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Abstract 
 
Despite its growing importance, there is still a gap in the literature about the 

motivations and barriers involved in the consumption of travel services and products online. 
The main purpose of this study is to evaluate the role of trust and its antecedents in the 
formation of the purchase intention of travel products and services on the internet. The 
hypotheses were tested through structural equation modeling based on a survey with 292 
consumers. The results point to significant relationships between trust and other constructs, 
which greatly influence consumers’ purchase intention of travel products and service via 
internet. 
 

Introduction 
 

Tourism’s importance has been increasing all over the world due to its relevance to 
economic and social development, by generating income and direct/ indirect jobs. According 
to the World Tourism Organization (2012), tourism generates one out of every 12 direct jobs 
in the world. In Brazil, tourism grew 6% in 2011, the double of the world average. 
According to Instituto Brasileiro de Geografia e Estatística (IBGE), the sector already is 
responsible for 3.7% of the Gross Domestic Product (GDP) and generates approximately 2.8 
million jobs. 

With the increase in the number of tourists and the sector’s strategic relevance, e-
commerce takes on a more significant role in the competitive advantage among tourism-
related companies. Through the internet, companies can create a direct contact channel with 
their clients and can not only provide information on their products and services, but also do 
direct sales. However, in order to ensure the success in creating a relationship with their 
clients, the consumers’ needs and wishes must be understood by identifying the factors that 
promote their intention to use the web to acquire tourism related products and services. 

 
Research Problem, Objectives and Plan 

 
There are several studies on the variables that influence online consumer behavior, 

where trust is highlighted as one of the key issues driving online purchase intentions. 
According to McKnight, Choudhury and Kacmar (2002), trust has a significant impact on the 
final users’ willingness to shop in online environments due to its role in the uncertainty 
reduction associated to purchases via internet. However, despite Internet’s and tourism’s 
growing importance, there is a lack of information on what drives travelers to use the web to 
gather information or hire travel products and services. 
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After reviewing the literature on the subject, this study aims at identifying the 
behavioral consequences of customers' trust on travel products and services websites. In order 
to do so, a structural model is proposed to evaluate the relationships between trust and other 
constructs which are relevant to the internet consumption (design, ease of use, perceived 
usability, security, privacy and satisfaction) and their effects on the purchase intention of 
online tourism. The proposed model is then tested using data from an online survey and the 
tested relationships and related hypothesis are discussed, with the presentation of managerial 
and theoretical implications following. 
 

Literature Review 
 
Online tourism 

According to WTO (World Tourism Organization), tourism and the Internet are a 
perfect match. The Internet allows immediate access to relevant information on destinations 
all over the world in an easy and speedy manner. Smith and Jenner (1998) highlight that 
travel products and services are perfectly adequate for the online sale since, generally 
speaking, they involve a higher intangibility level, involvement and a higher differentiation 
level than other tangible consumer goods and, therefore, are more easily tradable via web. 
From the companies’ stand point, this allows travel suppliers to reduce their intermediation 
costs, and reach news clients and markets. E-commerce and online marketing are changing 
not only the way of doing business in the tourism industry, but also the way consumers 
perceive products and services (Mamaghani, 2009).  

Buhalis and Law (2008) argue that there is a “new” kind of tourist, who is 
increasingly sophisticated and less interested in choosing standardized travel packages. This 
modern consumer is more connected, more demanding and seeks a direct interaction with the 
supplier in order to meet their more specific wishes and expectations. Buhalis (1998) points 
out that tourists have become more independent and sophisticated and have a wide range of 
tools to help them organize their trips. Among those, we can find booking systems, online 
travel agents (such as Expedia), search tools (such as Google), social networks, websites 
(such as TripAdvisor), comparison shopping websites, as well as group buying websites 
(Hotel Urbano), individual suppliers and intermediary websites. Despite all the changes in 
consumer profile and in the access to information available on the web, there are still few 
studies which seek to understand the reasons why consumers use the online environment to 
purchase tourism related products and services. 

 
Online trust 

Intrinsically speaking, trust implicates on a willingness to accept vulnerability by one 
party, but with the expectation that one can count on the other party. Urban et al. (2009) 
propose trust as a crucial element to building a strong relationship with clients. Trust 
relationships are not created just between people and organizations, but can also be found 
between people and computer systems (Lee & Turban, 2001). Since the birth of the Internet, 
trust has been recognized as a basic factor for the web success. On the other hand, it also 
configures the greatest barrier for the commercial Internet (Urban et al., 2009), since 
consumers can’t see, touch or feel the product they intend to purchase. Gefen, Karahanna and 
Straub (2003) point out that the trust generation is an efficient e-commerce uncertainty 
reduction method and it plays a major role in the purchasing processes where consumers look 
for high quality products and services. 

One of the main reasons of concern about online shopping is the lack of personal 
contact and face-to-face interaction with the seller or service provider. This lack of contact 
demands from the consumer an initial willingness to trust, which positively influences their 
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behaviors and attitudes. Basically, trust is developed when consumers create positive 
impressions of a website and, consequently, are willing to accept a certain level of 
vulnerability (Urban et al., 2009). Weber and Roehl (1999) discovered that trust can be built 
between clients and online companies through positive previous trading experiences. As a 
result of the lack of trust, several consumers hesitate to share personal information with e-
suppliers or to shop via web. Therefore, consumers’ lack of trust has been one of the greatest 
obstacles for e-commerce (Hoffman et al., 1999). Bart et al, (2005) deepened the existing 
research and found that trust plays a major role as a mediator variable between several 
antecedents, such as website and consumers’ characteristics, and the behavioral online 
purchasing intention (Shankar, Urban, & Sultan, 2002). 

To summarize, it is expected that trust, in an online context, affects the consumer’s 
will to acquire products and services through this channel (Reicheld & Schefter, 2000). Based 
on that, and on the potential use of online environment for trading products and services, we 
formulate the first hypothesis of this study: 

Hypothesis 1: Trust has a direct and positive effect on the purchase intention of 
online travel products and services. 

 
Trust Antecedents  

A series of factors influence the formation of consumer’s trust beliefs in regards to 
internet suppliers, which affect direct or indirectly their attitudes and intentions. 
Understanding the nature of online consumer trust and its antecedents can offer a better 
comprehension of the reasons driving the consumption of tourism-related products and 
services on the Internet.  

Trust is connected to the security perception that the clients have in relation to the 
transaction they are carrying out. This security refers to consumer data and the product 
delivery guarantee (Szymanski, & Hise, 2000). Other studies mention satisfaction as a trust 
generator. In this context, trust partly depends on the client’s satisfaction degree (Selnes, 
1998; Garbarino & Johnson, 1999; Flavián et al., 2006). Several authors point to website 
design and layout as satisfaction influencing factors (Szymanski & Hise, 2000; Kim et al., 
2011). Design would be responsible for the consumer’s first impression and, therefore, the 
interface should be friendly and allow fast access (Szymanski & Hise, 2000; Shankar et al., 
2002; Kim et al., 2011). Finally, another important element is the perceived usefulness by the 
client. According to Flávian et al. (2006), the greater the usefulness, the greater the client’s 
satisfaction. 
 
Website Design 

Website design is a wide concept which is being studied by both information system 
literature and marketing literature. Several studies show a positive relationship between 
visual communication and the user’s general satisfaction (Montoya-Weiss et al., 2003). 

The website appearance serves as a base for consumers to create a first impression of 
the seller, elaborate an opinion on their reliability and finally decide whether or not to shop 
there. Website design, including layout, has a significant impact on e-satisfaction. According 
to Urban et al (2009), when building a reliable website, design is important because it drives 
users to believe they are in a professional environment and because browsing a fine and user-
friendly website encourages users to spend more time exploring it. Several studies suggest 
that browsing experience is a key factor for security perception generation during online 
purchasing (Pearson et al., 2007; Pratt et al., 2004). Browsing and presentation are also 
directly related to convenience and ease of use, factors that generate trustworthiness 
(Belanger et al., 2002). 

3 
 



 
 

In this study, we propose a model where design influences trust and satisfaction 
indirectly, through the positive influence of design on antecedents, such as perceived ease of 
use, perceived usefulness, privacy and security. Based on these considerations, we propose 
the following hypotheses: 

Hypothesis 2: Website design has a direct and positive effect on the perceived 
security of travel products and services websites. 
Hypothesis 3: Website design has a direct and positive effect on the perceived user 
privacy of travel products and services websites. 
Hypothesis 4: Website design has a direct and positive effect on the perceived ease of 
use of travel products and services websites. 
Hypothesis 5: Website design has a direct and positive effect on the perceived 
usefulness of travel products and services websites. 
 

Perceived Usefulness 
Perceived usefulness portraits how much an individual believes a certain technology 

can improve their productivity or performance in some task (Davis et al., 1989). If we apply 
this definition to the research context, perceived usefulness refers to the consumer’s 
perception that the use of internet as a means to shopping improves their purchasing 
experience outcome. Such perception would influence the consumer’s intention in shopping 
on the internet. 

Perceived usefulness refers to how the website provides enough information on the 
advertised products and services. It also reflects how easy it is for users to find relevant 
information and the efficiency with which the deals are closed. Based on these studies, 
perceived usefulness is expected to have direct positive effects on consumer’s satisfaction 
and trust in relation to the online travel products and services purchasing: 

Hypothesis 6: Perceived usefulness has a direct and positive effect on the trust on 
travel products and services websites. 
Hypothesis 7: Perceived usefulness has a direct and positive effect on the satisfaction 
related to travel products and services websites. 

 
Perceived Ease of Use  

Ease of use is defined as the individual’s perception that the use of the new 
technology will be effortless (Davis, 1989). If we apply this to the context in this research, 
“ease of use” is the consumer’s perception that internet travel products and services shopping 
will involve minimal effort. Ease of usage reduces the research and purchase time 
maximizing clients’ efforts and increasing their satisfaction and usefulness perception 
(Szymanski, & Hise 2000). According to Xue and Harker (2002), ease of use is decisive for 
the client’s satisfaction once it optimizes the service usage efficiency. In an electronic 
context, ease of usage includes aspects such as features, information accessibility, ease of 
ordering and browsing. Based on this debate, it is possible to state the following hypotheses: 

Hypothesis 8: Ease of use has a direct and positive effect on the users’ satisfaction of 
travel products and services trading websites. 
Hypothesis 9: Ease of use has a direct and positive effect on the users’ perceived 
usability of travel products and services trading websites. 
The literature indicates that the perceived ease of usage influences consumers’ 

attitudes concerning online shopping (Heijden et al., 2001). Roy et al. (2001) analyzed the 
role of ease of use affecting users’ trust on websites and claimed that the ease of browsing is 
an important factor to evaluate the website's reliability. Therefore, we can propose the 
following hypothesis: 
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Hypothesis 10: Ease of use has a direct and positive effect on the users’ trust on 
travel products and services websites. 

 
Security 

Urban, Sultan and Qalls (2000) point out that the Internet user is becoming more 
sophisticated and demanding regarding online services, having the security aspect as one of 
the most critical in the final decision on whether or not to do a transaction. Websites have a 
disadvantage in relation to travel agents since many consumers still don’t feel comfortable in 
providing personal information and do their online purchases because they don’t trust 
websites’ security (Kim et al., 2011). Security, along with privacy, is the base from where an 
online trader’s reliability is evaluated. It has to do with the concern that a third party would 
have access to critical information on the user, such as credit card number or other 
confidential information sent during the products and service purchase via Internet. 

Consumers also are concerned about the legitimacy of the companies trading via web. 
For Hoffman, Novak and Peralta (1999) security is one of the main online trust drives. 
They argue that environmental control or the consumer’s ability to control a web supplier’s 
actions directly affects the consumer’s perception of online security (Belanger, Hiller, & 
Smith, 2002). It is important, nevertheless, to highlight that this relation varies for different 
website categories. When consumers shop in websites of high involvement products and 
services, as in the case of travel websites, they usually are more concerned with the 
disclosure of financial information. For these websites, it is calculated that the impact of 
security on the online trust is even bigger than for other websites. Therefore, it is expected 
that security has a direct and positive effect on trust and also on consumer satisfaction of 
online travel products and services. In this way, it is thus possible to formulate the following 
hypotheses: 

Hypothesis 11: Perceived security has a direct and positive effect on the users’ 
satisfaction of travel products and services websites. 
Hypothesis 12: Perceived security has a direct and positive effect on the users’ sense 
of trust on travel products and services websites. 

 
Privacy 

Privacy refers to the protection against the acquisition, dissemination and disclosure 
of personal information and it relates to the possibility of a company misusing the 
information that has been made available to them. According to Miyazaki and Fernandez 
(2001), perceptions about lack of privacy on the Internet negatively influence the consumers’ 
shopping decisions (Hoffman et al., 1999). In addition to that, privacy is positively related to 
website clients’ evaluation (Parasuraman et al., 2005). 

Besides purchase processes, privacy guarantees are also a critical factor to help 
develop in the consumer a certain level of trust in the e-commerce systems. Bart et al. (2005) 
point out that privacy is an antecedent of trust for products where both information risk and 
involvement are high (such as travel websites, where a lot of personal pieces of information 
are requested). Thus, based on the theory here presented, it is possible to propose the 
following hypotheses: 

Hypothesis 13: Privacy has a direct and positive effect on the consumers’ perceived 
security of travel products and services websites. 
Hypothesis 14: Privacy has a direct and positive effect on the consumer’s trust on 
travel products and services websites. 
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Satisfaction 
Satisfaction is one of the most researched concepts in marketing literature (Oliver & 

Swan, 1989). According to Oliver (1997), satisfaction formation involves a comparison 
between the consumption outcome and the individual expectations before the consumption. 
Satisfaction plays an important role in e-commerce because it helps to build the client’s trust 
in relation to the company which offers products and services and it affects the consumer’s 
desire to keep on interacting with that company (Flavián et al., 2006; Garbarino & Johnson, 
1999). 

Satisfaction is, therefore, related to trust and is considered its antecedent in online 
environments (Garbarino & Johnson, 1999; Selnes, 1998). Studies show that the client’s 
satisfaction leads to purchase intentions and to relationship building (Ranaweera et al., 2008). 
This allows the elaboration of the following hypotheses: 

Hypothesis 15: Satisfaction has a direct and positive effect on the users’ trust on 
travel products and services websites. 
Hypothesis 16: Satisfaction has a direct and positive effect on the users’ purchase 
intention from travel products and services websites. 

 
Research Methodology 

  
A cross-sectional survey with a non-probabilistic sample of the population of interest 

was conducted to test the formulated hypotheses (Parasuraman et al., 2006), with structured 
questionnaires presented to the consumers. Data was collected online, facilitating the access 
to a greater number of people and ensuring that all the respondents were internet users. 

This study uses scales previously elaborated and tested by the literature for the 
measuring of all the constructs involved in the proposed model. An adaptation of 
Parasuraman, Zeithaml and Malhotra (2005)’s E-S-QUAL was used. The items were 
measured with 5-point-Likert type scales, varying from “completely disagree” to “completely 
agree”. The research instrument was composed of 52 items, not counting the six items related 
to the consumer’s demographic variables. Questionnaire pre-tests were conducted, aiming at 
refining all items and the research website layout.  
 
Sample and Data Collection Procedures  

The studied population was defined as travel websites users, Rio de Janeiro residents, 
belonging to A and B socioeconomic classes and who have used the Internet to acquire travel 
products or services through online channels in the last twelve months. All questionnaires 
were filled out by the respondents themselves in an online website. The data was collected 
through non-probabilistic snowball sampling.  

The sample had 292 respondents. Among these, 24 respondents were eliminated 
because of missing data and 13 because they had never used any kind of travel products and 
services website. Thus, the final sample was composed of 255 valid questionnaires. Out of 
this total, 132 were females (52%) and 123 males (48%). In relation to marital status, 128 
(50%) respondents stated they were single and 107 (42%) married. As for average family 
income, 114 respondents (45%) indicated their monthly family income ranged between six 
and ten thousand reals (roughly between US$2700 and US$4500). Finally, in terms of age 
groups, half the respondents (128) lay between 31 and 40 years old, followed by 58 
respondents (23%) ranging from 41 to 50 years old, 16% between 25 and 30 years old and 
11% below 25 and above 51 years of age. 
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Data Analysis and Model Testing 
 
Measurement Model 
 A confirmatory factor analysis (CFA) was conducted to test the validity, 
unidimensionality and reliability of the used scales in the measurement model. In order to 
assess the adjustment to the proposed measurement model, several fit indexes were used (Hu 
& Bentler, 1999). The final measurement model, with 30 indicators, presented satisfying fit 
indexes (RMSEA = 0.087 with C.I. from 0.082 to 0.092; CFI = 0.90; IFI = 0.90; TLI = 0.87; 
χ2 = 1795.73, d.f. = 620, p < 0.001, χ2/d.f. = 2.89). 

The face validity for all the used scales was ensured throughout the development of 
the research instrument. In order to verify the nomological validity, the correlation matrix 
between constructs was analyzed, with all the correlations being significant and in the 
expected direction. As far as convergent validity, the average variance extracted (AVE) was 
calculated for each construct. All the calculated AVE values lay between 0.62 and 0.86, 
indicating the convergent validity of the used scales. In relation to the internal consistency 
and reliability of the used scales, all scales met the minimum levels of reliability considered 
to be adequate by the literature (Fornell & Larcker, 1981), having all presented Cronbach’s 
alpha values between 0.87 and 0.95 and composite reliability values between 0.87 and 0.95. 
Finally, all shared variances were inferior to the variance extracted by the items that measure 
the constructs, indicating adequate discriminant validity. 

 
Structural Model 

Structural equation modeling (SEM) was used in order to test the proposed model and 
the research hypotheses. All the indexes showed a good model fit to the data. The ratio χ2/d.f. 
was of 3.3, slightly above the 3.0 value suggested by Byrne (2010). Besides that, other fit 
indexes have also presented satisfactory values, with CFI of 0.90, TL1 of 0.89 and IFI of 
0.90. In turn, absolute fit indexes presented values close to the limit of 0.08 as established by 
the literature (Hu & Bentler, 1999; Byrne, 2010; Hair et al., 2009), also indicating a 
reasonable model adjustment. RMSEA was of 0.09 (C.I. from 0.085 to 0.095) and the SRMR 
of 0.10. Given the presented indexes, one can conclude that the fit of the proposed model is 
satisfactory. 
 
Table 1. Standardized Path Coefficients, Hypothesis and Significances  

Proposed Relationship Standardized 
Coefficient p-value Hypothesis 

Verified? 
H1: Trust → Purchase Intention 0,35 < 0,001 Yes 
H2: Design → Security 0,06 0,256 No 
H3: Design → Privacy 0,48 < 0,001 Yes 
H4: Design → Ease of Use 0,62 < 0,001 Yes 
H5: Design → Usefulness 0,13 0,057 No 
H6: Usefulness → Trust -0,06 0,427 No 
H7: Usefulness → Satisfaction 0,49 < 0,001 Yes 
H8: Ease of Use → Satisfaction 0,37 < 0,001 Yes 
H9: Ease of Use → Usefulness 0,62 < 0,001 Yes 
H10: Ease of Use → Trust -0,04 0,484 No 
H11: Security → Satisfaction 0,22 < 0,001 Yes 
H12: Security → Trust 0,51 < 0,001 Yes 
H13: Privacy → Security 0,69 < 0,001 Yes 
H14: Privacy → Trust -0,03 0,554 No 
H15: Satisfaction → Trust 0,68 < 0,001 Yes 
H16: Satisfaction → Purchase Intention 0,43 < 0,001 Yes 
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After the verification of the fit for the proposed measurement and structural models, 
the verification of each one of the research hypotheses was carried out with the analysis of 
magnitude, direction and significance of the standardized coefficients estimated (Table 1) by 
the structural model (Byrne, 2010). 
 

Discussions and Conclusion 
 

Studies that analyze and seek to understand consumer behavior have fundamental 
importance for the strategies of companies that want to attract clients. For companies who 
need to remain competitive, it is relevant to understand consumers and the variables that 
direct or indirectly influence their purchasing behavior. More specifically, as far as the travel 
market is concerned, trusting the online supplier was pointed out as one of the most important 
features in online travel shopping by Weber and Roehl (1999). In addition to that, Urban et 
al. (2009) highlight the importance of trust as a key factor to the success of the web and as the 
greatest barrier of the commercial internet, since consumers can’t see, touch and feel the 
product they intend to acquire. In this context, trust is a key factor in the quest to understand 
the needs and wishes of online consumers.  

The results and the verified relationships represent important contributions to a more 
thorough understanding of the online context of travel products and services sales. Firstly, the 
study allows us to verify the trust antecedents’ influence and their inter-relations in trust 
formation and on consumer’s purchase intention of travel products and services. In addition 
to that, constructs such as security and satisfaction showed a direct and positive influence on 
trust. 

Based on the research results and the presented literature, we can conclude that 
security exercises a positive influence on the consumer’s intention to trust and establish a 
relationship with the website or company. This way, security can be seen as a key element in 
the construction of relationships between consumers and online travel companies. Between 
the two direct antecedents of purchase intention, satisfaction presented a larger effect than 
trust, despite both effects being relatively close in magnitude. Satisfaction has also appeared 
to be a strong influencing element of online consumer trust, which indicates that satisfied 
consumers tend to trust more. 

We can also see, among the trust antecedents, a significant relationship between 
design and privacy and between design and ease of use. Privacy and ease of use also 
presented significant relations with security and perceived usability, respectively, showing 
how data privacy influences consumer’s security perception and how a friendly website 
influences de perception of how useful it is. This brings us to the browsing aspects presented 
in the studies by Pearson et al. (2007) and Pratt et al. (2004). On the other hand, satisfaction 
is positively influenced both by perceived usability and by ease of use and security. We can 
also conclude that the purchase intent is more specifically related to personal experiences, 
direct feelings such as trust, satisfaction and security. 

The main managerial contribution of this study lies in the development of the 
consumer behavior understanding and their travel products and services purchase decision-
making process in the online context. The results also offer marketing managers a deeper 
understanding of the factors that influence the online purchase intention in travel websites, 
taking into consideration the consumers’ concerns and desires. 

 
Limitations and further research 

As far as external validity is concerned, given the snowball convenience sample 
employed, it is possible that the verified relationships are not generalizable for all kinds of 
consumers. As for the data collection procedure, an important limitation of the study was the 
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fact that the respondents did not evaluate a specific website. This might have led to very 
distinct website evaluations, especially in regard to website attributes such as ease of use, 
perceived usefulness and design. 

In relation to future researches, the replication proposed model on a specific website 
would be a good way to validate and widen the scope of the currently obtained results. Future 
researches can also verify the influence a website’s brand has on the user and their evaluation 
of its offered services. Finally, it would be interesting to run an investigation about the 
possible moderating effects that some demographic variables (such as gender, income and 
age groups) might have on the observed relationships. 
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