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Abstract 

The present study aims at creating a conceptual model to determine the level of satisfaction experienced by tourists on the 
information found in the online environment. The research aims to identify the impact of such factors as: confidence, the existing 
advantages / disadvantages in the digital environment and the data security at the current satisfaction degree of the users. 
Multivariate analysis that was conducted aimed at creating and testing a model to determine on the one hand the satisfaction level 
experienced by tourists, on the other hand the factors that have the ability to influence. For model testing data were processed 
using IBM SPSS Statistics 20. 
© 2014 The Authors. Published by Elsevier B.V. 
Selection and peer-review under responsibility of the Department of Statistics and Econometrics, Bucharest University of 
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1. Introduction 

The emerging digital technologies have led to major changes in multiple business sectors. Tourism is one sector 
which has been greatly shaped. Hojeghan and Esfangareh (2011) stated that internet surfing has made an impact in 
the tourism sector, an impact that has led not only to diversified „supply and demand”, but also to a  higher number 
of competitors. 

The digital media has offered tourists the possibility to obtain information about almost every possible travel 

 

 
* Corresponding author.  
E-mail address: andra.dobrescu29@yahoo.com. 
 

© 2014 Elsevier B.V. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/3.0/).
Selection and peer-review under responsibility of the Department of Statistics and Econometrics, Bucharest University of 
Economic Studies.

CORE Metadata, citation and similar papers at core.ac.uk

Provided by Elsevier - Publisher Connector 

https://core.ac.uk/display/82613124?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1
http://crossmark.crossref.org/dialog/?doi=10.1016/S2212-5671(14)00273-1&domain=pdf


17 Anamaria – Cătălina Radu and Andra Ileana Dobrescu  /  Procedia Economics and Finance   10  ( 2014 )  16 – 22 

destination, with just a simple click of a button. The existing web technology and web applications have allowed 
users not only to gather whatever information they are interested in but also, based on it, to choose the travel 
packages they desire. The online media offers these users the possibility to compare information from multiple sites 
and also other users’ reviews, thus having the possibility to obtain a complete and accurate image of where and how 
they want to travel. 

The virtual environment brings a series of advantages not only to the tourists, but also to the companies that have 
the possibility to bring the consumer to the information regarding the tourism products they are advertising. What’s 
more, the internet offers the tourism agencies the possibility to contact the consumers more easily, letting them 
know about the great offers they promote (Morgan, 1998). Hence, we can observe that the online media is 
powerfully linked to the tourism sector, directly connecting costumers to travel agencies and vice versa. 

2. Tourism marketing application in the online environment 

The development of tourism marketing in the online environment has been considered a challenge that has faced 
the consumers not only with advantages, but also with disadvantages. Buhalis and Law (2008) stated that research in 
this particular field is still at its beginning, but the technological revolution certainly has left its mark. Thus, as 
various online applications have developed, the websites have managed to become more interactive, allowing 
tourists to map out their travel plans and even create custom travel itineraries. 

Concerning the online environment, the behavior of the consumer is changing, leaving space for the development 
of a series of features (Mills, 2004). When studying the consumers’ behavior a micro-analysis or a macro-analysis 
are the most frequently used (Stancioiu, 2004). The purpose of the micro-analysis is to identify the determinants and 
the demand models, taking into consideration data such as: the number of visits to a country, the tourist attractions 
visited, the rate of booking at hotels, the number of nights spent in a certain hotel. In comparison with this type of 
study, the macro-analysis is focused on social-cultural and psychological factors that transfer the individual choices 
of a tourist to a group level. 

 The behavior of a tourist is determined by a multitude of psychological, social and cultural variables that have 
been categorized in three classes: personal factors (needs, motivation, perception, attitude, the tourist’s personality 
and the self-image that he projects), social factors (life style, family life cycle, family and social class) and 
conjunctures or situational factors (opinions leaders, physical ambiance, social ambiance, time and mood). 

As previously mentioned, the online environment has brought consumers a series of benefits that can be 
quantified through: saved time, quick access to information, commodity in acquiring products and the possibility to 
compare the market’s promotional offers (Morrison et al, 2001). Despite this, a large number of tourists do not show 
trust regarding online activities, mainly due to the lack of direct, personal contact, the uncertainty regarding data 
security, as well as due to the lack of experience in using the internet (Wolfe et al., 2004). 

The trust that users have regarding the digital environment plays a vital role regarding the transactions that unfold 
online. Hence, there may be consumers that although want certain tourism products that can be bought via internet, 
won’t acquire them due to the risk perceived regarding data safety. The lack of trust is caused mainly by lack of 
direct contact between the two parties, consumers becoming sceptical about the online actions that are conducted by 
companies (Cheshire et al., 2010). 

This aspect is very common even in the tourism sector, a sector in which the personnel with whom the tourist 
makes contact is considered to be a very important asset of a company. Kim el al. (2011) has proven that the trust of 
tourists in the online environment (ex: websites) is influenced by a series of factors such as: data security, 
transaction costs or the ease in using data. Thusly, it has been observed that the more a tourist is content with the 
information he receives and with the services that are provided to him, the more he will want subsequently to 
acquire products or services online (Akhter, 2012). Because of this, companies should investigate all of these 
aspects and build strategies that succeed in increasing the level of trust among tourists. 

The existing online interactions between the tourism agencies or the tourism services providing companies and 
the tourists are mainly created through the websites or through the social media platforms. The websites are destined 
most of the time to deliver the most important information regarding a company. Furthermore, they are seen as a go-
between the product/service provider and the consumer. Kardaras et al. (2013) stated that tourism websites must 
offer consumers exactly what they want. In such a sector, it is most important to customize and adapt the websites to 
the demands of the external environment. The customizing actually implies the creation of a quality interface that 
offers tourists the possibility to easily access all the information they need. Moreover, applications and technologies 



18   Anamaria – Cătălina Radu and Andra Ileana Dobrescu  /  Procedia Economics and Finance   10  ( 2014 )  16 – 22 

can be implemented so that they can offer users the means to view travel itineraries, accommodation and eating out 
units that are found at the destination of their choice. 

 An important role in the online advertising of tourism products is that of the social media platforms, through 
which the tourism agencies can continuously communicate with the potential clients, offering them all the 
information they need. The social media platforms thus provide companies the chance to display the main products 
they offer for sale and give customers the information they need to make acquisitions (Hvasa, Munar, 2012). 

 The online environment also provides tourists the possibility to read the reviews of other people that have visited 
the destinations they are interested in. This aspect is possible through the forum sections, blogs, but also through the 
social media platforms we have mentioned before. This “word of mouth” type of communication (Litvin 2008) is 
very important not only in the traditional environment, but also in the online one. If in the traditional environment 
information is offered most of the time by those close to us (friends, family), in the online environment this aspect 
has a series of particularities. Thus, information is supplied most of the time by anonymous people that have visited 
various destinations and who wish to share their experiences. 

 The "word of mouth" communication has a greater influence over the individual, if it is shared by a specialist or 
an accredited person in the tourism sector. Research has shown that data taken from various persons in the external 
environment can influence on a short and even on a long term the individual’s attitude towards the product or 
service that is offered for sale (Bone, 1995).  

The online environment has been identified as being a challenge even for the tourism agencies that have 
continuously tried to adapt to the changes in the external environment. Research has proven (El-Gohary, 2012) that 
the use of online marketing when it comes to the tourism operators is influenced by a series of internal factors (the 
company’s traits, the organizational culture, the company’s resources, the size of the company, the set costs), 
external factors (the pressure coming from competitors, the governmental policies, the pressure coming from the 
industry, the market trends, the national infrastructure), by the ease in using the possible advantages that can be 
obtained, as well as by the compatibility of the company with this environment. The development of the internet has 
allowed companies to communicate more easily with both consumers and same sector business partners alike. The 
emergence of certain applications and technologies has led to the possibility that consumers have to create tourism 
packages together with the companies that promote them (Buhalis, Law, 2008).  

Hence, we can observe the main advantages that the online environment offers both tourists and tourism services 
providing companies alike. Taking into consideration what has been mentioned previously, we consider that the 
digital environment must be used simultaneously with the traditional one, so that tourists can receive benefits both 
ways. Analyzing all the previous aspects, the tourism agencies have the possibility to build strategies that are meant 
to improve the activities that are conducted online, but only by having in mind all the influential factors that have 
been identified. 

3. The methodological framework 

The current study aims to identify the level of satisfaction that tourists have regarding the information that exists 
in the online tourism sector. The purpose of this research is to determine how the tourists’ level of satisfaction 
regarding the existing online information is influenced by the trust in the online environment, by its existing 
advantages and disadvantages and by the security level of personal data. 

In the present study, a multitude of influential factors have been taken into consideration, such as: access time, 
reduced costs, the possibility to compare offers, commodity, the possibility to have access to information offered by 
other individuals, the existence of irrelevant information, the impossibility to identify the tourism service providing 
company, the impossibility to directly discuss with a contact person, the level of trust in the tourism agency, the 
level of trust in the information a company is displaying, the level of trust in the information shared by other 
individuals, the level of trust in the transactions that unfold, personal data security and the security of transactions. 

The research to identify the level of satisfaction that tourists have when it comes to the information found online 
has taken place in Bucharest, from the 12th to the 25th of August,  among individuals aged 18 to 35 that turn to a 
tourism agency when it comes to acquiring tourism products or services. For this study a questionnaire has been 
created and it has been subsequently filled out by the respondents. The research is based on a sample of 157 
individuals. The data that has been obtained through this study was analyzed through the IBM SPSS Statistics 20 
program. 
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4. The proposed conceptual model 

The proposed conceptual model aimed at identifying how the advantages/ disadvantages existing in the online 
environment, users' trust in the environment, and data security are able to influence the level of satisfaction 
experienced by tourists on the information provided on the internet. It is presented in the following way: 

 

 

Fig.1. The proposed conceptual model 
 

When the model was put together, it was based on the idea that the tourists’ satisfaction regarding the information 
found online is influenced by a series of factors. After analyzing specialty literature, we have reached the conclusion 
that the most influential factors are: time of access to the information that is shared by other individuals, the 
existence of irrelevant information, the impossibility of identifying the tourism services providing company, the 
impossibility to directly discuss with a contact person, the level of trust in the tourism agency, the level of trust in 
the information that is displayed by companies, the level of trust in the information shared by other individuals, the 
level of trust in the transactions that have unfolded, the level of security regarding personal data and the security  of 
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transactions. 

5. The model 

Based on the analysis we have conducted, we can observe that the tourists’ trust regarding the activity in the 
online environment is the most important when evaluating satisfaction. Hence, the higher a tourist’s level of trust is, 
the more satisfied he’ll be when subsequently acquiring online tourism .products or services. The advantages that 
this environment offers, as well as personal data safety have the role to directly influence the level of satisfaction of 
the users. On the other hand, the perceived disadvantages negatively influence the consumer’s attitude towards the 
online environment, thus preventing users from acquiring online tourism products or services. Connected to the 
conducted study we can observe that satisfaction influences directly and in a positive manner the tourists’ intention 
of acquiring online tourism products and services. We can deduce that the more satisfied a tourist is with the 
information found online, the more he will orient himself to acquire from this environment. The acquisition intent is 
also influenced in a high proportion by the level of personal data safety that individuals perceive. Thus, the more a 
tourist perceives a higher level of trust, the more he’ll want to acquire tourism products or services online. 

 As for the analyzed indicators we have to mention that some of them have presented very high values, whereas 
others are under the normal quota. In this case, the value for Chi square is 378.055, at a level of 1555 degrees of 
freedom, with an associated probability lower than 0.05. This shows us that the value of Chi square/degrees of 
freedom (CMIN/DF) is actually 2.439< 3. This aspect proves the fact that this model is accepted. The RMR (root 
mean squared residual) absolute indicator has the value of 0.087< 0.1, hence we have a pretty good model that has 
the capacity to reproduce the evolution of the data we have observed. The GFI (index of goodness of fit) indicator is 
0.803, a value near to 0.85, which clearly signals the presence of a very good model. This indicator is reliant to the 
number of data we have collected and to the complexity of the model. The restricted number of respondents in this 
research has determined a slightly lower value when it comes to this indicator. AGFI is and adjusted indicator of the 
GFI, with the value of 0.733. NFI (normed fit index) (0.749), RFI (relative fit index) (0.693), CFI (comparative fit 
index) (0.831) and IFI (incremental fit index) (0.835)  have  reached values of  almost 0.85, which indicate that the 
model obtained is good enough to be used as a foundation for what analysis may be subsequently conducted 
regarding this subject. 

 

Fig. 2. The model 
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6. The limitations of the research 

Concerning the limitations of this research we must mention that the study was based on a narrow sample of 157 
individuals, this prohibiting us from extrapolating the data concerning the researched collectivity. For us to make an 
ample picture regarding tourist satisfaction when it comes to information found online, deeper analysis is needed so 
as to prove or disprove what we have stated previously. At for the inquiry, a multitude of factors that influence the 
level of satisfaction the tourists feel have been taken into consideration. What’s more, there is a possibility that other 
such factors exist and haven’t been taken into consideration at the time the study was conducted. Following the main 
limitations of this research, we consider necessary a deeper subsequent analysis which will be based on the results of 
this current study. Future inquiries should be made using representative samples that will allow us to have a more 
clear picture of what the degree of satisfaction tourists have regarding the information found in the online 
environment. 

7. Conclusions 

From the research conducted for this study we can observe the importance of various influential factors when 
taking into consideration the tourists’ satisfaction regarding information found in the online environment. Hence, we 
can state that the more satisfied a tourist is with the information he receives, the more probable it is for him to 
subsequently acquire tourism products or services online. Moreover, an important role in the intent to acquire is the 
existence of the security of personal data. This aspect suggests that tourists take into consideration the existing 
security factors for the various existing websites. Regarding all the aspects previously mentioned we consider it 
necessary that all tourism agencies give them the importance they deserve when conducting activities in the online 
environment. 
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