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Introduction and overview

This report is to provide further insight and recommendation
to stakeholders based on design research conducted by
Fhios for a price comparison feature within the Hotels.com
website. To a lesser extent, the report also covers research
based on price matching.

The primary aim of the design research is to discover the
best way to provide a price comparison and price matching
feature on the Hotels.com website that is useful and
valuable to customers whilst retaining users on the
Hotels.com website.

The primary business objectives of the Price Comparison
project are:

Encourage users to stay within the site

Increase conversion rates

Instil trust in compared prices

Increase the Hotels.com brand image

Make it easier for users to see Hotels.com prices and
the prices of the competitor

The key objective of the study is to:

e Explore the proposition of price compare and
to discover what elements might comprise a
compelling price compare experience.

The secondary aims of this research are to discover:

e How users are currently doing price comparison? For
example, do they google hotel name, already are
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familiar with price comparison sites, competitors
sites, meta search engines.

e What features are users looking for, such as a direct
comparison tool with links to other sites?

e What benefits are they looking for? Such as: saving
time, ease of use, efficiency, reassurance or trust in
the prices shown?

¢ What would make users stay on the website? What
incentives should be offered?

e How much is price a factor within the overall
decision-making process. For example, are they
looking for an overall good deal, looking for the best
price?

e Overall, what are user’s motivations and end goals?
Based on the research in order to:

e Provide recommendations for the best course of
action to stakeholders

e Determine whether or not to include a price
comparison feature

e Provide recommendations for what should be
included in the price comparison feature and how the
interface might be approached

e Provide recommendations for the best point at which
to display price comparison or hotel detail of booking
pages.



Executive summary and key findings

Price Comparison feature:

Users appreciated that price comparison made their
lives easier

Aspects of the chart were not understood

Benefits such as no booking fees or no cancellation
fees made little difference in the decision making
process

All things being equal, for the same room in the
same hotel, most participants exhibited degrees of
price sensitivity.

Price matching feature:

Generally thought of as a good concept
Participants assumed that you needed to call a
charged 0871 number however did not realize they
could bypass the 0871 number via a form

Most deemed this ‘too much work” for the reward
particularly if the price difference was only £10
Price match needs to take place before booking
Doubtful that users would take up the offer in its
current form.

Trust and loyalty:
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Did little to install more loyalty in an otherwise
unloyal marketplace

Although participants indicated trust the Hotels.com
brand and prices shown, there still a need to see the
prices “with my own eyes” suggesting a
subconscious need to double check to be sure

Independent prices from Travel supermarket was not
spontaneously recognized or appreciated.

Proceed with caution:

It must be noted however that there are areas of caution:

Users who had not completed the research phase of
their search for a hotel will leave, regardless
Tended to leave doubt in participant’s minds, as if
they had not done enough checking

Tended to trigger users to shift from potentially
finalization/ commitment mode back into research
mode

The booking page should be the last point of call or
final destination for a user who is interested in
booking a hotel

A higher proportion of users were inclined to shop
the competition after being provided links to
competitors, more than the Web QI report in 2008
suggests.

Resource limitations:

Developing a precise solution is technically
challenging and time consuming from a resource
standpoint

A high degree of accuracy would be required to get
like for like data for the exact room

It may be difficult to get live time prices from
enough competitors consistently



Recommendations:

The price comparison feature may work, provided that:

e Show prices as a total and let users assume it is an
all inclusive final price

e Hotels.com must appear to be the cheapest, within
at least a £5-£10 price difference with competitors

e The total price range/price difference should be no
more than £10 from the lowest to the highest price

e Include well-known brands were included, such as
Lastminute.com

e Avoid allowing users to link directly off to competitor

sites

The actual hotel brand should be included

Price matching need to be done prior to booking

Remove the 0871 number for price matching

Ensure prices are accurate and up-to-date

Have about 5-6 competitor listings.

Ultimately, will this feature reap the hoped for financial
benefits (reduce deflection and increase bookings)
considering the investment that will be required?

Expectations

Before conducting the study, there was an expectation that
the price comparison feature was useful to the customer
and could help the business to retain customers. The
findings and subsequent end results are of significant
interest, as it tended to cast doubt over whether the feature
actually met the business objectives.
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Design Research Findings:

Provided are some of the findings from the design research
as well as highlights of the key issues derived from the test
sessions.

Consumer behaviour and attitudes towards price
comparison

Shopping around for a better price or deal has become
prevalent and ingrained in modern society, especially as it is
easy to do on the internet.

For products such as electrical and also services, such as
insurance, comparison meta search engines have been in
existence for a few of years.

Consumers who are accustomed to searching for the best
price for other items may exhibit the same mentality when
approaching booking a room in a particular hotel.

Potential customers who already shop around on the
internet feel that this is normal and accepted practice, in
addition to this being a smarter way to shop.

It is highly likely that this type of behaviour will be more
prevalent due to increased mass market television and radio
advertising of comparison sites such as comparethemarket.
com and moneysupermarket.com (travelsupermarket.com)
being promoted to the UK consumer. There may be less of
an inclination for this type of behaviour in European
countries due to lack of media coverage.
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In this way price comparison has almost become normal.
This tends to dilute larger brands and marginalise services
such as insurance.

Additionally, for online products such as electronics and
electrical goods (laptops, digital cameras, gadgets, mobile
phones and white goods) there already exists a large
number of comparison sites and meta search engines which
perform a direct comparison of larger brands. Consumers
have come to expect

EBay is a well-known and popular auctioning site that
encourages price-lead behaviour. Subsequently, price
appears to be a main factor in addition to seller’s
trustworthiness.

Hotel searching strategies

When it came to searching or finding a particular hotel,
participants demonstrated a variety of methods.

e Start with a search engine such as Google and select
the top most relevant results

e The Google search may then trigger links to either
large travel brands or perceived trustworthy names

e Response to traditional advertising in newspapers
and other channels

e Used a previously known price comparison site or
meta search engine



e Go to well-known travel brands such as Last minute,
Expedia, and Trip Advisor and to a lesser extend
Laterooms and Opodo.

A small minority of users (2/13) were loyal to a particular
chain, for example Marriot or the Holiday Inn a part of the
InterContinental Hotels Group knowing they can obtain
discounts if they stayed with one particular brand or brands
within the group of hotels.

One savvy participant indicated a range of tactics used to
secure the best price, including using a combination of
telephoning the hotel directly for offers, using travel agents,
and waiting for a good price online due to inventory
fluctuations.

Overall time spent researching and booking a
hotel

Most users would at least spend 3-5 hours if not days and
sometimes a total of weeks researching holiday and hotels
requirements to find exactly what they wanted.

Some of these decisions were made jointly with a partner,
which added to the overall amount of time.

Participants did not seem to mind doing research on hotels,
even if this meant more time. If it meant saving money
(11/13) participants would shop further. The research is
viewed as both a “pleasure and pain”.
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Price flexibility

All participants are flexible about the price. The amount of
flexibility depended on the type of trip, location and whether
or not they wanted to treat themselves.

“I'm flexible about budget, it would depend on the
occasion, I'm generally flexible.. to give yourself a
little bit of that extra luxury”

“"We don't stick to a strict budget, were quite
flexible”

“I've booked in hotels from £25 in Thailand to £400
in New York”

Once a target price for a hotel room per night was
established, the indicated the range would be about £30
either side of this figure.

However, when they narrow down to a preferred hotel, or a
shortlist of one or two hotels, all things being equal “if it's
the same room in the same hotel” then they then would
shop around to see if they can get the hotel room at a
cheaper price.



Value benefits had little influence

Unless prompted by the tester, almost all users skipped the
value proposition messages and went straight to the
relevant data or to the price comparison matrix itself.

The proposition of no cancellation fee, booking fee or price

patch promise made little to their final decision on whether
or not to book with hotels.com or not.

Book with us, in addition to the lowest price, get peace of mind:

&  Ho cancellation fee

*  Lowest prices guarantesd
‘, Price mateh a phone call sway
& Ho booking fee

*  Secure online hooking

* Wye're just a phone call away: 0871 200 0171

Although there was little reason to suggest that these had
any impact, participants may have taking these points into
consideration had the price chart been removed form the

page.

The “No cancellation fees” may be misleading, as some
hotels do in fact have cancellation fees.

Previous familiarity with price comparison

Almost half of all customers were already familiar with price
comparison websites. Sites that were noted were Orbitz (1)
Travel supermarket (2), compare the market (1), hotwire
(1), indicating that “a lot of them compare prices”

Participants who were already with price comparison sites
would start with these sites as a primary destination, not an
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end destination. Participants who are on the Hotels.com site
should be viewed more as end destination customers.

Apart from two participants, all the other participants would
either go to comparison websites or Google the hotel
directly with the intention of comparing the price.

Participants tended to lack of loyalty to
booking/travel websites

Almost all participants lacked loyalty, which is hardly
surprising due to the nature of the travel and
accommodation industry. Installing loyalty will be one of the
on-going biggest challenges faced with Hotels.com.

“No, I'm not loyal to a particular site”

“Loyal? no.. I go to difference place,. there’s usually
the price as well”

“No loyalty exists at all”

The two price comparison versions did not tend to
encourage loyalty at all, instead casting doubt upon their
decision to go ahead and book and be more inclined to do
further research to placate any lingering doubt.



Prototype Versions

When shown the two prototype versions A (with prices) and
version B (no prices and a value matrix), participants

reactions were mixed.

ing si Independert  travelsupermarket

Booking Site Room type Per Night Booking Fee Cancellation Fee Price Match
Standard Double
-com ® Breskist Included £120 Fees Fees Mo
. Standard Double room
C . EayGlickTrave £132.
EasyClickTravel.com asy GlickTravel Bl e el 132.29 Fees Fees No
. Standard Double
- o F No
Travelocity.com * travelocity| Breskiast noluded £138.99 Mo Fees ees
Hotels.com gt‘;!gf;;?:;gi " £130 No Fees No Fees Yes
3 Standard Doubie
HotelClub.com # HotelClub)| Erosltact ot nolucied £161.13 Mo Fees Fees No
Booking.com Double Room £182.85 R Fees No
Breskfast not included
i total Fremier Double.
TotalTourist.com tourist Ereakfast not included £187.35 Fees Fees No
Booking Site Room type Availability Cancellation Fee Booking Fee Book
Stanckard Dovkole
Hotels.com B Avsilable Mo Fees * Mo Fees £139
ReserveTravel.com @® reserverane g‘r:if;:ﬁ:;:::”m Mot Avilabls Fees Fass \We price melch I:I
EasyClickTravel.com  EaryGlickTravel g‘r:fa‘:z:t?:‘:z‘;ed Avalable Fees Fees W price match
Travelocity.com * travelocity| gtigﬂf;i?:;i?w Available Fees Fees Ve price match
HotelClub.com Stanidzrd Dovbls fvsilab Ha F W price match
& HorelClub Jaehi et valbe Fees orees "
Booking.com BOOKING.COM Dolble Rooim Avsilable hlo Fees Mo Fees W price match
Ereaktast nat included
! total Fremier Double. i
TotalTourist.com Jotal o e Aveilable Ho Fees Ho Fess Ve price match

Value Matrix version B

Prototype version A (with prices shown)

11/13 participants voted for the version with prices because

they had all the figures
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" Version with prices... I trust it more,...because I'd
wanna see figures” and also “definitely this one”.. it
hasn’t got all this price match business”

Value Matrix Prototype versions B (without
prices)

Almost all participants who were shown the prototype
version without prices were inclined to question why prices
were not shown or felt it did not give them the level of
detail they needed to make an informed decision.

Incomplete data in the chart

Participants thought the booking and cancellation fees data
was missing. Rather than just have “fees” participants
indicated they needed to have the exact amount of fees.

i o Incepencert  travelsupermarket.

Booking Site Room type Per Night Booking Fee Cancellation Fee  Price Match
Standard Double .
ReserveTravel.com @ reservetravel £129 Fees Fees No
. Standerd Double room [
EasyClickTravelcom  EoryGlickTravel = 9o Dol 1 £132.29 Fees Fees No
B Standtard Dauble
T Fe No
Travelocity.com + "r_‘WE“OL—\tj Breakiast Includsd £138.99 o Fees 8es
Standerd Double ;
£ - 5 ok |
e Breakfast Inclucted D) o Fee o Fee
HotelClub.com Standard Double £161.13 o F Fe No
& HotelClub I sy oree ees
Booking.com BOOKING.COM Doble Room £182.85 Fees Fees No
Breakfast not inchiced
- total Premier Doutle:
TotalTourist.com tonrst Breskfast not nchided £187.35 Fees Fees No

Most participants indicated they would then need to go to
the competitor’s site to check what the fees are.

This tended to leave users feeling as though they have to do
more research, they were unable to make a decision,
therefore not committed to booking.




It is recommended, therefore to create a chart with only a
total fee, or put in the actual fees. However, this may be
legally and technically challenging for Hotels.com

Participants expressed a need for the total price

Almost all participants indicated they would like a total price
shown, they expressed that they would still go to other sites
if the fees were ambiguous or unknown. They would go
“just to check what the fees were”

When just one price was shown (as per travelsupermarket.
com option) participants just assumed it was the total price.
Participants did not question whether or not fees, or taxes
were included in this price.

Crowne Plaza Paris-Champs E... £231.92 =Y SUPERIOR ROOM
Star Rating (€270.00) CROWNE PLAZA HONSMOKIN...
:; __ =nue Hareeay, £233.26 lastminute.com Standard Room - Advance
£259.24 Superior
Distance from your location 2.2 miles £259.34 @Expeda.m.uh Superior

TripAdvisor Rating @@EE) £286.88 m King Or Queen Bed Superior ..
- e ey

Based on 8 traveller re Board: Bed & Breakfast

Read reviews

Travelsupermarket.com

It is recommended that there be a total price, with no
indication whether fees were included or not.
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Incorrect prices provoke a negative reaction

If prices were not accurate, then most participants would be
inclined to mistrust the site. Two participants indicated a
strong inclination to never go back to the site again.

Introducing previously unknown competitors

One of the dangers coupled with producing a price
comparison chart is that it brings to the forefront of
participants minds competitor booking sites which may have
been previously unknown.

Participants who were previously aware of comparison
websites would have already searched other sites before
arriving at Hotels.com website.

Therefore, those participants who land on Hotels.com after
exhausting all other booking sites would mean that they are
ready to book.

Charts require well-known brand comparisons

Most participants wanted to feel reassured that Hotels.com
have price matched against large enough brand sites, rather
than obscure relatively unknown sites. Last-minute, and
Expedia were at the forefront of their minds. Others
included Opodo and Lastminute.com etc. The comparison
chart needed to have the correct humber of listings, three -
four listings were deemed too few, and six listing or more
were about right.



Participants would like chart items compared
need to match

Some participants express frustration that the room type
were not an exact match, that there were light variations.
For example most participants recognised a premiere double
without breakfast was different from a standard double with
breakfast. The comparison chart needs to have the exact
matching features to be useful.

When performing competitor analysis, participants did not
comment on wide variations in room types, suggesting that
most participants tolerate a certain amount of discrepancy.

It should also be noted that the data derived from
travelsupermarket.com shows extreme variation in terms of
room types. Therefore third party data should be used with
a degree of caution.
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Room type

Standard Double
Breakfast Included

Standard Double room
Breakfast Included

Standard Double
Breakfast Included

Standard Doukle
Breakfast Included

Standard Doukle
Breakfast not included

Doukle Roarm
Breakfast not included

Premier Doukble.
Breakiast not included

Hotels.com

SUPERIOR ROOM
HONSMOKIN...

Standard Room - Advance

(%]
h=]

uperior

1]

Superior

King Or Queen Bed Superior ...
Beard: Bed & Breakfast

Travel Supermarket.com

Most participants indicated preference for the chart to have
exact room comparison on the price chart to make it useful
to participants comparing apple to apples.




Inclination to still do more checking after shown
a price comparison chart.

It is typical consumer behaviour is to shop around until
satisfied with a product and price that reflects value for
money.

After being shown the comparison chart, almost all
participants were inclined to click on one other link to a
competitor site.

The participants, who did not previously display inclination
to shop around, up until this point in the booking process
now more hesitant to book.

Instead, it triggered a need to re-check, to “still look”
because they wanted to “see with their own eyes” what the
prices on the competitor’s websites were in order to validate
that they have made the right decision.

This hesitation and need to perform further research will
only lead users away from the site and into another cycle of
research and checking on competitors and comparison sites.

There is only a slim chance at this stage for users to come
back to the Hotels.com website.

Participants would deflect for a price difference
as low as £5

Displaying the price comparison chart appeared to shift
participants into a different mode of behaviour. Although
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almost all participants indicated quite a bit of price
flexibility, within a range of less or more than £30, after
narrowing in on a particular hotel or a shortlist of hotels,
then they became sensitive about the price of that
particular hotel. Also, participants were still very price
sensitive when checking on price comparison sites.

Although most participants indicated a £10 difference would
be enough to encourage then to look elsewhere for a better
price.

“Id probably say I wouldn’t bother if its anything
between £5-£10. Anything over £10 then I probably
would check

“If the room that they had on the other site was say
£10 less and the conditions were the same, then I
would yeah ... I mean £10 is £10 I think”

“I would have gone to the other websites to see
what the booking fees and cancellation fees that’s all
I could see....if they were include there and I can see
immediately that’s what the fees are, then fair
enough, if it was £10 more and I could see, I'd just
go ahead and book it”

Only two participant indicted trust was a more overriding
factor in a £10 difference in price.

Most worryingly of all, although most (11/13) participants
would be inclined to deflect for a difference of £10, some
would be willing to shop further for a difference of £5-£6
(6/13).



“to be honest I'd book it with reserve.com”

For the sake of £5-£6 difference in price, participants
demonstrated a desire to research further in order to save
money and did not appear to mind doing more work.

The reward was worth the extra effort. Ironically, the same
participants would not put the same effort into price
matching.

Participants who leave would not be inclined to
come back

There was little incentive to come back to hotels.com after
clicking on a competitor link where the price was lower.

When asked whether they would come back to the
Hotels.com website again some participants did not indicate
they would

“It's like they’ve shot themselves in the foot... you
can't be arsed to go back and look again”

“You wouldn’t put a competitor on your website
would you?”

“It could backfire, especially if people are acting
irrationally”

Price chart layout, column titles and content

None of the participants had issues to do with the layout of
the price comparison table/ chart. It was generally seen as
clear and well laid out. However, some of the column data
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was confusing with some participants mis-interpreting the
data.

Price data supplied by third party made little
difference to trust

Participants did not spontaneously indicate they were aware
that prices were sourced from an independent third party,
travelsupermarket.com.

Of those who did notice this, it made little difference to the
perceived trust in prices nor did it provide strong
encouragement to make a booking.

Trust in prices shown

Some of the participants were either inclined to trust prices
on website, regardless of the source, until proven
otherwise.

These participants naively believed the prices shown were
accurate “because they were there” and some were aware
that companies are legally obliged to provide accurate
prices on their website.

However, the majority of participants were still slightly
sceptical about the prices shown, primarily as they
suspected that they may still hidden fees and charges
somewhere.

Highlighting that cancellation charges and booking fees
existed made participants even more wary about additional
fees that some may have simply been ignored.



A few participants expressed mistrust in hidden taxes and
charges, extra fees, or small print. Many feel these should
be simplified so that they “don’t feel like I'm being tricked”.

Independert travelsupermarket

Qrices from;  sert of moneysupermarket. com
Room type Per Night Booking Fee Cancellation Fee
‘eservelrave| stanclard Double £129 Fees Fees

Breakfzst Included
Stanclard Double Foom

. Breaktast Included £132.29 Fees Fees
Stancard Dauble
Breakiast Includzsd £138.99 Mo Fees Fees
Standard Double ' - -
Breakfast Included £139 No Fees Mo Fees
Stanclard Double £161.13 Mo F E
Breakfast not included ' nrees ees
Dauble Room £182.85 - Fees
Breakfast not included

total Premiet Doukle.

ourist Breskfast not included £187.35 Fees Fees

Prices version A

These participants indicated would still click on at least one,
if not several links to “see with my own eyes”. The doubt in
prices may have been due to the fact that the chart in
deemed incomplete, without the actual booking fee or
cancellation fee from competitors.
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Variation in price range

The large variation price range may also have been a factor
for participants, with a significant low end of £129 to the
highest price of £187.35 this £58 difference may had lead
participants to believe that a better price could be found if
they shopped around.

It is recommended that the price difference for prices on the
graph have a variation no greater than £10.

Shopping the competition

The design research appears to re-enforce the Web QI
Survey for UK and EMEA conducted in 2008. In these
reports, 25-44% of participants indicated participants would
leave the site to “shop the competition”.

When participants were presented with a price comparison
chart, almost all participants (12/13) would at least click on
the link to check the competitor’s sites, and effectively shop
the competition. A price comparison chart with competitor
links made it easier for them to do this.

Since all participants demonstrated no loyalty to an online
booking site (as opposed to a hotel chain) the likelihood of
these participants coming back to hotels.com is slim.

The price comparison feature seemed to leave participants
uncommitted, as if they had to check further to see either
whether the prices were accurate, what the booking fees or
simply as a double check.
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The feature may also change the behaviour of current
hotels.com customers who were not inclined to use price
comparison features as a first point of call

There is a distinct danger of leading participants into price
comparison, whereby at this point in the booking processes
they may have been inclined to book on the particular
hotels.

Providing links to competitor booking sites simply made the
task easier for participants to leave the site and book
elsewhere, without clear benefits to Hotels,com



hours of booking” instructions. However, they did not
realize they could bypass the 0871 number by
entering their details in the contact information form.
Participants may not have understood the message

Price matching

Although price match was a good idea,
participants found the procedure of price
matching lengthy.

Most participants thought price match was a good idea, and
that in principle they may use it.

“Pricematch? Useful yeah I cant see why not?”
“probably I would I don't see why I wouldn’t [use
this feature]”

However, when asked specifically to read the instructions on
how they would go about redeeming the offer, most
expressed reluctance to proceed with the price match offer.
Most participants deemed the process was too much effort
for the reward. It appeared doubtful any of the participants
would actually go through with the offer.

Step 1) contact us within 24 hours of hooking
Step 23 Fill outyour contact details here
Step 3 VW will either refund you the difference or cancel the reservations without penalty.

This guarantes only applies to Prepaid hotel and self catering. To learn more or to claim a guarantes, read full details hers

The price match information at the bottom of the prototype page

There are several reasons why:

¢ The 0871 number would cost them money

e Participants assumed that you needed to call a pay
per minute 0871 number to redeem the offer,
presumably because of the “contact us within 24
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“fill out your contact details here”

wake up happy
Our global sites: 5 = Prices displayed in: GBP [x

Hotels.com Price Guarantee

Prepaid hotel and self catering reservations booked through hotels.com are guaranteed to
be the lowest rate you can find.

ng rental,
atering reservation
v nalty. This

guarar p o Pre el and i} L o claim a
quarantee elow

FAQ - Frequently Asked Questions
What are the requirements for claiming the Best Price Guarantee?

You must have already booked a prepaid reservation.

The completed Best Price Guarantee form must be submitted within 24 hours of the confirmed
bocking

The lower rate must be available for booking with identical specifications of the original request
(e.q.: same hotel, same date and same room type

If 1 am able to confirm a lower rate, how do | contact you?

Fill out the on-line Best Price Guarantee form

How is my credit issued?

Creditis issued directly to the credit card provided atthe time of booking. The creditwill usually

appear on your statement within 7-10 business days.

Hotels.com Best Price Guarantee: Request Form

Price Match Flease il out the form completely. Allfislds ars raquired in orderto process your requast
Guarantesd to be the lowest rate you can find. Found a [ower rate, we can price match inthese easy steps: vourtame Email”
Daytime Phone * Evening Fhone *

Date of Stay (dd/mm The Hotels.com price *

The lower price you found * Source of lower price (i.e. website name).

Additional Comments *

bmit |

Book online or
0871200 0171

call

MT

Screenshot of the Hotels.com actual price match offer full

information page (July 2009)




e It should be noted that interested users who clicked
though instructions would most likely read the full
procedure for redeeming the offer.

Reaction to the 0871 number were generally negative,
with 10/13 participants expressing emotions ranging
from annoyance to disgust.

One participant indicated he would not call the number
out of principle. It was viewed that the call would cost
them money to call, and that participants mentally
included the cost of the call to weigh out the benefits.

“£10 difference, that telephone number, you don’t
know how much it would cost, you’d have to weight
it up”

e The entire price match process appears quite
difficult to do.
Price match is viewed an unnecessary and time-
consuming activity, even after having read the
process. The majority of participants thought it was
too much effort for apparently the difference of
either £5 or £10. They believed that Hotels.com
should just have lower if not the lowest prices.

“That’s a hassle for me. Over £10? That a bit
long winded for me”

“Its not useful, I would not use it”

e Participants believed that after they had
booked the site, that they did not need to check
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further for prices or cheaper prices with which
to price match to.

Participants would be indecisive up until the booking
process. However after the booking had been made,
participants tended to experience a sense of relieve
that the task was over and therefore stop looking.

11/13 participants indicated they did not need to
cancel a hotel booking once made “why would you
book and have to cancel it 24hrs later?”

Participants were perplexed as to why anyone would
commit to booking a hotel, pay for it, and then
cancel the booking 24 hours afterwards, especially
considering they had spent hours researching the
best hotel.

2/13 participants indicated “that’s what insurance is
for”

Price match redemption time of 24 hours
insufficient.

Some participants assumed they had about a week
in order to redeem the price match offer. Participants
who were aware of the time for price match offer
indicated that 24 hours was insufficient time. The
period needed to be longer to be useful.

A certain amount of skepticism exists in price
match or guarantees

Most participants wanted to have all the information
with which to make a final decision, such as booking
and cancellation fees.



Other participants also suspected there were extra
fees, such as taxes and hidden conditions “what’s
the small print?”

e Allow price match to be performed before
making a booking.

Participants do not want to book on one site (which
effectively meant that they have made a real
commitment) then have to cancel and rebook
through Hotels.com.

Participants indicated that the process needs to be
simplified.

The general indication is that they should be able to
call Hotels.com before making a booking, inform the
telephone operator where the cheaper price is and
then they book it at the same price immediately over
the phone.
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Version A: prototype price match message

The majority of participants (10/13) understood the price
match in the prices version A. The hover over message was
read and generally understood to mean “exactly what it

says”

Booking Fee Cancellation Fee Price Match

Fees Fees Mo |

- re o =

Mo Fees Mo Fees ves QUi

Mo Fees Fees I
We match the prices of competi- ——

Feas Fees tors. Ifyou have found a lower I
rate, We can match this price find

Fees Fees out more I

Prices version A (Prices shown version)

Cancellation Fee Booking Fee

Book

Mo Fees * Mo Fees £139
Fees Fees Wi price match |:|
Fees Fees Wig price match |:|
Fees Fees Wi price match |
Fees Mo Feas Wi price match |
Mo Fees Mo Fees Wi price match |
Mo Fees Mo Fees e price match |:‘

Prices version B (Value Matrix no prices)
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The second version caused much more confusion over what
was being price matched

Lack of clarity around what is being price
matched

Some participants (4/13) were confused initially with the
price match on the second prototype version B, where price
match was presented in multiple columns. This Value Matrix
version had the same message when you hovered over the
“We price match” link.

The two points of confusion are:

e Some thought that it meant the competitor also had
a similar price matching policy.

e Some thought that the price matching was only
available to the hotels listed in the price comparison
chart. “It is price match against hotels here or all
hotels?”



Conclusion:

Price comparison needs to be approached with a certain
degree of caution. The two strongest arguments against
providing this feature are:

11/13 participants would defiantly deflect for a price
difference from £10 to £20. However the more
worrying trend is that a high proportion who would
deflect for as little as £5 difference. They would
choose the lowest price on the chart (£129). This is a
concern, as it suggests that none of the benefits that
Hotels.com provides made any difference to their
attitude or behaviour nor did it influence their
decision making

After being shown the chart, participants who may
have been previously inclined to book with
Hotels.com appeared to shift into price sensitivity
mode and exhibited uncommitted behaviour. They
doubted their decision to go ahead, but instead want
to double check prices again, go through another
cycle of research and potentially link off to a
competitor site.

Other reasons include:

Participants either indicated familiarity with existing
price comparison shopping sites (compare the
market, travelsupermarket, orbitz) or experience in
obtaining better prices for hotels through other
means
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Comparison shopping is part of the overall
accommodation booking/travel process and
Hotels.com can't influence, change or prevent this
behaviour

Uncommitted users will leave the site if they have
not yet completed their overall research and arrived
at a final decision making point

Potential customers are not loyal by nature,
therefore having a price comparison feature would
not encourage further loyalty

None of the price comparison variations shown to
participants appears to have any impact on
influencing this mentality or changing “shop the
competition” behaviour

In the Web QI 2008 reports, 25-44% of UK
customers would leave Hotels.com to shop the
competition anyhow. From the test sessions, 12/13
participants or the majority of customers indicated
they would still shop the competition if provided a
comparison feature that linked directly to
competitors. This is a significantly higher number
percentage who would be inclined to either leave the
site than the Web QI figures suggest

The comparison chart did little to instil more trust in
the Hotels.com brand

Participants who were already familiar with price

comparison sites or meta search engine (such as

kayak) would start with comparison websites as a
primary destination, not an end destination.



Hotels.com customers should not be encouraged to
doubt any decision to proceed, check prices further
to reaffirm prices, or click away to competitors sites,
potentially never returning

Price comparison may introduce customers to a
range of comparison websites that they would not
have previously heard of such as Reservetravel.com
and Hotelclub.com etc

The prices must be accurate or else customers will
never come back to the site

The recommended solution needs to be precise, for
example the rooms need to match each other, and
prices need to be correct and up-to-date. This is
technically challenging for Hotels.com and requires
substantial developer resource and investment

Hotels.com may not be able to obtain prices from
competitors in the same way it is available to third
parties such as hotelscombined.com or
travelsupermarket.com

It is not advisable to obtain data from third party
suppliers (for example travel supermarket) because:

o The actual unbiased results cannot be
controlled. Therefore we may get lesser
known brands such as Reservetravel.com

o We may not be able to request larger well-
known brands, such as Lastminute, Expedia,
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Opodo etc, especially if they are unavailable
for that particular hotel)

o The results list may include as little as 1
listing to an average of 4 listings which is
deemed to be too low to be useful for a
comparison feature

o The price range/variation is likely to be high
(more than £10) on the 6 top listings.

Price matching is deemed by almost all participants
as too much effort for the reward.



Recommended Modifications:

Should the price comparison feature be included, there are
several change and modifications that are recommended:

Price Comparison Recommendations:

e Hotels.com needs to appear to be the cheapest price.

It is recommended that competitors with higher
prices are displayed

e Prevent customers from linking to competitors
websites as this will only distract them

e Prices must be up-to date and accurate if actual
prices are displayed

e Prices must be simplified with only a total price,
preferably inclusive including taxes, booking and
cancellation fees)

e All rooms should be exactly the same type, to reduce
user frustration

e Give users room type options for example, prices for
superior double. Included in this version is a column
for “Other rooms”

e Display price match in separate column

e Display a price range variation of only £10 (or
equivalent per localised market segment)
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e Include the price of the hotel itself, for example, the

Crowne Plaza.

wake up happy

Our global sites: SE& (7 Prices displayad in: GBP [=

Crowne Plaza Paris Republique
10 Place De La Republique, Paris 75011 France

Guestrating 8.4 [l Meighbourho

P Change your search: Paris, France | 22i08/2009 - 30608/2008 | 1 room | 2 adults

Compare & Save!

Price
Booking Site Room type Other Total

Rooms Match  (inc fees)

Standard Double Other - [
LeteEcon Breskiast Inclisd Rooms Yes £139 Hook

" Stancard Doukle room Other e
Expedia @) Expedincouk [ DOEE T ER o £139
©om  Standerd Dodble Mo
Ehookers ebookers  TUEE 3008
Crowne ; Stanciard Double Other
ROWNE PLAZA AL
Plaza cro Breakiast Inclided Rooms - 1035
i i Standard Doublz Qther Ho
Lastminute lastminute.com Sordardboie o SRE £141.25
wn
Standard Double Mo £141.25
D CPOdo Breakfast Included

Standard Double
Laterooms _ Breakfast Included e £145.35

Cancellation Policy

* The Crowne Plaza Cancellation Policy

Wje understand that sametimes plans fall through. We da not charge a change ar cancel fee. However, this
propery (The Royal Trafalgar) imposes the following penalty to its customers thatwe are required to pass on.
Cancellations or changes made afier 12:00 AM (GMT Standard Time) on Aug 28, 2008 are subjectto a 1 Night
Room & Tax penalty. The property makes na refunds for no shows or early checkouts.

Policies can vary per room type. Please also read the room cancellation policy.

Baok anling of call 0871200 0171 =

[

per room
per night

Baok with us, in addition to the lowest price,
get peace of mind with:
& Wenonot charge cancellation fees
& Price match s a phone call avay
& o booking fee
Lowesst Prices guarantesd
We're just 2 phane call sway: 0671 200 0171
Secure online booking

Ads by Google

Over 40,000 hotels in 70 courtries. Save up to 75%. Book
o
v astminute cam

Free Breakfast Bar Book Direct & Save. Official She
e hiexprass.co uk

Design recommendation (Full Page)



Price Match Recommendations: e The existing cancellation message states “no
cancellation fees”. This needs to be changed to “we
e Price matching needs to work in simpler way if do not charge cancellation fees”.
customers are to take up this offer

. . . wake up happy
e Simply the wording for price match

Ourglobal gites: 55 (=] Prices displayed in: GBP [+ Book onling ar call: 0871200 0171 &

. . . ) ) Fexg
e Review the overall process to make it easier for Crowne Plaza Paris Republique

User'S by: Guestrating 8.4 [l (eighbourhood age 6.4

(] A“OW pr|Ce matCh to occur before users commit P Change your search: Paris, France | 2008/2000 - 30/08/2008 | 1 room | 2 adults

per rooim
e right

to booking and payment Compare & Savel

Book with us, in addition to the lowest price,

Booking sites get peace of mind with:
: Total @

. - Other Frice & Wenonot charge cancellation foes
e Allowing customers to telephone operators and Baoking Site roomupe Rooms  Malch  (ncfees & price mateh o & phons al vy
h h . h b .t h th h . Hotels.com o v Og‘:”"qs Yes £139 Boo & Mo booking fee
sSnow whnich webpsites nas the cheaper price. ) - Lowest Pices guaranteed
p p Expedia (@) Expedia.couk Sfilﬁf;i?:;ﬁifm H :’["’res"ﬁgn L'gg”;;?ﬂsd‘;"‘mrg?“" “Wiere just a phone call away: 0671 200 0171

----- Standard Double fate, W can match this price find Seoure online kooking

Breakiast Included

out more —
1 Ci
e Telephone operators should have the authority to P clowneruze Sodiol Ny oo
be able to ma ke a booklng on the Spot Lastminute lastminute.com SMTATORe, S‘nhnis e #141.25 Over 40,000 hetels in 70 countries. Save up to T5%. ook
oo ""opodo et N sutzs it o

e - B o e
e Provide extra incentive to book through e Bt S S
Hotels.com (such as £10 off the next booking)

Cancellation Policy

* The Crowne Plaza Cancellation Policy

= Ve understand that sometimes plans fall through. We do not charge a change or cancel fee. Howrever, this
e Provide a local rate telephone number for Dropty T oyl Ty oo M ol Banal o et et we e ol 125 o
. Cancellations of changyes made after 12:00 A (GWT Standard Time) on Aug 28, 2008 are subjectto a 1 Night
red eem I n g . Room & Tax penalty. The propery makes no refunds far no shows or eatly checkouts,

Policies can vary per room type. Please also read the room cancellation policy.

e Display the price match benefits as a tag for

Hotels.com Design recommendation: (with price match hover over

explanation tag)
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Guidance for stakeholders:

It is strongly recommended that Hotels.com review its
strategy to provide a direct comparison feature on its
website. This is based on actual observations, reviewing the
test sessions and from the report provided by Fhios.

Although the project was approached with an open mind
and with a hope that it will be successful, the design
research tended to cast doubt over whether the feature will
actually met the business objectives.

It is clear from the research that Hotels.com must appear to
be the cheapest option for potential customers to convert.

The price comparison may be successful if the prices on

Hotels.com are consistently the lowest price indicated by its
position within the price comparison chart.
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In summary:

In conclusion, price comparison may not have lived up the
expectations that the project was designed for. It was
envisaged that the next phase of the project is actual
design.

However, for the reasons previously noted, the business
may find that the overall objectives were not satisfied.

The business may find that it may not gain any of the hoped
for benefits that price comparison and match would bring,
such as encourage loyalty, install trust, retain customers on
the site or increase bookings.



Appendix:

List of participants:

The following provides an overview of the participants:
e Customer group:
e 2 Empty Nesters
e 2 Business travelers
e However, one of the participants who was
listed as ‘couple without children’ did also do
business travels.
e 6 Couples without children
¢ 3 Families

¢ All used the internet every day
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¢ All had made a hotel booking online within the last 6
Months

¢ All had paid online hotel bookings using a credit or debit
card

Gender:
¢ 4 Males
¢ 9 Females

Age range:

e 6 between 25 and 30
¢ 4 between 31 and 45
e 3 between 46 and 65

Household annual income:

e 7 earned between £40,100 and 50,000 yearly
¢ 3 earned between £50,100 and 60,000 yearly
¢ 3 earned between £80,100 and 90,000 yearly



Our global sites: 5i3 ¥ Prices displayed in: GBR )

Crowne Plaza Paris Republique
10 Place De La Republique, Paris 75011 France

AA kA | Guestratings 4 [l (veighbourhood average 6.4

Descri ws [M:=ILISI Compare Prices

n | Photos | Map | Re

S e |

Resevations Saved Hotels Account Customer Service

Book online of call: 0871 200 0171 &

e XE

P Change your search: Pars, France | 28/08/200- 30/08/2008 | 1 room | 2 adults

Select your room

i standard room

- Accommodates 2 guests
+ Breakfast not included
+ Available bed types

+ Bed

+ 2Beds

139
per room per night

Compare Prices

One double or two twin beds. Air conditioning, satelite television
with pay movies, direct-dial phone with voicemail, minibar, safe,
Internet access, tea and coffee facilities, and bathroom with hair
dryer.

4 All Tooms include

« Air conditioning « Winibar

« Bidet « Paymovies

« Coffeeftea maker + Private bathroom

« Direct-dial phone + Showertub combination
o Halr dryer « Television - Cable serice

« Housekeeping « Television - Satellite senice
« In-room safe * Voice mail
- Intermetaccess - TV « Window opens

» Cancellation policy

i standard room-Breaktast +£22
total £160

« Accommodates 2 guests
per oom per night

< Full Breakfast
© Available bed types

Compare Prices

« 2Beds

One double or two twin beds. Air conditioning, satellite television
with pay movies, direct-dial phone with voicemail, minibar, safe,
Internet access, tea and coffee facilities, and bathroom with hair
dryer.

» Al rooms include
» Cancellation policy

i Deluxe Room. +£52
total £190

« Accommodates 2 guests
per aom per night

< Breakfast notincluded
© Available bed types

« Bed

. 2Beds

Compare Prices

1 double bed or 2 twin beds. High-speed Intermnet access.
Direct-dial phone with voicemail. Satellite TV with pay movies.
Coffeeftea maker. Hair dryer.

» All rooms include

b Cancellation policy
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per room
per right

Book with us, in addition to the lowest pr
get peace of mind with:

& Ho cancosationtco
& Price mateh s = prone cal sy
o Wobookingres
LowestPrices quarareed
Weieusta e callavay: 71 2000171
Secure onling booking

Compare Prices

‘Why book with us?

+ No cancellation fees
* Lowest Price guaranteed o
« We'e just a phane call away: 0871200 0171

Ads by Google
lastminute com - Hotels

Over 40,000 hotels n 70 countries. Save up to 75%. Book
now

wrww lastminute com

Express by Holiday Inn
Free Breakfast Bar. Book Direct & Save. Offical Ste.

o hiexpress.co.uk

Paris Hotel - 60%
Special internet Discount Compare the offers, Save up to
0%

Paris pricesherifi com

Paris Hotels
Up to 70% Off Hotels i Europe. Prices Include Breakfast
& Taxes!

. GTAHotels com/Paris

112 Price London Hotels
Up To 75% Of Hotels In London Fantastic Deals
Exclusively Onine!

LondorHotels Bookmarks. Excite.co.uk.

Bookings page



Bookings

Bookoniline or call 0871200 0171 1 Our global sites: & Prices displayed in: GBP =) Book onling or call: 0871 2000171 &

ey

Ourgiobal sites: 5% (7] Prices displayed in: GBP' (3]

Fex& Crowne Plaza Paris Republique

" 10 Place De La Republique, Paris 75011 France
KAk Ak | Guestrating 8.4 Il (Neighbourhood average 6.4)

Crowne Plaza Paris Republique
10 Place De La Republique, Paris 75011 France

A A% Ak | cuestratings.4 [l Meionbourhood average 6.4

Description | Photos | Map | Reviews | Bookit Ads by Google
lastminute.com - Ho
Over 40,000 hotels in 70 counlres. Save upto 75%. Baok

Description | Photos | Map | Reviews | Bookit |RSURETLNS

W Change your search: Paris, France | 29/08/2008 - 3010812009 | 1 room | 2 adults P Change your search: Crome Plaza, Paris | 20/0812009 - 307082009 | 1 raor | 2 adults

Ads by Google Compare & Save!
Compare & Save! lastminute.com - Hotel

Over 40,000 hotels in 70 courtries. Save upto 75%. Book
row Book with us, in addition to the lowest price, et peace of mi

Book with us, in addition to the lowest price, get peace of mind: ranrlastints. som

v lsstmints com

Express by Ho
Free Breakiast Bar. Book Direct & Save. Official S
& Ho cancellation fee: © Lowest prices gusrartesd wevnehiespress cosk
¥ toconcelstion fao ° Comestaces avrieed R & Price matenis aphone callaway + Secure orline booking

Frez Breakfast Bar, Buok Direct & Save. Official Ste.

& Price mateh 3 phone call sway © Secure onine hooking
R —

& Hobooking fee * Ve ust a phone call away: 0371 2000171
& Hobooking fee * Viee just & phone call away: 0871 2000171

We've compared prices on other booking sites to save you time and money

Indepercirt  travelsupermarket Booking sites |k
PrICEs 1M portof mrevispamrtasea

Booking Site Room type Availability Cancellation Fee Booking Fee  Book

Room type Per Night Booking Fee  Cancellation Fee  Price Match

Standard DUkl Standard Doube N
£129 Fees No Hotels.com Breakfost Inchuded Avaisble NoFees NoFees £139

Stenrd Doutie room
EasyClickTravel.com  EasyGlickTravel  Siandard Double room £13220 Fees ot Avalable Fees Fees Ve price match

Standar Dout

it ‘Standard Double EasyClickTr Avaiahle Fees Fees Wi price match
Travelocity.com e £138.99 NeFees

. Standerd Gouble

Hotels.com e £139 NoFees Travelocity.com %+ traveiocity RERNHANARG ewvachic Foes Foes W price match

Breakfast Include
HotelClub.com ® HotelClub) Standard Doubls Ausiable Fees HoFees Wi price match

HotelClub.com C Standard Double £161.13 NoFees

S et e
suker
Fo— e PP Baokdug.com e oo P N epenam
Sk e

TotalTourist.com dotal, Premier Double avaieble Mo Fees o Fees Wi price match

total Premier Double.
fotatfouristcom tourist Breaiiast not ncluded £187.35 Fees

Price Match

Price Match
Guararteed 1o he the lowest tate you can find. Found & lower rats, we can price match inthese easy steps:
Step 1) contact us within 24 hours aTbooking Guaranteed to be the Iowest rate you can find. Found a lower rate? We can mateh this price in these easy steps
Step 2) Fill out your contact details here:

Step 3) We will either refund you or cancel penaly. Slep 1) contact us within 24 hours of booking

Step 2) Fill outyour contact details here.
Step 3) W will either refund you the difference or cancel the reservations without penay

This guarantee only applies to Prepaid hotel and self catering. To learm more or to claim a guarantee, read full details here
Cancellation policy

Cancellation policy * The Crowne Plaza Cancellation Policy

e understand that somefimes plans fall trough. We do not charge a changs or cancel fee. However, this
propery (The Royal Trafalgar imposes the following penaltyto s custamers that we are required to pass on
Wi understant hat sametimes plans fll hrough. W 4o nit eharge a ehange or cancel fee. However, this Cancelations or changes made afler 12:00 &M (GAIT Stangard Time) on Aug 23, 2008 are subjsctio a 1 Night
property (The Royal Trataluar imposes the following penalty o fts sustomers that we are required to pass on Room & Tax penalty. The property makes no refunds for No shows or eary checkouts

Cancellations or changes made afer 12:00 AM (GMT Stangard Time) on Aug 26, 2008 are subjeettoa 1 Night Policies can vary per room type. Please also read the roorm cancellation pollcy.

Room & Tax penalty. The praperty makes no refunds for no shows or early checkauts

Policies canvary per Please also read policy.

* The Crovme Plaza Cancellation Palicy

Top Cities

msterdam Hotel
Edinburgh Hotels

Page view: Prices version A (With prices) Page view: Prices version B (Value Matrix no prices)
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Booking sites Room types
Booking Site Room type Availability Cancellation Fee Booking Fee Book
Standard Double _ .
s Breakfast Inchuded Available [folFe=s [falRezs L
Standard Double room . -
2 i atch
ReserveTravel.com . reservetravel Breakfast Inoluded Mat Available Fees Fees e price matc
- . Standard Double . -
Ea lickTravel.com EaryGlichTrarel Avyailakle F F Wig price match
syCl = Breakfazt Included BEs BeE =
_ N Standard Doubl .
Travelocity.com * travelocity Elrae;k?a;st InDcqu;ed Ayailable Fees Fees Wy price match
=0y Standard Double p Ve price match
HotelClub.com # HotelClub et ot Tl Suvsilable Fees Mo Fees p
Booking.com BOOKING.COM Double Room Available Mo Fees Mo Fees Wy price match
Breakfast not included
i total Premisr Double. Avsilable i
TotalTourist.com oL st Breakiast not ncluded Mo Fees Mo Fees Wi price match Go to site
Enlarged chart view: Prices version A (With prices)
A Independent  travelsupermarket
Booking sites Room types pricg's irom:  parror ,.,.,..,.E..,.....,k.._m..
Booking Site Room type Per Night Booking Fee Cancellation Fee Price Match
Standard Double | :
ReserveTravel.com . reservetravel Breakiast Inchuded £129 Fees Fees No Goto site
A ; Standard Double room
. Eamy GlickT i .
EasyClickTravel.com any GlickTrave Bireakfast Included £132.29 Fees Fees No
- N Standard Double
. avelocity . Fi Mo
Travelocity.com * travelocity Breaktest noluded £138.99 Mo Fees ees
Standard Double *
i T Breakfast Included HEk [TmlFe=s [TmlFe= =
= He Standard Double
HotelClub.com ® HotelClub B e £161.13 Mo Fees Fees Mo
Booking.com BOOKING.COM Doubile Room £182.85 Fece Fees Mo
Breakfast not included
: total Premier Double. F F
TotalTourist.com LOULiSE Breakiast not ncluded £187.35 ees ees Mo

Enlarged chart view: Prices version B (Value Matrix no prices)
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TASK SCENARIOS & ROUTES

This includes the tasks and possible routes to complete those tasks. All
tasks will be completed using the Hotels.com prototype.

Introduction (5 minutes):

e  Ensure participant has completed Enrolment Form, signed Consent
Form and Pre-test Questionnaire.

¢ Remind them that the sessions will be recorded (video and audio) for
review purposes only.

¢ Remind them that the session will take no more than 1 hour.

. Instructions:

[e]

o
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We will be evaluating a test Hotel booking website.

We were not responsible for the design and development of
this site; we are just here to capture what you think about it,
so if you are being critical about any aspect of that website
we will not take that criticism personally.

It is important to remember that there are no “right or
wrong” ideas or responses. We appreciate any and all
feedback you can give us regarding the test website.

We will be guiding you through the proposed solution with a
series of activities which are written down for you.

Once you have read through and understood the activity, we
would like you to try and complete the activity using the site.

Tasks

o During the walkthrough, we would like you to ‘think aloud’, to
tell us what you think about the website, what is particularly
good and/or bad about it [remind participants that it is a
prototype site and not all links shown are active].

o Do you have any questions?

We will now begin the evaluation.

[Make a booking] You want to stay at the Crowne Plaza Paris
Republique, staying for one night on 29t August. Use the
Hotels.com site to find out more information and book it.
[Compare prices] You have noticed several booking sites on the
search results. Which booking site would you choose to complete

the booking?

[Booking site comparison] You are interested in looking at 2
sites for booking the Crowne Plaza Paris Republique hotel. Which
site would you prefer to book through and why?

Testing dates Location Tasks ORDER
21 July London 1-2-3 (Prototype A then B)
22 July London 1-2-3 (Prototype B then A)




Task 1. [Make a booking] You want to stay at the Crowne Plaza Paris
Republique, staying for one night on 29™ August. Use the Hotels.com site
to find out more information and book it.

Pre Task:
. How would you expect/want this to work?

. How long (number of steps) would you expect it to
take?

Post Task:
e How easy was it to complete this task?
e If it was difficult, why was it difficult?

User is expected to give feedback on the task end to end. Next we asked
them to give feedback specifically about each pages itself, after TASK 1.

(Step 1 - Homepage)
e Having arrived at this page,
o Is it clear what you can do next?

. What other details/content would be useful on the
homepage?

e In comparison with other, similar sites you have used,
how does this homepage compare?

(Step 2 — When user sees Search results page)

e Having arrived at this page,

o Is it clear what you can do next?
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o  What would you expect to see under
‘Map view'?

e  Which features/content would be useful on this page?

. [Prompt them here to explain why they selected
‘Select’ or ‘Compare price’]

(Step 3 - Property (Hotel) Details)
e Having arrived at this page,
o  What would you do next?
¢ Which features/content would be useful on this page?

e In comparison with other, similar sites you have used,
how does this booking page compare?

(Step 4 - Booking page)
e Having arrived at this page,
o  What would you do next?

e  Would you expect to see prices for all room types at
this stage?

e  Which features/content would be useful on this page?

. In comparison with other, similar sites you have used,
how does this booking page compare?

[Compare prices - to be shown with Price comparison
chart/Benefits value matrix] You have noticed several booking
sites on the search results. Which booking site would you choose to
complete the booking?



Routes: [Tues 215t July - Price comparison
chart/Benefits value matrix]
[Weds 22" July - Benefits value matrix/Price
comparison chart]

Pre Task:
e How would you expect/want this to work?

e How long (number of steps) would you expect it to
take?

Post Task (General questions):
. How easy was it to complete this task?
e If it was difficult, why was it difficult?

e Is this the information that you expect to
see?

¢  What would you do next?

¢ Any content/features that are particularly
useful? Not useful?

¢ In comparison with other, similar sites you have used,
how does this page compare?

e  Thoughts on the layout, including:
e Use of colour

e Use of images
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e Content: what do participants think about
this content, is it clear, understandable,
credible, inline with expectations, etc.

e Navigation?
=  Terminology clear?
. Location?
[Prototype A - Price comparison chart]

e  What do you think of the ordering of prices shown in the
table?

e  Which site shown in the chart would you most likely book
with?

e Why is that?

e Is there any missing information that you
would need to help you decide?

e Do you trust that the prices shown in the table are
accurate? Why?

e  What does price match mean to you?
e Did you notice this feature?

¢  Would you use this feature when making a
booking?

. How useful is this feature?

e How would you determine the total price?
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Given the lowest price that you have seen on this site,
would you still be inclined to comparison shop on other
sites?

How great would the price difference have to be for you
to decide to go to a competitor?

Any ideas/recommendations for improvements?

Where would you do next?

[Prototype B - Benefits value matrix only]

What do you think of the columns shown here?
Did you notice the price match column?

e  What do you think it means?

e  Would you use this? Why is that?
Any information missing from this page?

Any ideas/recommendations for improvements?

Preferences for price comparison chart or benefits value
matrix

If you were to make a booking, which page would you be
most useful? Why?

Would you make a booking from this page or would you
be more likely to visit other travel sites before you
decide?

e If so, why is that?

¢  What changes could be made so that you wouldn’t
have to visit other travel/comparison sites?

2. [Competitor site comparison] You are interested in looking at

2 booking sites for the Plaza Paris Republique hotel. Which site
would you prefer to book through and why?

[Show participants screen captures of the search results for:]

Lastminute.com
Booking.com

Routes: [Tues 215t July - Booking.com/Lastminute.com]
[Weds 22" July — Lastminute.com/Booking.com]

Post Task (Competitor sites comparison):

e Was there enough information on the results pages for these
sites? Too much?

e  Which content/features shown (if any) would you find
particularly useful? Why is that?

e What do you think about the layout of the results page?
e What would you do after reviewing the results?

e What do you particularly like/dislike about this site?

Closing questions (Wrap up - 10 mins):

. Do you have any preferences for the other sites shown and the
Hotels.com site? If so, why?



e  How useful is the price comparison table on the Hotels.com e  Would you feel confident about completing a booking through
site? the Hotels.com website? If so, why?

e Does it add value? If not, what would make you more confident to complete a booking?

e At what stage would you expect to see this feature
when making a booking?

e Do you think using the price comparison table on the
Hotels.com site would stop you going to other sites
or search engines to compare prices further?

e If the price comparison table was included on the
Hotels.com site do you think it would make you more
likely to return to the site in future?

e  How useful is the price matching feature on the Hotels.com
site?

e How does this differ to price comparisons?
e Does price matching add value?

e At what stage would you expect to see price
matching when making a booking?

e Do you think using price matching on the Hotels.com
site would stop you going to other sites or search
engines to compare prices further?

o If the price matching was included on the
Hotels.com site do you think it would make
you more likely to return to the site in
future?

e Are there any additional improvements Hotels.com could do
that you have come to think of while seeing the other sites?
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