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Table 1 - Sample characteristics.

Distribution (n=251)

oNOYTULT D WN =

Age: Gender:

9 <26 24 10% Male 108 43%

10 26-40 54 21% Female 143 57%

11 41-50 92 37%

>50 81 32% Education:

14 Secondary education 65 26%

15 Monthly Income: Undergrduate Degree 128 51%

16 0to 500€ 23 9% Master 48 19%

17 501€ to 750€ 26  11%  Doctorate 4 2%
751€ to 1000€ 36 14% Others 6 2%

20 1001€ to 1500€ 56 22%

21 More than 1500€ 110 44% Occupation:

22 Employee 168 67%

Travel frequency: Self-employed 44  17%

1to 2 each year 158 63% Student 15 6%

26 3 to 6 each year 69 28% Other 8 3%

27 7 to 9 each year 8 3% Unemployed 3%

28 10 or more each year 16 6% Retired 9 4%

~N
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Table 2 - PLS loadings and cross-loading.
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1 2 3 4 5 6 7 8 9 10
Loading Time  LT1 927 390 .526 .373 .667 .516 .529 .023 -277 .556
(1) LT2 .928 455 527 .410 .686 .527 .560 .015 -.286 .486
LT3 778 196 .349 256 .427 .387 .336 .031 -.088 .286

Security (2) SEC1 422 913 420 .413 549 .464 .505 .140 -.252 .355
SEC2  .319 .847 .300 .330 .401 .366 .404 .121 -.168 .283

SEC3  .333 .882 .301 .308 .389 .312 .406 .168 -.206 .280
Navigability (3) NAV1 .504 .326 .881 .414 .456 .506 .372 .097 -.305 .509
NAV2 500 .407 .931 .452 .581 .518 .445 053 -.385 .531

NAV3 497 351 .945 .467 .541 .505 .433 .110 -.373 .585

Visual Appeal VAP1 417 372 472 .956 .587 .536 .441 .205 -.116 .360
(4) VAP2 361 .392 .437 .930 .624 .481 .470 .233 -.137 .350
VAP3 371 389 .471 .963 .575 544 .452 .260 -.113 .372

Website wsQl .615 .448 533 564 .934 531 .630 .157 -.234 .515
Quality (5)  wsQ2 .673 .479 517 .608 .903 .657 .625 .120 -.227 .531
wsQ3 .638 .515 .554 577 .949 589 .654 .139 -.283 .541

Brand Image BI1 322 284 383 429 .424 .701 391 .165 -.146 .351
(6) BI2 492 345 481 399 .578 .822 .431 .015 -211 .453
BI3 428 357 393 428 .456 .778 .389 .111 -.058 .294

BI4 490 415 491 .487 556 .875 .492 .129 -181 .436

Trust (7) TR1 468 341 385 .309 .555 .392 .800 .135 -379 .510
TR2 414 344 295 381 .473 435 702 .290 -.084 .387

TR3 451 452 315 406 .614 .448 .862 .195 -324 .523

TR4 436 461 449 428 536 .443 814 .153 -459 .590

Product MKP1 .051 .154 .099 .219 .105 .138 .208 .798 .054 .113
Marketing ~ MKP2 -.086 .108 -.026 .123 .032 .028 .163 .833 .146 -.006
Activities (8)  vkp3  .048 .084 .052 .230 .150 .127 .156 .756 .159 .117
MKP4 .070 .154 .144 209 .192 .118 .234 .823 -.006 .146

MKP5 -082 .115 .017 .143 .031 .040 .126 .746 .168 .005

Risk (9) RISK1 -218 -.181 -214 -056 -.221 -.053 -.297 .087 .723 -.264
RISK2 -202 -.182 -354 -171 -203 -.160 -.320 .100 .831 -.402

RISK3 -.178 -.207 -326 -.082 -233 -.162 -.331 .114 .906 -.438

RISK4 -258 -.222 -397 -107 -215 -.203 -340 .119 .865 -.462

RISK5 -.248 -.212 -297 -110 -.248 -.189 -.387 .032 .833 -451

Behaviour  |PU1 462 .338 .538 .296 .508 .411 .565 .114 -.428 .875
Intention (10) |py2 485 292 528 .412 .527 .472 588 .092 -394 .882
IPU3 386 .240 .453 .342 468 .364 .471 .109 -.310 .782

IPU4  .446 344 519 304 .473 .419 563 .093 -507 .893

IPUS  .451 .291 .489 .281 .475 .428 .535 .094 -.469 .858
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Table 3 - Means, standard deviations, correlations, and reliability and validity measures (CR, CA, and AVE) of latent

variables.
Constructs Mean SD CR CA 1 2 3 4 5 6 7 8 9 10
(1) Loading Time 5.476 1.265 .911 .856 .881
(2) Security 4,561 1.478 .912 .857 .413 .881
(3) Navigability 5.704 1.204 .943 .909 .543 .396 .920
(4) Visual Appeal 5.485 1.100 .965 .946 .403 .405 .484 .950
(5) Website Quality 5.396 .929 .949 920 .692 .519 .576 .628 .929
(6) Brand Image 5.649 1.005 .873 .805 .549 .442 554 547 .639 .796
(7) Trust 4,751 1.127 .873 .806 .555 .505 .455 .479 .686 .538 .796
(8) Product Mark.Act. 3.713 1.325 .894 .856 .024 .161 .093 .245 .149 .128 .237 .792
(9) Risk 3.998 1.482 .919 .890 -.264 -.241 -.388 -.129 -.267 -.194 -.403 .107 .834
(10) Behav. Intention ~ 5.241 1.369 .933 .911 .521 .352 .589 .379 .570 .489 .636 .116 -.495 .859
Table 4 - Heterotrait-Monotrait Ratio of correlations (HTMT)
Constructs 1 2 3 4 5 6 7 8 9 10
(1) Loading Time
(2) Security 452
(3) Navigability .603 .434
(4) Visual Appeal 437 441 521
(5) Website Quality .758 .570 .625 .672
(6) Brand Image .647 518 .644 .629 .736
(7) Trust .651 .595 .528 .549 .795 .668
(8) Product Mark.Act. .101 .182 .113 .258 .154 .162 .276
(9) Risk .284 270 .420 .137 .297 .221 .461 .167
(10) Behav. Intention .568 .391 .646 .411 .624 .562 .736 .132 .533
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Table 5 - Mediation Analysis.
Beta SD t-Test p-value

H10a - Partial mediation
(P1) Brand image -> Trust .165 .059 2796 <.01
(P2) Trust -> Behaviour intention .285 .061 4671 <.001
(P3) Brand image -> Behaviour intention .139 .068 2.050 <.01
(P1*P2) Brand image -> Trust -> Behaviour intention .047 .020 2345 <.01
(P1*P2*P3) .006 .004 1597 ns.
H10b - Full mediation
(P1) Product Marketing Activities -> Trust 137 .053 2565 <.05
(P2) Trust -> Behaviour intention .285 .061 4671 <.001
(P3) Product Marketing Activities -> Behaviour intention .020 .057 0.355 ns.
(P1*P2) Product Marketing Activities -> Trust -> Behaviour intention  .039 .018 2.215 <.05
(P1*P2*P3) .001 .002 0301 ns.
H10c - Partial mediation
(P1) Website quality -> Trust .560 .058 9.706 <.001
(P2) Trust -> Behaviour intention .285 .061 4671 <.001
(P3) Website quality -> Behaviour intention .167 .077 2.168 <.05
(P1*P2) Website quality -> Trust -> Behaviour intention .160 .038 4.240 <.001
(P1*P2*P3) .025 011 2.231 <.05
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Appendix A - Items

Constructs  Items Adapted
from
Loading LT1 — The website that | normally use quickly processes my actions. (Wells et
Time LT2 — The website | usually use loads quickly. al., 2011)
LT3 — The website | normally use takes very little time to load.
Security SEC1 - | am confident that the information | provide during my transaction will not (Wells et
reach inappropriate parties during storage in this retailer’s databases. al., 2011)
SEC2 - | believe inappropriate parties cannot deliberately observe the information |
provide during my online purchase.
SEC3 - In my opinion, third parties or entities will not have access to or store the
data that | provide on the website.
Navigability ~NAV1 - Navigating these website pages is easy for me. (Wells et
NAV2 - | find that my interaction with this website is clear and understandable. al., 2011)
NAV3 - It is easy for me to become skilful at navigating the pages of this website.
Visual VAP1 - The website is visually pleasing. (Wells et
Appeal VAP2 - The website displays a visually pleasing design. al., 2011)
VAP3 - The website is visually appealing.

Website WSQ1 - Overall, how would you rate the quality of this website? (Fang et
Quality WSQ2 - Allin all, I would rate the website | normally use as being of high quality. al., 2014)
WSQ3 - How would you rate the overall quality of the website you normally use?

Brand BI1 - This e-commerce booking platform’s brands offer a broad range of products. (Saaksjarvi
Image BI2 - This website brand is credible. & Samiee,
BI3 — The brand associated with this website demonstrates character (personality). 2011)
Bl4 - | have a good feeling about this brand.
Trust TR1 - The chance of having a technical failure in an online transaction is quite small.  (Amaro &
TR2 - | believe most e-commerce travel web sites will perform to the utmost of the Duarte,
customers' benefit. 2015)
TR3 - | believe online travel sites are trustworthy.
TR4 — Buying over the Internet is safe.
TR5 — Internet purchases are reliable due to the lack of uncertainties.
Product MKP1 - Direct marketing activities (i.e. direct mail and e-mails) influence my online (Pappas,
Marketing purchasing decisions. 2016)
Activities MKP2 - The ‘above the line’ promotional activities (i.e. TV and radio
advertisements) influence my online purchasing decisions.
MKP3 - The tourism product's branding influences my online purchasing decisions.
MKP4 - The online promotions (i.e. social networks, web pages) influence my
decision to select the tourist product/package | intend to buy.
MKPS5 - The offline promotions (i.e. TV, radio) influence my decision to select the
tourist product/package | intend to buy.
Risk RISK1 - I do not feel comfortable giving out credit card information to make a (Amaro &
transaction over the Internet. Duarte,
RISK2 - | feel apprehensive about purchasing online. 2015)
RISK3 - Purchasing travel online is risky.
RISK4 - There is too much uncertainty associated with purchasing travel online.
RISK5 - Compared with other methods of purchasing, shopping online is riskier.
Behaviour IPU1 - I am likely to purchase tourism products online. (Amaro &
Intention IPU2 - 1 am likely to recommend online shopping to my friends. Duarte,
IPU3 - 1 am likely to make another online purchase if the products | buy prove to be  2015;
useful. Pappas,
IPU4 - If | were to buy a trip the probability of buying online would be high. 2016)

IPUS - | expect to purchase travel online in the near future.
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What influences consumers’ online purchase intention for
travel?

Abstract

Despite its increase in recent years, e-commerce is far from surpassing traditional trade, and
the online purchase of travel arrangements is no exception. Using an integrated model
founded in theory about consumers’ attitude and behaviour, we studied the behaviour
intention of online purchasers of travel services, based on an online questionnaire and the
responses of 251 respondents. The results indicate that loading time, security, and visual
appeal have a positive influence on website quality and suggest that website quality, trust, and
brand image explain behaviour intention. The mediation, moderation, and direct effect are
studied, offering insights and both theoretical and practical implications.

Keywords: Online Travel Purchase Intention; Trust; Brand Image; Website Quality; Product
Marketing Activities; Risk.

1. Introduction

It was only a few decades ago that the Internet was seen as something that filled the
imagination of a few and that many others could not even understand. Today that situation
has reversed and causes bewilderment to a much smaller percentage of the world's
population. According to ITU (2022) in 2021 about 4.9 billion people from developed and
developing countries use the Internet, whereas 10 years ago the figures were only around 2.2
billion individuals. The same evolution is true for e-commerce (the trading of goods or services
over computer networks such as the internet), which also shows very high growth. This is also
quite natural for an increasingly higher percentage of the world's population, especially in
more developed societies, who buy many kinds of products and services online (Eurostat,
2022). Amongst these, the purchases of clothes occupy the first place in the set of goods
and/or services most commonly purchased online. In second place is the online purchase of
travel services - understood as the purchase not only of the tickets of the various means of
transportation but also the reservation of hotels and other services such as excursions
(Eurostat, 2018).

The volume of e-commerce sales growth 65% from 3,4 trillion USD in 2019 to 5,5 (estimated)
trillion USD in 2022 (Statista, 2022), while the travel and tourism industry continues to be one
of the hardest hit by the coronavirus pandemic, with global international arrivals in 2022
expected to remain 30% below 2019 levels (EIU, 2022). The COVID-19 pandemic crisis is a real
reinforcement since it impacts human mobility and consumption habits immediately.
Therefore, travel to broader destinations is rather limited. People stay closer to home
(Abdullah et al., 2020). Expectations are that the travel industry supply chain will be shortened.
In the traditional travel model, the various intermediary companies that ultimately handle one
booking can add up. Due to the complexity, the promised security, even in crisis times, was
poorly handled and the support in case of cancellation or refund turned out to be poor. The

1
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alternative is an online booking platform that has the possibility of connecting the traveller
directly to a host in the destination (Robbins, 2020).

Amaro and Duarte (2015) noted the growing number of studies (52 studies between 2002 and
2011) concerning online travel shopping, which show us how important the topic of online
travel is. Another literature review of online travel from Ukpabi, Onyenucheya, and Karjaluoto
(2017) reports 63 studies published between 2005 and 2016. Zhou et al. (2021) identified 71
online travel research sources published between 2002 and 2020, indicating no sign of
saturation of the online travel topic. Those studies do not share the same objectives, adopt
different approaches, and use different research models, based on the various theories about
human behaviour, the same theories that will also support the current research work.

Since online commerce has its own requirements, which do not always match those of offline
commerce, our goal is to help determine the constraints and opportunities that online travel
consumers face in order to provide sellers with guidance for an appropriate action toward
consumers and for the success of their business. Thus, the main objective of the present study
is to provide an explanation of the drivers that influence the purchase intention of online
travel. An understanding of these factors can be used as a reference for distribution channels
to implement or improve existing services.

With this research we expect to make relevant theoretical and practical contributions. We
propose the following four-fold contributions. First, by including loading time, security,
navigability, and visual appeal to understand the website quality, we expect to show how
important the overall website quality is to capture online travel consumers. Second, website
quality could enhance users’ trust and behaviour intention, as reported by Chang, Kuo, Hsu,
and Cheng (2014), who also noted that it is important to explain perceived trust. Third, brand
image can create an image of trust and behaviour intention, leading users to use online travel
(Lien, Wen, Huang, and Wu, 2015). Four, trust can play a role directly, indirectly, or as a
moderator of risk in behaviour intention. By measuring several different ways to connect the
behaviour intention, we demonstrate the importance of triangulation to enrich the research
model.

2. Literature review and hypotheses

2.1 Theoretical framework

Many studies concerning the consumers’ attitudes and behaviour are supported by either the
theory of reasoned action (TRA), the theory of planned behaviour (TPB) (Ajzen, 1991), the
technology acceptance model (TAM) (Davis, 1989), the innovations diffusion theory (IDT)
(Rogers, 2010), and/or by models combining several of these theories. All of these theories,
which have emerged in the last 50 years, seek to explain human behaviour. The TRA,
developed by Fishbein and Ajzen (1975), is one of the most important theories about human
behaviour and was complemented by these and other authors in the following decades.
According to this theory, human behaviour depends on two main determinants. The first is the
attitude of the person regarding the object or the behaviour. The second determinant consists
of the individual’s perception of the social pressure that will affect him if or when he decides

http://mc.manuscriptcentral.com/THR
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to behave or not behave in a given way or direction (subjective norms) (Fishbein and Ajzen,
1977).

An issue is that some behaviours are not voluntary or cannot be controlled by individuals. To
address this, the TPB, an extension of the TRA, posited that the control over the behaviour is a
condition for a person's adoption of a certain behaviour (Ajzen, 1991). Therefore, the adoption
of a certain behaviour by an individual depends not only on his positive attitude and subjective
norm, but is also stimulated by the perceived behavioural control and that influence (Ajzen,
1991).

In the TPB model, the behavioural beliefs, the normative beliefs, and the control beliefs
respectively influence the attitude, the subjective norms of the behavioural control (Ajzen,
1991). The TRA was also adapted by the TAM to evaluate a user’s computer acceptance, using
it to measure the intention and weight of attitude, perceived usefulness, and perceived ease of
use regarding the intention to use (Davis, 1989). The model was subsequently modified, and
the attitude construct was eliminated (Venkatesh and Davis, 1996).

Figure 1 shows our proposed model, illustrating the hypothetical relationship between the
website quality and its antecedents (visual appeal, security, navigability, and loading time
factors), brand image, and product marketing activities toward behaviour intention and trust
that, in turn, also hypothetically, has a direct influence on the consumer’s behaviour intention
and plays a mediator role over the other constructs, having risk as a moderator.

-- insert here figure 1 --

2.2 Website quality

Many other authors investigating website quality and online purchase intention point to the
same mediating function of eTrust (Chang et al.,, 2014; Rahimnia and Hassanzadeh, 2013;
Wang, Law, Guillet, Hung, and Fong, 2015). Qalati et al. (2021) also considered eTrust as an
intermediary factor when researching the relationship between website quality and
individuals’ online booking use intention. Statistical data collected by them reveal that hotel
website quality is a strong predictor of eTrust, and therefore leads to the same conclusion
about the mediation role of eTrust. Wang et al. (2015) found that the characteristics of
institutional hotel websites, in terms of security, privacy, ease of use, and functionality, are
very important for consumer's trust and that these affect their online booking intentions to a
great extent. These findings support the belief that hotels can use their official websites to
support their trust relationship with their clients (Chang et al., 2014) and that hotels should
not base their competence strategies on the price alone, but also on their website quality, due
to its importance to gain consumers’ trust and to increase online reservations (Li, Peng, Jiang,
and Law, 2017). Tam et al. (2022) found that customers are more likely to visit and purchase
from websites of high quality. We posit:

Hla: Website quality of online travel platforms positively affect trust.

H1b: Website quality of online travel platforms positively affect behaviour intention.

Loading time

http://mc.manuscriptcentral.com/THR
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Load time is considered by many authors as an important item to measure website quality.
This is the case of Barakovi¢ and Skorin-Kapov (2017), who include it in the model they used to
study the quality that users perceive when using mobile web browsers. Qi, Law, and Buhalis
(2010) point out that in the case of Chinese travellers, as well in the case of travellers from
around the world, load time plays an important role in defining the usability of the website
that is perceived by customers. Finally, in the survey they conducted concerning customer’s
expectations about the quality of hotel websites, Hahn, Sparks, Wilkins, and Jin (2017) found
that the respondents living in Korea and Australia considered quick access to the website an
important item to evaluate its quality. We therefore propose:

H2: Loading time positively affects perceived website quality.

Security

It is a fact that a growing number of persons use the Internet every day, but only a part of
those users makes purchases online. This happens because many users, approximately 87%, do
not feel safe and protected regarding their own privacy when purchasing online (Ray, Ow, and
Kim, 2011). Regardless of which variable each author considers as having more influence in the
consumers’ perceived security, they all agree that the lack of perceived privacy and security
protection in e-commerce is the main reason why many consumers choose not to shop online.
Trust, therefore, plays an important role in online transactions (Ponte, Carvajal-Trujillo, and
Escobar-Rodriguez, 2015; Ray et al., 2011). In the internet domain, service quality or
satisfaction highly depends on security (Prasongsukarn, 2009; Szymanski and Hise, 2000).
Hence, we propose:

H3: Security positively affects perceived website quality.
Navigability

Navigability is highly important when measuring website quality, as visitors tend to quit if
while searching they get lost or if they feel confused. In most cases, website quality is
associated with good navigability (Kwak et al., 2019). It is worth noting that when searching
online, consumers are alone and have no help from a shop assistant, as they do in physical
stores. Providing high-quality information is not enough to attract customers’ attention if they
feel frustrated by the difficulties they face in navigating to understand or to download the
contents, if they feel insecure, or if they perceive that the services offered to them are not
personalized, leading to leaving the website (McKinney et al., 2002). A website has a good
navigability rate if it offers different interaction and navigation hypotheses (Marsico and
Levialdi, 2004). Internet users depend on navigability to navigate without embarrassments and
to achieve what is desired (Zeng, 2009). Kimiagari and Malafe (2021) found that navigability is
a direct predictor of online impulse buying. Hence, we propose:

H4: Navigability positively affects perceived website quality.

Visual appeal

Websites with poor design do not attract the user’s interest (Perdue, 2002). According to a
survey, two-thirds of the respondents consider that the website design is determinant for their
decision to shop there, and the percentage is even higher among wealthy e-buyers (Elliott and
Speck, 2005). Customers enjoy a website with a fine visual appeal, which can lead to improving

4
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their willingness to shop (Park et al., 2021). For that reason, companies have to concentrate on
making their websites attractive, as well as useful and simple. In fact, attractiveness is not
enough, but it greatly impacts perceived purchase intention. It is common to emphasize the
importance of the first contact for evaluating objects and people (Tetlock, 1983). It is expected
that visual appeal also affects the website quality and customer intention (Kirillova & Chan,
2018). We posit:

H5: Visual appeal positively affects perceived website quality.

2.3 Brand image

Saleem and Raja (2014) found that brand image reflects what a consumer’s memory retains
about a brand. In other words, they posited that brand image is simply what the consumers
think and feel when they see a certain brand, what the characteristics of a brand are that
immediately come to a consumer’s mind when that brand is presented. Brand image can also
be defined as a consumer’s perceptions regarding a brand (Saaksjarvi & Samiee, 2011) or as
the image that the brand leaves with the consumer (Yu, Lin, and Chen, 2013). In fact, the
image that consumers have of a firm results from the interpretation of its identity (Saaksjarvi
and Samiee, 2011), and that image, in a certain way, will determine consumer choices (Keller,
1993; Saaksjarvi, and Samiee, 2011). Kwon and Lennon (2009) observed in their study that for
some customers brand image is the result of the information they have collected about the
seller from all channels they have tried, and another group of customers have various brand
images and expectations depending on the different seller channels. Brand image may also
explain users’ beliefs and behaviours to the continuance use (Tam et al., 2022). We posit:

H6a: Brand image positively affects trust.

H6b: Brand image positively affects behaviour intention.

2.4 Product markeling aclivities

Over time the consumer’s purchase behaviour has been changing in online shopping (Boer et
al., 2001; Erlangga, 2022), perhaps due to the effect of marketing initiatives on the risks
customers perceive regarding products and online channels, which are significantly higher than
in offline shopping (Lee and Kotler, 2009). Consumers seem to search for products and web-
sellers that provide high-level quality and reduced risk (Chiu, Gries, Torelli, and Cheng, 2011),
driving e-vendors to adapt their marketing initiatives, targeting the reduction of product and e-
sellers’ risks (Chikweche and Fletcher, 2010; Chiu et al., 2011). Erdem and Swait (1998) pointed
out the effects that promoting investments brands make, through different marketing
techniques such as commercials, events, or social sponsorships that affect consumer trust. We
posit:

H7a: Direct marketing activities (i.e. direct mail and e-mails) positively affect trust.

H7b: Direct marketing activities (i.e. direct mail and e-mails) positively affect behaviour
intention.

http://mc.manuscriptcentral.com/THR
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2.5 Trust

Trust means that one person, the consumer, believes that another, the e-vendor, will fulfil his
obligations in the way it is expected he should (Kim et al., 2008). Many authors have studied
how trust influences a consumer's behaviour. Alsajjan and Dennis (2010) emphasized the role
of trust in influencing consumers’ attitudes and behaviour intentions. Other studies point out
that trust has a significant importance in building success in the online domain (e.g. Corritore,
Kracher, and Wiedenbeck, 2003; Elbeltagi and Agag, 2016) and that adopting an integrative
view to study how purchase intention can be affected by online trust and influences the
intention to buy, in a positive direction (Mansour et al., 2014). As mentioned by Agag and El-
Masry (2016), many other studies report a relationship between trust and purchase intention,
in a positive way, and some other studies concluded that an individual’s positive attitude
regarding an online service provider depends on the trust that the service provider deserves in
the consumer’s eyes and that the greater that trust, the more the consumer is in the mood to
repurchase (e.g. Agag and El-Masry, 2016; Amaro and Duarte, 2015; Tam et al., 2019).
However, in a study about Taiwanese online hotel booking, Lien, Wen, Huang, and Wu (2015)
found the reduced importance that trust has in defining purchase intentions, even though
trust positively influences value. We posit:

H8: Trust positively affects behaviour intention.

2.6 Risk

The risk that is perceived by consumers results from the weighting between the losses that
would result from an unfavourable act and the individual's belief about the probability of the
consequences being really unfavourable (Mitchell, 2001). The perceived risk is greater in
products like tourism, which are intangibles (Laroche, Mcdougall, Bergeron, and Yang, 2004),
and so the purchase of services presents a higher level of risk than the acquisition of products
(Mitchell and Greatorex, 1993). The perceived risk even affects trust because according to Li et
al. (2017), trust has a higher importance for online sellers than to offline dealers due to the
circumstance that consumers cannot physically evaluate the product they want to buy.
Therefore, its importance is crucial in determining people’s intentions to purchase online
(Hong and Cho, 2011) and to make their buying choices (Buttner and Goritz, 2008). Pappas
(2016) found various reasons for a greater risk perception by the online consumers if
compared with the clients of traditional shopping: the impossibility of physically examining the
good before buying it; the absence or the inefficiency of an after-sales service; the complexity
or the language used to sell, which causes communication difficulties. This probably explains
why online consumers often visit the stores where they can see and touch the goods they
want to buy online (Kim, Lee, and Law, 2008), and when they cannot do that, due to the type
of product or service they want to purchase, they search for all the information they can about
it and talk about it with other consumers, especially about price and quality (Bjork and
Kauppinen-Raisdanen, 2012).

H9: Risk moderates the effects of trust on behaviour intention, such that the effects are
weaker amongst users with greater risk.
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2.7 The mediating role of trust

When a construct intermediates the relationship between two others, we say it has a
mediating role (Latan and Noonan, 2017). Many authors in various domains emphasize the
possible mediating role of trust. It was found that it could intermediate knowledge transfer
(Levin and Cross, 2004), or to serve, in some way, as a mediator in the relationship between
industrial cluster involvement and knowledge acquisition (Alaarj, Abidin-Mohamed, and
Bustamam, 2016), or to mediate the relationship between behavioural intentions and
individual characteristics, online environments, and information technology (Alaarj et al., 2016;
Gefen and Straub, 2004) in the online business domain. These examples lead us to consider
the possible mediating role of trust on the relationship between brand image and product
marketing activities to behaviour intention, and to expect the following hypotheses to be
confirmed:

H10a: Trust positively mediates the relationship between brand image and behaviour
intention.

H10b: Trust positively mediates the relationship between product marketing activities and
behaviour intention.

H10c: Trust positively mediates the relationship between website quality and behaviour
intention.

3. Methods

3. 1. Measurement

The questionnaire measurement items (Appendix A) were based on those proposed without
significant changes. In fact, the items related to security (SEC), loading time (LT), navigability
(NAV), and visual appeal (VAP) are those mentioned by Wells, Valacich, and Hess (2011); brand
image (Bl) by Saaksjarvi and Samiee (2011); website quality (WSQ) by Fang et al. (2014);
product marketing activities (MKP) by Pappas (2016); trust (TR) and risk (RISK) by Amaro and
Duarte (2015); and behaviour intention (IPU) by Amaro and Duarte (2015) and Pappas (2016).
The Appendix A shows the items for all constructs.

3.2 Data

Data collection was made via survey monkey in Portugal, using a questionnaire that we
developed in English and then translated to Portuguese, and that was thereafter directed to
internet users (Brislin, 1970). To measure the items, we used a numerical scale anchored in
strongly disagree (1) and strongly agree (7), as do most authors.

Prior to the data collection, between the 17 and the 20t May 2019, a test was held with a
group of 27 individuals asked to answer the questionnaire. Their responses are not included in
the final results. The questionnaire was available between the 20t of May and the 26 of June
2019. Eight-hundred emails were sent requesting a response via a link, and we obtained 251
valid responses, corresponding to a 31% response rate. To increase the survey response rate,
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we applied the “key informant” method to identify the target audience (Pinsonneault and
Kraemer, 1993). A follow-up email was sent in the second stage to those who did not reply in
the first stage. The final sample includes 251 valid and complete responses (154 respondents
in the first stage and 97 respondents in the second stage). Comparing the first and second
respondent groups, the results from the Kolmogorov—Smirnov (K-S) test indicate an absence
of non-response bias (Ryans, 1974). We examined the common method bias by using
Harman’s one factor test (Podsakoff, MacKenzie, Jeong-Yeon, and Podsakoff, 2003). The
eigenvalues of the correlation matrix correspond to the variance explained by each principal
component/factor. As the first eigenvalue (the larger one) corresponds to 34.2% of the sum of
all eigenvalues (total variance in the items), it is well below the threshold of 50%. This test
detected no significant common method bias in our dataset. Additionally, to test for common
method bias, the marker variable technique was employed (Lindell and Whitney, 2001;
Malhotra, Kim, and Patil, 2006). No significant common method bias was found in the data set.

Based on statistics about the respondents’ characteristics (Table 1), 57% of respondents are
female, 37% ranged from 41 to 50 years of age, and 63% of respondents travel between one
and two times per year.

-- insert here table 1--

4. Data analysis and results

The data analysis was carried out using partial least squares structural equation modelling
(PLS-SEM). We estimate the model with PLS because (i) the PLS method’s purpose is
prediction, making it suitable for this type of model (ii) none of the items require a normal
distribution; (iii) the research model is considered to be complex (Henseler, Ringle, and
Sinkovics, 2009). SmartPLS 3.2.7 was used to examine our hypothesized model (Ringle,
Wende, and Becker, 2015). The assessment of the hypotheses established in SEM follows a
twofold pre-analysis phase to both the measurement models and thereafter the structural
model.

4. 1. Measurement mode/

The effectiveness of the measurement model is revealed in the internal consistency,
convergent validity, and discriminant validity. The internal consistency is measured by the
composite reliability (CR) and Cronbach’s alfa (CA); the convergent validity is measured by the
average variance extracted (AVE); and the discriminant validity by the relationship of loadings
and cross-loadings, the square root of the AVE, and the Heterotrait-monotrait (HTMT) ratio of
correlations, which should be checked (Matsuno, Mentzer, and Rentz, 2005).

Table 3 shows the CR and CA. The CR values are greater than 0.8, indicating that the model has
good internal consistency. The good indicator reliability was evaluated based on the criterion
that the loadings should be greater than 0.70. As seen in Table 2, the loadings are above 0.70.
AVE was used to test convergent validity. AVE should be higher than 0.50, so that the latent
variables explain more than half of the variance of their indicators. As is seen in Table 3, AVE
for each construct is above the threshold of 0.5, ensuring convergence.

-- insert here table 2--
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The discriminant validity states three factors. Firstly, the square roots of AVEs (diagonal
elements) are higher than the correlations presented in the off-diagonal line (Fornell and
Larcker, 1981). Secondly, to ensure the discriminant validity, the cross loadings criterion, it
requires the item loading to be greater than all cross loadings (Go6tz, Liehr-Gobbers, and Krafft,
2010; Grégoire and Fisher, 2006). In Table 2 the values reveal that the loadings are higher than
the cross loadings, which meets the criterion. In Table 3, the square root of AVE (in bold)
meets the criterion, as the values are higher than the correlation between constructs.

-- insert here table 3--

Thirdly, the HTMT criterion for discriminant validity assessment showed the presence of
discriminant validity between the pair of constructs, as the HTMT ratios for each pair of
constructs have a value lower than 0.9 and are significant, as shown in Table 4 (Henseler,
Ringle, and Sarstedt, 2015).

-- insert here table 4--

4.2. Structural model

The values of the path coefficients and t-statistics, extracted from R? bootstrapping based on
5,000 resamples, are in Fig. 2. The sample distribution can be viewed as similar to the
estimates of the coefficients resulting from a bootstrap distribution. It may also represent the
parameter’s standard error in the population. Thus, the measurement of t-values serves to
assess the importance of each indicator.

-- insert here figure 2 --

The model explains 65.6% of the variation of website quality. The loading time (ﬁ=.426, p <
.001), the security (ﬁ= .160, p < .001), and visual appeal (,E-?=.334, p<.001) are statistically
significant, supporting H2, H3, and H5. The navigability is not significant in explaining website
quality, and thus H4 is not confirmed.

The model explains 50.4% of the variation of trust. In fact, the website quality (ﬁ=.563,
p<.001), brand image (,63:.161, p<.01), and product marketing activities (ﬁ=.133, p<.05) are
statistically significant, which confirms H1, H6a, and H7a.

The model also explains 54.3% of the variation of behaviour intention, given that the brand
image (f;:.137, p<.05), trust (,é:.285, p<.001), and website quality (,E?:.169, p<.05) are
significant, supporting H6b, H8, and H1lb, although product marketing activities are not
significant, leading to H7b not being confirmed. Finally, regarding the moderating effect of risk
(§:.135, p<.01), our results show that it is statistically significant in moderating the
relationship between trust and behaviour intention, which supports H9.

4.3 Medliafor role of tfrust

We conducted a mediation analysis, which is caused by the indirect effect by the third variable,
which plays an intermediary role in the relationship between an independent and a dependent
variable (Roldan, Nitzl, and Cepeda, 2016). Table 5 shows the mediator role of trust. Brand
image influences behaviour intention directly, and indirectly through the trust to behaviour
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intention, thus confirming H10a. The results show complementary mediation (partial
mediation) because the indirect and direct effects are significant and point in the same
direction. Product marketing activities have no direct effect on behaviour intention but play a
role indirectly through the trust to behaviour intention, thus confirming H10b, and show
indirect-only mediation (full mediation). Website quality influences behaviour intention
directly, and indirectly through the trust to behaviour intention. Consequently, hypothesis
H10c is confirmed, showing complementary mediation (partial mediation).

-- insert here table 5—

4.4 Moderafor role of risk

Our results also provide evidence on the moderating role of risk (,{?=.135, p<.05) in the
influence that trust has in the behaviour intention, which supports H9. This influence of the
risk over trust to behaviour intentions is shown in Figure 3. For low-risk users, trust has little
effect on the behaviour intention. However, in a situation in which the consumer feels a
presence of high risk, trust influences the behaviour intention with greater impact. This
confirms the conclusions of earlier studies (Hong and Cho, 2011; Li et al., 2017). Finally, and
also corroborating previous studies, the data collected show that trust plays a mediating role
in the relationship between brand image and product marketing activities (Chang et al., 2014).

-- insert here figure 3 —

5. Discussion

The aim of this study is to understand which variables influence the purchase intention of
online travel customers and to what extent. In order to achieve that purpose, we have chosen
9 constructs, based on the results from the literature review, and 12 hypotheses were posited.
Only two of the hypotheses considered were not supported by the results, so it can be said
that the hypotheses we have selected were largely confirmed.

5. 1 Theoreftical implications

The factors influencing online travel purchase intention have already been the object of
previous research. However, most of those studies did not approach the subject in an identical
way, or even in a similar way, to the one we adopted. We have joined into one single model all
of the main possible variables — website quality, brand image, and product marketing activities
— as well as trust and its mediator role and risk as a moderator. By considering a holistic,
useful, and comprehensive approach, we expect to make a valuable contribution to the
literature in the online travel purchase domain.

Our study’s results largely confirm those of earlier studies that have analysed similar
constructs, and so we can say that it has demonstrated the validity of the vast majority of the
hypotheses we have considered in our effort to determinate which factors influence purchase
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intention of online travel consumers. Website quality explained by loading time, security, and
visual appeal shows significant impact on trust and behaviour intention. Past studies showed
us how website quality is associated with consumer behaviour (e.g. Wells, Valacich, and Hess,
2011). Brand image play a role in trust of online travel. There is a clear relationship between
the strength of a brand image and the perceived quality of the product by consumers (Grewal,
Krishnan, and Baker, 1998) and their purchase intention (Yu et al., 2013). Besides influencing
customers’ perceived quality, brand image significantly improves trust (Chiang and Jang, 2007)
because a good brand image can diminish the risk of purchase (Chen and Chen, 2010; Chiang
and Jang, 2007). Marketing product activities play a role in customer trust. In fact, Blattberg
and Neslin, (1989) highlighted the impact on consumer behaviour of sales promotion and
Ashraf, Rizwan, Igbal, and Khan (2014), mention that this effect can be the consequence of
many factors, namely different kinds of marketing actions, such as price discounts.

Only two of our hypotheses were not confirmed: the one that asked if navigability was
significant in explaining website quality (H4) and the one asking about the possible direct
effect of product marketing activities on behaviour intention (H7b). In these two situations,
the results of previous studies were not confirmed. These two cases of failure to confirm the
hypotheses show the specific characteristics of the online travel purchase domain.

Concerning navigability, our study’s results show that online travel consumers give less
importance to this factor than they give to the other factors affecting the perceived website
guality, which contradicts the literature (Wells, Parboteeah, and Valacich, 2011). Some studies
identify navigability as an essential part of website quality (Kwak, Ramamurthy, and Nazareth,
2019; Wells, Valacich, and Hess, 2011). Given the importance that is mentioned in the
literature to navigability in evaluating website quality (e.g. Hu et al., 2017; Kwak et al., 2019),
we consider that this is due to the fact that the quality factors are not perceived the same way
in all e-business domains and also because, specifically in the online travel domain, consumers
take it for granted regarding the features of the sites.

The specific characteristics of the online travel trade also explain, in our opinion, the fact that
it was found that the effects of marketing strategies on purchase intention are not the same as
those reported in most of the literature. The behaviour intention of online travel consumers
seems to be less influenced by promotion techniques, which is consistent with the findings of
Foster et al. (2020). One of the possible reasons respondents mentioned was that their privacy
would be disturbed if contacted directly, meaning direct marketing no influence on behaviour
intention (Koay et al., 2020).

5.2 Practical implications

In a society in which individuals consider traveling as one of their top interests and the use of
the internet has become trivially commonplace, the practical implications of this study are
obvious. E-commerce statistics show that the proportion of e-shoppers amongst the internet
users is growing and is more significant in the younger age group (under 24 — 78%), but also in
the next group, which ranges from 25 to 54 years of age (76%) (Eurostat, 2022). So, if service
providers of online travel purchases wish to increase the use of the resources they offer to
their customers, they should pay attention to some of the facts that our research highlights.

First, this study shows the importance that website quality has in improving trust, even though
the respondents do not assign the same value to all factors that can explain the success or
11

http://mc.manuscriptcentral.com/THR



oNOYTULT D WN =

Tourism and Hospitality Research

failure of a website. In fact, the results show that only navigability is not significant in
explaining website quality. The other three factors we consider as being more important in
evaluating the quality of travel websites - the downtime, the security, and the visual appeal -
are significant, and the consumers' trust greatly depends on them. The fact that, for instance,
payment security or privacy concerns are the second main reason (24%) for EU citizens not
buying over the internet (Eurostat, 2020) corroborates this idea and strengthens the need to
constantly improve the quality of travel websites, gaining consumers’ trust.

Second, we found that product marketing activities influence trust, but they have no similar
direct effect on customers’ purchase intention. Nevertheless, regarding the importance of
trust in forming the intention to buy, service providers must promote their products without
forgetting the specific characteristics of internet trade, in which trust is a sensitive variable and
can be easily impaired. If it is true that 65% of e-shoppers reported having no problem when
purchasing online (Eurostat, 2022), we cannot forget that the other 35% of online buyers
complain mostly about service providers failing to provide what they advertise

Thirdly, our study highlights the importance of the brand image in influencing consumer
behaviour, directly and via trust, for what online retailers should do to build a trustful brand
image. Because in the internet domain everything happens quickly, we suggest that companies
seek to constantly update their brand images, in terms of the values they represent, because
this increases customer trust and will never weaken their loyalty.

Our study shows that trust, which we choose to be the heart of our model, is really at the
centre of the relationships established by the other constructs (website quality, product
marketing activities, and brand image), all of which have a direct effect on trust that, in turn,
performs a mediator role between them and the behaviour intention.

6. Conclusion, limitations, and future research

The goal of this research was to better understand what determines the purchase intention of
online travel customers. For that purpose we created a model that combines different
constructs, some proposed by traditional theories, and some that are the result of the
conclusions of other studies. The model was tested in Portugal, via survey-monkey, using a
guestionnaire directed to internet users. The results show the importance that website quality
has in improving trust, and that trust plays a significant mediating role between brand image
and behaviour intention and between product marketing activities and behaviour intention.
The study also highlights the moderating effect of risk in the influence that trust has in the
behaviour intention.

These findings should be taken into account by service providers of online travel purchases if
they wish to improve their sales, attract new customers, and retain those they already have.
Given the importance of trust for the purchase intention, specifically, they should pay
attention to the quality of their websites, their brand image, and the marketing actions they
implement. In fact, these three factors are determinant, and it is demonstrated that they
directly influence trust. The service providers of online travel purchases should also consider,
in designing their websites, the definition of their marketing strategies and the actions
promoting their brand, as well as the effects on online channels’ perceived risks.
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Some limitations can be pointed out in our study. They are related to the demographic
characteristics of the sample and the narrow temporal window of data collection. Beyond the
fact that the data were collected in a single country, the vast majority of the respondents have
an undergraduate degree or higher, which can explain the non-significance of navigability. We
think that it could be interesting to determine if the results of our research would be similar in
a different country or with a more heterogeneous sample in terms of education, age, or
income. It certainly would be useful to undertake a longitudinal measurement of consumers’
perceptions over a longer period and to compare the results collected in different countries.
Data collection was carried out in the pre-pandemic period, which may be a limitation to
generalization. In the future, investigators can apply this model in different contexts and
cultures and compare the findings. Despite these limitations, our research met its and the
results of our work are significant and useful for future studies.
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