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Abstract | This research paper aims to identify the e�ect of OTA's (online travel agencies) web services

quality on customer satisfaction and revisit intention. This study was conducted in Delhi and NCR

(Nearest Capital Region) of India. The present study tries to inspect the structural association between

OTA's web service quality, and customer satisfaction and revisit intentions based on separate constructs.

Web service quality was considered as an independent variable whereas customer satisfaction and revisit

intention were taken as dependent variables. Using the Structural Equation Model (SEM), the present

study identi�ed that web service quality signi�cantly impacted customer satisfaction and their revisit

intentions. Based on the �ndings, it has been observed that e�cient web service quality leads to an

increase in customer satisfaction with online travel agencies and travellers also intend to revisit the plat-

form. The present study o�ers a theoretical foundation and provides recommendations for improving

the web service quality of online travel agency platforms. This research paper contributes to the existing

literature by speci�cally focusing on the web service quality of online travel agencies (OTAs). While

customer satisfaction and revisit intentions have been studied in the context of various industries, this

study delves into the unique aspects of web service quality in the highly competitive and rapidly evolving

OTA industry.
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1. Introduction

Online Travel Agency (OTA) is a service provi-

ded by a travel agency to users through the Inter-

net (O'Connor, 2022). Nowadays, travellers want

to know everything about their journey. Trave-

lers research all information available on the inter-

net about their desired travel destination including

�ights, hotels, taxis, and itineraries (Yang, 2018).

The needs of travellers for customized travel arran-

gements are constant. Depending on whether the

trip is for vacation or business, they search for par-

ticular arrangements (Ye et al., 2019). A traveller

gets all this information and can book holiday tra-

vel packages, hotels, etc. on the Internet which is

OTA platform. A traveller expects excellent web

service quality from di�erent OTA platforms. Ge-

nerally, each OTA platform tries to give good web

service quality to online customers. As web service

quality includes availability, accessibility, integrity,

security, performance reliability, and regulation (Ye

et al., 2019). A company should o�er excellent ser-

vice to the customer so that they would revisit the

website and be loyal to the company. E-commerce

sites should have good system quality, information

quality, and electronic service quality for relevant

success. E-service quality, customer satisfaction,

and repurchase intention are signi�cantly associa-

ted with each other but word-of-mouth is not re-

lated to e-service quality (Al-Bourini et al., 2021).

Blut (2016) researched shopping sites in the US

and found in his research that e-service quality has

a positive e�ect on customer satisfaction, custo-

mer behaviour, revisit and repurchase intentions,

and word-of-mouth.

Web service quality refers to the quality ex-

perienced by the user of a service delivered via

the Internet by online service providers (Daaji, et

al., 2021). OTA's web service quality a�ects both

customer satisfaction and revisit intention. Cus-

tomer satisfaction depends on the perception of

the online travel users and the services they have

availed (Park, et al., 2020). If the online travel

agency users are satis�ed with the OTAs web ser-

vices, they return to use them again (Lim and Lee,

2020). The service quality di�ers signi�cantly from

physical goods quality due to the intangible, he-

terogeneous, and inseparable nature of services.

This led Parasuraman et al. (1985) to conclude

that service quality was more di�cult for consu-

mers to evaluate than goods quality; that consu-

mer quality assessment depends on a comparison

of prior expectations with perceived service per-

formance; and that the process of service delivery,

as well as the outcome of the service, was both

vital in the customer's evaluation of quality. Pa-

rasuraman et al. (1988) developed SERVQUAL,

a service quality model and assessment tool desig-

ned to incorporate these di�erences. SERVQUAL

assessed service quality along �ve dimensions via

a forty-four-question customer survey. A key ele-

ment of the original SERVQUAL was the �gap

model� of service quality, de�ning service quality

as the di�erence between a customer's expectati-

ons of service and her actual service experience.

The forty-four questions of the survey consisted of

twenty-two paired questions; the �rst question in

the pair asks the customer to rate her expecta-

tion of some aspect of the service, and the second

question asks the customer to assess their expe-

rience with that aspect. The �ve service quality

dimensions the authors derived were service tangi-

bles (e.g., the appearance of the service facility),

reliability (e.g. consistency of the service), res-

ponsiveness (e.g. promptness of reply to customer

needs), assurance (e.g. trustworthiness of the ser-

vers), and empathy (e.g., apparent personal con-

cern for the customers). Revisit Intention means

OTA users want to visit the online travel agency

platform again which services they have availed

of earlier (Kourtesopoulou et al., 2019). Revisit

intention refers to the excellent web service qua-

lity of the particular OTA platform and customer

satisfaction and customer loyalty (Tran & Chang,

2022). SERVQUAL was used in this research to

e�ectively identify gaps between customer expec-
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tations and perceptions, providing a comprehen-

sive analysis of service quality. SERVQUAL mo-

del in research provides a structured approach to

evaluate and enhance service quality, making it

a valuable tool for businesses aiming to unders-

tand customer expectations and improve their ser-

vices. SERVQUAL is a widely used framework for

assessing service quality in traditional o�ine set-

tings. It's based on �ve dimensions: reliability,

assurance, tangibles, empathy, and responsiveness.

SERVQUAL assesses customer perceptions and ex-

pectations across these dimensions to measure the

service quality gap. E-S-QUAL was Developed as

an adaptation of SERVQUAL, E-S-QUAL speci�-

cally targets service quality in an online or electro-

nic environment. It retains the �ve dimensions of

SERVQUAL but modi�es the items and questions

to suit the context of electronic services, such as

website usability, security, responsiveness to online

inquiries, etc. E-SERVQUAL model combines ele-

ments from both SERVQUAL and E-S-QUAL. It

aims to measure service quality in electronic ser-

vices while incorporating the core dimensions of

SERVQUAL. E-SERVQUAL considers the unique

aspects of electronic services while also considering

the traditional service quality dimensions. SERV-

QUAL is more focused on traditional o�ine ser-

vice quality, E-S-QUAL is speci�cally designed for

online services, and E-SERVQUAL is an attempt

to bridge the gap between both traditional and

electronic service quality measurement by incor-

porating aspects of both. Each model is tailored

to assess service quality within its respective con-

text and technological environment. E-S-QUAL

was utilized in developing the research instrument

for this study.

2. Literature review

Website quality is an important aspect of at-

tracting customers and attaining the website goal

(Hernandez et al., 2020). Website quality was vi-

ewed as a challenging, multiple-dimension cons-

truct. Good website quality and functional website

get a wide range of quality visitors (Tandon et al.,

2020). Website quality is measured as a website's

ability to provide the users to complete their goals

and intention to visit again on the website to do

same on an ongoing basis (Suryani et al., 2022).

Website quality also adds value to online buyers it

also impacts reliability and credibility which is di-

rectly connected to the purchase intention. It is a

combined term including usability of the website,

ease of use, information quality, emotional appeal,

and trust. Dhingra et al. (2020) found in the study

that website quality a�ects the consumers' trust in

the company and also it impacts the buying inten-

tion considerably. Nia and Shokouhyar (2020) and

Pind et al. (2017) found in the research that there

is considered a wide range of website quality design

features for an e-commerce system i.e. information

quality, service quality, and system quality.

The information systems and marketing lite-

rature and proposed user interactivity and web-

site design as variables of system quality; informa-

tion content and security as information quality;

and trust, empathy, and responsiveness as service

quality variables. Li and Shang (2020) summa-

rized in the study that website quality features

are measured through website structure, content,

user interface, privacy, security and safety, infor-

mation quality, etc. Numerous researchers exami-

ned various criteria for evaluating the quality of

websites. Park et al. (2007) utilized six varia-

bles�information quality, security, website functi-

oning, customer connections, response and ful�l-

ment, and appearance. System Quality is related

to customer satisfaction, retention, and loyalty in

both product and service settings. In the digital

environment world, system quality is a means of

ease of use, which is the main important charac-

teristic of system design (Omar et al., 2021). Si-

milarly, Shin (2017) stated that perceived system

quality is the term by which end-user thinks about
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the website's ease to use, reliability, accessibility,

and user interface design. Therefore, poor system

quality is due to a lack of usefulness, suitability,

responsiveness, and suitability.

The functionality of a website comprises ele-

ments that make it simple to use, such as naviga-

tion and accessibility (Albayrak et al., 2020). Nu-

merous earlier researches on the subject identi�ed

the functionality of websites as a crucial compo-

nent of e-travel services, demonstrating that it pre-

dated many consumers' behavioural objectives and

sentiments. According to research, website functi-

oning a�ects users' pleasure and strongly correla-

tes with their decision-making process when choo-

sing a website. The desire of consumers to return

and make purchases in the hospitality and tourism

industries is highly impacted by web functionality

(Kim & Kim, 2004).

Web security is the capacity of an online plat-

form to safeguard user data, maintain website re-

nown, and o�er transparent purchase processes.

Website security is one of the unique criteria that

distinguishes tourism services in the online world

from those provided through more conventional

channels (Lv et al., 2020), particularly those pro-

vided by physical travel �rms, where customers do

not have to worry as much about security. Pre-

vious research had discovered that there is more

insecurity while purchasing online (Kwon et al.,

2002). One of the most important factors in deter-

mining credibility and contentment while making

online purchases was security (W. G. Kim & Kim,

2004).

Vahdat et al., (2021) investigated in their re-

search study that easy-to-understand information

content on the website encourages users for the

initial purchase the product on the website. In-

formation quality was described as the accuracy

and accessibility of the information that a website

can provide to users). Information quality has an

extensive e�ect on the purchase intention and re-

visits intention. In a study, it was observed that

the quality information provided on websites helps

to make customers hassle-free shopping and helps

them to make product-buying decisions (Ahmad &

Zhang, 2020). This component refers to the infor-

mation provided on sites, and it can assist users in

making decisions about whether to buy products or

services, as well as in�uence their opinions about

websites. Information quality is a component of

website quality, directly impacts consumers' pur-

chasing intentions, and is also thought of as revisit

intention.

Service quality is a prominent measurement for

the website. Various types of research make use of

the service quality model or the e-service quality

model. Goutam et al., (2022) investigated in the

study that service quality is an assessment provided

by the consumers which services are provided to

them through the website. Website quality a�ects

the intention of users to use the website and make

purchase decisions from the website. Comfort, in-

terior environment, safety and people, mobile con-

venience and dependability, mobile system e�ci-

ency and availability, mobile customer service and

invoicing, and mobile security and privacy are the

service quality elements of ride-sourcing services.

It is important to focus on the service aspects to

increase purchase transactions through the websi-

tes. Customer retention and revisit intention refer

to the website's ability to engage visitors to stay,

purchase, and purchase again (Rasoolimanesh et

al., 2022). E-S-QUAL is a multiple-item scale for

measuring consumer perceptions of service quality

(Panigrahi et al., 2018). Tangibility; Tangibility

is the appearance of physical facilities, equipment,

personnel, and communication materials (Gebre-

michael et al., 2019). Assurance is the knowledge

and courtesy of employees and their ability to con-

vey trust and con�dence (Nordin & Abdul, 2021).

Responsiveness; Responsiveness is willing to help

customers and provide prompt service (Ali et al.,

2021), Reliability; Reliability is the ability to per-

form the promised service dependably and accu-

rately (Frinaldi et al., 2022). Empathy; Empathy

means caring individualized attention the �rm pro-



JT&D | n.º 45 | 2024 | 111

vides to the customer (Fang et al., 2021). Poor

service quality is given to the customers and this

leads to dissatisfaction among customers (Padma

& Ahn, 2020). A website's responsiveness refers to

its ability to satisfactorily address the queries, is-

sues, or demands of its users. Web responsiveness

included the purchase process' correctness as well

as how simple it was for users to complete. For

the web responsiveness dimension, an error-free

purchasing experience and prompt delivery were

highlighted. A website's design was thought of as

having a pleasing appearance (Humairoh & Annas,

2023). The de�nition of aesthetics, which is a no-

tion akin to visual appeal in the context of website

quality, is the synthesis of several elements to pro-

vide an overarching feeling of aesthetic appeal.

Customer satisfaction refers to how customers

feel about their level of contentment with the ser-

vices they receive or how they respond to the con-

dition of satisfaction (Khudhair et al., 2019; Ab-

dullah et al., 2023). Customer satisfaction was

de�ned as an emotion, either cognitive or a�ec-

tive, that exists throughout a particular phase of

the buying experience. Customer satisfaction me-

asures how well consumers feel that a product or

service meets their requirements and expectations.

Following the purchase of a product, buyers may

express their satisfaction in a cognitive or a�ec-

tive way. The variety of studies looking at custo-

mer happiness in the online environment, known

as e-satisfaction, has increased along with advan-

cements in technology. Customer satisfaction is

strongly correlated with posted decision experien-

ces and service quality. Customer satisfaction and

the quality of a company's services are positively

correlated, which maximizes pro�tability (Hapsari

et al., 2017). E-satisfaction, a term comparable to

the notion of happiness, was described as the de-

gree of delight with the way consumers expressed

prior purchases from a technological service (R. E.

Anderson & Srinivasan, 2003). Customer satis-

faction is largely in�uenced by time satisfaction,

comfort, accessibility, connectivity, and informa-

tion (Del Castillo Benitez, 2013). Previous studies

have found that customer retention may be in�u-

enced by consumer happiness, which is an indica-

tor of service quality (E. W. Anderson & Sullivan,

1993). Customer satisfaction is typically determi-

ned by the customer's experience and the calibre of

the speci�c service they receive. Customer loyalty

and satisfaction are correlated with and in�uenced

by the level of customer care that a company o�ers

(Al-Tit, 2015; Gholitabar et al., 2020).

An individual's willingness to return to the

same setting or location and suggest it to others

is referred to as having a revisit intention (Su et

al., 2018). Revisit intention has drawn a lot of at-

tention from researchers in recent years and is fre-

quently utilized in models of customer loyalty. Po-

sitive customer experiences are directly tied to cus-

tomer propensity to return (de Oña et al., 2015).

The relationships between service quality, image,

satisfaction, complaints, and passenger intent to

return were examined and found that there is a

signi�cant relationship between service quality and

corporate image and customer satisfaction, which

in turn promotes passenger loyalty (Yilmaz & Ari,

2017).

The COVID-19 pandemic has undeniably

reshaped the dynamics of the online travel indus-

try, potentially impacting the quality of web ser-

vices in online travel agencies (OTAs) and subse-

quently in�uencing customer satisfaction and revi-

sit intention. As global travel restrictions and sa-

fety concerns compelled a surge in online bookings,

OTAs faced unprecedented challenges in maintai-

ning service quality (Wu & Riantama, 2020). Is-

sues like �uctuating travel regulations, sudden can-

cellations, and a surge in customer inquiries strai-

ned OTA platforms, potentially impacting their

service reliability and responsiveness. This scena-

rio could have led to a decline in customer satis-

faction due to disrupted user experiences. Further-

more, the altered travel landscape might have af-

fected customers' willingness to revisit these plat-

forms post-pandemic. Understanding these shifts
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in service quality and their impact on customer sa-

tisfaction and loyalty will be crucial for OTAs to

adapt their strategies and regain trust amidst evol-

ving travel norms related to web service quality and

customer satisfaction (Sun et al., 2023; Shamsu et

al., 2022).

A few research studies on the e�ect of web

service quality on customer satisfaction and revisit

intention are summarized in table 1 below.

Table 1 | Literature review
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A hypothesis was built to test whether custo-

mer service and intent to return (revisit intention)

to OTA platforms are in�uenced by the web servi-

ces' quality.

H0: There is no signi�cant e�ect of OTA's web

service quality on (a) customer satisfaction and (b)

revisit intention.

H1: There is a strong e�ect of OTA's web ser-

vice quality on (a) customer satisfaction and (b)

revisit intention.

3. Research methodology

The present study was done in the �rst quarter

of the year 2023 with descriptive research with a fo-

cused group of online travel agency platform users.

The respondents were screened to ensure that they

remembered their last experience of using an on-

line travel agency (OTA) platform. The criteria for

respondent selection were online users, who had vi-

sited, booked, or used the service o�ered by online

travel agencies platforms, at least once during the

last six months.

3.1 Sample and data collection

For the recognition of the sample from a po-

pulation under study, the snowball sampling tech-

nique was used, which is a non-probabilistic sam-

pling technique. Based on past available literature

and an extensive review of literature, 23 constructs

for the questionnaire were developed based on an

extensive review of past literature; the construct

was surveyed. In this study, a descriptive rese-

arch design, quantitative research was conducted

where respondents were asked to put their respon-

ses on 5 points Likert scale (1 is Strongly Disa-

gree; 2 Disagree; 3 neither Agree nor Disagree

(Neutral); 4 Agree and 5 is Strongly Agree). Pur-

posive sampling, a non-probabilistic sampling ap-

proach, was employed to identify the sample from

the population under study. Given the Delhi-NCR

region's 18.35 million population, a sample size

of 1,313 was chosen, with a 95 percent con�-

dence level and a 7 percent acceptable margin of

error (MHA, 2011). Online travel agency users

from Delhi and NCR (Gurugram, Ghaziabad, Fa-

ridabad, Noida, and Greater Noida) made up the

sample unit, which included a total of 1,313 res-

ponses. The number of internet users was used

to determine this study's target group. Accor-
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ding to TRAI (Telecom Regulatory Authority of

India), Delhi and the National Capital Region have

India's highest internet penetration rate (DOT,

2018, MOT, 2019).

3.2. Questionnaire development

The survey instrument was structured into dis-

crete sections corresponding to key components

of the investigation. This tool encompassed items

that were aligned with constructs pertaining to the

dimensions of web service excellence, client satis-

faction, and the inclination towards future visits.

3.3. Development of preliminary draft

The construction of the questionnaire ensued

through a comprehensive examination of prior

scholarly literature. Formulated upon foundatio-

nal insights extracted from diverse sources such

as peer-reviewed journal articles, scholarly books,

periodicals, news articles, and online reports, the

questionnaire took shape. A preliminary iteration

of the questionnaire underwent scrutiny and vali-

dation by experts from both industry and academia

to ascertain its integrity and validity.

3.4. Talking Expert's Opinion and Validity of

the Instrument

The initial phase of this study involved eva-

luating the facial and content validity of the rese-

arch instrument. This process commenced with an

exhaustive review of pertinent literature. Subse-

quently, the instrument was presented to esteemed

�gures within the �eld, comprising both industry

experts a�liated with leading online travel agency

platforms such as MakeMyTrip, Yatra, Clear Trip,

Hello Travel, and scholarly professionals from aca-

demic institutions like IIM Kashipur and Lucknow

University. A total of six industry experts and �ve

academicians were approached to provide their ex-

pert judgments on the questionnaire.

Upon receiving feedback from these experts,

revisions were made to the instruments based on

the suggestions and feedback obtained. Following

necessary amendments, the revised questionnaire

was once again submitted to the same panel of ex-

perts for their reassessment. Items that underwent

the second review phase and exhibited a high level

of consistency across various topics under investi-

gation were deemed suitable and were subsequen-

tly included in the �nal version of the instrument.

3.5. Modi�cation of the preliminary draft

The preliminary version of the questionnaire

underwent re�nement through input from industry

experts and academics, resulting in the develop-

ment of a validation grid that integrated their re-

commendations. In survey research, the validity of

a claim, conclusion, or decision is contingent upon

its rationality, accuracy, and logical coherence, in-

dicating whether the research e�ectively demons-

trates its intended purpose. To facilitate this, a

grid question format was devised, enabling the con-

solidation of various question types into a structu-

red table. This format allows researchers to include

diverse question types, such as multiple-choice and

open-ended queries, within a single grid. A ques-

tionnaire or scale is deemed validated when it has

been meticulously formulated for use with designa-

ted respondents. This validation process necessi-

tates employing a representative sample to ensure

both reliability and validity are su�ciently demons-

trated.

Subsequently, following recommendations from

reviewers, the researcher �nalized the survey ins-

trument tailored for data collection within the tar-

get population, aligning with the objectives of the

research study.
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3.6. Users pro�le

The demographic characteristics of users, en-

compassing data such as age, gender, occupation,

and frequency of travel, are presented in Tables

2 through 5. A total of 1,313 user pro�les were

included and analysed within these tables.

3.6.1. Frequency of travel

The table provides a breakdown of user dis-

tribution based on the frequency at which they

engage in travel activities, showcasing the propor-

tional representation of each frequency category

within the studied user population (Table 2).

Table 2 | Frequency of Travel

3.6.2. Age Criteria

The table provides a breakdown of users across

di�erent age brackets, highlighting the proportio-

nal representation of each age group within the

studied user population (Table 3).

Table 3 | Users Age

3.6.3. Gender

The table provides an overview of the gender

distribution among the user base, highlighting the

proportional representation of male, female, and

users who chose not to specify their gender within

the studied sample (Table 4).

Table 4 | Users Gender

3.6.4. Occupation

The table provides an overview of the occupa-

tional diversity among the user base, showcasing

the proportional representation of users across dif-

ferent occupational categories within the studied

sample (Table 5).

Table 5 | Users Occupation

3.7. Data Collection and Administration of

Questionnaire

The �nal iteration of the research questionnaire

was implemented to facilitate the gathering of pri-

mary data from a prede�ned demographic cohort.

Data collection occurred via both o�ine and online

channels, spanning from January - June 22. The

purposive sampling method was employed to solicit

responses from the intended target audience. The

survey instrument was disseminated among indi-

viduals residing within the geographical scope of

Delhi and the National Capital Region (NCR), en-

compassing Gurugram, Faridabad, Noida, Greater

Noida, and Ghaziabad, and was easily accessible

to the researcher.

During the data collection phase, the resear-

cher utilized targeted social media advertisements

to reach users located in the speci�ed study areas,

namely Delhi and the NCR (comprising Noida,

Greater Noida, Ghaziabad, Faridabad, and Guru-

gram). The dataset was compiled from end-users
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who had engaged with online travel agency plat-

forms to make reservations for �ights, accommo-

dations, vacation packages, or other travel-related

services within the preceding six months. Moreo-

ver, these users were both residents and employed

individuals within the Delhi and NCR regions.

3.8. Online and o�ine (structured way)

A total of 1,200 questionnaires were dissemi-

nated among diverse online travel users who had

utilized online travel agency platforms for booking

travel services in the Delhi and NCR region, inclu-

ding Gurugram, Noida, Greater Noida, Ghaziabad,

and Faridabad. Among these distributed questi-

onnaires, 842 complete responses were collected,

indicating a response rate of 70.16%.

For online data collection, Google Forms served

as the primary tool. A prede�ned questionnaire

in the form of a Google Form link was genera-

ted and distributed through various social networ-

king platforms a�liated with the researcher, such

as Facebook, LinkedIn, Twitter, Instagram, among

others. Additionally, this questionnaire link was

shared within several travel-related groups on these

social networking sites. Over the course of six

months, a total of 654 responses were amassed

through the online data collection method.

The cumulative dataset comprised a total of

1,496 responses from both online and o�ine mo-

des, with 654 responses sourced from the online

medium and 842 from the o�ine medium. Post

data analysis, excluding erroneous and outlier en-

tries, a re�ned dataset consisting of 605 respon-

ses from the online mode and 708 responses from

the o�ine mode emerged. Consequently, a total

of 1,313 valid responses were deemed suitable for

subsequent data analysis.

3.9. Measures

The reliability of the questionnaire was mea-

sured by predictive analytics IBM SPSS27.0 and

AMOS23.0 were used as analysis tools to analyse

the data collected. The validity and reliability tests

have been done by spreading the developed ques-

tionnaires (with a �ve-point Likert scale) to 1313

respondents, which consist of 3 latent variables,

such as web service quality (14 observed variables

named WSQ), customer satisfaction (5 observed

variables named CS), and revisit intention (4 ob-

served variables named RI). The analysis was con-

ducted using quantitative methods with the mul-

tivariate Structural Equation Model (SEM) tech-

nique utilizing the AMOS application to measure

the real test (Table 6).

Table 6 | Observed variables
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4. Data analysis and results

The collected data of sample size 1,313 is

analysed by utilizing IBM SPSS and AMOS soft-

ware.

4.1. Reliability testing

Reliability testing was done in the SPSS 27.0

software with the help of the reliability of the tes-

ting. In the reliability testing, reliability statistics

are shown in Table 6. It means the respondents

understand the items. Cronbach Alpha has been

wildly used when the reliability of a Likert scale

needs to be checked (Table 7).

Table 7 | Reliability Statistics

4.2. Measurement model (CFA)

Examining the internal consistency reliability,

discriminant validity, and convergent validity of the

suggested model is important before doing the �-

nal analysis to assess it (Hair et al., 2019). The

preliminary investigation focused on the web ser-

vice quality of the scale structures. The validity

and reliability of the scales were heavily emphasi-

zed in this study. The �rst-order constructs in the

CFA model are web service quality (WSQ), custo-

mer satisfaction (CS), and revisit intention (RI),

and they are all validated and reliably assessed.

The CFA results showed that the data matched

the model well or with su�cient goodness of �t

(ffl2=428.13, df =196, p = 0.00, ffl2/df = 1.689,

CFI = 0.962, TLI = 0.950, RMSEA = 0.045).

After con�rming that the model �t was accurate,

the standardized factor loadings were examined.

It was found that the construct-representing items

consistently reported loading above the suggested

threshold of 0.50. The proposed model is recursive

and its sample size is 1313. Its chi-square value is

428.13. The degrees of freedom are 196, the Pro-

bability level is 0.0, the number of distinct sample

moments is 276, and the number of distinct pa-

rameters estimated is 49. To examine the corre-

lations between variables, the research study em-

ploys structural equation modelling (SEM). There

are 49 variables total in the model, with 23 being

observable and 26 being unseen. 23 endogenous

and 26 exogenous variables out of the total are

dependent and independent variables, respectively.

Through the simultaneous evaluation of observa-

ble and latent (unobserved) variables, SEM enables

the study to explore complicated correlations and

comprehend the underlying structure of the data.
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4.3. Measures of model �t

The value of GFI (Goodness-of �t indices) is

0.955 which is accepted (as per standard it should

be near to one for a perfectly �t model) and AGFI

(Adjusted goodness of �t) is 0.937 which is also

good and CFI (comparative �t index) which is

0.955 is also perfect as recommended. RMSEA

(root mean square error of approximation) values

of 0.045, less than the threshold value of 0.08,

prove that the model is �t for the proposed model.

The results are shown in Table 7, which shows the

statistically �t of the data. The value of CMIN/DF

(discrepancy divided by degree of freedom) was ob-

served as 1.689 which is less than 2.00 and it is

good (Figure 1).

Table 8 | Values of the measurement model

Figure 1 | Con�rmatory Factor Analysis Model

The measuring model was created to evaluate

the instrument's construct validity. Convergent va-

lidity and composite reliability were used to assess

the construct validity (Table 9).

In this study, the reliability of each construct

was examined through Cronbach's Alpha (Cron-
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bach's Alpha > 0.70) (Hair et al., 2019) for inter-

nal consistency, Composite reliability (CR Value ≥
0.70) is also used for internal consistency and con-

vergence validity study use Average variance ex-

plained for measuring the degree of variation cap-

tured by a construct vs. the measurement error

level (AVE Value ≥ 0.50). Table 8 study shows

all reliability and convergent indicators value sa-

tisfying the qualifying criteria for the measurement

model. The average variance explained (AVE) for

latent variable web service quality (WSQ), custo-

mer satisfaction (CS), and revisit intention (RI)

are 0.641, 0.643, and 0.631 respectively which are

greater than threshold 0.5. These values are ac-

cepted when composite reliability (CR) is greater

than 0.7 which is 0.961 for web service quality,

0.900 for customer satisfaction, and 0.872 for re-

visit intention construct.

Table 9 | Test of Reliability and Validity

To check for discriminant validity, the resear-

cher adopted the Criterion of both Fornell's and

Larcker's (F & L) (Fornell and Larcker, 1981) and

HTMT (Henseler et al., 2015). As per the F&L

criterion, the square root of AVEs for each cons-

truct (WSQ-0.801, CS-0.802, and RI-0.795) must

be greater than the inter-items correlation, which

represents that there are no issues. In this study, it

was observed that the square root of AVEs for each

construct is greater than the latent constructs cor-

relation. With discriminant validity (refer to Table

10 Part-A). This study also checked and veri�ed

criteria for discriminant validity through HTMT re-

commended by Henseler et al. (2015). To meet

this criterion for discriminant validity, the correla-

tion between items within a construct and between

constructs must be lower than the threshold limit

of 0.90. Table 10 Part-B con�rms that studies do

not have any problem with discriminate validity for

web service quality and customer satisfaction; and

web service quality, customer satisfaction and revi-

sit intention whose values are under the threshold

limit are 0.83, 0.84, and 0.81 respectively.
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Table 10 | Part A- Discriminant Assessments

4.4. Hypothesis testing

To evaluate the research hypothesis, structu-

red equation modelling (SEM) with maximum li-

kelihood estimation was applied. Covariance is the

relationship between latent variables. Web service

quality (WSQ) had a positive and signi�cant im-

pact on customer satisfaction (CS) with a stan-

dardized regression weight estimate value of 0.026

(2.6%), and a critical ratio of 15.476. This pro-

ves that web service quality (WSQ) has a positive

and signi�cant e�ect on the customer satisfaction

(CS) of online travel agency users. Customer sa-

tisfaction had a positive and signi�cant impact on

customer satisfaction with a standardized regres-

sion weight estimate value of 0.029 (2.9%), a cri-

tical ratio of 15.858. This proves that customer

satisfaction has a positive and signi�cant e�ect on

the revisit intention of online travel agency users.

Web service quality had a positive and signi�cant

impact on revisit intention with a standardized re-

gression weight estimate value of 0.024 (2.4%), a

critical ratio of 15.905. This proves that web ser-

vice quality (WSQ) has a positive and signi�cant

e�ect on the revisit intention (RI) of online travel

agency users (Table 11).

Table 11 | Path Analysis

4.5. Structural model

Further, the study examined the path estimates

and their statistical signi�cance to test the pro-

posed hypotheses. The path estimates reported

that WSQ (Web Service Quality) carries a positive

and statistical signi�cance on CS (WSQ�CS: ˛

= 0.404, t-Statistics= 15.476 p = 0.000), CS also

statistically in�uences RI (CS�RI: ˛ = 0.461, t-

Statistics= 15.858 p = 0.000). Thus, the present

study found support for the hypothesis. Results

also found that WSQ is signi�cantly in�uenced by

RI (WSQ�RI: ˛ = 0.000, t-Statistics= 0.386, p

= 0.00). Moreover, to examine the indirect e�ect

between an independent variable (IV) and a depen-

dable variable (DV), it must have an insigni�cant

e�ect (p = 0.000). The present study indicates

a partial mediating role (Collier, 2020) of custo-
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mer satisfaction in the relationship between web

service quality and revisit intention. According to

this criterion present study (Table-11) full media-

tion e�ect in between WSQ� RI (WSQ�CS�RI

[indirect e�ect] = 0.000, 95% Boot-LLCI =0.175,

Boot-ULCI =0.335) (Collier, 2020). It implies that

the role of creating a positive WSQ in the RI pro-

cess is vital. As a result, the automation of servi-

ces, through the creation of value, can positively

and signi�cantly impact the development of posi-

tive CS.

Table 12 | Mediation E�ect

Web service quality (WSQ) and customer satis-

faction (CS) positively a�ect revisit intention (RI)

and also web service quality (WSQ) has a posi-

tive in�uence on the revisit intention. This rese-

arch study supports the theory that service quality

a�ects positively customer satisfaction (Kourteso-

poulou et al., 2019), and customer satisfaction has

a mediation role between web service quality and

revisit intention (or customer loyalty) (Flores et

al., 2020); and website service quality has a posi-

tive signi�cant e�ect on revisit intention (Cakici et

al; 2019).

4.6. Discussion

The structural validity of the research model,

established through Con�rmatory Factor Analysis

(CFA) and Structural Equation Modelling (SEM),

demonstrates a robust framework for understan-

ding the relationships between web service quality

(WSQ), customer satisfaction (CS), and revisit in-

tention (RI). The model achieved a good �t ba-

sed on multiple indices (chi2/df = 1.689, CFI =

0.962, TLI = 0.950, RMSEA = 0.045), re�ecting

the coherence between proposed constructs. The

examination of standardized factor loadings vali-

dated the reliability of the measurement model,

with all construct-representing items surpassing

the recommended threshold of 0.50. Additionally,

assessments of internal consistency (Cronbach's

Alpha, Composite Reliability) and convergence va-

lidity (Average Variance Explained) surpassed esta-

blished benchmarks, con�rming the reliability and

convergence of the constructs. Crucially, discrimi-

nant validity was rigorously veri�ed through For-

nell and Larcker's criterion and HTMT analysis,

showcasing the distinctiveness between constructs.

The square root of AVEs for each construct exce-

eded inter-items correlations, indicating no issues.

HTMT analysis further con�rmed the absence of

problems with discriminant validity, a�rming the

distinctiveness of the studied constructs. The rese-

arch model exhibits strong structural validity and

robust measurement properties, ensuring a reliable

foundation for investigating the interrelationships

between web service quality, customer satisfaction,

and revisit intention in the studied context. The

utilization of Con�rmatory Factor Analysis (CFA)

in this research study o�ers a robust understanding

of the relationships between �rst-order constructs:

web service quality (WSQ), customer satisfaction

(CS), and revisit intention (RI). The �ndings in-

dicate a favourable model �t, evidenced by strong

goodness-of-�t indices such as the chi-square test,

Comparative Fit Index (CFI), Tucker-Lewis Index

(TLI), and Root Mean Square Error of Approxima-

tion (RMSEA). These indices, coupled with a chi-
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square/degrees of freedom ratio below the recom-

mended threshold, support the model's accuracy in

representing the data. Furthermore, thi study esta-

blishes the reliability and validity of the constructs

through rigorous measures. Internal consistency,

assessed via Cronbach's Alpha and Composite Re-

liability, reveals values exceeding the recommen-

ded thresholds, ensuring robustness in the measu-

rement model. Additionally, the Average Variance

Explained (AVE) values surpass the minimum cri-

terion, a�rming the constructs' convergence and

reliability. The assessment of discriminant vali-

dity, employing both Fornell and Larcker's criterion

along with the Heterotrait-Monotrait (HTMT) ra-

tio, validates the distinctiveness between cons-

tructs. These analyses con�rm that the constructs

exhibit minimal overlap, supporting the idea that

they measure unique aspects, thereby fortifying the

model's credibility. In sum, the research demons-

trates a well-�tting and reliable model, establishing

strong support for the relationships between web

service quality, customer satisfaction, and revisit

intention, substantiating the theoretical framework

proposed in the study. The results of the present

research study are aligned with the comparative

�ndings of previous studies outlined in the litera-

ture review.

5. Implications

The implications of this research study are

clubbed into two parts; the �rst is theoretical and

the other is managerial.

5.1. Theoretical implications

The present research has suggested a mo-

del enhance customer revisit towards online tra-

vel agencies platforms via improvement in web

service quality. It involves a modi�ed model of

E-SERVQUAL (user-friendliness, the e�ciency of

websites, personal need, and site organization)

which connects it to customer satisfaction and cus-

tomer revisit intention. This study o�ers new in-

sights into the mediating function of Customer Sa-

tisfaction and the direct impact of Web Service

Quality on Revisit Intention in addition to con�r-

ming the existing correlations between Web Ser-

vice Quality, Customer Satisfaction, and Revisit

Intention. This study will help the travel sector

in building e�ective marketing strategies, forming

trustworthy connections with customers, and gai-

ning a competitive edge.

5.2. Managerial implications

This study has observed how web service qua-

lity a�ects the customers' satisfaction; customer

satisfaction a�ects revisit intention and web ser-

vice quality a�ects revisit intention on OTAs plat-

forms. The �nding of this research study reveals

that OTA website developers and managers should

focus on improving the �ve independent areas of

website service quality since they have a bene�cial

impact on users' satisfaction and retention of the

site. The managers of online travel agencies that

wish to seize the travel market can bene�t from

this study. This study o�ers useful suggestions

to OTA (online travel agencies) management on

how to enhance customer satisfaction and incre-

ase the likelihood that users would return to their

platforms. Establishing a safe payment platform,

providing customer assistance services, presenting

customer reviews on the website, and displaying

the appropriate information on the websites can all

contribute to a company's reputation being built

up. According to the research, practitioners need

to develop initiatives that improve the service as-

pect for website users if they want to raise the de-

gree of customer happiness. Online travel agency

managers should pay attention to the web service

quality of their platforms. Because the desire of
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consumers to return is most signi�cantly impacted

by customer satisfaction (CS). This suggests that

in the need for OTAs to be a useful tool for revi-

siting intentions, one of the crucial elements that

they must remain focused on is customer satisfac-

tion.

6. Conclusion

Customers can discover the information nee-

ded to book packages on OTAs and revisit for the

same quickly thanks to high-speed internet and

digital technology. The OTA providers should pro-

vide highly dependable services, quick responses

to client inquiries, simple-to-use applications, and

customer focus. All of these acts would undoubte-

dly support customers' intentions to return. The

study's �ndings indicate a signi�cant correlation

between web service quality and customer satis-

faction as well as revisit intent. The OTAs plat-

form is encouraged to focus on customer happi-

ness while o�ering high-quality web services and

products to clients. As a result, it is challenging

to keep customers. For the OTAs (online travel

agency) platforms in India that adhere to nume-

rous quality factors, this research may be advised.

This study supported the hypothesis that custo-

mer service and intent to return to OTA platforms

are in�uenced by the quality of web services. The

results of this study will assist OTAs in creating

platforms that are of higher quality for users and

in better understanding the services' quality, custo-

mer satisfaction, and the likelihood of repeat bu-

siness. The outcomes of this study tell speci�c

recommendations for building OTA platforms to

boost customer satisfaction and revisit intent on

what may be made in response to the current is-

sues facing the travel industry.

7. Limitations and scope of the future rese-

arch

Here are some limitations of this study: In the

beginning, just the results for millennials in the De-

lhi and NCR region who were in the region were

analyzed. To improve the generalizability of the

�ndings, further research might be done to test

this concept in various contexts. Second, the re-

view of the literature makes it abundantly clear

that the concept of web service quality is complex.

Based on the result obtained from the research, se-

veral types of research could be examined in other

areas. The present study has geographic and time

limit restrictions. The same research study could

be done on di�erent populations and it is suggested

that the relationship between web service quality,

customer satisfaction, and revisit intention could

be researched for other industries too.
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