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Abstract

The role of the Internet in the development of global markets offers
a valuable object of study. This is especially true for tourism, both
because of its contribution to the Spanish economy and because its
intangible nature makes the Internet the most effective distribution
channel for it. To help companies differentiate their websites, this
work proposed a model of purchase intention, which includes the
determinants of that intention. Cluster analysis was performed on
a representative sample to sort potential and current consumers of
online travel into groups based on their perceptions of the factors
of the model. While young consumers see purchasing tourism-
related services on the Internet as easy and cost-effective, contrary
results are obtained for the elderly. However, the perceived risk is
relevant for most individuals. In order to optimise the benefits of e-
commerce, companies must build strategies that meet the
expectations of each type of client.

Keywords: Cluster analysis, e-commerce, purchase of trips, purchase
intention, integrated model.

1. Introduction

The importance of the Internet in recent years has increased to
acquire the status of a tool whose use exceeds that of a mere
information system. Several studies have highlighted the
increased importance of electronic commerce, also known as e-
commerce (e.g. BBVA Research, 2016; PWC, 2016), in which the
purchase of trips and other products related to tourism, lead
online shopping year after year (ONTSI, 2017). Tourism, in the
case of Spain, has core importance both concerning the Gross
Domestic Product (GDP) and to its capacity to generate
employment, with a contribution of 10.9% and 12.7% of the
total, respectively, in 2014 (INE, 2016). However, travel
companies still face serious problems in taking advantage of the
opportunities offered by e-commerce, as they lack experience
with online sales (Millan, 2013) and must contend with the
question of customer loyalty in an online setting (Valls, 1996).

For online travel marketing companies to take advantage of the
potential of the Internet, overcome the problems mentioned
above, and increase customer loyalty, it is essential, in addition
to maintaining continuous contact with current or potential
customers, to learn which factors are most influential on these
customers’ intentions to buy trips on the web. This knowledge
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will allow for the establishment of a taxonomy of potential
clients and will help to develop strategies adapted to the
characteristic features of those clients, with the ultimate goal
of promoting the purchase of trips through the websites of
travel marketing companies.

Therefore, a theoretical model of intent to purchase online
travel is proposed, formulated from the Theory of Planned
Behaviour (Schifter & Ajzen, 1985) and the Technology
Acceptance Model (Davis, 1989), together with other
constructs included in later researches that succeeded these
two. This model will be evaluated through factor analysis,
subsequently segmented through cluster analysis, to learn the
attitude of each subgroup towards the different constructs. This
differentiation of groups and their attitudes will provide travel
companies with a better understanding of the factors related to
the intention to acquire travel (from the perspective of
demand). This knowledge will allow businesses to adapt their
online offers according to the characteristics of each group.

2. Conceptual framework

Consumer behaviour towards the Internet and e-commerce is
explained by models that have been expanded to adapt to

23



https://doi.org/10.18089/tms.2019.150102

%

0

"&f»’_-g

'r;@": Gemar, G., Soler, I. P. & Melendez, L. (2019). Tourism & Management Studies, 15(1), 23-33

different scenarios. This work uses as its conceptual framework
Ajzen’s (1985) Theory of Planned Behaviour (TPB) and Davis’s
(1989) Technology Acceptance Model (TAM), expanded with
significant external aspects of other works, such as those
concerned with perceived fun/enjoyment (Van der Heijden,
2003; Teo, Lim & Lai, 1999; Childers, Carr, Peck & Carson, 2001;
Cho & Agrusa, 2006), the perceived risk of the Internet purchase
(Pavlou, 2003; Amaro & Duarte, 2015; Lin, Jones & Westwood,
2009) and trust in new technologies (Gefen, Karahanna &
Straub, 2003; Bigné, Ruiz, Sanz & Aldas, 2010; Kamarulzaman,
2007).

TPB, an extension of the Theory of Reasoned Action (TRA), is
based on the conceptual chain of Belief-Attitude-Intention-
Behaviour to explain the actions of individuals (Ajzen, 1985;
Schifter & Ajzen, 1985). Like its predecessor, TPB suggests that
the intention to behave in a concrete way is generated by an
attitude based on specific beliefs and subjective norms (Ajzen
& Fishbein, 1980), but it adds the construct of perceived control
as a determinant of intention and behaviour (Taylor & Todd,
1995). This construct is based on the fact that individuals do not
always control their actions, being limited by other factors. It
generates greater predictive and explanatory power than TRA
by introducing other factors of intention.

As is the case of TPB, the Technology Acceptance Model (TAM)
is based on TRA and also uses as its starting point, the
conceptual chain of Belief-Attitude-Intention-Behaviour on
which TRA is based. TAM adapts the conceptual chain of Belief-

Attitude-Intention-Behaviour to the behaviour of individuals
towards the new technologies and focuses on intention as the
determinant of this behaviour (Davis, 1989; Davis, Bagozzi &
Warshaw, 1989). The greater concreteness of the TAM makes it
possible to predict and clarify better than other models the
acceptance or rejection of technologies such as the Internet
(Herrero, Rodriguez del Bosque, & Trespalacios, 2006). This
model suggests that attitude, and therefore intention, is
determined by the perceived ease of use and the perceived
utility of a technology. Davis (1989) conceives ease of use as the
degree to which the individual expects the use of technology to
involve less effort than alternatives, and utility as the extent to
which an individual feels technology can improve their
performance in a task. One of the biggest criticisms of the TAM
is based on its failure to consider the relationship between the
purchase intention and the subjective norm, a relationship of
great importance in light of the power that can be exercised by
the media or even society as a whole (Kim, Kim & Shin, 2009).
Some authors have pointed out as positive the integration of
both, TAM and TPB models, giving rise to a broad vision of the
general behaviour of individuals and the adoption of new
technologies (e.g. Mathieson, 1991; Taylor & Todd, 1995) taking
advantage of both (e.g. Davis et al., 1989). This is the point of
view of the present work, and for that reason, the analysis
model, included in Figure 1, uses as its basis incorporation of
the purchase intention construct with the nine latent variables
collected from the different models.

Figure 1 - Purchase intention model for travel on the web
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The variables of price and variety advantage, comfort/time
saving, and easy access to information represent, within the
TAM literature, key components of perceived utility. Rodriguez
del Bosque and Herrero (2008) and Ruiz and Sanz (2006) define

these variables: The advantage in price is represented by the
possibility of finding lower prices, as well as promotions and
offers, on the Internet; the variety of the offer is related to the
ability of the Internet to offer a wider selection than that
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available within the physical limitations of a conventional store;
convenience and time savings derive from the ability to
purchase products and services over the Internet at any time
and from anywhere; and finally, the easy and quick access to
information on the Internet decreases information costs and
improves efficiency.

Perceived ease of use is another construct of the TAM, which
indirectly influences the intention to adopt new technologies
(Davis, 1989). This facility consists of the belief that using new
technology will require relatively little effort and will not be
difficult to learn (lzquierdo, Martinez & Jiménez, 2010). An
indirect relationship between perceived ease of use and
intention through trust and perceived fun is proposed in the
model. No direct relationship between ease of use and
intention is proposed since due technologies tend to become
increasingly accessible and easy to use as they persist in the
marketplace, this factor might be relevant only in the first few
years after the introduction of a particular technology (Teo et
al., 1999).

Perceived fun is an element of the TAM that refers to the
hedonic perspective. This is significant in the study of the
tourism sector because of the relationship of tourism with free
time, new experiences or entertainment. This element means
that consumers enjoy the distraction inherent in the use of the
Internet as an aspect of their hedonic tourism experience.
Davis, Bagozzi and Warshaw (1992) added this construct to the
TAM as an intrinsic source of motivation. In general, people will
intend to use new technologies if they associate entertainment
with their use (Teo et al., 1999), as those who look for hedonic
motivations are also those who most value multimedia,
interactive or contact content in websites. Teo et al. (1999) and
Van der Heijden (2003) confirm the relationship between ease
of use and perceived fun, with no entertainment value found in
new technologies that are difficult to use.

Instead, the subjective norm originates from the TPB. When an
individual perceives that his or her referents, those persons or
groups of people whose beliefs are important to the individual
(Mathieson, 1991), thinks a particular behaviour should be
performed, he or she tends to act according to social pressure.
The purchase of online travel would be linked to the degree to
which the individual can, from the pressure exerted by relevant
people, conceive the Internet as the optimal channel to make this
purchase. Likewise, the purchase of trips on the web as a result
of pressure from others could generate the belief of belonging to
a social group, which could be used by companies to boost
purchases by highlighting they are made by people who are
either perceived by society as a whole as belonging to higher
social groups or who may be recognised as experts in travel.

Perceived risk, usually used to expand TAM (Pavlou, 2003;
Amaro & Duarte, 2015; Lin, Jones & Westwood, 2009), refers to
the use of the Internet as a means of purchase, and not to the
risk that arises from the trip itself (Amaro and Duarte, 2015).
This creates an inverse relationship with the intention of buying
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online travel, as it is a multidimensional construct that makes
possible losses associated with the purchase through the
Internet (Bigné et al., 2010). This potential for loss would
diminish the intention of consumers to buy online; similarly,
reducing the potential for loss would increase the willingness to
buy (Pavlou, 2003). Some of the potential risks include financial
harm, adverse psychological effects and the waste of time or
effort (Forsythe and Shi, 2003). Another element of the model,
trust, is the willingness to be vulnerable to the actions of
another, with the expectation that the other party will act
beneficially for those who trust, whether or not they have the
ability to control the other party (Mayer, Davis and Schoorman,
1995). Both concepts are related, justifying their inclusion by
the uncertainty linked to electronic commerce, and reducing
this uncertainty as confidence in the purchase increases
(Kamarulzaman, 2007).

3. Methodology
3.1 Data

In order to comply with the proposed objectives, the present
research distributed a self-administered online survey during
the last quarter of 2017. This survey was directed towards
people over 18 who had already purchased an online trip or had
the intention of doing so. It was required that the analysed
population use the Internet daily or who habitually made online
purchases. These criteria were met by a large number of people
(265 respondents) who were not opposed to using the Internet
as a shopping channel. However, 36 outliers were identified and
were eliminated so as not to distort the subsequent analysis,
leaving a total of 229 observations. In this study, travel
marketing companies are defined as those companies which
provide services (related to airlines or hotels, for example) to
travel agencies, and which have a website where travel can be
acquired; that is, they are involved in tourism e-commerce. This
survey consisted of two parts which were meant to assess the
constructs of the model of this study: the first concerned the
sociodemographic characteristics of the sample population,
and the second included items with which the respondents
indicated the degree of their agreement or disagreement.

The number of items included in the survey was thirty-two, and
the degree of agreement towards them was measured using a
Likert scale of 1 to 5, where 1 indicated "Total Disagreement";
2 indicated "Fairly Disagree"; 3 indicated "Neither agree nor
disagree"; 4 indicated "Fairly Agree"; 5 indicated "Total
Agreement". The third item, which concerns the intention to
purchase travel on the web, was formulated in the opposite
direction, with which the values of the scale indicated was also
invested when the results of the surveys were analysed with the
SPSS program. The scales of measurement for the items (see
Appendix 1) were extracted and adapted from previous
research and similar scales, guaranteeing, that these scales had
been developed by experts and had passed through a pre-test
phase ensured that the items would be correctly interpreted
(Fernandez, 2004).
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3.2 Method

The use of the measurement scales described above allowed
a factorial analysis to be carried out with the principal
component method and an orthogonal rotation Varimax. This
technique allows for the identification of structures
constituted by the factors (Hair, Anderson, Tatham and Black,
1999). The well-known Cronbach’s alpha was used (1951).
Moreover, to evaluate the validity of the constructs, both the
Kaiser-Meyer-Olkin (KMO) test for sampling adequacy and
Bartlett's sphericity test were used to determine whether it
was pertinent to perform the factorial analysis on the
variables (Pérez, 2001). The KMO test helps to determine
whether the data are apt to adapt to a factorial model,
whereas the value of Bartlett’s sphericity test can refute the
hypothesis of variables not initially correlated (Soler & Gemar,
2017). The matrix of rotated components shows whether the
items are grouped in the factors identified in the model, by
showing factorial loads close to +1 or -1 according to the
orthogonal rotation method used, with a greater link between
the item and the factor if the weights get closer to +1 or -1,
and a lesser link the closer they get to 0 (Hair et al., 1999).

Subsequently, a cluster analysis was carried out to classify the
attitude of each homogeneous group towards the constructs
(Pérez, 2001 A homogeneous group including
respondents who share common characteristics, while a
heterogeneous group includes respondents may belong to
different conglomerates (Hair et al., 1999). As is common, the
cluster analysis was carried out in two stages (e.g. Lee & Ro,
2016; Masiero, Pan, & Heo, 2016; Soler, Gemar, & Jimenez-
Madrid, 2017). In the first stage, a hierarchical cluster analysis

is one

was performed using Ward's method. Based on the distances
of increasing cluster junctions between clusters, i.e., it is
increasingly difficult to find similarities between the groups,
the optimal solution was fixed in 4 clusters.

A non-hierarchical cluster analysis was then performed with
the k-means grouping method, using the Euclidean square
distance. Analysing these results reveals the general attitude
of the individuals of each group towards the constructs
through the centres of the final conglomerates. The analysis
of these conglomerates will allow the individuals to be
classified according to the gender, age and educational level,
and to understand the distribution of the individuals in the
groups according to these features.

4. Results

Table 1 shows the sociodemographic profile of the sample.
The sample was more heavily composed of women, at 63%,
than men, at 37%. The range of ages between 18 and 30 years
compose 48% of the total sample. The education level of the
sample was predominantly that of university student or
graduate, at 69%.
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Table 1 - Sociodemographic profile of the sample

Characteristic Category %
- Male 37.0
Female 63.0
18-20 17.4
21y 30 30.6
Age 31y40 13.6
41y50 26.4
>50 12.1

No studies -

Primary 23

Educational Secondary 5.3
Level High school 11.3
University Orientation Course 12.1
University 69.1

Source: Authors.

The results of the Cronbach's alpha were higher than 0.7 and
0.8, placing all the cases at levels between acceptable, for the
constructs of intent to purchase on the web and convenience
and time-saving, and good for the rest of the items (Table 2).

Table 2 - Cronbach's alpha

Cronbach'
Construct / Variable Tag ronbach's
alpha
) INTE1
In.tentlon to purchase INTE2 0.769
trips on the web
INTE3
Ease of use perceived in FACL
the purchase of trips on FAC2 0.852
the web FAC3
Perceived funin the Div1
purchase of trips on the DIV2 0.835
web DIV3
NSUB1
Subjec'Flve norm NSUB2
regarding the purchase 0.859
of trips on the web B
NSUB4
CONF1
Trust CONF2 0,873
CONF3
RIE1
Perceived risk in the RIE2
purchase of trips on the 0.831
el RIE3
RIE4
PRE1
Price advantage PRE2 0.867
PRE3
. VAR1
Product variety VAR? 0.872
advantage
VAR3
. ) com1
CorTvenlence and time COM2 0.766
saving
COM3
ACCI1
Access to information ACCI2 0.823
ACCI3

Source: Authors.

With regard to the results of the factorial analysis, the KMO test
reached a value of 0.916. By varying this statistic between 0 and
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1, reaching a value close to 1, the data are susceptible to a
reduction of variables through factorial analysis to form the
factors. Bartlett's sphericity test contrasts the null hypothesis
that the matrix of correlations is an identity matrix, which, if
accepted, would suppose the existence of null correlations
between the variables. When the p-value is less than 0.05, this
null hypothesis is rejected, determining the adequacy of the
data to the factorial model (Pérez, 2001).

The matrix of rotated components collected in Table 3

generates the same grouping of items made in the

measurement scales. Although factorial loads lower than 0.5
are obtained, since the sample size is higher than 250
observations (265), significant factorial loads are higher than
0.35, which allows an affirmation, in this case, of the
relationship between items and factors (Hair et al., 1999). Thus,
the information obtained from the ten factors can be suitably
summarised, coinciding with the ten initial constructs, the
cluster analysis is carried out from those constructs included in
the analysis model, evidencing the validity of the content of the
scales used.

Table 3 - Matrix of rotated components

Component

1 2 3 4 5 6 7 8 9 10
RIE2 0.846 -0.104 -0.101 -0.163
RIE3 0.802 -0.115 -0.236 -0.163 -0.146
RIE1 0.795 -0.115 0.122 -0.142
RIE4 0.699 -0.119 -0.254 0.160 -0.134 -0.174
NSUB2 -0.123 0.851 0,149 0.105 0.132 0.110
NSUB4 0.747 0.103 0.225 0.263 0.162 0.107 0.204 0.160
NSUB3 -0.113 0.693 0.186 0.154 0.245 0.186 0.212
NSUB1 -0.121 0.588 0.143 0.260 0.244 0.263 0.263
PRE2 0.140 0.857 0.129 0.122 0.152
PRE1 0.119 0.852 0.145 0.124 0.168
PRE3 0.135 0.788 0.219 0.112 0.186 0.111
VAR2 -0.124 0.170 0.245 0.742 0.185 0.208 0.130 0.214 0.148
VAR3 0.218 0.239 0.736 0.110 0.137 0.101 0.152 0.302
VAR1 -0.135 0.181 0.212 0.701 0.183 0.157 0.198 0.115 0.196 0.132
CONF2 -0.183 0.237 0.102 0.203 0.758 0.218 0.196 0.170 0.183
CONF3 -0.143 0.204 0.127 0.752 0.268 0.101 0.192 0.219
CONF1 -0.167 0.209 0.135 0.159 0.735 0.179 0.167 0.126
FAC1 0.140 0.123 0.104 0.829 0.177 0.138 0.108
FAC2 -0.126 0.209 0.173 0.129 0.791 0.265 0.197 0.178
FAC3 0.249 0.306 0.619 0.290 0.114 0.279
DIV2 0.167 0.116 0.167 0.215 0.203 0.780 0.148 0.147
DIV1 -0.135 0.155 0.146 0.192 0.237 0.739 0.115 0.102 0.206
DIV3 0.303 0.133 0.264 0.346 0.564 0.182 0.164
ACCI1 -0.150 0.128 0.157 0.138 0.114 0.177 0.257 0.743 0.112
ACCI3 0.154 0.235 0.203 0.193 0.124 0.684 0.322
ACCI2 0.260 0.226 0.194 0.237 0.578 0.172 0.370
INTE1 -0.130 0.239 0.110 0.136 0.154 0.161 0.147 0.822
INTE2 -0.172 0.132 0.233 0.170 0.139 0.163 0.812 0.101
INTE3 - 0.400 0.117 0.169 0.174 0.119 -0.285 0.465 0.290
com3 0.165 0.151 0.145 0.128 0.300 0.122 0.727
com2 0.204 0.168 0.317 0.116 0.193 0.104 0.662
com1 -0.133 0.307 0.154 0.435 0.192 0.208 0.175 0.263 0.441

Source: Authors.

Regarding the cluster analysis, in Figure 2, it is possible to see
the dendrogram and the cut-off line. The optimal decision was
between 3 and 4. Since choosing 3 conglomerates would mean
that one, the result of the union of several large clusters, would

group practically half of the sample population, we chose the
solution of 4 clusters for the sake of maximising the internal
homogeneity of each group.

Figure 2 - Dendrogram of the classification of individuals

Source: Authors.
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The analysis of the centres of the final conglomerates reveals
the general attitude of the four groups or conglomerates,
according to each construct of the model, and, therefore, the
attitude of the individuals that constitute these groups,

according to the values of the matrix a - 1.5 or +1, as shown in
Table 4. For the interpretation of the values that both figures
show below, values close to -1.5 will be taken as non-
conforming and those close to +1 as conforming.

Table 4 - Results of non-hierarchical cluster analysis

Cluster

Traditionalist Cautious Influencers Sceptical
Risk 0.16965 0.35907 -1.07531 0.21923
Norm 0.15906 -1.13421 0.41050 0.16876
Price -0.58716 0.57001 0.29425 0.21885
Variety -0.10645 0.35507 0.47515 -0.25926
Trust 0.54843 -0.59007 -0.13202 0.03070
Ease -0.27491 0.13734 -0.02686 0.54278
Trust 0.42807 0.81212 0.02585 -0.76892
Access 0.14851 -0.19565 0.35797 -0.27609
Intention -0.26985 0.29210 -0.16103 0.50320
Comfort 0.00627 0.31369 0.22393 -0.12178

Source: Authors.

Once the attitude of the individuals that have been classified in
the four clusters are described based on the cluster analysis, the

socioeconomic characteristics of each of the groups were
included in Table 5 below.

Table 5 - Description of obtained clusters

Conglomerate Characteristic Total (%) Conglomerate Characteristics Total (%)
Male 32.43% Male 37.25%
Female 67.57% Female 62.74%
18-20 21.62% 18-20 9.8%
21-30 24.32% 21-30 25.49%
31-40 16.21 % 31-40 17.65%
(1) 41-50 24.32% 3) 41-50 31.37%
Traditionalist 250 Le5eh Influencers 250 E5i650
Primary 2.7% Primary -
Secondary 6.76% Secondary 5.88%
High School 14.86% High School 7.84%
: University Orientation Course 5.4% University Orientation Course 13.72%
: University 70.27% University 72.55%
. Male 37.84% Male 28.35%
. Female 62.16% Female 71.65%
: 18-20 24.32% 18-20 16.42%
M 21-30 48.65% 21-30 38.80%
. 31-40 5.4% 31-40 13.43%
. 41-50 13.51% 41-50 23.88%
.
. (2) (4)
M >50 8.1% >50 7.46%
. . .
: Coutios Primary 2.7% Segiles. Primary 1.49%
.
E Secondary 2.7% Secondary 2.98%
.
. High School 16.22% High School 5.97%
University Orientation Course 24.32% University Orientation Course 8.95%
University 54.05% University 80.60%

Source: Authors.

5. Discussion and conclusion

The cluster analysis allowed the conglomerates to be described
according to their attitudes shown in general lines towards the
constructs of the analysed model. This knowledge offers
promising implications for businesses, which can use it to boost
the purchasing intentions of consumers and enhance their
desire to make repeat purchases. These findings suggest that it
is possible to differentiate the attitudes of the four

conglomerates towards the online purchase of trips and the
constructs involved in making such a purchase:

e Traditionalist: This is the group which disagrees most
significantly with the constructs of advantage in prices, variety
of offer, perceived ease of use and intention to purchase trips
on the web. These users show a lower intention to buy trips on
the web and do not consider that the Internet facilitates the
purchase of trips when compared to other, more traditional
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channels. It is important to note that, contrary to what might
be expected, this group shows greater confidence on the
Internet as a purchasing system, a finding which highlights its
credibility concerning travel web sites and the transactions
carried out in them.

e Cautious: This group indicates particular disagreement
towards the role of subjective norm, so that, in general, these
individuals do not think that their referents influence their
decisions to buy trips on the web. They do not question the
ability of the Internet to offer lower prices than traditional
agencies. However, they show the least trust in the purchase of
trips on the Internet; they perceive a higher risk of technical
failures during the transactions, or that the credit card
information they provide might be misused. Besides, these
individuals perceive buying travel online as both easy and fun.

e Influencer: This group is the one that perceives the lowest
risk in the purchase of trips on the Internet, which suggests that
they do not feel the sense of uncertainty that the other
conglomerates link to the web in general. In addition, this
cluster considers the subjective norm as a relevant factor in the
intention to purchase trips on the web and recognises the
influence of both referents and social pressure on decisions to
buy trips on the Internet. Also noteworthy that these
individuals are those who consider visibly that online shopping
offers a wide variety of both travel and other services, as well
as more information about trips and other tourism products
compared to other shopping channels. This conglomerate, like
the Traditionalists, does not believe that the purchasing trips is
easier through the Internet than it is through other shopping
channels. However, both groups agree that the Internet makes
it possible to access more information about travel products.

e Sceptical: This group finds no entertainment value at all in
buying trips on the web, in addition to not believing that the
Internet offers more information than they would be given if
they went directly to traditional travel agencies or any other
travel sales channels. These individuals do not find that buying
trips on the web is necessarily more comfortable, either in
terms of time or travel, than if the purchase were made through
traditional channels. Despite this, these individuals do agree
that there is greater ease associated with the acquisition of
online travel and showing a strong intention to acquire trips on
the Internet in the next six months. According to the results, the
Cautious and the Sceptical agree that online travel purchases
both offer a price advantage and come with certain risks. Both
conglomerates also agree on the ease of acquiring trips on the
web, while neither feels that this medium provides them with
more information than traditional channels.

The subjective norm is especially relevant in the clusters with
the highest percentages of university students, and also in
those that include individuals of more advanced ages. This
seems to go against the general view that Generation Y is the
one that places the most significant emphasis on social risk and
is the most rational one when it comes to choosing retailers
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(Parment, 2013). It is possible that the ability to travel more or
to dedicate more of its budget to trips makes this group more
sensitive to the subjective norm.

If people tend to buy trips on the web moved by other people
who are relevant to them, it is recommended that companies
take advantage of this fact by establishing a more significant
online presence, especially in virtual travel communities. These
online travel communities, featuring the opinions of individuals
who had already acquired trips on the company website, might
encourage others to perceive to perform this same behaviour.
This approach would be most effective if the potential buyers
perceive past buyers as referents. In such a setting, travel can
be promoted through the exchange of information,
experiences, opinions and photographs (Lin et al., 2009) and the
construction of familiarity among clients. It is a recognised fact
that this type of information sharing favours positive
behaviours, increasing the credibility of the company and
developing long-term relationships between company and
clients, and with them, client loyalty. With regard reduce users'
perceived risk, Amaro and Duarte (2015) point out that the
improvement of a company's reputation; that can result for
example from cooperation with others of recognised prestige;
and the increase of privacy that would arise from systems that
guarantee the responsible capture and use of customer
information, favour transparency, and increase the trust
towards online shopping, may reduce the perceived risk

associated with the online purchase.

That the subjective norm is an important force in purchasing
decisions is clear. It is important to note that referents are not
only those with close relationships to an individual but include
those perceived as superior socially or educationally as well.
Companies should publicise the purchases made by experts or
members of higher social groups in order to create in existing
and potential clients the feeling that, when purchasing trips on
their website, they belong to such groups. That is, companies
would encourage people to find buying online travel
advantageous, by hearing about its benefits from those
individuals whose opinions are relevant to them. Companies
should also try to include famous people in their advertising
campaigns to emphasise the advantages of this type of
purchase, so that consumers, especially those who give more
relevance to this construct according to the results, can identify
with figures such as experts or opinion leaders. By broadening
its presence in media such as television, a company can further
increase the pressure on the individual to buy, resulting in a
higher likelihood of considering the Internet as an optimal
travel purchase channel.

Regarding the constructs that constitute perceived utility (an
advantage in prices, variety of offers, convenience and time
saving and access to information), companies must be able to
communicate clearly to consumers the advantages of buying
travel through the web. For this, they can use the weight of the
subjective norm or develop a strategy based on low prices
(Amaro & Duarte, 2015), and discounts (Ruiz & Sanz, 2006;
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Rodriguez del Bosque & Herrero, 2008). Because of the
dominance of the Internet as a means of information searching,
these companies should take advantage of every casual visit by
offering a wide variety of travel offers and additional services,
such as tickets to museums or theme parks. In addition, it is
worthwhile for a company to maintain accurate information on
its website so that visitors could enjoy the search experience,
one free of errors or inconsistencies, which could be
transformed into a purchase. (Lin et al., 2009). The constructs
of convenience and time saving, important in almost all
conglomerates, makes it necessary for consumers to enjoy a
pleasant and short purchase, either by reducing the time
required to purchase the trip or the steps to be carried out; both
of these are possible with the use of efficient booking engines
(Kim et al., 2009; Lin et al., 2009).

Along these same lines, companies must provide the media
with an experience that is entertaining. Because of the
entertainment perceived in the use of the Internet, companies
that sell trips via e-commerce have to use their web pages to
promote the fun that allows individuals to escape from their
daily routine (Cho & Agrusa, 2006), encouraging the intention
of buying online and making the process more enjoyable. The
Internet offers a variety of entertainment possibilities; though
it is an intangible medium, it allows different sensations from
stimuli such as photographs or videos. Whatever secondary
benefits the website may provide, every part of it ultimately
supports the online sale of travel, so that consumers, despite
being unable to know the exact characteristics of these services
(which is not the case with tangible products), can get an idea
of them by means of the multimedia content established by the
company. This approach could also act as a bridge to mitigate
the risk associated with online shopping, which is understood,
both traditionally and according to the results of the present
study, as a major impediment for almost all Internet users. The
travel companies should use a range of means to reduce this
risk, to increase the confidence of visitors. These methods could
include providing clear information that facilitates the
consumer's acquisition of online travel, or through such factors
like the reputation of companies, their perceived fun or
familiarity with them (Gefen et al., 2003; Pavlou, 2003).

the results the
conglomerates with more people between 18 and 30 years are

those that agree most strongly that the Internet makes it easy

According to of the present study,

to buy travel, which could be associated with the greater use of
new technologies by this younger segment of the population.
To attract people, especially older ones, who do not see using
the Internet as an easy way to buy travel, the companies should
establish a simple web design easy to understand and use,
which will at the same time increase trust and a sense of fun.
Gefen et al. (2003), Kamarulzaman (2007) and Bigné et al.
(2010) confirm that an easy-to-use website is associated with a
merchant who takes care of the consumer, and better
functionality will allow more entertainment to be perceived.
While the easy-to-use does not necessarily have a direct
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influence on the purchase intention, companies should still
endeavour to make the shopping experience easier by
promoting simplicity in browsing and booking on their websites.

Travel companies should try to integrate as many actions
related to the factors of the present model as they can.
However, they should not limit themselves to the implications
which have been discussed above, since maintaining these
actions over time and adding new ones will allow them to
differentiate the use of their website from their competitors.
This will result in competitive advantages, which, if maintained
over time, would become sustainable. However, due to the use
that many companies currently make of the web, especially
those that sell travel, attracting the attention of their visitors is
an arduous task, especially if they seek to build loyalty. It
requires an innovative capacity to excel in the long term and, as
the virtual environment and associated technologies are always
changing, these companies must always be on the alert.

The main limitations of the paper derive from the methodology
used. On the one hand, factor analysis is conceived as a general
diagnostic method that simplifies reality by eliminating part of
the variance of the original set of variables. It is possible that a
method with higher predictive power, such as the partial least
squares model (PLS), could, once the general structure of the
model is known, yield more profuse results and better
predictive capacity. It could be interesting for future research in
this field to apply a PLS model with objective market-based
variables, such as the actual purchase of online travel.

Similarly, cluster analysis calls upon the researcher's judgment
to determine the correct number of clusters, and the results
depend to a large extent on the quality of the variables used. In
this case, new variables could produce different results. It could
be worthwhile in future studies to evaluate whether the results
differ between those who have already acquired online travel
and those who have never yet done so.

The sample of the present study was heavily weighted toward
women and people who reported university as their highest
level of educational attainment. To obtain a more balanced and
representative sample of internet users, studies that establish
a profile of Spanish netizens, both buyers and non-buyers, could
be used as references to adjust the profile of subsequent
studies concerning the intention to buy.

New technologies, especially those associated with the
Internet, have created a variety of ways to understand how
consumers and businesses engage in trade; this knowledge can
be of particular value to the tourism sector. Those who use the
Internet as a shopping channel will gain advantages, including
saving time and effort in making the purchase, while those
companies that practice e-commerce can increase their profits
and retain customers if they manage to offer a unique and
satisfactory experience that extends beyond using the Internet
as a simple information channel. In this study, an integrated
model has been proposed that represents the general and
specific behaviour of individuals towards new technologies,
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specifically towards the Internet as a travel purchase channel.
By identifying groups representative of those who have
purchased trips online or plan to do so, this study has permitted
a better understanding of the determinants of consumer
intention. It has clarified the perception of each group towards
particular factors, and this enables the elaboration of
managerial implications for travel marketing companies of any
size or in any location. The study takes account of the dynamic
character of this type of purchase and the need for companies
to maintain continuous innovation.

Companies can address the uncertainty associated with
purchasing travel online perceived by nearly all consumers. The
actions developed by companies should not be isolated, but
should instead ideally involve the periodical assessment of new
trends or innovations that could change the perception of
consumers towards the purchase of trips on the Internet and
lead them to buy. Therefore, this work contributes to the body
of research concerning shopping on the web by providing a
broad view of the perspective of consumer tourism. This
enables companies to acquire knowledge of possible strategies
or actions to develop in the virtual environment, allowing them
to attract, retain and satisfy customers.
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Appendix.
Appendix 1. Measuring scales.

Items

References

Intention to purchase trips on the web

1. | plan to use the Internet to buy a trip (in the next 6 months)
2. Itis likely to buy a trip through the Internet (in the next 6 months)
3.1 do not intend to use the Internet to buy any trip (in the next 6 months)

Adapted from Rodriguez del Bosque, I. and Herrero, A. (2008):
“Antecedentes de la utilidad percibida en la adopcion del comercio
electrénico entre particulares y empresas”

Ease of use perceived in the purchase of trips on the web

4. Using the Internet to buy a trip in the next 6 months would be easy to learn for me
5. Using the Internet to buy a trip in the next 6 months would be easy to do

6. Using the Internet to buy a trip in the next 6 months would be easy following the
instructions on the websites

Adapted from Davis, F. (1989): “Perceived Usefulness, Perceived Ease of
Use and User Acceptance of Information Technology” and from Rodriguez
del Bosque, |. and Herrero, A. (2008): “Antecedentes de la utilidad
percibida en la adopcién del comercio electrénico entre particulares y
empresas”

Perceived fun in the purchase of trips on the web

7. Using the Internet for the purchase of trips is pleasant

8. In general, | consider the purchase of trips on the web entertaining

9. | enjoy buying trips on the web more than buying them from traditional travel
agencies

Davis, F. et al (1992): “Extrinsic and intrinsic motivation to use computers
in the workplace”

Adapted from Van der Heijden, H. (2003): “Factors influencing the usage
of websites: the case of a generic portal in the Netherlands”

Adapted from Childers, et al (2001): “Hedonic and utilitarian motivations
for online retail shopping behaviour”

Subjective norm regarding the purchase of trips on the web

10. People whose opinions | value would approve of using the Internet to buy a trip
11. The majority of people that | have in mind think that | should use the Internet to
buy a trip
12. 1 am expected to use the Internet to buy a trip
13. People close to me would agree to use the Internet to buy a trip

Trust

14. The probability of a technical failure in an online transaction is very small

15. | think travel websites are trustworthy

16. | think travel websites are credible

Adapted from Herrero, A. et al (2006): “La adopcién del comercio
electrénico B2C: Una comparacion empirica de dos modelos alternativos”

Corbitt, B. et al (2003): “Trust and e-commerce: a study of consumer
perceptions”

Adapted from Kim, M. J., Chung, N. and Lee, C.K. (2011): “The effect of
perceived trust on electronic commerce: shopping online for tourism
products and services in South Korea”

Perceived risk in the purchase of trips on the web

17.1am not comfortable giving credit card information to make a transaction on the
Internet

18. Compared to other methods of purchase, buying online is riskier
19. There is too much uncertainty associated with the purchase of online travel.

20. Buying online is unreliable

Cho, J. (2004): “Likelihood to abort an online transaction: influences from
cognitive evaluations, attitudes, and behavioural variables”

Shim, S., Eastlick, M. A., Lotz, S. L. and Warrington, P (2001): “An online
prepurchase intentions model: the role of intention to search”

Adapted from Lee, M. and Turban, E. (2001): “A trust model for consumer
internet shopping”

Price advantage

21. Using the Internet to buy trips saves money

22. Buying trips on the web provides more discounts than buying them in traditional
travel agencies

23. In general, travel websites offer tourist products (airline tickets, cruises, vacation
packages, hotel overnight stays, etc.) at lower prices

Adapted from Rodriguez del Bosque, |. and Herrero, A. (2008):
“Antecedentes de la utilidad percibida en la adopcidon del comercio
electrénico entre particulares y empresas”

Adapted from Kim, M. J. et al (2011): “The effect of perceived trust on
electronic commerce: shopping online for tourism products and services
in South Korea”

Adapted from Li, L. and Buhalis, D. (2006): “E-commerce in China: The case
of travel”

Product variety advantage

24. | can design a custom-made trip by buying trips on the Internet

25. Using the Internet to buy allows you to find all kinds of tourist products

26. Using the Internet to buy makes it possible to choose from a wide variety of
tourism products

Amaro, S. and Duarte, P. (2015): “An integrative model of consumers’
intentions to purchase travel online”

Adapted from Rodriguez del Bosque, |. and Herrero, A. (2008):
“Antecedentes de la utilidad percibida en la adopcion del comercio
electrénico entre particulares y empresas”

Comfort and time saving

27. Using the Internet allows me to purchase trips at the most opportune time for me

28. Using the Internet to buy trips allows me to buy without having leave my home

29. | can save time buying trips on the web

Adapted from Rodriguez del Bosque, I|. and Herrero, A. (2008):
“Antecedentes de la utilidad percibida en la adopcion del comercio
electrénico entre particulares y empresas”

Cho, J. (2004): “Likelihood to abort an online transaction: influences from
cognitive evaluations, attitudes, and behavioural variables”

Access to information

30. Using the Internet to buy trips allows me to obtain more information about them

31. Using the Internet to buy trips facilitates the comparison between different
alternatives

32. Using the Internet to buy trips facilitates the search for information when buying
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Adapted from Rodriguez del Bosque, I|. and Herrero, A. (2008):
“Antecedentes de la utilidad percibida en la adopcion del comercio
electrénico entre particulares y empresas”
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