823 

PI2 0.869 

PI3 0.793 

PI4 0.740 

PI5 0.827 

PI6 0.798 

PI7 0.892 

 

Price sensitivity 

Price Sensitivity consists of eight Likert-scale items. Two items (PS6 and PS8) were removed due to weak 

performance in the factor analysis. After removing these items, a single factor emerged, accounting for 

48.1% of the remaining six items’ total variance. The KMO result of 0.811% suggested that the factor 

analysis was optimal. The minimal factor loading was 0.580, which exceeded the criterion of 0.5. The six-

item mean was retained for further analysis. 

 

Hotel policies 

Seven items make up the Hotel Policies construct. Based on factor analysis, a single factor was identified 

that accounted for 58.8% of the overall variance among the seven items. The KMO value of 0.854 suggested 

that the factor analysis was optimal. The minimal factor loading was 0.680, which exceeded the criterion of 

0.5. The seven-item mean was preserved for further examination. 

 

e-Servicescape 

The construct of e-Servicescape consists of eight items measured on a Likert-scale. ES4 and ES7 were 

dropped as they exhibited the weakest correlation with the other items in the construct. A single factor was 

extracted that explained 50.2% of the total variance among the remaining items. The KMO value of 0.799 

demonstrated that the factor analysis was ideal. The minimum factor loading was 0.568, which was above 

the acceptable threshold of 0.5. The mean for the six items was saved for further analysis. 

 

Purchase intention 

Purchase Intention consists of seven Likert-scale items. The analysis found a single underlying factor, 

explaining 67.5% of the total variance. The KMO value of 0.87 suggested that the factor analysis was 

optimal. The minimum factor loading was 0.740, which was above the acceptable threshold of 0.5. The 

seven-item mean was preserved for further examination. 

 

Multiple linear regression 

To test the hypotheses, Multiple Linear Regression (MLR) was employed. Purchase Intention was set as the 

dependent variable, whereas, the independent variables included Price Sensitivity, Hotel Policies, and e-

Servicescape. MLR findings revealed that the p-values for Price Sensitivity and e-Servicescape were less 

than 0.05 (Table 3), implying that Purchase Intention depends on these two variables. The hypothesis 

proposing that Perceived Risk moderates the relationship between Hotel Policies and Purchase Intention was 

also tested using MLR. The interaction between Hotel Policies and Perceived Risk was computed, and the 

findings indicated that the interaction was significant, with a p-value less than 0.05 (Table 4). Overall, the 

results of this hypothesis testing showed that Price Sensitivity and e-Servicescape were significant predictors 

of Purchase Intention, while Perceived Risk had a significant moderating effect in the relationship between 

Hotel Policies and Purchase Intention. Table 5 and Figure 2 below display the outcomes of the hypotheses 

testing.  
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Table 3: Results from multiple linear regression 

Variables 
Unstandardised Coefficients 

Standardised Coefficients t Sig. VIF 
B SE 

(Constant) 1.356 0.225  6.032 0.000  

Price Sensitivity 0.374 0.051 0.319 7.383 0.000 1.279 

Hotel Policies 0.035 0.036 0.044 0.975 0.330 1.410 

e-Servicescape 0.310 0.051 0.296 6.040 0.000 1.647 

Dependent Variable: Purchase Intention 

 
Table 4: Results from multiple linear regression for moderator variable 

Variables 
Unstandardised Coefficients 

Standardised Coefficients t Sig. VIF 
B SE 

(Constant) 4.538 0.023  195.634 0.000  

Z_Hotel Policies 0.135 0.023 0.240 5.821 0.000 1.026 

Z_Perceived Risk -0.220 0.026 -0.391 -8.488 0.000 1.282 

Interaction_2 0.097 0.027 0.165 3.625 0.000 1.256 

Dependent Variable: Purchase Intention 

 
Table 5: Results for testing of hypotheses 

Hypotheses Moderator Beta Decision 

H1: Price Sensitivity ➔ Purchase Intention - 0.374 Supported 

H2: Hotel Policies ➔ Purchase Intention - 0.035 Not supported 

H3: e-Servicescape ➔ Purchase Intention - 0.310 Supported 

H4: Hotel Policies ➔ Purchase Intention Perceived Risk 0.097 Supported 

Note: *p<0.05; ns = not significant 

 

Figure 2: Multiple linear regression coefficients 

Discussion 

The results revealed that price sensitivity is a significant determinant of an individual’s decision to book 

hotel accommodations. Results reveal a positive relationship between price sensitivity and purchase 

intention (H1 supported), which indicates that hotel guests are more willing to respond favourably to low 

price options. This finding is particularly salient as economies are currently experiencing high inflation 

which reduces household disposable income (Khalid, 2022; PBS, 2021). This relationship is important 

because it shows that hotels must do more than maintain competitive overall pricing; they must also offer 

clearly differentiated value propositions for price-sensitive customers. The reaction of the people is strongly 

influenced by prices in the present economy. Aizenman et al. (2018) state that it may take countries up to a 

decade to catch up with the developments in the economy, highlighting the necessity for businesses to 

respond to these dynamics promptly. Cost-competitiveness allows hotels to attract price-sensitive customers 

and maintain relevance in an ever-changing market. H2 was refuted, with no significant relationship between 

hotel policies and purchase intent. Given the increased reliance on internet information, the study examined 

the effects of hotel regulations on purchasing intent. Existing studies have provided evidence that product 

information positively drives purchase intention for consumer products (Kripesh et al., 2020; Park et al., 

2005; Zhu & Chang, 2015); however, hotel policies posted on booking sites might be perceived as more 

informational rather than persuasive (Oghazi et al., 2018). The results show that hotels can benefit from 

strategic communication of policies. With policies not correlating to purchase intent, this tells us that price 

and location are likely more powerful drivers when it comes to actually executing the sale, so hotels need 

to be mindful of prioritising their marketing efforts. 

The e-Servicescape was also positively associated with purchase intention (H3 supported) in 

moderate association. These factors involve aesthetic aspects, functionality and design of the online 

platforms, and their financial safety (Harris & Goode, 2010). People appreciate visually attractive websites; 

hence, it is important for hotels to customise their service interfaces to gain a competitive edge. With the 
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travel industry heavily geared towards online booking, careful considerations and intentional design centred 

on platform appearance, functionality, and security could bring about increased consumer engagement and 

sales. Clients’ expectations for e-servicescape are high, especially during the current tech-savvy era. Hotels 

and OTAs should pay special attention on e-servicescape to satisfy their clients’ needs, particularly in a 

highly competitive online booking market. Finally, in a broader context, the results of this research highlight 

the important role of consumers’ perceived risk in the decision-making process, especially in the purchase 

of online hotel services. This study also confirms that although information concerning hotel policies is 

available on digital platforms, perception of risk can be a roadblock for customers which can lead to a 

decrease in purchase intent. This highlights the importance for hotel groups in that they need to take action 

to mitigate perceived risks and build consumer confidence. These findings are consistent with the findings 

of Zhang and Yu (2020) and further support the notion that reducing perceived risk is one of the key factors 

in enhancing purchase intention and customer loyalty. So, hotel firms should first focus on enabling 

information transparency (i.e. pricing and hotel policies), provide assurances for security, and keeping their 

policies as clear-cut and as simple as possible. This increases the chances of a sale and elevate overall 

customer experience. 

Conclusion 

The study investigates the influence of price sensitivity, hotel policies, e-servicescape, and perceived risk 

towards purchase intention in the hotel sector. The findings showed that purchase intention is positively 

impacted by price sensitivity which supports hypothesis H1, where customers respond positively to lower 

prices. The e–servicescape also has a significant impact on purchase intention, which is supposed to reflect 

a buying intention whereby attractive online platforms will boost purchasing decision (H3 supported). 

Nonetheless, hotel policies had no evidence of a significant relationship with purchase intention (H2 not 

supported). The moderating effect of perceived risk was significant in the relationship between Hotel 

Policies and Purchase Intention, indicating the necessity of risk reduction (H4 supported). This study 

advances knowledge on consumer behaviour and offers practical implications to hotels. Other ways that 

hotels can lower perceived risks are through effective communication of their policies, especially those 

related to financial security. This work sheds light on the factors affecting the purchase intention of hotel 

industry and consumer behaviour in the present digital age. The results of this research offer theoretical 

contributions and practical implications with relevance to the hotel industry. This study theoretically 

contributes to consumer behaviour literature in hospitality by contextualising purchase intention in a crisis-

recovery context. In this sense, it reinforces the value of the consumer decision process model in post-

disruption scenarios by incorporating perceived risk as a moderating variable that broadens the scope of the 

model during environmental shocks. The results also extend the servicescape literature by showing how 

purchase intentions can be influenced by e-sources (servicescapes) when a hedonic and utilitarian design of 

the digital environment reflects human-centric aesthetics and functionality despite the absence of sensory 

richness. Interestingly, this study proposes hotel policies as a new independent antecedent in online booking 

behaviour models, which conceptually establishes a strong foundation for future tourism studies on service 

transparency and policy clarity as trust-enhancing mechanisms. 

This study’s findings also shed light on the practical implications for hospitality industry 

stakeholders seeking to navigate the post-pandemic recovery landscape while aligning with global 

development priorities. First, hotels can invest in redesigning their e-service interfaces to be more visually 

appealing and user-friendly, improve their financial security measures to reduce perceived risk, and develop 

more effective communication strategies to highlight their unique selling points. By doing so, they can 

increase customer satisfaction and loyalty and ultimately drive higher sales and revenue. Secondly, for 

policymakers and regulators, the study affirms the effectiveness of current strategies for the Ministry of 

Tourism, Arts and Culture (MOTAC) in encouraging purchase intention and emphasises the need for wider 

stakeholder support and unified communication efforts. Third, price sensitivity necessitates dynamic pricing 

strategies for budget-conscious travellers through flexible models and loyalty discounts. Fourth, e-

servicescape’s importance puts forth the need to invest in aesthetic and functional digital platforms. Hotels 

and OTAs should prioritise digital transformation through responsive design, virtual tours, and AI chatbots, 

advancing SDG 9’s technological innovation goals. Fifth, while hotel policies alone did not predict purchase 

intention, their interaction with perceived risk indicates that clear policy communication is vital for refunds, 

cancellations, and safety measures. Sixth, policy-makers like MOTAC can build trust and partnership by 

promoting standardised digital policy disclosures and hygiene certifications, supporting tourism recovery 

under SDG 17. Lastly, smaller tourism businesses can leverage low-cost digital solutions like social media 

and trust seals, ensuring broader sector participation. 
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Limitations and future research suggestions 

This study revealed important findings; however, several limitations were identified. This research was 

timebound and needed to take place at a time when the easing of lockdown measures triggered off travel 

desire amongst the travelling public, which was also an era with increased use of technology and volatility 

in the economy. A bias may have been introduced due to the cross-sectional design and the use of 

convenience sampling. Longitudinal studies, with stratified random sampling that includes more of the 

population are needed for future studies. In addition, the study was an online study and the majority of 

respondents were from urbanised places in Malaysia, limiting generalisability. Future research should be 

performed in different geographical or sub-geographical areas to compare results and cultural dimensions. 

Lastly, this study was a correlational research design, and the variables were selected based on the 

importance of the variables post-COVID-19. Future research could be carried out, delving deeper into post-

purchase evaluation and understanding to what extent a customer is satisfied with the booking experience. 

This will provide a holistic view of customer travel activity and understand the top determinants that affect 

their decision-making process. Furthermore, better comprehension of the subject matter could be obtained 

by investigating adjacent areas such as friends and family recommendations, brand loyalty, and mobile 

technologies. In addition, future studies could incorporate customer experience and customer satisfaction as 

mediators linking e-servicescape and policy clarity to purchase intention and repeat booking, thereby testing 

more complete decision pathways. Investigating these variables can provide researchers and policymakers 

with a deeper insight into what determines hotel guests’ purchasing intention, thereby allowing informed 

choices relating to which digital channels and instruments that will enhance engagement with consumers. 
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