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Abstract  
 

Hotels that appear near the top of the list of search results or an online travel agency page usually get 

more attention and hits than those showing up lower on the page, but other factors create exceptions to 

this rule. This study demonstrates that the complexities of the consumer decision process extend beyond 

mere page position. Other factors that influence consumers’ attention to options in a list of hotels include 

the number of options and the presence of images. The study underlines the principle that the position of 

a hotel in a list and on a web page fold helps determine subjects’ attention. Beyond that, presenting test 

subjects with a lengthy set of hotel options (twenty hotels in this case) seemed to overwhelm the subjects, 

who tended to reduce their consideration set using different strategies, notably by focusing on price. In 

addition to creating a more favorable consideration of a hotel, presenting images of the hotels meant that 

the subjects evaluated more hotels, and reviewed each option more carefully by paying more attention to 

both the images and the accompanying text. The presence of images not only helped to alleviate the 

perceived information overload problem but also induced more hedonic elements in decision making, 

including encouraging guests to consider a hotel that did not otherwise shine in the text description. As a 

result, we recommend reducing the number of options on one page, understanding web visitors’ 

conversion rates through a nonlinear formula of attention, and providing appealing and interesting 

images when a hotel is inferior in terms of other criteria. 

 

Conclusion  

  

It is suggested for OTA to limit the number of options that customers can choose by obtaining from 

users’ purchase history due to the limitation of cognition. Moreover, sometimes the attention paid to the 

options is not relevant to their actual popularity ranking. So conversion rate of hotels located at the top 

of the second page is higher than the one of hotels located at the bottom of the first page of search results. 

Lastly,  since pictures and texts are processed in different ways for humans, it is recommended for hotels 

with lower-ranking to equip more diverse materials with attractive pictures and videos. 

 
This article summary is distributed under a Creative Commons Attribution 4.0 license (CC BY) 

 
                     Invent the Future 

V I R G I N I A P O L Y T E C H N I C I N S T I T U T E A N D S T A T E U N I V E R S I T Y 
An equal opportunity, affirmative action institution 

https://doi.org/10.1177/1938965512463264

