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The primary focus of this study is to establish a mechanism for assessing a country readiness for 

eTourism using two paradigms: systematic review and gap analysis. This assessment will be 

conducted by applying eTourism technology aspects as the main detriments of eTourism and 

behavioral aspects as moderating factors to generate a three-level gap index. The systematic review 

for determining gap analysis will be based on a framework developed in the literature of the 

eTourism Technology Acceptance Model (ETAM). This study, based on ETAM, develops its own 

framework for the systematic review. A comparative study was performed on two dimensions.  The 

first dimension involves the examination of technology-related factors, encompassing security, 

accessibility of mobile applications, support for mobile payments, user interface design, and quality. 

To improve understanding of how tourists assess the four technological aspects, the second 

dimension included two moderating factors: attitude and trust. Based on the systematic review, this 

paper demonstrates a methodology for calculating individualized gaps for the six factors, as well as 

compounded gap indexes for the two dimensions and the total composite gap index (CGI) for all six 

factors through the utilization of an Excel spreadsheet. Based on the overall assessment, as the 

authors deduced from the discussions, Jordan's readiness for eTourism still needs further 

improvements to its eTourism factors. Future investigations will involve the implementation of a 

framework, such as Expert Choice, to emulate the methods utilized in this research.  In addition, the 

outcome of this endeavor should suggest potential avenues for continuous improvement and 

diversification of eTourism research. 
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Introduction 

Gap analysis is a valuable tool utilized by businesses to facilitate strategic planning. Its primary 

purpose is to detect gaps between an organization's present condition and its envisioned future state. 

It is commonly utilized in several fields, such as information technology (IT), to assess the 

effectiveness and efficiency of technologies, systems, and processes. 

The focus of this work is on doing a gap analysis in the field of eTourism. In this context, gap 

analysis refers to the systematic assessment of the current state of tourism in a country, specifically 

in terms of its digital capabilities and online presence. Discrepancies or gaps pertaining to digital 

technologies and strategies are recognized in relation to the existing state and the desired future 

state. This analysis aims to identify areas needing improvement and develop strategies to strengthen 

the digital competitiveness and effectiveness of the business within the tourism industry. 

The eTourism gap analysis may encompass various significant domains, which are as follows: 

(ChatGBT, 2023). 

- Evaluation of Website and User Experience: Undertaking an assessment of the design, 

functionality, and user experience of the organization's website. This entails the evaluation of user 

engagement functionalities, responsiveness on mobile devices, relevance of content, and ease of 

navigation. 

- Evaluation of the Online Booking and Reservation System Implemented by Travel Agents: A 

comprehensive analysis of the system's operational capabilities, encompassing the seamless 

integration of payment gateways, the efficiency of the booking process, and the timely 

dissemination of real-time availability changes. 

- An examination of the digital marketing strategies employed by the company, including an 

evaluation of the effectiveness of its search engine optimization (SEO) techniques, online 

advertising efforts, and presence on social media platforms. This may involve evaluating the level 

of client involvement, the efficacy and extent of digital marketing efforts by travel agencies, and 

the level of integration with social media platforms. 

- Mobile Applications: Assessing the functioning, usability, and potential to provide supplementary 

benefits to users of travel agents' mobile applications, if available. This may involve evaluating the 

accessibility of features such as mobile payment systems, tailored suggestions, and GPS-based 

navigation. 

- Evaluation of Personalization and Data Analytics: An examination of the organization's 

implementation of analytics technology and tools to monitor and analyze consumer preferences, 

behavior, and patterns. This entails evaluating the organization's ability to utilize data-driven 

decision-making, customize consumer experiences, and customize marketing campaigns. 

- Implementing and monitoring changes: Organizations then execute the remediation plan, 

implementing the necessary changes and closely monitoring their progress. Regular evaluation and 

adjustment are essential for effective gap closure and continuous improvement. 

By conducting a comprehensive gap analysis in eTourism, countries can identify specific areas 

that need improvement and develop strategies to address those gaps. This may entail the integration 

of data analytics skills, allocation of resources towards new technologies, optimization of digital 

marketing efforts, or enhancement of the website or mobile application. The primary goal is to 
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strengthen the organization's digital competitiveness, augment customer acquisition, and improve 

overall customer satisfaction within the digital landscape of the tourism industry. The present 

section provides a comprehensive review of the existing literature on the topic. 

The researchers in the study conducted by Hyasat et al. (2023) examined the skills gap within 

the tourist industry in Jordan. The author used a sampling survey methodology to examine the gaps 

in skill levels between university graduates with different majors and the requirements of the 

tourism business. The study's findings indicate that there is an insufficient connection between the 

academic and professional employment requirements, particularly in relation to digital abilities, 

which exhibit the most significant gap in competencies. 

The authors of the study conducted by Mohanty and Mohanty (2019) examined the gaps in skills 

between tourism education and the tourism business in the State of Odisha, India. The 

aforementioned study has determined that there is a gap between the education provided in the field 

of tourism and the practical abilities required in the tourism business. The authors (Lee et al., 2016) 

give a case study that examines gap analysis within the hotel service industry in Taiwan. The study 

conducted a survey and compared three distinct cohorts: tourists, managers, and employees. The 

investigation has determined that the most notable discrepancy underscores the need for 

improvement in service delivery. Chavan and Bhola (2013) identified the presence of a gap between 

tourists and service providers in the hospitality industry, specifically within hotels and tour 

operators. 

 

Research Methodology 

The research approach encompasses three key components: a systematic review, a gap analysis, and 

a framework for eTourism. These parts are utilized to identify the characteristics that require 

analysis in the context of eTourism. Subsequently, a mechanism is employed to calculate the gaps, 

culminating in the determination of a composite gap index that pertains to the state of eTourism in 

Jordan. Figure 1 below depicts the interconnectedness among them. 

 

Figure 1.  
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Both the process of conducting a gap analysis and a systematic review necessitates the deliberate 

choice of a framework that will be subjected to the analysis and review. Instead of constructing a 

novel framework, a pertinent framework is chosen from existing literature, as discussed in the work 

of Alkhatib and Bayouq (2020). The framework has identified several technological elements that 

have an impact on eTourism. These aspects include security measures, the availability of mobile 

applications, support for mobile payment systems, and the design and quality of the user interface. 

These characteristics can be categorized as the first dimension within the framework. In order to 

enhance comprehension of how tourists would perceive and evaluate the impact of these four 

technological elements, the second pillar of the gap analysis framework pertains to two key 

moderating characteristics: trust and attitude. There are a total of six factors that need to be 

considered. This research approach is a paradigm shift in the theoretical foundation of eTourism to 

include a decision-making aspect (Bagozzi, 2007). 

The primary emphasis of a systematic review study is on employing clear, structured, and 

complete methodologies for conducting literature searches, as well as the necessity of formal 

synthesis of research outcomes (Bearman et al., 2012). The subsequent phase entails undertaking a 

comprehensive literature analysis that focuses on research findings that substantiate these criteria 

in a general context, with a specific emphasis on studies pertaining to Jordan.  

The last stage involves the computation of the gaps between the target level defined in this paper 

as out of 10 and the current level for each factor, as decided by the systemic review, followed by 

the calculation of two sub-gap indexes, as well as a composite gap index (CGI) encompassing all 

factors. The process involves assigning numerical values to the optimal level of recognized 

practices for each factor, followed by determining the current evaluation of each factor. The 

difference between the two is calculated as gaps, whereby larger gaps necessitate more focus for 

enhancement. The CGI is ultimately determined by calculating the totals of the gaps relative to the 

overall intended level that has been allocated to each factor by giving a percentage out of 100. All 

elements are assigned equal value; hence, no weighting mechanism is applied. Appendix C 

demonstrates how this research met the overall foundation of the principles of PRISM methodology 

(Page et al., 2021). 

 

Systematic review structure 

The present study aims to examine the technological factors that align with the specified Behavioral 

Parameters of the ETAM framework in order to evaluate their influence on customers' intention to 

utilize eTourism platforms in Jordan. These factors include the security measures implemented on 

the platform, the provision of mobile payment support, the design and quality of the website, as 

well as the availability of mobile applications. As the following sections illustrate, those aspects 

cannot be discussed separately as they strongly overlap with each other. 

The following Figure 2, as developed by the authors, demonstrates the approach of the 

discussions on the technological factors that blend together to a certain degree. At the same time, a 

stronger blend is the link between technological factors and trust and attitudes. 
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Figure 2.  

Systematic review discussion structure, as constructed by the authors 

 

 

 

 

 

 

 

 

 

 

 

 

 

The above figure is based on the published framework included in Appendix A. The framework 

clearly demonstrates the interrelationships between and among the six factors in the middle of the 

figure. The four rectangular are the four technological factors of security, accessibility of mobile 

applications, support for mobile payments, and user interface design. The middle small square 

represents the two intervening or moderating factors of trust and attitudes, indicating that both 

interact with the four technological factors and will be embedded throughout the discussions on the 

four factors. Finally, the outer line, shown in ‘Red’ color, represents the overlap among the four 

technological factors, but to a lesser degree. 

 

Systematic review: main technological factors intertwined with the two moderating factors 

The ensuing discussions cite relevant references, from open research and Jordan-based, in support 

of the four technological factors and their inextricably intertwined relationships within themselves 

and with the two moderating factors. 

 

The security factor 

The concept of security encompasses the ability to exercise authority and regulate the entry of data 

and operating system files within a system. The security of a system is contingent upon its capacity 

to safeguard itself against unauthorized access or intrusion (Cs.umd.edu, 2023). Security is a crucial 

aspect that is consistently taken into account in all e-commerce endeavors. Given that both business 

entities and customers engage in communication through intangible online platforms that operate 

globally across various stations and nodes, it is imperative to exercise additional caution in ensuring 

the authentication of all users to facilitate secure operations on these platforms (Al-Mamary et al., 

2014; O'Brien & Marakas, 2010). Merely possessing an aesthetically pleasing and well-constructed 

interface should not be deemed sufficient evidence to establish the safety and trustworthiness of an 

e-commerce platform for conducting operational and financial activities. Certain deceptive websites 

employ visually appealing interfaces to entice users into interacting and progressing through several 
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stages without realizing the potential risks of divulging personal information or falling victim to 

faceless individuals who may hijack their credit card details.  

The perceived trust of users in e-commerce platforms is primarily influenced by the level of 

security and control they experience during transactions, which in turn favorably impacts their 

desire to utilize online platforms (Kim et al., 2011). The inclusion of these measurements is crucial 

in fostering customers' confidence and favorable disposition towards the use of eTourism platforms 

(Kisswani & Bakri, 2010; Yoon & Occeña, 2015).  

When eTourism platforms are able to ensure the security of their clients' transactions, it will 

result in an automatic rise in trust, leading clients to willingly disclose their private information and 

engage in online payments with confidence. According to Prasidya (2018), the eTourism business 

is expected to play a significant role in driving the global economy ahead. According to Dewanjee 

and Vyas (2016), there remains a lack of clarity on the precise definition of computer crimes and 

the formulation of legislation that might instill greater confidence in users, ensuring their protection 

under the law. The slower adoption of eTourism platforms in Jordan can be attributed to the 

prevailing preference for face-to-face conventional tourism, which is a significant factor in this 

issue. 

The Jordanian government places a strong priority on addressing cyber security concerns, 

particularly in safeguarding various online platforms, especially the burgeoning eTourism 

platforms. The establishment of robust security protocols for online payment platforms is crucial in 

enhancing the level of protection against potential cyber threats. This entails maintaining vigilant 

firewalls and security certifications at all times to safeguard the interests of clients (Cbj.gov.jo, 

2023). At present, several universities in Jordan provide academic programs focused on cyber 

security with the aim of cultivating knowledge and understanding regarding this matter. In 2012, 

the Ministry of Information and Communications Technology formulated the National Information 

Assurance and Cyber Security Strategy, commonly referred to as NIACSS (2012). Unfortunately, 

there is currently no information or progress report regarding the plan in question or its execution. 

Based on the findings of Sahli and Legohérel (2015), there is a significant correlation between 

the perceived usefulness and benefits of eTourism platforms and the level of trust customers place 

in them. Specifically, eTourism platforms that employ robust security measures are perceived as 

more trustworthy by users compared to less secure platforms that are primarily used for browsing 

destinations and prices without engaging in actual transactions. There exists a positive relationship 

between the perceived usefulness/benefits and trust and the resultant attitude of customers. This 

attitude, in turn, directly influences their inclination to utilize the platform. However, the 

implementation and maintenance of robust security measures in eTourism platforms result in 

elevated operational costs for service providers in Jordan. This may lead to hesitancy among 

business owners to engage in this domain, thereby causing delays in adopting eTourism platforms 

as having a mobile application. 

 

Having mobile applications 

The utilization of mobile phones for online activities is prevalent among individuals due to the 

convenience it offers. It is postulated that integrating a compatible Mobile Application for eTourism 
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platforms will likely result in an increase in user adoption. This can be attributed to the perceived 

advantages of enhanced flexibility, utility, and ease of use associated with such applications (Tan 

et al., 2017). Mobile applications, sometimes referred to as "M-Apps," are software programs that 

are specifically developed for mobile devices and their respective operating systems. The 

capabilities of devices are enhanced through the utilization of specific tasks, as noted by Tan et al. 

(2017) and Hoehle and Venkatesh (2015). M-Apps can be described as software applications that 

are capable of performing various functions on smartphones (Hew et al., 2015). The emergence of 

M-Apps has disrupted the conventional business model, presenting novel avenues for mobile 

market prospects. This is due to the availability of applications catering to users' diverse needs and 

desires (Wang et al., 2013). Mobile applications (M-Apps) have garnered significant global 

attention, making it crucial for business owners, such as tourism agencies, to comprehend 

customers' perceptions regarding the utilization of M-Apps. This understanding serves as a means 

of differentiation, enabling businesses to attain optimal advantages and maintain their competitive 

edge (Wang et al., 2013). Mobile applications, also referred to as M-Apps, provide users with 

convenient access to a variety of services and sources of information, eliminating the need for web 

browsers. These applications include features such as travel information and trip guides, enabling 

users to access these resources effortlessly. These technologies provide consumers with the 

advantages of flexibility and efficiency in their everyday tasks. These platforms offer a significant 

degree of customization and convenience, enabling consumers to efficiently search for items or 

services, access comprehensive information on their characteristics, make price comparisons and 

avail themselves of discounts and promotional offers. Push notifications are utilized, and the 

application has the capability to function offline by downloading necessary content (Tan et al., 

2017). It has been stated that M-Apps are more user-friendly compared to desktop apps and websites 

because to their simplistic design and comprehensive instructions, making them more accessible 

for individuals who are new to the platform. This will afford users of the M-App a pleasurable 

experience, thereby prolonging their engagement with the M-App. Consequently, this will foster 

customer loyalty, enhance interaction with mobile shoppers, amplify the effectiveness of 

promotional activities, and positively influence customers' disposition towards utilizing eTourism 

platforms. These outcomes will ultimately benefit the e-business (Tan et al., 2017).  

Additionally, empirical evidence has demonstrated that the provision of support for mobile 

applications (M-Apps) contributes to the enhancement of customers' touristic experiences. This is 

attributed to the ability of customers to utilize M-Apps throughout their visits, enabling them to 

efficiently search for and locate various amenities such as restaurants, transit options, medical 

services, and recreational activities. According to the studies conducted by Tan et al. (2017) and 

Ukpabi and Karjaluoto (2017), there is evidence to suggest that the integration of mobile 

applications (M-Apps) has a favorable impact on the acceptance and adoption of eTourism 

platforms. Hence, it is imperative for Jordanian tourism organizations to contemplate the inclusion 

of a mobile application (M-App) in conjunction with their website as they undertake the process of 

digitizing their services in order to capitalize on the numerous benefits it offers. 

The proposed study suggests that in order to cater to the diverse needs of travelers, M-Apps 

designed for travel enterprises should be configurable. According to Chang et al. (2016), it is 
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recommended that managers integrate the elements of eTourism websites and uphold a favorable 

perception of destination images in order to ensure customer acceptance and adoption. Despite the 

numerous advantages, some users argue that the utilization of mobile applications (M-Apps) on 

small screens, such as those found on mobile phones and tablets, restricts their ability to browse 

and search the internet effectively. This limitation is attributed to the perceived small size and 

crowded nature of these devices. The potential consequences of this action may negatively impact 

the overall reputation and image of the eTourism platform brand. 

M-Apps developers encounter numerous hurdles, including constraints related to input 

capabilities, screen dimensions, as well as specifications such as memory capacity and computing 

power. In order to enhance the effectiveness and user experience of M-Apps, developers are 

required to explore novel approaches that prioritize efficiency, simplicity, and user-friendly design. 

Additionally, they should strive to integrate M-Apps seamlessly into consumers' everyday routines, 

offering practical and user-friendly functionalities (Ukpabi & Karjaluoto, 2017; Hew et al., 2015). 

In addition, it is imperative for developers to possess a comprehensive comprehension of the 

fundamental reasons and values that propel clients towards the adoption and utilization of eTourism 

platforms and applications (Wang et al., 2013). It is imperative for Jordanian tourism companies to 

thoroughly contemplate these factors when transitioning to eTourism in order to guarantee 

enhanced levels of participation. 

Previous research has determined a positive association between the endorsement of M-Apps 

and customers' perceptions of usefulness, benefit, enjoyment, and ease of use. This positive 

relationship is observed when customers perceive M-Apps as compatible with their lifestyle, needs, 

and shopping preferences. Consequently, this compatibility leads to a higher likelihood of 

customers accepting and utilizing eTourism platforms that incorporate M-Apps (Ukpabi & 

Karjaluoto, 2017; Hew et al., 2015). According to Brasel and Gips (2014), the tactile nature of touch 

facilitates a heightened sense of control for users when interacting with touchscreen devices such 

as smartphones and tablets. This enhanced perception of control contributes to an improved user 

experience, rendering it more convenient and valuable from their standpoint. According to Sahli 

and Legohérel (2015), the likelihood of embracing and utilizing eTourism platforms is expected to 

be enhanced. 

 

Supporting online/mobile payment 

The term "online payment" pertains to the electronic transfer of funds (Atintegrated.com, 2023). 

According to Slade et al. (2015), it is posited that platforms that facilitate secure online payments 

are seen as being more seamless, interoperable, and convenient. The proliferation of mobile Internet 

has exhibited significant advancements on a global scale, with a rapid increase in the number of 

Internet users. This growth underscores the criticality of e-commerce platforms across many 

industries. In order to provide a comprehensive commercial service including the entire purchase 

cycle on e-commerce platforms, it is imperative to take into account the significance of mobile 

payments (MP). Initially, the adoption of "MP" was limited among consumers due to concerns 

regarding its perceived risk and significant uncertainty. Establishing confidence among users is of 

utmost significance in order to facilitate the acceptance and utilization of MPs, given their strong 
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integration with e-commerce apps. Mobile payment (MP) has garnered significant interest from 

organizations as a critical application that supports electronic business (Zhou, 2014; Slade et al., 

2015). 

Mobile banking applications (MP) enhance users' capacity to conveniently access a range of 

services and information, such as checking account balances, conducting money transfers, and 

managing payments, through the use of mobile devices, including mobile phones and tablets. MP 

is a platform that facilitates the integration of mobile devices with verified payment systems, 

enabling users to engage in online financial transactions via mobile networks utilizing their mobile 

devices. The ability for users to conveniently input their credit/debit card information during the 

initial setup of an application has been made possible by the advancement of network technologies 

and mobile devices. This information is subsequently stored and eliminates the need for users to 

repeatedly enter it each time they access or utilize the application (Slade et al., 2015). 

Members of Parliament (MPs) are utilized for diverse purposes, such as facilitating the payment 

of utility bills and the procurement of products or services. In the field of eTourism, Mobile 

Applications (MPs) play a crucial role in facilitating the entire process of tourism booking. This is 

mostly due to their ability to enhance the perceived usefulness and convenience of use for users. 

According to Ukpabi and Karjaluoto (2017) and Qatawneh et al. (2015), there is a contention that 

customers who are offered a secure and feature-rich eTourism platform, along with adequate 

training on its usage, are likely to experience a heightened level of satisfaction. Consequently, this 

leads to increased trust and a positive disposition towards utilizing the eTourism platform, be it a 

website or a mobile application. 

One primary benefit of mobile payments (MP) in the field of electronic tourism (eTourism) is 

its ubiquity, which allows users to transcend spatial limitations and engage in mobile payments 

from any location and at any given moment. This characteristic offers significant convenience to 

clients. The utilization of mobile applications (MPs) has been found to enhance users' sense of 

reachability, compatibility, and convenience. Zhou (2014) conducted a study that demonstrated the 

significant impact of these characteristics on users' propensity to utilize MPs.  

Qatawneh et al. (2015) conducted a study that provided evidence that implementing MPs 

resulted in several positive outcomes. These outcomes included an increase in transaction speed, a 

reduction in transportation costs and instances of robbery, as well as improvements in merchants' 

liquidity and buyers' happiness with online buying. Despite the aforementioned benefits associated 

with mobile payment, a significant majority of individuals in Jordan continue to favor cash 

transactions. This preference can be attributed to a lack of trust, primarily stemming from concerns 

regarding the susceptibility of networks to hacking and interception of information. Such 

apprehensions have a detrimental impact on customers' trust and inclination towards adopting 

mobile payment methods (Slade et al., 2015). 

The security element significantly impacts MP systems, as it plays a crucial role in customers' 

willingness to engage in financial transactions. According to Slade et al. (2015), trust plays a crucial 

role in the adoption of mobile payment (MP) systems. It is identified as the primary predictor of 

behavior and system adoption since it has a negative impact on the perceived risk associated with 

utilizing MP systems. Research findings have indicated that the adoption of mobile payments (MP) 
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has exhibited higher levels of success in Asian and developing countries compared to Europe and 

North America, as evidenced by studies conducted by Slade et al. (2015). Nevertheless, it is worth 

noting that in the context of Jordan, Members of Parliament (MPs) have not yet witnessed 

widespread acceptance, as shown by the official website of the Central Bank of Jordan (Cbj.gov.jo, 

2023).  

According to a report by Orange, a prominent telecommunications operator in Jordan, it has been 

announced that in 2019, they will introduce a mobile money service called Orange Money. This 

service will enable customers to deposit money into an account that is linked to their mobile phone 

number. Additionally, customers will be able to securely pay bills, top up their accounts, transfer 

and receive money, as well as make online payments both domestically and internationally 

(Orange.jo, 2023). The aforementioned mobile payment services are currently offered by Zain, a 

prominent telecommunications operator in Jordan, under the name Zain Cash (Jo.zain.com, 2023). 

According to CliQ (2023), the online payment service is also accessible in Jordan. The manual 

delineates the privacy policy; however, it does not provide explicit emphasis on security measures. 

The presented figures provide compelling evidence that the infrastructure in Jordan is well-

prepared to embrace mobile payment systems implemented by both public and private entities. 

Establishing user confidence in e-business platforms and associated online systems, specifically in 

the context of Jordanian tourism companies, is of utmost significance. This trust-building endeavor 

is crucial for ensuring customer retention, securing corporate success, and fostering sustained usage 

by both existing customers and potential prospects. It is imperative for organizations to ensure the 

provision of robust, dependable, and secure mobile payment (MP) systems. Additionally, they 

should undertake efforts to raise awareness among the target audience regarding these systems, 

highlighting the most up-to-date security measures applied on e-commerce platforms. This is 

expected to enhance customers' perception of usefulness and benefits, performance expectancy, 

ease of use, enjoyment, and satisfaction, thereby positively influencing their trust and attitude 

towards the adoption and usage of the eTourism website/M-App and its MP systems (Chen & Li, 

2016; Zhou, 2013; Sahli & Legohérel, 2015). 

 

Platform (website/m-app) design and quality 

The presence of a website is crucial for the digitalization of a business as it enhances productivity, 

effectively communicates the functions of the organization's electronic services, and fosters market 

expansion (Ku & Chen, 2015; Chung et al., 2015). The proliferation of mobile phone users has 

witnessed significant annual growth, prompting individuals to favor the utilization of electronic 

services through mobile applications (M-Apps) due to their perceived ease, flexibility, and 

convenience. Consequently, businesses are compelled to develop well-crafted mobile applications 

in order to maintain their competitive edge (Wang et al., 2013). eTourism websites and mobile 

applications enable travelers to access and evaluate reviews and feedback provided by fellow 

tourists. Additionally, these platforms facilitate the exploration, booking, and online payment of 

comprehensive travel itineraries. Subsequently, tourists are able to contribute their own evaluations 

and feedback regarding their experiences. 
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It is well accepted that the incorporation of user-friendly designs in eTourism platforms enhances 

the ease and enjoyment of their usage, hence resulting in an increase in consumers' perceived utility, 

benefit, and pleasure (Chen et al., 2010). Numerous attributes have a significant role in determining 

the quality of website and mobile application design, as well as influencing customers' pleasure, 

trust, attitude, and acceptance. Security indicators play a crucial role in ensuring the high quality of 

platforms, safeguarding personal data and transactions, and enhancing customers' trust and the 

usability of websites and mobile applications. According to Hamidizade et al. (2009), several 

factors should be considered when constructing e-business platforms. These factors include 

ensuring error-free functionality, prioritizing customer satisfaction, delivering prompt services to 

tourists, incorporating an appealing logo, guaranteeing the completion of orders, utilizing 

appropriate homogeneous shapes and colors, incorporating high-resolution images and 

backgrounds, implementing a user-friendly navigation system, and creatively packaging and 

customizing information content. 

The inclusion of a search engine in a website or mobile application is of utmost importance, 

particularly in the context of eTourism. This feature serves as the primary point of entry for a 

significant portion of website and mobile application users. To enhance its effectiveness, search 

engine optimization (SEO) techniques are employed to optimize the website's ranking in search 

engine lists. By achieving a higher ranking, the likelihood of users visiting and utilizing the website 

is increased (Khraim, 2015). 

A search engine refers to a type of computer software designed to locate and retrieve specific 

terms or keywords inside various sources such as documents, websites or mobile applications, 

newsgroups, and informational databases. It performs the task of gathering and analyzing 

information and storing the obtained results in databases (Shafiee et al., 2016).  

One crucial aspect of a website and mobile application features, particularly in the field of 

eTourism, is the provision of multi-language support. In the country of Jordan, the predominant 

language spoken by the local population is Arabic, however, a significant portion of the population, 

including both locals and expatriates, has proficient or advanced English language abilities. 

According to statistical data from Statista (2023), it has been observed that the predominant 

language utilized on the Internet is English, accounting for approximately 58.8% of global Internet 

users. This is followed by Russian, which constitutes 5.3% of Internet users, while Spanish and 

Arabic account for 4.3% and 0.9% respectively. Given the focus of this research on eTourism in 

Jordan, it is imperative that eTourism platforms operating in Jordan can accommodate a bilingual 

interface, specifically in English and Arabic. This is essential in order to effectively serve to a wider 

range of customers. 

 In the field of eTourism, the design of a website or mobile application is widely recognized as 

a critical determinant of customers' inclination to utilize the electronic services provided by the 

platform. Furthermore, it plays a significant role in fostering the long-term viability of the business. 

Numerous studies have posited that the aesthetic appeal and user-friendliness of a website or mobile 

application significantly impact the duration of user engagement and their inclination to adopt or 

utilize said platform. The findings of the study conducted by Shafiee et al. (2016) indicate that there 

is a favorable relationship between high-quality website design and customers' satisfaction, 
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perceived enjoyment, perceived usefulness/benefit, and trust. However, individuals possess varying 

preferences and criteria when it comes to determining attractiveness and beauty. Consequently, 

incorporating distinctive elements into a website or mobile application cannot be readily 

standardized.  

According to Hill et al. (2019), customer satisfaction refers to an individual's emotional response 

to the acceptance and utilization of computer applications. The aforementioned factors may serve 

as incentives for clients to endorse the website/M-App to their acquaintances, hence augmenting 

the pool of potential customers (Ku & Chen, 2015). 

The concept of website/M-App design pertains to the technological aspects encompassing the 

visual aesthetics, arrangement, and navigational elements of the website/M-App (Ku & Chen, 

2015). The design of websites and mobile applications can be categorized into three distinct areas: 

visual design, social cue design, and content design. 

Visual design refers to the aesthetically appealing and captivating visual attributes of a website 

or mobile application that are intended to attract and engage users. The term "it" pertains to the 

visual and architectural components that establish the initial impression on clients. The aesthetic 

visual design of a website or mobile application has the ability to elicit emotional responses from 

clients, thereby attracting their attention and engagement. The utilization of colors, visuals, 

layout/space, and information display has been discussed by Shafiee et al. (2016). 

According to Hasan (2016), empirical evidence demonstrates that a website or mobile 

application featuring unattractive visual design has the potential to elicit negative emotional 

responses from users, leading to feelings of frustration and annoyance. Efficient navigation can be 

facilitated with the use of appropriate headings, hypertexts, and links that direct users back to the 

homepage of a website or mobile application from any sub-pages. According to Devi and Verma 

(2018), hypertexts facilitate rapid access to substantial volumes of content. 

The design of social cues pertains to the enhancement of customer engagement on the website 

or mobile application by incorporating social media functionalities such as photos, video streams, 

and social blogs/forums. On the other hand, content design refers to the informational elements of 

the website or mobile application, including graphics and text. The aforementioned components 

encompass corporate data (such as contact details, background information, and frequently asked 

questions) and comprehensive details regarding products or services (including descriptions, 

features, pricing, and policies related to delivery and returns).  

According to Hasan (2016), it is imperative for e-business owners, such as eTourism firms, to 

prioritize the content design of their website or mobile application. This is crucial in order to avoid 

overwhelming visitors with useless material that could potentially serve as a distraction, thereby 

hindering their future engagement with the platform. Research has demonstrated that the 

implementation of content design has a positive impact on User Information Satisfaction. This term 

pertains to the extent to which users perceive the information offered on a website or mobile 

application as effective, valuable, and aligned with their specific needs and expectations.  

One additional function of a website or mobile application (M-App) is its ability to facilitate 

"Interactivity." Interactivity refers to the reciprocal exchange between humans and technological 

systems, showcasing the degree to which users can alter the content within a system's environment 
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through various means such as social interactions, information sharing, feedback, tourism news, 

and location-based maps. This fosters a sense of perceived control, enjoyment, satisfaction, and 

attitude among customers towards the eTourism website or M-App. 

The presence of high interactivity on a website or mobile application indicates the presence of 

effective and accessible user support tools. This aspect has a positive impact on the overall design 

quality of the website or mobile application, as well as the quality of eTourism services. It allows 

customers to have a certain level of control over the travel information that is exchanged, enabling 

them to explore, book, and make payments for various tourism services (Ku & Chen, 2015).  

The comprehensive service quality of the website/M-App should encompass all aspects of the 

services provided by the travel agency through their eTourism platform. This is supported by 

research conducted by Ku and Chen (2015), which demonstrates a strong correlation between 

service quality and consumer satisfaction in the context of online tourism experiences. 

The authors of the study conducted by Atafar et al. (2012) showed that the perceived utility of 

customers, as a result of their experience using a well-designed website with rich and relevant 

material, has a significant influence on customers' trust and attitude. These variables, in turn, play 

a crucial role in determining customers' desire to book hotels online.  

The eTourism industry places significant importance on interactivity and service quality, which 

are also considered crucial. Researchers have confirmed that these factors have a positive 

correlation with users' attitudes, trust, perceived enjoyment, perceived ease of use, and perceived 

benefit/usefulness. This, in turn, increases the likelihood of users accepting and using the website 

or mobile application, as evidenced by studies conducted by Sahli and Legohérel (2015) and Shafiee 

et al. (2016). 

 

Gap computations 

The subsequent charts depict calculations derived from the Excel spreadsheet. The maximum 

achievable value for all factors is 10. All factors are assigned equal weight, although it is possible 

for these weights to be modified in subsequent investigations. Figure 3 displays the evaluation of 

the six factors including the gap, optimal level, and the current level. For the purpose of the 

computations, the value of 10 is used as the optimal level. Other evaluators may choose any other 

suitable number as they see fit. 
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Figure 3.  

Gaps between the optimal level and the evaluation of current state listed from the smallest gap to 

largest gap 

 

Figure 3 exhibits a notable disparity between security and trust, indicating a pressing need for 

prompt attention to address this discrepancy.  

The following diagram, as shown in Figure 4, illustrates the primary dimensions of the four 

technological components and the two moderating factors. The data shown in Figure 3 indicates 

that the gap index (GI) for the four technical variables is marginally larger than that of the two 

moderating factors. The gap index for the moderating factors of trust and attitudes stands at 50%, 

while the gap index for the four technical factors is higher at more than 60%. This indicates that the 

four technical factors gaps must be addressed before dealing with the two moderating factors gaps. 

The composite gap index (GI) is marginally below 60%, suggesting that further efforts are required 

to enhance the condition of eTourism in Jordan in order to align with the broader discourse observed 

in the systematic review. 

 

Figure 4.  

The overall composite gap index (GI) for all six factors and the two dimensions sub factors GI. 
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The Excel spreadsheet, as depicted in Appendix B, was created for the purpose of calculating 

the gaps for each factor and the two subtotal gap indexes (GI) for the two dimensions: the two 

moderating factors and the four technical factors, as well as the overall composite GI for all factors, 

as shown in Figures 3 and 4 above. 

Subsequently, the relevant stakeholders, including governmental entities and IT-focused 

institutions, will deliberate upon the adequacy of this threshold. The decision-making process will 

also involve determining which gaps are deemed unacceptable and in need of improvement, as well 

as aiding in the prioritization of elements that contribute to gap improvement. In the context of 

Jordan, notable evaluators encompass The Ministry of Tourism and Antiquities 

(www.mota.gov.jo), Jordan Tourism Board (visitjordan.com), and the Information and 

Communication Technology Association – Jordan (Intaj.net). 

 

Conclusions 

This study introduced an innovative methodology to assess a country’s preparedness for eTourism 

by employing gap analysis and conducting a systematic assessment based on a framework derived 

from existing scholarly literature. The utilization of the gap analysis method in conducting 

comprehensive systematic reviews is substantiated by a wealth of literature derived from several 

articles and various countries. Furthermore, the incorporation of Jordanian references and practices 

was included throughout the discourse, providing insights into the most effective and current 

condition of eTourism in Jordan. The study found that security and trust exhibited the most 

significant gaps, with a magnitude of 7 on a scale of 10, as assigned by the authors. In a related 

research on the use of e-commerce in Dubai, UAE, the author cited security concerns, as supported 

in this study, that impede the adaptation of e-commerce by travel agents (Zaidan, 2016). The gaps 

in attitudes, user interface design, and mobile payment support were approximately equivalent. In 

a related research areas, authors highlighted the importance of website quality, as highlighted in 

this study, to achieve positive customers’ perception of product quality and enhance their purchase 

intentions (Wells et al., 2011). 

The composite gap index for Jordan is just below 60%, suggesting that Jordan has to make a 

substantial improvement in achieving its readiness for eTourism. In the other hand, the sub-gap 

index for the four technical factors exhibited higher by more than 10% than for the sub-gap index 

of the two moderating factors. This suggests that the technical factors hold more significance than 

the two moderating factors in ensuring the success of eTourism in Jordan. As supported by this 

study, Acheampong et al. (2017) highlighted the negative effect of insecurity and customers’ 

negative attitudes toward using the E-payment system. In a literature survey, another research 

highlighted the importance of trust in tourism and hospitality. Shen et al. (2022) addressed the factor 

attitude as a moderator role in Chinese culture and as a factor for developing tourism behaviors 

during COVID-19. All these studies present the analysis of trust and attitudes within a general 

framework that includes other factors. 

Then, the concerned stakeholders, such as government departments and other IT-based 

organizations, will decide if this is acceptable. They will also decide which unacceptable gaps will 

require improvements and assist in prioritizing gap improvement factors. In Jordan, such evaluators 
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include The Ministry of Tourism and Antiquities (www.mota.gov.jo), Jordan Tourism Board 

(visitjordan.com), and the Information and Communication Technology Association – Jordan 

(Intaj.net). Naturally, they may consult the most prominent travel agent. The authors also 

recommend reviewing and evaluating current websites for some travel agents. This study is also 

recommended to be conducted every few years to check for any improvements in gap indexes. 

Future research could use a quantitative method such as an analytical hierarchical process 

(AHP); Expert Choice is the prominent recommended software package, which allows assigning 

weights to each of the six factors as well as their interrelationships and comes with an overall index 

to the framework and devise recommendations for prioritizing improvements. 

This research approach is limited to the four technological factors and the two moderating 

factors, as well as it applies to Jordan. Other studies may introduce more and different factors and 

their interrelationships. Then, the research methodology of this paper can be used to come up with 

the different gap indexes. 

 

Appendix A. The framework was published in the literature and used to develop the systematic 

review method, as shown in Figure 2.  

 
Source: Alkhatib, & Bayouq (2020) 
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Appendix B. The data source in an Excel sheet shows all the background computations 

performed on gap analysis, as presented in Figures 1 and 2. 
 

 
 

Appendix C. Meeting the PRISM systematic review  

The checklist includes the following 12 items: 

1. Identify the report as a systematic review. Done 

2. Provide an explicit statement of the main objective(s) or question(s) the review addresses.  

Done 

3. Specify the inclusion and exclusion criteria for the review. Only research related to the six 

factors and their interrelationship were included. Jordan statistics and research were 

included. 

4. Specify the information sources (such as databases and registers) used to identify studies and 

when each was last searched. Only research papers as current as possible. 

5. Specify the methods used to assess the risk of bias in the included studies. Not applicable 

6. Specify the methods used to present and synthesise results. Used a framework developed by 

the authors. 

7. Give the total number of included studies and participants and summarise relevant characteristics 

of studies. Since the paper used a previously published study as well, it is hard to determine 

the total citations used. 

8. Present results for main outcomes, preferably indicating the number of included studies and 

participants. If meta-analysis was done, report the summary estimate and confidence/credible 

interval. If comparing groups, indicate the direction of the effect (that is, which group is favoured). 

Not applicable 

9. Provide a brief summary of the limitations of the evidence included in the review (such as study 

risk of bias, inconsistency, and imprecision). Added to conclusion. 

10. Provide a general interpretation of the results and important implications. Gap indexes were 

calculated 

11. Specify the primary source of funding for the review. Not applicable. 

12. Provide the register name and registration number. Not applicable 

 

Gap analysis Factors 
Current 

level

Optimal 

points
Gap

Gap 

Index

1.               Security 3 10 7

1.               Trust 3 10 7

2.               Having mobile applications 4 10 6

3.               Supporting mobile payments 5 10 5

4.               Design and quality of the user interface 5 10 5

2.               Attitude 5 10 5

Subtotal technical factors GI 40 25 62.5

Total of moderating factors GI 20 10 50

For all: Total factors and Overall GI 25 60 35 58.333
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