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A Research of Factors Affecting Customers’ Selection
of Online Hotel Booking Channels
He Qiuya Wan Xucai

( School of Business Administration Nanjing University of Finance and Economics Nanjing 210023 China)

Abstract: Using the first-hand investigation data and statistical methods this article discusses the differences of consum-

ers’ choice intentions of online hotel booking channel in demographic characteristics and studies the correlation between con—
sumers’ choice intentions of online hotel booking channel and influencing factors. Based on the above research regression anal—
ysis of choice intention is applied in order to explore the impact of product factors and website factors. The results show that: the
choice intentions are different in demographic characteristics of consumers and their booking experience; Consumers’ choice in—
tentions of online hotel booking channel is positively correlated with product factors and websites factors; Website service has the
greatest impact on consumers’ choice intentions of online hotel booking channel followed by website popularity transaction se—

curity hotel rates website convenience hotel reviews while website design and hotel diversity have the least impact.
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