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ABSTRACT

It is stated that tourism has greatly grown in Portugal. Thus, one must ponder if the Por-
tuguese use traditional travel agencies or online travel agencies. As such, the main objective
of this study is to characterize the Portuguese’s behavior towards travel agencies, hence the
use of a quantitative methodology. Gender, income, and promotions influence the Portu-
guese’s decision on whether to purchase in a specific type of travel agency, being that price is
not the most relevant factor. While this study is relevant to the current lack of literature, there
must be further studies on this theme.

Keywords: Travel Agencies; Traditional Travel Agencies; Online Travel Agencies;
Behavior.

El comportamiento de los portugueses hacia las agencias de viajes
RESUMEN

Se afirma que el turismo ha crecido mucho en Portugal. Por lo tanto, hay que reflexionar
si los portugueses utilizan las agencias de viajes tradicionales o las agencias de viajes online.
Por ello, el objetivo principal de este estudio es caracterizar el comportamiento de los por-
tugueses hacia las agencias de viajes, de ahi que se utilice una metodologia cuantitativa. El
género, la renta y las promociones influyen en la decision de los portugueses sobre la compra
en un determinado tipo de agencia de viajes, siendo el precio el factor menos relevante. Si
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bien este estudio es relevante para la actual falta de literatura, deben realizarse mds estudios
sobre este tema.

Palabras clave: Agencias de Viajes; Agencias de Viajes Tradicionales; Agencias de
Viajes Online; Comportamiento.

1. INTRODUCTION

Although the tourism market is quite competitive, tourism has increased substantially
in Portugal, thanks to the recognition of the country as a tourist destination (Pinto and
Castro, 2019; Turismo de Portugal, 2017). Thus, one of the factors that increase the com-
petitiveness of the tourism sector is the presence of travel agencies in the online environ-
ment (Silva and Gongalves, 2016).

Travel agencies are entities responsible for selling accommodation and/or other tourist
services in exchange for commissions (Pinto and Castro, 2019), carrying out the requests
of their consumers with the help of tourist producers (Abranja et al., 2012). However, the
service provided must be relevant, customized, and appropriate to each individual (Kim ez
al.,2007a). Therefore, travel agencies must try to approach the consumer (Bunghez, 2020;
Silva and Sousa, 2018), so that they can improve the tourism sector. As such, strategies
that suit the individual’s preferences should be applied (Pinto and Castro, 2019). To this
end, the factors that influence the individual’s decision to purchase must be considered.
However, there is not much agreement on which aspects have an impact on the purchase
decision making.

On the one hand, some authors mention that people’s age (Garin-Mufioz and Amaral,
2011), gender (Jensen and Hjalager, 2013; Lin ez al., 2018), employment status (Heung,
2015; Jensen and Hjalager, 2013; Kim et al., 2007a), income (Jensen and Hjalager, 2013)
among other antecedents influence their purchase decision making. On the other hand,
there are studies whose findings differ from those of other research. Thus, Jensen and
Hjalager (2013)’s study on age, Hsu et al. (2014)’s study on gender, Wang (2001)’s study
by on employment status, Kim and Lee (2004)’s study on income stand out.

Therefore, there is a need to study whether factors such as gender, employment status,
income, the price of the product and/or service, and promotions influence individuals’
purchase decision making and their loyalty towards the organization, be it a traditional
travel agency or an online travel agency. However, for traditional travel agencies, there
is a minimum amount of research into the aspects that influence individuals’ decisions
to purchase in these organizations. As far as online travel agencies are concerned, few
studies are researching the factors behind the decision to purchase in online travel agen-
cies, mainly in Portugal (Pinto and Castro, 2019). Thus, this study aims to characterize
the Portuguese’s behavior towards travel agencies. More specifically, it aims to: identify
the Portuguese’s behavior towards traditional travel agencies, identify the Portuguese’s
behavior towards online travel agencies, identify the socio-demographic characteristics
that influence the behavior of the Portuguese who prefer traditional travel agencies, iden-
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tify the socio-demographic characteristics that influence the behavior of the Portuguese
who prefer online travel agency services, and define the Portuguese’s preferences when
deciding to purchase a trip.

This article is organized by topics, being the first one the literature review, which
focuses on “Traditional Travel Agencies”, “Online Travel Agencies” and on “Consumer’s
Behavior”. The following topics are the method and the procedure used for data collection,
the results of the study and their discussion, and, finally, the conclusion of the study. In
this last topic, the limitations of this study and some suggestions for further investigations
are presented.

2. LITERATURE REVIEW
2.1. Traditional travel agencies

Traditional travel agencies have had a major impact on the tourism market since
1841, when Thomas Cook organized the first trip, as his activity influenced the growth
of tourism (Polat and Arslan, 2019). However, to understand the impact and evolution of
travel agencies on the tourism market, there is a need to understand what a traditional
travel agency is.

According to Pinto and Castro (2019)’s study, travel agencies are part of the tourist
market and relate to the sale of accommodation and/or other tourist services in exchange
for commissions. As such, they carry out consumer requests with the help of tourist pro-
ducers, acting as an intermediate between the consumer and tourist operators (Abranja
et al., 2012). Quintana et al. (2016) proposed several recommendations that should be
consider by travel agencies organized in two big dimensions: strategies focused on mar-
keting, and strategies focused on the organizational structure and management aspects.
Travel agents thus fulfil the important role of gathering and organizing information that
is relevant to the provision of tailor-made services to each consumer (Kim ez al., 2007a).

The evolution of traditional travel agencies results from today’s increasingly compet-
itive (Bello and Martinez, 2018). As a result, traditional travel agencies need to evolve
and adapt to today’s world (Silva and Sousa, 2018) to ensure their survival in the tourist
market. Besides, other aspects have influenced this need for development, among which
are greater consumer demand and the use of new technologies (Ramirez-Hurtado and
Berbel-Pineda, 2010).

Regarding the increase in consumer demand, the best way for traditional travel agen-
cies to progress is through their specialization in a certain market (Galhafone et al., 2010).
They also need to opt for new strategies, trying to be closer to consumers (Silva and Sousa,
2018), treating them as if they are not mere consumers, and focusing on service quality
(Alberdi and Andrada, 2002). Law et al. (2004) suggests that online and traditional chan-
nels can coexist in the future as consumers still used traditional services although they
look for more information in the internet.

Traditional travel agencies should also invest in the creation of franchises, as franchises
allow an increase in the national presence of traditional travel agencies through the imple-
mentation of networks and establishments. Furthermore, these networks enable someone
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who has fewer financial capacities to benefit from a quality service due to their low cost
(Ramirez-Hurtado and Berbel-Pineda, 2010).

As for technology, it greatly affected the tourism sector (Silva and Filho, 2016), since it
enables travel agents’ suppliers to contact the consumer without having to use a mediator
(Ramirez-Hurtado and Berbel-Pineda, 2010; Silva and Filho, 2016), which is an obstacle
for traditional travel agencies. Moreover, since the Internet provides different types of
information and serves as a competent and useful means of sharing services, the consumer
can purchase tourist services online, without opting for the help of an intermediate. This
is increasingly common (Kim et al., 2007a) and can result in the consumer moving away
from traditional travel agencies (Silva and Filho, 2016). However, it is necessary to turn
threats into opportunities by making the traditional travel agency sector evolve by invest-
ing in differentiation (Silva and Sousa, 2018). Traditional travel agencies should then use
their knowledge of the services they market to excel in the tourism market and be able to
act as consumer travel consultants (Organizacdo Mundial do Turismo — OMT, 2001). In
this way, it is necessary to submit the employees of traditional travel agencies to training
in the field of tourism (Ramirez-Hurtado and Berbel-Pineda, 2010) and to use technologies
in the management of traditional travel agencies (Bispo, 2014).

Despite the negative impact of technology, Ramirez-Hurtado and Berbel-Pineda
(2010)’s study indicates that the evolution of traditional travel agencies has increasingly
taken place over the years. As well, it turns out that, in 2018, only 26,2% of trips were not
planned while relying on a touristic operator or travel agency. However, this percentage
increase when compared to the previous year (Instituto Nacional de Estatistica - INE,
2020), which means that the population is making less and less use of travel agency ser-
vices. The notion that fewer and fewer individuals use the services of travel agencies may
offset the findings of Ramirez-Hurtado and Berbel-Pineda (2010)’s study, which refers
to the success of travel agencies, as the evolution and success of travel agencies may be
related to each other so that the success of travel agencies is diminishing.

2.2. Online travel agencies

With the technological evolution, the need for travel agencies to expand to the Inter-
net, in an online context, also arose (Vargas and Cortés, 2015), with some individuals
considering that travel agencies have the potential to do so (Kim et al., 2007a). However,
technological developments in travel agencies have both advantages and disadvantages for
travel agencies (Buhalis and Law, 2008) and consumers (Kim et al., 2007a). Nevertheless,
the online travel agency market and what it consists of must first be explored.

As regards the definition of online travel agencies, this definition is the same as for tradi-
tional travel agencies as they operate in the same way (Kim et al., 2007a), i.e., they involve
the selling of accommodation and/or other tourist services in exchange for commissions
(Pinto and Castro, 2019), with the difference being the spread of travel agencies in the digital
environment. As such, they must provide hotel and flight reservation systems, and car rentals
(Kaynama and Black, 2000). It then turns out that traditional travel agencies have undergone
a major change by entering the online environment (Bello and Martinez, 2018). However,
there was a need for this change, as the consumer started booking their travels via online

Cuadernos de Turismo, 49, (2022), 149-171



THE PORTUGUESE’S BEHAVIOR TOWARDS TRAVEL AGENCIES 153

media more often. Moreover, by using the Internet as a distribution channel, travel agencies
reduce some costs, including the wages they would have to pay their employees (Kim et al.,
2007a). Although it cannot be forgotten that consumers desire a service with high attention,
sensitivity, trust, with greater security, with the human aspect being highly valued.

Regarding the advantages for online travel agencies, technological developments have
led to tourist products being presented and sold in alternative ways (No and Kim, 2015),
with any company, including travel agencies, being able to use innovative ways to pro-
mote their products and/or services, thus ultimately improving their activity (Silva and
Gongalves, 2016). Moreover, it should be noted that online travel agencies will have the
opportunity to make their products known to a greater number of individuals (Ramirez-Hur-
tado and Berbel-Pineda, 2010), while at the same time being able to advertise their business
partners, which will pay them, thus profiting them (Clemons et al., 2002).

As for the consumer, there are also some advantages when the individual chooses
to make their travel reservations online, such as access to a variety of products and/or
services (Liu and Zhang, 2014), the possibility of finding low prices (Hao et al., 2015),
and convenience, pleasure (Kim and Lee, 2004) and speed (Agag and El-Masry, 2016) of
the process. Furthermore, online travel agencies allow the consumer to search for tourist
products that are relevant to them (Kim ef al., 2007a).

Although the consumer benefits from online travel agencies, the individual will also
have to face disadvantages, which result from several factors. First, it should be noted
that the consumer will have to research on their own, without the help of a travel agent
(Kaynama and Black, 2000), which would be useful because they are more experienced in
the field. Moreover, the consumer may not have the ability to easily change certain aspects
of their journey (such as the number of people, timetables, and destination) and take more
time to deal with the whole booking process, whereas the travel agent would handle the
whole process for the consumer. Many of the online travel agency systems only provide
some information about the trips they advertise (Kim et al., 2007a), data which would be
more detailed if the consumer opted for a traditional travel agency. Additionally, there is
many information given during the online process that is not interesting for the consumer
transforming the booking process in a very long journey.

Concerning the disadvantages for online travel agencies, these mostly because hotels
are both their business partners and their competitors in the area. As far as the partnership
is concerned, online travel agencies allow the consumer to book a room at a hotel through
their websites, where the consumer has access to information about the hotel and its price,
and access to online reviews about the hotel. As for the competitive factor, online travel
agencies introduce hotels to consumers (Chang et al., 2019) and hotels take advantage of
their presence on the online travel agencies’ websites, where they are promoted, to increase
their sales (Ling et al., 2014). Furthermore, Wu et al. (2013)’s study indicates that the
consumer has access to information about a certain hotel through the website of an online
travel agency, and then makes their reservation on the website of the hotel or by calling it.
Additionally, it is possible that a consumer who has made a reservation at a hotel, where
they have had a good experience, may decide to go back to that hotel and make a new res-
ervation on the website of the hotel (Chang et al., 2019). It then turns out that when online
travel agencies are successful, hotels make little profit, and when the consumer chooses to

Cuadernos de Turismo, 49, (2022), 149-171



154 BEATRIZ GAVINA & SUSANA SILVA

make their reservation directly at the hotel, travel agencies do not profit. Moreover, even
if the consumer does not book through online travel agencies, the individual still uses their
websites to obtain certain travel information (Kim et al., 2007a; Pinto and Castro, 2019).
This will be the case even if the travel agencies are renowned, as the position of the brands
on the market may change over the years (Lalicic and Weismayer, 2021).

It should then be considered that the online travel agency market is complex and all
it should be analyse in a quintuple helix model integrating interactions from the univer-
sity-industry-government-public-environment (Peris-Ortiz et al., 2016). Therefore, those
responsible for these organizations should be as aware of their consumers as of their
business partners to adapt their business strategy when necessary (Kim et al., 2007a).

2.3. Artificial intelligence in online travel agencies

Much useful tourism demand forecast models (Peng et al., 2014) and recommender
systems (Borras et al., 2014) were produced around Artificial Intelligence (Al) algorithms
since it is possible to forecast tourism demand with Al (Geisler, 2018). Besides, Al pro-
vides a better customer experience and increases business productivity (PwC, 2017). As
such, there is a need to acknowledge what Al consists of and its advantages and disad-
vantages in the travel sector.

It should first be noted that, since there is no general definition of intelligence, there
is no general definition of AI. However, it is believed that Al represents non-biological
intelligence (Tegmark, 2017). That is because Al performs in the same way as intelligent
beings do, i.e., it mirrors humans’ cognitive process (Copeland, 2017). Besides, it should
be considered that, even though research in Al increased, there is little research on its
usage in the travel industry (Lalicic and Weismayer, 2021), being that the travel industry
is in the last place of a list ranking the overall use of Al in certain industries (Bughin et
al., 2017). Nevertheless, the travel industry still relies on the use of Al, mostly regarding
customer-centric applications, and search and booking by costumers, and acting as service
robots, travel assistants, chatbots, and as a model for partnerships. There is then a need
that customer’s preferences reflect on the use of Al, as the travel industry revolves around
its customers. When faced with Al, some travel customers may refuse to deal with it, due
to sociological or privacy concerns, whereas other travel customers may expect to have
certain amenities at their display, like rooms with artificial personal assistants and beds
that automatically adapts to the individual’s characteristics Lalicic and Weismayer, 2021).

Regarding the advantages of the use of Al in the travel sector, consumers benefit from
the use of Al systems by the travel industry (Lalicic and Weismayer, 2021). First, they are
influenced to have a responsible and sustainable travel behavior, thus using energy and
natural resources in a better way and improving human health. Second, consumers have
access to convenient products or services (Tussyadiah and Miller, 2019), being possible
to get recommended a certain personalized product or service they might desire, as the Al
system predicts it (Lalicic and Weismayer, 2021). Third, individuals develop companionship,
their problem-solving skills (Tussyadiah and Miller, 2019). Lastly, consumers have access to
relevant information and reduced costs (Tussyadiah and Miller, 2019), positively affecting
the economy (Tussyadiah and Miller, 2019). Likewise, it is possible to communicate with
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chatbots instead of communicating with staff members. Likewise, as are always available,
individuals can interact with chatbots whenever. In this sense, consumers do not have to rely
on the availability of a travel agent (Lalicic and Weismayer, 2021) and free up their time
for leisure or other activities. Besides, the implementation of Al allows the promotion of
products and services by companies (Tussyadiah and Miller, 2019). Moreover, companies
may rely on the use of chatbots to expand their service offering and sales without firing their
employees. For instance, it is possible to inform consumers of their flight schedules and sell
them products using chatbots (Lalicic and Weismayer, 2021). Furthermore, companies can
execute certain tasks that were not previously accomplished and improve their decision-mak-
ing. As such, Al can be used so that companies have a competitive advantage over others
(Tussyadiah and Miller, 2019). However, there are some disadvantages concerning Al.

As for the disadvantages of the implementation of Al, in some cases, there may be
harmful impacts on the environment and accidents involving humans, as well as disrup-
tions to infrastructures and transportation problems. Also, humans may be manipulated by
artificially intelligent machines/technologies, being that Al technologies may be used for
criminal purposes, like computer hacking or cyber-attacks. Likewise, people may easily
go into war due to Al. Besides, companies and/or government will have more access to
people’s data, which is not considered secure. It should yet be noted that there may be job
losses, as Al machines/technologies may replace humans (Tussyadiah and Miller, 2019).

There is then a need for those responsible for companies to consider both the con-
sumers’ and the employees’ perception of Al, as well as the advantages and disadvantages
of Al As such, employees must undergo proper training to be able to operate artificially
intelligent machines/technologies (Lalicic and Weismayer, 2021).

2.4. Consumer’s behavior
24.1. Consumer’s Behavior in a Traditional Context

The business world is becoming more and more competitive, which provides the
consumer with a wider variety of options. This will make the consumer more demanding
and make companies want to prevail over each other (Demo and Oliveira, 2013). There-
fore, it is important to know what consumer behavior consists of when they are making
a purchase decision (Allen, 2001; Demo and Guanabara, 2015) and how the individual’s
behavior unfolds.

From the perspective of companies, the consumer’s purchase decision-making is
associated with the company’s place in the market. As such, companies invest in several
strategies such as strategies that rely on the price of the product and/or service to be sold
and marketing mix strategies (Neto and Filipe, 2011). However, consumer behavior con-
cerns the purchase and use of services that satisfy the wishes and needs of such consumers
(Abreu and Baptista, 2019). Thus, the consumer’s decision to purchase is associated with
several factors (Trindade et al., 2014), these being personal, psychological, and cultural.
Personal factors are related to the consumer’s age, personality, occupation, lifestyle, and
financial situation. Psychological factors are divided into four groups: perception, motiva-
tion, beliefs and attitudes, and learning. Perception consists of the selection, organization,
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and interpretation of the information the individual has about the product and/or service
(Kotler, 2000) since there is a positive relationship between the existence of knowledge
and the intention to buy (Demirtas, 2019). Motivation leads the individual to act according
to their needs, i.e., leads the individual to purchase (Kotler, 2000; Martins et al., 2015).
Beliefs and attitudes related to the individual’s feelings, thoughts, and assessments of the
product and/or service. Finally, learning comes from the consumer experience when the
individual changes their behavior. As far as cultural factors are concerned, these relate,
as the name implies, to the individual’s cultural values. However, the individual’s reli-
gion, social class, perceptions, family behavior, and geographical location are also part
of cultural factors (Kotler, 2000). As for social factors, they concern the influence that
other individuals, be they family members, friends, or work colleagues, will have on
the consumer’s behavior (Singh and Verma, 2017) and lifestyle (Kotler, 2000), with the
behavior demonstrating how the individual spends their time and money (Aradjo et al.,
2018). Moreover, consumer behavior is also influenced by society’s assessments of the
product and/or service (Demirtas, 2019), as there are more and more similar products and
information about the products under consideration, which makes the consumer more
inclined to consider the opinion and experience of people they know (Martins et al., 2015).

It then turns out that consumer behaviour is related to cultural environment and the
feeling of belonging of individual. Thus, the same product and/or service may have
another meaning depending on other individuals’ society and culture (Demo and Guana-
bara, 2015). However, there are aspects related to the product and/or service itself that
influence consumer behavior. These include the brand, means of payment, suppliers, and
the quantity of the product and/or service (Trindade et al., 2014). Additionally, the utility,
efficiency, convenience (Nepomuceno and Torres, 2005), and innovation (Serra et al.,
2007) of the product and/or service also influence consumer behavior, being that these
are assessed according to the consumer’s judgment (Allen, 2001).

The processing of consumer behavior takes place in three stages. At an initial stage,
there is a recognition of a product and/or service by the consumer. The consumer then
seeks information about the product and/or service through their family, friends, the media,
retailers, and even though the usage of the product and/or service itself/themselves, among
others. Lastly, at the final stage, the individual compares the existing products and/or
services. Later, after the purchase, the consumer can evaluate the product and/or services
purchased (Kotler and Keller, 2006).

Marketing professionals consider both the factors influencing consumer behavior and
its handling from the beginning to the post-purchase moment (Trindade et al., 2014). In
this way, it will be possible to develop products and/or services that meet the needs and
wishes of the consumer, something that is crucial (Kotler, 2000).

24.2. Consumer’s Behavior in an Online Context

With the digital revolution, e-commerce emerged, and consumers can now access
information and shop from anywhere via electronic channels (Castells, 1999). As such,
there are signs that consumer behavior has changed (Azevedo, 2006).
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First, it should be noted that the handling of consumer behavior has remained virtually
the same and has been subject to only minor influences from the digital environment.
This is because the individual can search for and obtain more information about the
product and/or service they are thinking of buying through electronic channels, such as
social networks, also having the opportunity to compare a greater number of services
and/or products. Furthermore, still through electronic channels, the consumer can share
their assessment of the purchased product and/or service with more individuals (Kotler
and Keller, 2006). As such, consumer information and assessment sharing on the internet
is essential (Azevedo, 2006). Furthermore, the attention that brands give to consumer’s
doubts, shared via electronic channels, also influences consumer behavior.

Nowadays, according to Martins et al. (2015)’s study, there are online forums created
to enable the consumer to get information, help, and suggestions about a certain product
and/or service before making their purchase. However, 69% of the inquired in Martins et
al. (2015)’s study do not use forums. On the contrary, they obtain the information they
want from friends and through searches on corporate websites. According to Mander and
Kavanagh (2019)‘s study, research on products has been increasing over time. On the
other hand, Martins er al. (2015)’s study, indicates that 94% of the individuals surveyed
research the product and/or service they plan to buy, which accounts for a large percentage
of individuals who use the Internet to obtain information. According to Hayta (2013)‘s
study, 72% of young people (generation Z) share their opinion about products or brands
online. Moreover, 83% of those surveyed in Martins et al. (2015)’s study showed that they
use the Internet to purchase. This large percentage of individuals shopping online may be
associated with the positive aspects of online shopping and also to a generational tendency.

It should therefore be born in mind that the Internet offers benefits to both the company
and the consumer (Gouvéa and Yamashita, 2004). As far as the consumer is concerned,
online shopping is seen as personalized (Santos and Souza, 2005), varied (Azevedo, 2006)
and convenient (Gouvéa and Yamashita, 2004), being the perception of convenience the
most popular among the young and highly educated public. Associated with convenience
is time-saving, which is also seen by consumers as important (Azevedo, 2006). Moreover,
the possibility of the consumer interacting with the online environment makes them active
and grateful (Serra et al., 2007). However, there are also negative aspects associated with
online shopping.

The main factor to be considered regarding the negative side of shopping via the
Internet is the sense of insecurity and lack of confidence and trust. Insecurity is related to
the sharing of personal consumer information and represents the main reason why many
individuals do not shop online (Henry et al., 1998). Associated with insecurity is the per-
ceived perception of risk, which is increasingly higher in the context of Internet shopping
(Benevides, 2002) and can lead to the fear of shopping. Fear is, in turn, another reason why
individuals do not shop online, since, according to Costa and Farias (2004)‘s study, many
people claim they are afraid to do so and do not trust in this service. Moreover, another
factor that appears to affect consumer behavior is past experiences. Thus, if the consumer
has had a negative experience when making an online purchase, the individual may not
buy again via the Internet. However, the opposite may also occur, i.e., a positive previous
experience may be reflected in an individual’s new online purchase (Azevedo, 2006).
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The Internet then presents positive and negative aspects, which influence the consumer’s
behavior towards online shopping. As such, there is a need for digital companies to develop
strong relationships and redundant systems to prevent insecurity and lack of confidence with
consumers to have a competitive advantage over other companies (Martins et al., 2015).

24.3. Consumer’s Behavior in Travel Agencies

The travel agency market is very competitive. As such, strategies that are in line with
consumer preferences need to be applied (Pinto and Castro, 2019) so that the individual
chooses the services of one travel agency over another. In this way, the elements of the
consumer’s purchasing decision-making, which is difficult to please, must be known
(Buhalis and Law, 2008).

First, it should be noted that there are factors that influence traditional travel agencies
and others that influence online travel agencies. As far as traditional travel agencies are
concerned, they can assist the consumer during the shopping process, unlike online travel
agencies — although they are creating instruments that enable to solve just-in-time problems.
As such, a relationship is established with the consumer, which is seen by the individual as
something that influences them and gives them more confidence in purchasing the product
(Silva and Sousa, 2018). Additionally, the presentation of the product is also distinct (Rose
et al.,2011), as traditional travel agencies can adapt the information on the intended desti-
nation to the consumer’s needs (Kaynama and Black, 2000). As for online travel agencies,
they give consumers more information about different destinations, something that is more
constrained for traditional travel agencies. Furthermore, online travel agencies do not have
time constraints, allowing the consumer to get the information they want when they want it
(Silva and Gongalves, 2016), be it information on the prices of the destinations, the promo-
tions and discounts to which they are exposed (Pinto and Castro, 2019), or the comments
and/or satisfaction of other individuals on the product and/or service at stake (Ku and Fan,
2009; Liu and Zhang, 2014). However, some factors influence both types of travel agencies.
These factors include the consumer’s motivations, expectations, values and culture, person-
ality, attitudes (Pinto and Castro, 2019), and past experiences (Pinto and Castro, 2019; Silva
and Filho, 2016), among others.

By knowing which factors influence consumer behavior, travel agencies can improve
their products and/or services by adapting them to the consumer (Pinto and Castro, 2019).
This will allow traditional travel agencies and online travel agencies to stand out in the
market in the face of their competition (Kim et al., 2007a).

2.4.3.1. Consumer’s Profile: Sociodemographic Characteristics

According to Silva et al. (2019)’s study, the socio-demographic characteristics of
each consumer are distinctive. Among these are the consumer’s age, gender, employ-
ment status, and salary, which may influence the consumer’s decision to buy a certain
product/service (Hsu et al., 2014). These characteristics may not be considered a factor
influencing individuals’ purchasing decision-making but it is always important to con-
sider this antecedent.
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Concerning age, one by one factor, Garin-Mufioz and Amaral (2011)’s study indicates
that the consumer most likely to opt for online media when making a purchase decision is
between 35 and 44 years old (millennials). On the other hand, Jensen and Hjalager’s study
(Jensen and Hjalager, 2013) shows that online consumers are younger, ranging from 18
to 34 years old (Z generation). It is, therefore, necessary to study whether the same could
apply to traditional travel agency bookings.

In the case of gender, Lin er al. (2018)’s study states that gender influences consumer
behavior in the online environment, with the female audience being the most likely to take
online travel agencies into account during their purchasing decision making (Jensen and
Hjalager, 2013). However, Hsu et al. (2014)’s study states that gender does not influence
the consumer’s decision to buy a certain product and/or service but a significative number
of decisions to buy are made by straight couples.

Regarding the individual’s employment status, there is some indication that students
spend the most money on tourism products and/or services (Kim et al., 2007a), and that
they make the most use of online travel agencies (Heung, 2015).

Finally, as far as consumer’s income is concerned, Jensen and Hjalager (2013)’s study
indicates that the individuals with the highest income are those who use the Internet the
most when organizing their trips. However, Kim and Lee (2004)’s study state that the
probability of planning trips online is not linked to the consumer’s incomebut, probably,
with consumers’ information literacy.

In short, socio-demographic characteristics always influence the consumer’s purchas-
ing decision-makingbut in opposite directions. There is therefore a need to study these
aspects in greater detail. Nevertheless, knowing the consumer’s profile and behavior is
beneficial for online travel agencies, as they will know what strategies to employ to gain
consumer loyalty (Pinto and Castro, 2019).

2.4.3.2. Price and Promotions Presented by Travel Agencies

Since the consumer’s income can be an influential factor in the decision to buy a
product and/or tourist service (Wang, 2001), one should study whether its price could
also have an impact. Moreover, there is also a need to consider the possible influence of
promotions on that decision, as they will change the price.

First, as far as price is concerned, the consumer has better access to more attractive
prices via the Internet (Pinto and Castro, 2019). This is because the online travel mar-
ket is more geared towards people who are concerned about the cost of the intended
product and/or tourist service. Furthermore, travel agencies are successful in helping the
consumer find the best price, as the consumer ends up creating a relationship with the
company and purchasing more from it. However, some online travel agency websites
do not provide cost information before the consumer proceeds with the purchase, which
leaves the consumer frustrated (Kim et al., 2007a), as the price is quite important for the
consumer’s purchase decision making (Pinto and Castro, 2019). According to Kim et al.
(2007a)’s study most individuals look for the best price among several online travel agen-
cies, especially women (Kim et al., 2007b), with the majority opting for the lowest values
(Kim and Lee, 2004; Pinto and Castro, 2019). However, the monetary factor is not the
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only one adding value to the decision making (Chang et al., 2019), making the consumer
buy it. In addition to the monetary factor, emotional, functional, and social factors should
be considered (Sweeney and Soutar, 2001). This will result in the perceived value of
the product and/or service, which will influence consumer satisfaction, expectations and
loyalty (Ozturk et al., 2016). However, Ku and Fan (2009)’s study denies the influence
of price on consumer’s purchase decision making.

Secondly, regarding promotions, they are also considered important in the purchasing
decision making, being females the ones who pay most attention to promotions (Pinto and
Castro, 2019). Furthermore, promotions affect both the highest and the lowest income
earners (Martinez and Montaner, 2006). As such, online travel agencies offer a series of
promotions, whether reducing the price to be paid or allowing the consumer to cancel their
booking free of charge, to seduce many individuals. Nevertheless, Pinto and Castro (2019)’s
study indicates that, despite the influence of promotions on purchasing decision making,
most individuals make their reservations even without a promotion. This may be the result
of the fact that the consumer also looks for packages made available by online travel agen-
cies, which make them happy due to the convenience and cost of online travel agencies,
which will be lower (Kim et al., 2007a). Furthermore, these agencies should not neglect
the needs of the consumer but should provide the consumer with tailored and appropriate
packages, something that also contributes to the individual’s satisfaction (Mullaney, 2004).

In conclusion, there is a variety of opinions on the impact of price and promotions on
the consumer’s purchasing decision-making. These views must be studied.

3. METHOD

This study is based on the conclusions obtained in the literature review and is
motivated by the question “What are the differences in the behavior of the Portuguese
towards traditional travel agencies and towards online travel agencies?”. A quantitative,
descriptive, correlational, and transversal methodology was used to obtain results. As
such, a questionnaire was applied to Portuguese travellers. This research also intended to
characterize the Portuguese’s behavior towards travel agencies.

The following hypotheses have been created to answer the question of this study:

e HI: Age influences the Portuguese’s decision to purchase in traditional travel

agencies;

e H2: Age influences the Portuguese’s decision to purchase in online travel agencies;

* H3: Gender influences the Portuguese’s decision to purchase in traditional travel

agencies;

e H4: Gender influences the Portuguese’s decision to purchase in online travel agen-

cies;

e HS5: People’s employment status influences their decision to purchase in traditional

travel agencies;

e H6: People’s employment status influences the Portuguese’s decision to purchase

in online travel agencies;

e H7: Income influences the Portuguese’s decision to purchase in traditional travel

agencies;
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e HS: Income influences the Portuguese’s decision to purchase in online travel agen-

cies;

e HO: Price influences the Portuguese’s decision to purchase in traditional travel
agencies;

e HIO0: Price influences the Portuguese’s decision to purchase in online travel agen-
cies;

e HI11: Promotions influence the Portuguese’s decision to purchase in traditional
travel agencies;

e H12: Promotions influence the Portuguese’s decision to purchase in online travel
agencies.

4. PROCEDURE

For the data collection, a questionnaire was shared via email and on different Face-
book groups. Therefore, the need for great sociodemographic diversity was considered, as
not to condition the study. Besides, the confidentiality and anonymity of the study were
ensured, and participants were informed they could withdraw with their participation if
they would like to.

Data collection took place between the 9t of March and the 11* of May of 2020. Data
was exported to the statistics program IBM SPSS (version 25), where the descriptive
analysis for all the variables and the tests for the research hypotheses were carried out.

5. RESULTS
5.1. Sample

This study presents four target populations: one for consumers of traditional travel
agencies, one for consumers of online travel agencies, one for the Portuguese who prefer
traditional travel agencies, and one for the Portuguese who prefer online travel agencies.
Thus, the questionnaires were applied to a percentage of each of the target populations,
with the sample of the study presenting four sub-groups: consumers of traditional travel
agencies, consumers of online travel agencies, the Portuguese who prefer traditional travel
agencies, and the Portuguese who prefer online travel agencies. Moreover, the conveni-
ence sampling technique and the snowball sampling technique were used, making the total
sample consisted of 1010 participants.

5.2. Research hypothesis
The research hypotheses H1, H2, HS, H6, H9, and H10 were not statistically signifi-
cant. However, the research hypotheses H3, H4, H7, H8, H11, and H12 were. Therefore, it

was possible to infer that gender, income, and promotions influence Portuguese’s decision
to purchase in traditional travel agencies and online travel agencies.
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Concerning the Portuguese’s gender, results showed that 842 participants (83,41%)
were female and the majority (60,93%, n=513) of the participants who prefer traditional
travel agencies. As for online travel agencies, males are more likely to prefer them.

Regarding the Portuguese’s income, it was possible to infer that most of the partici-
pants (59.4%, n=600) revealed to prefer traditional travel agencies. Besides, the higher
the participant’s gross monthly income, the more likely they are to rely on a traditional
travel agency when planning their trips.

As for the influence of promotion in Portuguese’s decision to purchase in traditional
travel agencies, results showed that most participants who prefer traditional travel agencies
would switch to other travel agencies when offered a promotion (69,5%, n=417). Besides,
only 16,34% (n=67) of the participants would remain loyal to their online travel agency
when offered a promotion by another travel agency. Therefore, most participants (75,25%,
n=760) would switch to other travel agencies when faced with a promotion.

6. DISCUSSION

It was expected that the lower the individual’s age the more the individual would
opt for the online channel. However, results show that there is no connection between
the individual’s age and their purchasing decision-making in a particular type of travel
agency. It can then be noted that there is no positive connection between the individual’s
age and their frequency of online purchasing, as concluded in Li et al. (1999)’s study.
It should also be noted that the individual’s employment status does not relate to their
decision-making in a travel agency. As such, this study contradicts the idea that students
are the most likely to spend money on tourism products and/or services, which is found
in Paulin (2001)’s research.

According to the data obtained, it was also possible to ascertain that the
research hypotheses “Gender influences the Portuguese’s decision to purchase in traditional
travel agencies”, “Gender influences the Portuguese’s decision to purchase in online travel
agencies”, “Income influences the Portuguese’s decision to purchase in traditional travel agen-
cies” and “Income influences the Portuguese’s decision to purchase in online travel agencies”
are statistically significant. As such, two of the participants’ socio-demographic aspects
(gender and gross monthly income) influence their purchasing decision-making in traditional
travel agencies or online travel agencies.

Regarding the influence of gender in the Portuguese’s decision to purchase in tradi-
tional travel agencies or online travel agencies while about half (48,21%, n=81) of the
male participants prefer online travel agencies, only 39,07% (n=329) of the female par-
ticipants prefer online travel agencies to traditional travel agencies. The same is reflected
in Li et al. (1999)’s study, which showed that there is a connection between gender and
purchasing decision-making, with males being the most likely to shop online and spend
the most money online compared to females.

As for the influence of income on the Portuguese’s decision to purchase in traditional
travel agencies or online travel agencies, this study shows that the higher the participant’s
gross monthly income the more likely the individual is to opt for a traditional travel agency
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when planning their trips. However, Li et al. (1999)’s study indicated that the higher the
income the more likely it is for people to shop online.

Moreover, on the one hand, with the data obtained it was possible to verify that the
offer of promotions by travel agencies is a very important factor for the participants of
the study since most individuals indicated that they would use a travel agency if there was
a promotion. The research hypotheses “Promotions influence the Portuguese’s decision
to purchase in traditional travel agencies” and “Promotions influence the Portuguese’s
decision to purchase in online travel agencies” proved to be statistically significant. Par-
ticipants who prefer traditional travel agencies as well as those who prefer online travel
agencies would change travel agencies if another travel agency offered them a promotion,
and few would remain loyal to their travel agency when offered a promotion by another
travel agency. This study is therefore in line with Saraiva (2012)’s research, which indi-
cates that promotions are one of the most important factors in individuals’ purchasing
decision making. As such, to draw the attention of a larger number of individuals, tradi-
tional travel agencies and online travel agencies should consider offering promotions, not
neglecting customized and appropriate packages for each individual, something that also
contributes to the individual’s satisfaction (Mullaney, 2004).

On the other hand, there were slightly inconclusive results regarding the price of
travel agency services. First, it should be noted that, according to Kim et al. (2007a)’s
study, individuals are frustrated when online travel agency websites do not provide cost
information before being needed to go on with the purchase. Thus, in this study, it was
found that online travel agency consumers and the Portuguese who prefer online travel
agencies over traditional travel agencies indicated not to continue with their interaction
with an online travel agency until they know the cost of their service if the online travel
agency did not provide information about its cost at the beginning of the interaction. As
such, it turns out that price is an important factor for individuals.

Second, most consumers of travel agencies who consider the price asked by travel
agencies to be adequate have pointed out that the service is good enough to pay the price
asked. However, most consumers of travel agencies who considered the price requested
by the travel agent as inadequate indicated that they would still use the services of a
travel agency the next time they planned a trip. It is further noted that most consum-
ers of travel agencies would stick to their usual travel agency even if the price of their
services increased, whereas the Portuguese who are not travel agency consumers would
give higher priority to keeping their money. The fact that individuals use the services of
a travel agency and remain loyal to their travel agency even if they do not consider its
cost as adequate results from the idea that it is not only the monetary factor that gives
value to the product and/or service (Chang et al., 2019) but that the perceived value of the
product and/or service influences consumer satisfaction and loyalty (Ozturk et al., 2016).
Besides, most participants indicated that they would return to using a travel agency only
for the quality of the service while not mentioning price as a determining factor in their
purchasing decision making.

It can then be noted that the promotions offered by travel agencies are quite important
for the Portuguese. However, price is not the most relevant factor for individuals. Thus,

Cuadernos de Turismo, 49, (2022), 149-171



164 BEATRIZ GAVINA & SUSANA SILVA

this study rejects the findings of Kim et al. (2007a)’s research, which indicates that price
is rather important in individuals’ purchasing decision making.

7. CONCLUSION

This study intended to characterize the Portuguese’s behavior towards travel agencies.
After the research started, quite relevant results were obtained, mainly concerning the
research hypotheses of the study.

First, one would expect that the individual’s age would influence their decision to buy
in a certain type of travel agency, with younger individuals being more likely to opt for
the services of an online travel agency.

Second, it was found that gender is a sociodemographic aspect that influences the
individual’s purchasing decision-making. It was then possible to observe that females are
the most inclined to opt for traditional travel agencies, while males are the ones who prefer
online travel agencies the most. Thus, this study bears out Li et al. (1999)’s study, which
indicate that there is a connection between gender and purchasing decision making, with
males being more likely to shop online and spend more money online.

On the one hand, it was also possible to conclude that there is no connection between
the participants’ employment status and their decision to purchase in a certain type of
travel agency. On the other hand, there was a connection between the participant’s gross
monthly income and their purchasing decision-making in a certain type of travel agency.
In this sense, it was possible to infer that the higher the salary, the more likely it is that
the individual will opt for the services of a traditional travel agency. However, Li ef al.
(1999)’s study indicated that the higher the income the more likely it is that individuals
will shop online.

As far as the offer of promotions by travel agencies is concerned, this study is in line
with Saraiva (2012)’s research. Thus, it was found that promotions are relevant to partici-
pants, as most individuals indicated that they would use a travel agency when faced with
promotion and that they would switch travel agencies if another travel agency offered
them a promotion.

Finally, regarding price, on the one hand, participants show interest in the price of the
services of travel agencies by indicating that they would not continue to interact with an
online travel agency until they know the cost of their service if online the travel agency
did not give information about its cost at the beginning of the interaction. On the other
hand, by indicating that they would once again use a travel agency just for the quality
of service, not mentioning the price factor, the participants showed that price is not the
most relevant factor. Thus, the present study rejects the indication that the price is quite
important in the individuals’ purchase decision making (Kim et al., 2007a).

Since there are few studies on the aspects that influence the decision to purchase in
traditional travel agencies, and/or in online travel agencies, mainly in Portugal (Pinto and
Castro, 2019), the present study contributes to the literature around the theme of travel
agencies, allowing a deepening of knowledge regarding the behavior of individuals around
travel agencies. In this way, the ones responsible for travel agencies can get to know the
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Portuguese’s attitude towards purchasing from travel agencies, making it possible for
them to adapt their sales strategy. However, the present study suffered certain limitations.

Initially, the investigation focused on consumer behavior in traditional travel agencies
and online travel agencies, so a questionnaire, previously printed, would be applied to
consumers of traditional travel agencies and an online questionnaire would be applied to
consumers of online travel agencies. Thus, one of the authors of this study went to several
travel agencies in the cities of Porto and Matosinhos, and several online travel agencies
were contacted by email. However, few travel agencies agreed to collaborate in the study,
having been delivered a total of 178 printed questionnaires, and having the collaboration
of only two online travel agencies.

After one month of data collection, only 10 consumers from traditional travel agencies
had filled up the printed questionnaire. Besides, the online questionnaire had only been
filled up by 34 individuals. Therefore, there was a need to stop the data collection used up
to that moment and choose another data collection strategy, hence using the one presented
in this article. However, this decision was not worst, given that, about two weeks later,
the country entered a state of emergency due to the SARS-CoV-2 outbreak, meaning that
it was not possible to collect data from the physical facilities of travel agencies or the
collaboration of online travel agencies, as it is estimated that they have stopped working
momentarily at that moment.

It is therefore suggested that future investigations focus on consumer behavior in
traditional travel agencies and online travel agencies. To this end, data should be col-
lected through printed questionnaires for consumers of traditional travel agencies and
online questionnaires should be applied to consumers of online travel agencies, as it
would be done in this study. Moreover, it is suggested the conduction of interviews with
those responsible for traditional travel agencies and their employees, as well as with
those responsible for online travel agencies and their employees, to understand what the
strategies of travel agencies are in catching the attention of their consumers and future
consumers.

Authorship statement: The authors declare that there is no conflict of interest in relation
to the publication of this article. Beatriz Gavina and Susana Silva have carried out: the
literature review, development of the methodology, consultation and treatment of original
sources, analysis and discussion of the results and conclusions, and the final revision of
the article.

8. REFERENCES

ABRANJA,N.,ALCANTARA, A, BRAGA, C., MARQUES, A. and NUNES, R. (2012):
Gestdo de Agéncias de Viagens e Turismo. Lidel.

ABREU, K. and BAPTISTA, P. (2019, December 11): Publicidade e Comportamento do
Consumidor: Alguns apontamentos. http://www.bocc.ubi.pt/pag/bocc-abreu-publici-
dade.pdf

AGAG, G. and EL-MASRY, A. (2016): “Understanding consumer intention to participate
in online travel community and effects on consumer intention to purchase travel online

Cuadernos de Turismo, 49, (2022), 149-171



166 BEATRIZ GAVINA & SUSANA SILVA

and WOM: An integration of innovation diffusion theory and TAM with trust”, Com-
puters in Human Behavior, vol. 60, pp. 1-15. https://doi.org/10.1016/j.chb.2016.02.038

AGUIAR-QUINTANA, T., MORENO-GIL, S. and PICAZO-PERAL, P. (2016): “How
could traditional travel agencies improve their competitiveness and survive? A quali-
tative study in Spain”, Tourism Management Perspectives, vol. 20, pp. 98-108.

ALBERDI, C. and ANDRADA, L. (2002): “La calidad en las agencias de viajes ante el
reto de la innovacién tecnolégica”, Revista Madri+d. Monografia: revista de investi-
gacion en gestion de la innovacion tecnoldgica, n° 4, pp. 37-41.

ALLEN, M. (2001): “A practical method for uncovering the direct and indirect relation-
ships between human values and consumer purchases”, Journal of Consumer Market-
ing, vol. 18 (2), pp. 102-120. https://doi.org/10.1108/07363760110385983

ARAUIJO, P., FERNANDES, R., MARTINS, E. and MENDES, F. (2018): “Contributions
to Understanding Portuguese Facebook Consumer’s Behavior: Sociodemographics,
Lifestyle and Life Satisfaction”, The European Proceedings of Social and Behavioural
Sciences, vol. 48, pp. 173-183.

AZEVEDO, A. (2006): “Comportamento de compra de consumidores na Internet”, Uno-
par cientifica: ciéncias juridicas e empresariais, Londrina, vol. 7 (1), pp. 51-67.

BELLO, R. and MARTINEZ, E. (2018): “Prospectiva en Agencias de Viajes: Una
Revision de la Literatura”, Turismo y Sociedad, n° 22, pp. 45-64. https://doi.
org/10.18601/01207555.n22.03

BENEVIDES, V. (2002): Decisdo de Compra na Internet e Percepgcdo de Risco: Uma
Investigacdo Empirica sobre os Riscos Percebidos pelos Consumidores e seus Atenu-
antes [Master’s Dissertation]. Universidade Federal de Pernambuco.

BISPO, M. (2014): “A Influéncia Da Tecnologia Na Gestdo De Uma Agéncia De Viagens:
Uma Andlise A Partir Da Aprendizagem Baseada Na Prética”, Revista Brasileira de
Estudos Organizacionais, vol. 1 (2), pp. 126-140. https://doi.org/10.21583/2447-4851.
rbeo.2014.vIn2.17

BORRAS, J., MORENQO, A. and VALLS, A. (2014): “Intelligent tourism recommender
systems: A survey”, Expert Systems with Applications, Vol. 41 (16), pp. 7.370-7.389.
https://doi.org/10.1016/j.eswa.2014.06.007

BUNGHEZ, C.L. (2020): “Marketing Strategies of Travel Agencies: A Quantitative
Approach”, Sustainability, vol. 12 (24), p. 10.660. doi:10.3390/su122410660

BUGHIN, J., HAZAN, E., RAMASWAMY, S., CHUI, M., ALLAS, T., DAHLSTROM,
P., HENKE, N. and TRENCH, M. (2017). Artificial Intelligence—The Next Digital
Frontier? (p. 80). McKinsey and Company.

BUHALIS, D. and LAW, R. (2008): “Progress in information technology and tourism
management: 20 years on and 10 years after the Internet — The state of eTourism
research”, Tourism Management, vol. 29 (4), pp. 609-623. https://doi.org/10.1016/j.
tourman.2008.01.005

CASTELLS, M. (1999): “A FEra da Informacdo: Economia, Sociedade e Cultura”, Vol.
1—A Sociedade em Rede. Sociologias, Vol. 1, n° 2, pp. 294-303.

CHANG, Y.-W., HSU, P-Y. and LAN, Y.-C. (2019): “Cooperation and competition
between online travel agencies and hotels”, Tourism Management, vol. 71, pp. 187-
196. https://doi.org/10.1016/j.tourman.2018.08.026

Cuadernos de Turismo, 49, (2022), 149-171



THE PORTUGUESE’S BEHAVIOR TOWARDS TRAVEL AGENCIES 167

CLEMONS, E., HANN, I.-H. and HITT, L. (2002): “Price Dispersion and Differentiation
in Online Travel: An Empirical Investigation”, Management Science, vol. 48 (4), pp.
534-549. http://dx.doi.org/10.1287/mnsc.48.4.534

COPELAND, B. (2017): Artificial intelligence. Encyclopedia Britannica. https://www.
britannica.com/technology/artificial-intelligence

COSTA, A. and FARIAS, S. (2004): Emocdes e Satisfacdo em Compras on-line: O “Ser”
é Humano em Ambientes Intermediados por Computadores. Encontro Nacional dos
Programas de Pos-Graduagdo em Administragdo, 28

DEMIRTAS, B. (2019): “Assessment of the impacts of the consumers’ awareness of
organic food on consumption behavior”, Food Science and Technology, vol. 39 (4),
pp- 881-888. https://doi.org/10.1590/fst.10518

DEMO, G. and GUANABARA, M. (2015): “Marketing de Relacionamento Com a Apple:
O Papel do Julgamento e Significado de Produto na Escolha do iPhone”, Revista
Eletronica de Administracdo, vol. 80 (1), pp. 170-199. http://dx.doi.org/10.1590/1413-
2311.0042014.46930

DEMO, G. and OLIVEIRA, K. (2013): “Customer Relationship Management Scale for
the Business-to-Consumer Market: Exploratory and Confirmatory Validation and
Models Comparison”, International Business Research, vol. 6 (11), pp. 29-42. https://
doi.org/10.5539/ibr.v6n11p29

GALHAFONE, R., MARQUES, J., TOLEDO, G. and MAZZON, J. (2010): “Turismo de
Iujo e Internet. Oportunidades para las agencias de viajes”, Estudios y Perspectivas en
Turismo, vol. 19 (6), pp. 888-908.

GARIN-MUNOZ, T. and AMARAL, T. (2011): “Internet Usage for Travel and Tourism.
The Case of Spain”, Tourism Economics, vol. 17 (5), pp. 1.071-1.085. https://doi.
org/10.2139/ssrn.1571085

GEISLER, R. (2018): Artificial Intelligence in the Travel and Tourism industry. 26.

GOUVEA, M. and YAMASHITA, S. (2004): “Panorama dos Impactos e Implicacdes da
Internet Sobre o Marketing de Relacionamento em Empresas do Mercado Consumi-
dor”, USP/FEA/PPGA, n° 7, pp. 1-11.

HAO,J.-X., YU, Y.,LAW, R. and FONG, D. (2015): “A genetic algorithm-based learning
approach to understand customer satisfaction with OTA websites”, Tourism Manage-
ment, vol. 48, pp. 231-241. https://doi.org/10.1016/j.tourman.2014.11.009

HAYTA, A. (2013): “A study on the of effects of social media on young consumers’ buy-
ing behaviors”, European Journal of Research on Education, Special Issue: Human
Resource Management, vol. 1 (2) pp. 65-74.

HENRY, D., COOKE, S. and MONTES, S. (1998): The Emerging Digital Economy. U.S.
Department of Commerce.

HEUNG, V. (2015): “Internet usage by international travellers: Reasons and barriers”,
International Journal of Contemporary Hospitality Management, Vol. 15 (7), pp. 370-
378. http://dx.doi.org/10.1108/09596110310496015

HSU,M.-H., CHANG, C.-M.,CHU, K -K. and LEE, Y.-J. (2014): “Determinants of repur-
chase intention in online group-buying: The perspectives of DeLone and McLean IS
success model and trust”., Computers in Human Behavior, vol. 36, pp. 234-245. http://
dx.doi.org/10.1016/j.chb.2014.03.065

Cuadernos de Turismo, 49, (2022), 149-171



168 BEATRIZ GAVINA & SUSANA SILVA

INSTITUTO NACIONAL DE ESTATISTICA - INE. (2020): Atividade turistica em acel-
eragdo—Fevereiro de 2020.

JENSEN, J. and HJALAGER, A.-M. (2013): “The role of demographics and travel
motivation in travellers’ use of the internet before, during, and after a trip”, Inter-
national Journal of Tourism Policy, vol. 5 (1), pp. 34-58. https://doi.org/10.1504/
1JTP.2013.054051

KAYNAMA, S. and BLACK, C. (2000): “A Proposal to Assess the Service Quality of
Online Travel Agencies: An Exploratory Study”, Journal of Professional Services
Marketing, vol. 21 (1), pp. 63-88. https://doi.org/10.1300/J090v21n01_05

KIM, D., KIM, W. and HAN, J. (2007): “A perceptual mapping of online travel agencies
and preference attributes”, Tourism Management, vol. 28 (2), pp. 591-603. https://doi.
org/10.1016/j.tourman.2006.04.022

KIM, D.-Y., LEHTOB, X. and MORRISON, A. (2007): “Gender differences in online
travel information search: Implications for marketing communications on the inter-
net”, Tourism Management, vol. 28 (2), pp. 423-433. https://doi.org/10.1016/].tour-
man.2006.04.001

KIM, W. and LEE, H. (2004): “Comparison of Web Service Quality Between Online
Travel Agencies and Online Travel Suppliers”, Journal of Travel and Tourism Market-
ing, Vol. 17 (2-3), pp. 105-116. https://doi.org/10.1300/J073v17n02_09

KOTLER, P. (2000): Chapter 5 -Analyzing Consumer Markets and Buyer Behavior. In
Marketing Management, Millenium Edition (102, pp. 87-107). Pearson Custom Pub-
lishing.

KOTLER, P. and KELLER, K. (2006): Capitulo 6 -Andlisis de Los Mercados de Con-
sumo. In Direccion de Marketing—Duodécima edicion (122, pp. 173-207). Pearson
Educacion.

KU, E., and FAN, Y. (2009): “Knowledge sharing and customer relationship management
in the travel service alliances”, Total Quality Management, vol. 20 (12), pp. 1.407-
1.421. https://doi.org/10.1080/14783360903248880

LALICIC, L. and WEISMAYER, C. (2021): “Consumers’ reasons and perceived value
co-creation of using artificial intelligence-enabled travel service agents”, Journal of
Business Research, vol. 129, pp. 891-901. https://doi.org/10.1016/j.jbusres.2020.11.005

LAW, R., LEUNG, K. and WONG, R. (2004): “The impact of the internet on travel agen-
cies: International”, Journal of Contemporary Hospitality Management, vol. 16 (2),
pp- 100-107. https://doi.org/10.1108/09596110410519982

LI, H., KUO, C. and. RUSSELL, M. (1999): “The Impact of Perceived Channel Utilities,
Shopping Orientations, and Demographics on the Consumer’s Online Buying Behav-
ior”, Journal of computer-mediated communication, vol. 5 (2), pp. 1-20.

LIN, X., FEATHERMAN, M., BROOKS, S. and HAJLI, N. (2018): “Exploring Gender
Differences in Online Consumer Purchase Decision Making: An Online Product Pres-
entation Perspective”, Information Systems Frontiers, vol. 21 (5), pp. 1.187-1.201.
https://doi.org/10.1007/s10796-018-9831-1

LING, L., GUO, X. and YANG, C. (2014): “Opening the online marketplace: An exam-
ination of hotel pricing and travel agency on-line distribution of rooms”, Tourism
Management, vol. 45, pp. 234-243. http://dx.doi.org/10.1016/j.tourman.2014.05.003

Cuadernos de Turismo, 49, (2022), 149-171



THE PORTUGUESE’S BEHAVIOR TOWARDS TRAVEL AGENCIES 169

LIU, J. and ZHANG, E. (2014): “An investigation of factors affecting customer selection
of online hotel booking channels” International Journal of Hospitality Management,
vol. 39, pp. 71-83. http://dx.doi.org/10.1016/j.ijhm.2014.01.011

MANDER, J. and KAVANAGH, D. (2019): Social (pp. 1-33). Global Web Index.

MARTINEZ, E. and MONTANER, T. (2006): “The effect of consumer’s psychographic
variables upon deal-proneness”, Journal of Retailing and Consumer Services, vol. 13
(3), pp. 157-168. https://doi.org/10.1016/].jretconser.2005.08.001

MARTINS, T., MATOSO, A., CRUZ, J. and AHLFELDT, R. (2015): “A Influéncia
da Rede Social Facebook no Comportamento de Compra do Consumidor”, Revista
Cientifica Hermes, n° 13, pp. 86-106. http://dx.doi.org/10.21710/rch.v13i0.177

MULLANEY, T. (2004, March 8): Design Your Own Discount Getaway. Bloomberg
Businessweek. https://www.bloomberg.com/news/articles/2004-03-07/design-your-
own-discount-getaway

NEPOMUCENO, M., and TORRES, C. (2005): “Validacao da Escala de Julgamento e
Significado do Produto”, Estudos de Psicologia, vol. 1 (3), pp. 421-430. http://dx.doi.
org/10.1590/S1413-294X2005000300011.

NETO, J. and FILIPE, J. (2011): “Consumers Economic Behavior and Emotions: The case
of iphone 6 in Neuromarketing”, International Journal of Latest Trends in Finance
and Economic Sciences, Vol. 20 (10), pp. 1-7.

NO, E. and KIM, J. (2015): “Comparing the attributes of online tourism informa-
tion sources”, Computers in Human Behavior, vol. 50, pp. 564-575. https://doi.
org/10.1016/j.chb.2015.02.063

ORGANIZACAO MUNDIAL DO TURISMO — OMT. (2001): Tendencias de los mer-
cados turisticos: Panorama mundial y actualidad del turismo. Organizacién Mundial
del Turismo.

OZTURK, A., NUSAIR, K., OKUMUS, F. and HUA, N. (2016): “The role of utilitarian
and hedonic values on users’ continued usage intention in a mobile hotel booking
environment”, International Journal of Hospitality Management, vol. 57, pp. 106-115.
http://dx.doi.org/10.1016/j.ijhm.2016.06.007

PERIS-ORTIZ, M., FERREIRA, J., FARINHA, L. and FERNANDES, N. (2016): “Intro-
duction to Multiple Helix Ecosystems for Sustainable Competitiveness”, in Multiple
helix ecosystems for sustainable competitiveness. Springer, pp. 1-14. doi:10.1007/978-
3-319-29677-7

PAULIN, G. (2001): “Expenditures of college-age students and nonstudents”, Monthly
Labor Review, vol. 7, pp. 46-50.

PENG, B., SONG, H. and CROUCH, G. (2014): ““A meta-analysis of international tourism
demand forecasting and implications for practice” Tourism Management, vol. 45, pp.
181-193. http://dx.doi.org/10.1016/j.tourman.2014.04.005

PINTO, I. and CASTRO, C. (2019): “Online travel agencies: Factors influencing tourist
purchase decision”, Tourism and Management Studies, vol. 15 (2), pp. 7-20. https://
doi.org/10.18089/tms.2019.150201

PwC. (2017): Sizing the Prize: What's the Real Value of Al for Your Business and How
can You Capitalise? https://www.pwc.com/gx/en/issues/analytics/assets/pwc-ai-analy-
sis-sizing-the-prize-report.pdf

Cuadernos de Turismo, 49, (2022), 149-171



170 BEATRIZ GAVINA & SUSANA SILVA

RAMIREZ-HURTADO, J. and BERBEL-PINEDA, J. (2010): “Characteristics And Per-
spectives Of Travel Agencies Franchises: The Case Of The Spanish Market”, Tourism
and Management Studies, vol. 6, pp. 25-35.

ROSE, S., HAIR, N. and CLARK, M. (2011): “Online Customer Experience: A Review
of the Business-to-Consumer Online Purchase Context”, International Journal of Man-
agement Reviews, vol. 13, pp. 24-39. https://doi.org/10.1111/j.1468-2370.2010.00280 .x

SANTOS, H. and SOUZA, A. (2005): “O comércio eletronico como uma ferramenta de
sucesso na pequena empresa: Estudo de Caso no Teste Anpad”, in Anais do IV EGEPE
— Encontro de Estudos sobre Empreendedorismo e Gestdo de Pequenas Empresas, pp.
1199-1209.

SARAIVA, C. (2012): Determinantes do Comportamento de Compra Online [Master’s
Dissertation]. Escola Superior de Comunicagdo Social.

SERRA, E., COLMENERO-FERREIRA, F. and VIEIRA, J. (2007): “Web Consumer
Behavior: The Effect of Enjoyment on Innovativeness”, Portuguese Journal of Man-
agement Studies, vol. 12 (1), pp. 45-59.

SILVA, G. and FILHO, L. (2016): “Agéncias De Viagens On-Line: A Percepcao De Difer-
entes Grupos Consumidores De Meios De Hospedagem”, Cultur — Revista de Cultura
e Turismo, vol. 10 (2), pp. 49-55.

SILVA, G., FILHO, L. and JﬁNIOR, S. (2019): “Analysis of the Perception of Accom-
modation Consumers on the Use of Online Travel Agencies (OTAs)”, Revista Bra-
sileira de Pesquisa em Turismo, vol. 13 (1), pp. 40-57. https://doi.org/10.7784/rbtur.
v13i1.1468

SILVA, G. and GONCALVES, H. (2016): “Causal recipes for customer loyalty to travel
agencies: Differences between online and offline customers”, Journal of Business
Research,vol. 69, (11),pp.5.512-5.518. http://dx.doi.org/10.1016/j.jbusres.2016.04.163

SILVA, V. and SOUSA, B. (2018): “Um estudo exploratério do impacto do marketing
relacional na decisdo de compra do consumidor das agéncias de viagens”, European
Journal of Applied Business Management, Special Issue of ICABM2018, pp. 302-313.

SINGH, A. and VERMA, P. (2017): “Factors influencing Indian consumers’ actual buying
behaviour towards organic food products”, Journal of Cleaner Production, vol. 167,
pp- 473-483. http://dx.doi.org/10.1016/j.jclepro.2017.08.106

SWEENEY, J. and SOUTAR, G. (2001): “Consumer perceived value: The development
of a multiple item scale”, Journal of Retailing, vol. 77 (2), pp. 203-220. https://doi.
org/10.1016/S0022-4359(01)00041-0

TEGMARK, M. (2017): “Welcome to the Most Important Conversation of Our Time”, in
Life 3.0: Being Human in the Age of Artificial Intelligence (Vol. 4, pp. 33-69). Alfred
A. Knopf.

TRINDADE, G., SENNA, A., BOLIGON, A. and ALVES, R. (2014): “Anélise do com-
portamento dos consumidores de produtos ecologicamente corretos no municipio
de Sdo Gabriel: O caso dos produtos orizicolas certificados com selo ambiental do
IRGA”, Revista Eletronica em Gestdo, Educagdo e Tecnologia Ambiental, vol. 18 (1),
pp- 483-502. http://dx.doi.org/10.5902/2236117012614

Cuadernos de Turismo, 49, (2022), 149-171



THE PORTUGUESE’S BEHAVIOR TOWARDS TRAVEL AGENCIES 171

TURISMO DE PORTUGAL (2017): Tourism Strategy 2027. Accessed a 30 of July 2021
in http://www.turismodeportugal .pt/SiteCollectionDocuments/estrategia/estrategia-tu-
rismo-2027-eng-jul-2021 .pdf

TUSSYADIAH, I. and MILLER, G. (2019): “Perceived Impacts of Artificial Intelligence
and Responses to Positive Behaviour Change Intervention”, in Information and com-
munication technologies in tourism 2019. Springer, Cham. p. 359-370. https://doi.
org/10.1007/978-3-030-05940-8_28

VARGAS, E. and CORTES, C. (2015): Las agencias de viajes y su inclusion en el canal
de distribucion online. Congreso “Los negdcios desde una perspectiva globalizada”,
Universidad de Ixtlahuaca cui, Ixtlahuaca.

WANG, S. (2001): Individual/organizational characteristics and intention to adopt e-com-
merce: A study based on innovation adoption theory [PhD Thesis]. The Chinese Uni-
versity of Hong Kong.

WU, E., LAW, R. and JIANG, B. (2013): “Predicting Browsers and Purchasers of Hotel
Websites: A Weight-of-Evidence Grouping Approach”, Cornell Hospitality Quarterly,
vol. 54 (1), pp. 38-48. https://doi.org/10.1177/1938965512468225

Cuadernos de Turismo, 49, (2022), 149-171





