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ABSTRACT

With the popularity of Internet applications and the vigorous development of
China's tourism industry, tourism e-commerce is facing an unprecedented
opportunities for development. According to iResearch’s dtatistics, in 2012, the
turnover of China’s online travel market is 1729.7 billion yuan, with a growth rate of
31.6% compared with 1313.9 billion yuan of 2011.

For reasons such as noted above, this paper adds three variables in Technology
Acceptance Model, namely platform features, perceived risk and compatibility,
making it work together with percelved usefulness of tourism e-commerce and
perceived ease of using tourism e-commerce to build model of consumer online
booking intention. The paper takes both literature research and empirical analysis.

The empirical results show that perceived usefulness and perceived ease of use
are dtill the important factors affecting consumers’ intention of booking online, and
perceived usefulness has greater influence. Perceived risk has a significant negative
influence on behavior intention. At the same time, the platform features and
compatibility affect perceived usefulness and perceived ease of use from different
angles, and then affect the behavior intention.

Based on findings above, the paper selected two enterprises from Chinese
tourism e-commerce industry, TaobaoTrip and Ctrip, representing B2C e-commerce
and C2C e-commerce respectively, compared the difference in every dimension. And
combine it with investigation to take further analysis.

Inspirited by case-study results, the paper put forward some proposals for
Chinese tourism e-commerce industry, namely raising the value of products and
service by innovation, enhancing network security management, emphasizing
consumer experience, make diversified development.

Finally, illustrate the shortcoming of the paper, and discuss the future research

trend.
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