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Abstract 
 
The main purpose of this thesis is to investigate and understand how online booking 

platforms influence the pre-traveling experience of young travelers from Lisbon. Online 

booking platforms have gained resonance on the tourism industry and now represent half of 

the travel bookings(UNWTO, 2017). Despite this increase in attention, very little is known 

about the influence these platforms perform on the young travelers(20-25) from Lisbon. 

Thus, this research will focus on obtaining insights anticipating the traveling experience, 

concerning all aspects surrounding travelers booking behavior and traveling meaning. For all 

these reasons, this research aims to fill a gap in literature providing empirical research based 

on the young traveler's community from Lisbon. To gain the necessary information to 

answer the research question posed, ten semi-structured interviews with travelers(20-25, 

Lisbon Portugal) have been conducted. Secondary data have been added strictly when 

necessary to support the primary data. 

 

This paper explores the e-consumer behavior on traveling and aims to answer the following 

research question: How do online booking platforms influence the pre-traveling experience 

of young travelers from Lisbon? The study has shown from a travelers perspective what are 

the characteristics deemed essential by them. Thus, this research can help online booking 

platforms implement new theories, advising them on how to proceed and manage young 

travelers demands. 
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1. Introduction 
  

Tourism is one of the oldest economy sectors “economy sectors/industry of the modern 

world, it dates back to 4000 b.c when Babylonians invented money, and trading started to 

develop into the parameters we know it today. Firstly, people started traveling for business 

purposes but soon evolved to leisure with cruises being used for people to travel along the 

Nile River, with the first voyage being made for peace and tourism and it was made by 

Queen Hatshepsut to the land of Punt - Africa (Tourism: Principles, Practices, Philosophies, 

2009:37). After the industrial revolution, it is possible to argue that Tourism has become an 

important economic sector of our increasingly globalized world. Peace in the western world 

also supported the continuous growth that tourism has been experiencing in the last years, 

alongside with all the post-World War II technology developments. 

 

Tourism is the processes, activities, and outcomes arising from the relationships and the 

interactions among tourists, tourism suppliers, host governments, host communities and 

surrounding environments that are involved in attracting and hosting visitors (Tourism: 

Principles, Practices, Philosophies, 2009). This sector is now facing a new era in which a 

growing number of companies realized that to play globally they need to understand that 

the resources they were using primarily are no longer enough to hold on to the current 

market. 

 

The possible solution for this dilemma is online platforms because they employ a business 

model that used technology to connect to people, organizations, and resources in an 

interactive ecosystem in which incredible amounts of value can be created and exchange 

such as Airbnb, Momondo or TripAdvisor. (Platform Revolution,2016:13) Thus, by providing 

a platform that includes a wider variety of services, organizations can now offer a complete 

product/service, by tackling this competitive advantage, companies can provide a full range 

service and contemplate most consumer segments. Furthermore, tourism and online 

platforms have long developed a close relationship, since they both registered considerable 

growth in the past ten years making them both extremely important on our world's 

economy. Over the past two decades, powerful economic, social, and technological forces 
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are transforming our world in ways that few people fully understand (Platform Revolution:6, 

2016). Hence, to fully understand the scope of the tourism market we need to understand 

that it is a highly fragmented market in which 99% consists of SME’s (small and medium-

sized enterprises) that together have no power to create economies of scale, therefore 

making it hard for them to play globally. Tourism is an extremely segmented market with 

little barriers/resistance to entry. Technology has changed the way customers access 

information allowing them to have real-time information, such as feedback about a 

particular product/service, and that kind of service provides to customers an in-depth 

knowledge about what they are going to acquire. This new online platform provides to 

consumers easy access to which are the best prices, best products and they can obtain all 

the information before they have gone on vacation because their previous peers have 

already made available all the material necessary for their trip.  

 

Brick and Mortar Stores continue to have vital importance on SME’s (including tourism), 

although it is now noticeable that they are losing importance and the focus is changing 

towards online platforms((Platform Revolution, 2016). Tourism is now intrinsically linked to 

online platforms, because most of the offerings, either they are SME’s or major corporations 

are now available on the web. On a global market, there is an extremely competitive 

environment that pushes companies toward new business models in which they can 

differentiate from their peers. The tourism sector is no exception to this guideline, and even 

SME's need to find creative ways that allow them to distinguish from their competitors, that 

can be done by offering additional services to a standard voyage or simply be creating 

unforgettable memories through excellent customer service. 

 

Experience economy, a term introduced initially by Pine and Gilmore, is the most precise 

way to explain what tourism companies are achieving to differentiate from their peers. 

Before a company can charge admission, it must design an experience that customers judge 

to be worth the price. Excellent design, marketing, and delivery will be every bit as crucial for 

experiences as they are for goods and services. (Piles & Gilmore, HBR, 1998:7). Club Med is a 

widely known example of this since they started offering experience packages for singles 70 

years ago and rapidly took over what was then considerate a niche market. Today, the 

tourism sector does not consider anymore "solo travelers" as a smaller market, and after 
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following those niche markets, the company decided to create bundles of different types of 

experiences to achieve other segments such as family, nature, culture, adventure. 

 

To some extent tourism has lately been blamed for gentrification in several cities of Europe, 

and it is now being treated as a problematic, although to countries like Italy, Portugal and 

Spain have been vital and essential for their economies. Accordingly, to the UNWTO, tourism 

is expected to grow 3,3% a year between 2010 and 2030. Therefore, it is becoming a key 

driver of socio-economic progress through the creation of jobs and enterprises, export 

revenues and infrastructure development. This academic research primary focus is to expose 

how online travel booking platforms influence the traveling experience of consumers. 

(UNWTO Tourism Highlights, 2017) 

  

Problem Statement 

  

Identifying several complexities and underlying what has become the extent of influence of 

online booking platforms on young travelers from Lisbon is the overall objective of this 

thesis. The way of traveling changed with the appearance of online booking platforms, since 

tourism companies massively adhered to this innovative approach of displaying their 

products. Accessing new audiences turned into a progressively easier path for tourism 

companies. Although, in one particular generation(millennials), struggling issues arise while 

trying to interpret the essence of travel on an increasingly commoditized economy. 

Commoditization affects all sectors of the economy, but particularly traveling as it becomes 

reachable by all classes, in the past decades the panorama changed and now 

tourism/traveling represents one of the world’s most profitable and growing segments. 

(World Travel and Tourism Council - WTTC, 2017; Gustafson, 2014; Larsen 2006) The tourism 

industry is rapidly growing to become one of the most significant contributors to the 

worldwide GDP with almost 10.4% of the total in 2017 (World Travel and Tourism Council - 

WTTC, 2017). This industry has grown mainly due to the globalization, easier access to travel 

because of the lower prices and decreasing traveling times. 

Furthermore, this thesis aims to explain how digitalization of traveling, online booking 

platforms, affected travelers on their traveling experience. Also, by understanding how 

these young travelers perceive traveling and how their experience modifies by using these 
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platforms, the research will gain new insights to explain how brands can tackle the change of 

paradigm caused by a particular generation of travelers. Due to tourism successfully 

becoming one of the main contributors to the global economy, establishing a clearer pattern 

between online booking platforms and travelers’ preferences enriches a deeper 

understanding of this research. 

 

According to the last reports from UNWTO tourism was grown steadily since 1950, of which 

the international arrivals represented 25 million travelers, grown to 2016 when they were 

1,220 billion, while youth travel arrivals are expected to be worth thenty five percent of that 

value by 2020. Therefore, to better understand how the travelers behavior on tourism is 

changing rapidly to online platforms, this academic research aims to answer all these 

questions by investigating which patterns can be associated with online travel booking. ( 

Palade et al., 2016) 

 

Furthermore, travelers have changed their needs and desire over time, and today is not 

enough for tourism to provide a plane journey or a hotel room, their clients want meaningful 

experiences, they want to remember what did they did on that trip besides visiting the 

traditional landmarks. Therefore, online booking platforms display offerings previously 

established by tourism companies. Although, they can influence purchase behavior by 

including several categories of products in the same space, possibly shaping a different 

outcome for the younger travelers purchase decision(Fuchs et al., 2016). 

  

Online platforms are among the fastest-growing brands of the world, and this research 

aspires to investigate which relation there is between how we travel and what these service 

aggregators have to offer that can make a customer turn their trip into a full experience. 

Consumer behavior is not yet widely studied in tourism, with most of the companies (online 

tourism booking platforms) keeping the customer preferences for internal organizational 

usage. (Platform Revolution, 2016). Moreover, customers are immersed in a digitalized 

world, which bring challenges for consumers such as the ability to trust an online provider or 

not, since we are moving from a physical store to online stores, credibility and trust 

problems might arise, and this paper will further address the issues associated with online 

travel booking (Richard et al., 2004). Also, increased competition between these platforms 
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results in a dilemma; how to penetrate an increasingly saturated market and how to retain 

incoming customers. 

 

Consequently, tourism and online platforms are interlinked and the synergies they create 

are a great asset to understand better how consumers behave when booking, comparing 

and attributing feedback on their travels.  Hence, some reasons could be attributed to the 

success of these platforms, of which this research will acknowledge.  

  

 

Research Question 

RQ: How do online booking platforms influence the pre-traveling experience of young 

travelers from Lisbon? 

 

Sub RQ’s 

1. How is trust related to pre-traveling experience on online booking platforms and 

how does it affect its business model? 

2. How do online booking platforms leverage travelers consumer behavior? 

 

Are online platforms (that aggregate all services, flights, cars, hotels, restaurants.) changing 

the way we travel? We travel more aware of what we will get, what kind of impact does it 

have on the traveling experience. Do we go to a place already knowing what we will find? 

Are we still able to feel the culture of the places or we go there to see the landmarks and get 

back home? Are online platforms making people less able/likely to discover a place? To 

answer all these questions, I included the main research question, followed by two research 

questions which will support and provide new insights (theories) to answer the problematic. 

  

Purpose 

The purpose of this academic research is to contemplate how young travelers perceive their 

traveling experience; therefore the focus will be on B2C. Thus, it will be possible to 

comprehend how they use online booking platforms to select and choose their journeys. In 

the same way, by exploring relevant insights on the meaning of travel, the study will 

comprehend how and what do travelers consider important to enhance their experience. 
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Finally, the study will unveil particular characteristics on methods these travelers use to 

conduct their booking online, and how digitalization of the society raises their awareness 

before embarking on the journey. 

 

Delimitation 

      Online platforms that this research refers to are only the ones that allow booking of 

flights, car rental, hotels, restaurants, experiences. This investigation is intended to explain if 

consumers when traveling are aware of what they will get, how does this affect the overall 

experience. Also, if someone embarks on a new country discovery should not it be open-

minded for a new experience or are we so focused on being efficient that we do not allow 

ourselves to explore freely of concepts, because that is the primary goal of traveling, 

opening our boundaries. The research will extend its influence on a particular segment of a 

community, thus allowing a precise comprehension of the social phenomenon.  

 

 

 
Figure 1 - Thesis Framework 
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2. Theoretical Framework  

 

To answer the RQ, it was necessary to divide and delimitate the several theories that can be 

included within the question this paper provide aims to answer.   The motivation to do this 

thesis came from trying to understand what are the differences of an e-consumer regarding 

what would be the normal pattern of a consumer behavior while planning/booking their 

vacations. By trying to understand what are the behavioral patterns on ,travelers, I want to 

explain, after collecting the data, how they purchase their travels on online travel booking 

platforms. Digitalization remains one of the most significative ongoing processes of 

contemporary society, and we commonly refer more to term e-commerce, although 

digitalization comprises the transformation of products into digital services, incorporation of 

digital services into the purchasing process.  The increasing use of compacter devices, such 

as mobile phones, tablets, accelerated the digitalization, since they forced the already 

existing businesses to adapt to more convenient and accessible ways to purchase their 

products.   

 

In the tourism industry, fewer are the companies/services who do not provide their 

serviceees/products online, although the traditional travel agencies continue to exist, 

omnichannel has been the answer for keeping both traditional and digital platforms working 

alongside. Moreover, consumers are in an increasingly connected world, and platforms like 

TripAdvisor can help consumers choose between several products. Therefore, this paper 

aims to understand what are the underlying characteristics that define and help a consumer 

choose a product/service over the other when booking their vacations; what are the key 

assets, considered essential for a traveler to use that online booking platform 

  

Hence, the objective is to explain how the consumer behavior will be affected by these 

online platforms while deciding what they will do and what are the theories who highlight 

the several steps a consumer experience undergoes. 
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2.1 Digitalization   

Consumers are merging into an increasingly digitalized world, where all products/services 

are at the distance of a fast click.  Digitalization has led to a change in consumer behavior 

patterns because buyers shifted from purchasing products in physical stores(brick-and-

mortar) to online stores, although an extensive part of the companies can provide the same 

products through all the channels (omnichannel)(Hagberg et al., 2016).  Furthermore, since 

the incremental usage of more portable devices, this process has become extremely 

important for a great majority of the companies that have the necessity of being present 

online, including online tourism companies (Pauwels et al., 2016). 

 

2.1.1 Society: Effect and Modification 

According to the Hagberg, digitalization has a broader effect on society that we cannot still 

disclose, but the easiest way to describe it is as the passage from analog to digital (Hagberg, 

Sundstrom, Egels-Zandén, 2016).  The traditional media channels (TV, Newspapers) have 

been amplified by the prolific use of the internet. Therefore the way marketers 

communicate with them also changed, since consumers now have access to the majority of 

their products online (Runyan, Robert:2013). Thus, when a customer seeks traveling to 

Thailand, he/she will enter one of three stages, the pre-purchase stage in which he/she will 

start browsing the internet looking for the places that satisfy more their needs. Digitalization 

has stimulated the process of information sharing between consumers allowing them to 

share experiences in a much more effective way without having any intermediaries. 

Companies and services related to tourism are now aware of how important these online 

platforms are, although most of them are SME’s, they realize that the service they provide 

must be meaningful and in the pre-purchase stage they want to guarantee that the 

customer has access to all the information. Thus, digitalization helped them share more 

information directly without having intermediaries. Besides, tourism-related companies can 

share their services directly with potential clients, and clients have a higher sense of 

awareness to the travel capabilities included at their disposal.  
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Digital transformation is a complex process which is currently outlining a global society; as 

humans adjust to the new digital technologies. As referred by Belk, digital world “potentially 

changes the nature of humans, non-human things and the relations between them.” 

(Belk,2014). In Japan, a teacher told his college students to execute short movies about their 

mobile phones (Kentai in Japanese), and a wide majority of the students created what would 

be their life without their phones, and the results were mesmerizing. Students conceived 

movies in which without their phones the leading characters would lose their jobs, failed at 

school and had their partners to end relationships, and it was all because they lost the asset 

of connection between them (Kato, 2006). In these circumstances, all students presented 

clear distress in the absence of their cell phones, which can qualify as humans becoming 

cyborgs, because if they lose access to their device, a tragic outcome can occur. 

Furthermore, the catastrophic no-phone situation can be enhanced and used by many 

companies, including tourism (online booking platforms), because if people cannot coexist 

without their phones, companies by potentially enhancing the services provided online will 

experience an incoming number of customers. 

 

 Consumers are frequently expressing themselves in these new media and can attract a 

larger audience than using non-digital media (Belk,2014). For instance, if they are using 

TripAdvisor, it is possible to share opinions about a certain hotel, and let other users aware 

of what they can expect. This can translates into a positive turnover for the hotel if it 

performs above client expectations. Communication is rapidly changing and pushing digital 

to provide all the pieces of information that the customer wants with an easy 

click(Belk,2014). Customers are now aware of different aspects when they purchase a 

certain product, although the price and the perception of quality of the product/service are 

valued some now want to know the precise repercussions on the environment of the 

company. Furthermore, clients are also conscious of the ethical policies and demand 

companies to proceed likewise by respecting all their stakeholders. (Hagberg, Sundstrom, 

Egels-Zandén:698, 2016). The increased importance of digitalization can is explained by the 

Technology Acceptance Model (TAM),  TAM “can be defined as the systems theory which 

models how users accept and adopt a technology”( Morison et al., 2011).  
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Digital transformation cannot be circumscript to companies that are present online; the 

whole process is far more reaching and important than a technological evolution process. 

Hence, this action is likely to be shaping the way to communicate as a society, framing a 

progressively globalized community. 

 

2.1.2 Business Model Innovation  

Business Model Innovation is defined by the change in a company’s BM to the one that was 

previously being used and the new one is expected to produce new results in updating the 

practices of the company towards their partners and clients (Bouwman, Nikou, Reuver, 

Molina-Castillo;2018). Digitalization phenomenon is making possible the connection of 

people and information due to the convergence of physical and virtual (Ibarra et al., 2017). 

Companies emerge among their competitors by adopting different approaches, as 

exemplified: service-oriented, user-driven oriented and network oriented. An organization 

or a network of companies can use technology platforms (online booking platforms) to 

change their competitiveness in an increasingly globalized world and improve their business 

model by proceeding to the inclusion of digitalization on their business models. Considering 

that a vast majority of the companies within the European Economic Community (EEC) are 

small/medium sized enterprises, in tourism this rule is no exception. OCDE emphasizes that 

these companies are responsible for employment, growth, and innovation in the European 

Community.  Digitalization also had an active impact on the way business models (BM) are 

developing, because it is clear for most players that if they only focus on the analog/brick-

and-mortar BM, they might face constraints on possible future growth. (Bouwman, Nikou, 

Reuver, Molina-Castillo, 2018)  

 

2.2 E-consumer Behavior  

Previous studies on e-consumer behavior have shown the most e-shoppers tend to be 

younger than the average and also belong to a higher socio-economic status (Dennis, 

Merrilees, Jayawardhena, Wright: 1121, 2008). The proliferation of online shops is changing 

consumer behavior since they are acquiring more items using online stores. Thus, the 

purpose is to understand what are the changes to a brick-and-mortar customer and what 
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insights to the purchase process did the technology brought( Sandhu et al., 2002).  Equally 

important to comprehend the e-consumer behavior is to evaluate how this navigates and 

what are the characteristics associated with this type of buyer (Rigdon et al., 2000). 

 

When purchasing a service/item, online customer seek mainly two things: usefulness and 

ease to use (interface usability). These two important aspects of the buying process are 

crucial for the success of any online business and complement other essentials such as 

experience, enjoyment, and entertainment ( Seydel et al., 2005). 

 

According to Rodney Runyan (2013), there are three stages of the purchasing process which 

are symbiotic to both online and offline customers being them: pre-purchase, purchase and 

post-purchase. 

 
                               Figure 2 - Rodney Runyan, 2013  (own deception) 

 

The acquisition process has remained relatively the same throughout the years, although the 

same is not applicable to the pre-purchase stage. Customers on this stage are investigating 

what the options from which they can choose, therefore, it will depend on each individual 

the time it takes to decide are. According to Claxton et al., the intensity with each user puts 

into the pre-purchase stage is rather different, with some buyers gathering information over 

time and other conclude their search in a very short period and proceed to the next stage. 

Moreover, retailers such as the voucher company Groupon “are now harnessing the power 

of consumer connections, as well as the speed at which consumers can disseminate 

information about deals throughout their social network” (Runyan:264, 2013). As mentioned 

in the digitalization theory, customers are linked through social networks, and e-consumers 
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use them expresively. Just as to share with their friends their purchases or to give feedback, 

and retailers understand the power of these connections. Consumer network is actively held 

in interest by companies because they can achieve a vaster number of prospect customers 

by accessing that network for a relatively small amount (Runyan, 2013). 

 

Interactivity is one of the key factors for someone to visit a website, and it is extremely 

relevant at the pre-purchase phase, since “it creates the perception that the information is 

relevant” (Fortin and Dholakia, 2000); while being relevant, consumers can also access which 

part will be useful for them. Moreover, web-surfers browse the relevant websites to seek for 

information, entertainment or socialize (Chandra, Richard, 2003), and with time they are 

developing involvement, which relates to a state of spirit influencing their perception of the 

web based on their needs, values and interests (Day et al., 1995).  Thus, by referring to 

website navigation, site involvement is a key factor for online purchasing, as a result of a 

successful website. Web surfers are more susceptible to be highly involved in the search for 

information in websites, and by doing so, “they explore new stimuli and situations of a 

higher need for environmental stimulation (Chandra, Richard, 2003). 

 

Laroche et al. (2005) established that online purchasing is perceived as riskier than going to a 

physical store unless the business incorporates omnichannel and is present on both channels 

(online and physical store). Hence, online retailers can have a positive image on the 

consumer mind in both channels, and that reflects positively on brand perception from the 

client, “e-consumer attitude towards an e-retailer will influence the consumer perceptions 

of e-retailer image” (Dennis et al., 1123, 2008). Online stores rely on past experiences that 

have been positive, or on feedback from previous buyers to let others know what to expect. 

Thus, the e-consumer trust on an e-retailer will be influenced by the intention to e-shop. 

Social motives and experiences also have a positive impact in online behavior, since when 

you interact with other people “with similar interests, memberships peer groups, and status 

authority” are a valid reason for e-shopping, because buyers feel more comfortable when 

purchasing among their peers, and that feeling is likely to help on concluding a sale through 

an e-shop (Parsons, 2002).  
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“Online consumer behavior comprises a complete set of processes leading to cognitive 

information-processing and response, informed decision-making and output processes, 

determined by internal, external and online factors.” ( Hanekom and Barker: 79, 2016). Thus, 

online consumer behavior has some similarities between online and offline, because in an 

online store the customer can quickly navigate through the store and find the items by 

adding them to the shopping cart and buying them, is the major difference that in the store 

you can experience the product/s. (Runyan et al.:268, 2013). The materialization of the 

purchase stage is a difficult process, being particularly challenging when it comes to online 

shopping if the buyer did not have a previous experience while purchasing on that specific 

store. Additionally, stores are including new digital signs throughout the stores to draw the 

customers attention, and according to Roggeveen, Nordflat, & Grewal (2012), their research 

proved that the inclusion of this signs could raise the sales by more than 10%.  

 

The post-purchase stage has been acquiring a greater significance over the past years, 

especially if we refer to online stores that heavily rely on their customer service to retain and 

secure loyal clients. Improved customer service levels while and after the purchase are 

crucial.  Moreover, if one customer has a bad experience the reach of that experience will 

have an extended effect to all its entire social network, and beyond that on these booking 

platforms the negative feedback can be shared with all customers and its accessible to 

anyone who will have a first purchasing experience with that company (Grewal & Levy, 

2013). Also, by providing customers an excellent customer service will increase satisfaction 

and raise positive feedback through their social network, brands realized that and are 

committing to provide a better post-purchase service. 

 

E-consumers can be separated into two main categories, while “wealthier customers seek 

alternative information about a particular e-retailer, whereas less well educated, poorer 

consumers see satisfaction as an information cue on which they base their purchase 

decision” (Wright:1130, 2008). Although the future presents a lot of challenges to e-

consumers and e-retailing, the rhythm of which the online retailing is growing is enormous 

when offline stores are struggling to maintain themselves. Finally, space for researching e-

consumers on specific categories can still be made. 

 



 

 
 

18 

2.3 Online Commerce Platforms 

Online commerce or online platforms are a relatively new phenomenon; therefore the 

literature can still be limited. Online commerce platforms comprise all the commercial 

transactions being held online, in which a buyer acquires products/services to a provider on 

a website. Online stores which focus mainly on B2C are experiencing an increase in sales and 

profitability, although that also brings severe competition from other retailers disputing for a 

larger market share. Thus, to retain market share e-retailers need to invest money and time 

to develop user-friendly designs and maintain high standards of quality to persuade new and 

incoming customers. (Cadieux et al.: 628, 2006). Their peers cannibalize E-platforms if they 

don’t use their competitive advantages, such as direct interaction with their customers by 

providing a quality service, e-service quality (Yang, 2001; Lee and Lin 2005). 

 

Online commerce firms rely on people visiting their websites, purchasing their products and 

ultimately, they will become repeating customers, creating what we can call e-loyalty. ( 

Smith and Merchant, 2001). What will it take for a customer to shop in an online store? 

Several things are crucial but trust is essential since if customers do not trust a website, will 

hardly acquire anything. Reichheld and Shefter (2000), e-loyalty is not entirely dependent on 

the technology you use for your website, it is “by delivering a consistently superior customer 

experience”. Companies must seek strengthening relationships and encourage repeating 

customers, because they will trigger more sales and a considerably higher profit. Customers 

will decline any offers from companies who do not provide enough cues of being 

trustworthy, and will not provide substantial financial information unless it is guaranteed 

their transaction is secure. (Liu, Arnett:23, 1999).  

 

According to Liu and Arnett, there are six crucial concepts an online store should provide to 

their customers: information quality, learning capability, playfulness, system quality, system 

use, and service quality.  The quality of information is essential for the customers; otherwise, 

if there is no relevance of the content, they will use other web-stores that provide a better 

one.  European Electronic Messaging Association, conducted a survey in which more than 

79% of the answers considered that design quality, and above all security is a top concern 

for a great majority of European users. As for the others, the quality of service and system is 
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exceptionally important for retaining incoming customers as they will be returning for other 

purchases.  

 

As evidence proves, it is difficult for B2C customers to trust a new website when they are 

purchasing online, thus by enhancing web design with a trustful environment from a 

technological perspective, e-retailers should improve their security standards and protection 

mechanisms to support online payment transactions. (Seydel, 2006). Online stores that offer 

a high quality of design and ergonomics have a more effective platform to convince 

customers to purchase their products and features such as functionality, usability, ease-of-

navigation, and interfaces (Colla and Lapoulle:845, 2011). Thus, e-retailers develop a high-

standard configuration by increasing the customer's perception of a system inherent 

directedness (Yoo and Donthu, 2001). 

 

Online commerce platforms offer a diversified assortment of products and services that will 

create added value for their customers by providing a wider selection of retailers, products, 

unlimited opening hours and ease comparison of products and price offerings (Bhatnagar 

and Ghose, 2004). According to Malhotra et al. (2001), consumers are more likely to buy any 

service/product if aesthetics and website appeal are considered while conducting a 

transaction online. All these components are intrinsically linked to the good performance of 

any e-commerce website. Hence, differentiation from competitors is essential, and in a 

context of sales, one of the elements that it is remarkably important is the range of available 

items (long tail market), advice payment, interactivity and advertising (Kotzab and 

Madlberger, 2001).  

 

Another important aspect of e-commerce is what distinguishes it from normal brick and 

mortar stores, in e-commerce we have to deal with intangibility. For instance, customers 

cannot see, taste, feel or smell any of the products they are about to acquire, and in this 

case, it means the consumer has a complete absence of access to the product/service 

through human senses (Kotler and Bloom, 1984).  Intangibility has a strong impact on 

consumer decision making (Laroche et al. 2001). Intangibility is highly associated with the 

perception of risk, researchers “have found that intangibility is positively correlated with the 

perception of risk” (Zeithanml et al., 2000). Therefore, online stores are more exposed to the 
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intangibility factor, which make them more propense to achieve higher standards to tackle 

the difficulties that this uncertainty might bring when a consumer is planning to purchase.  

 

Firstly, online stores offer an extensive alignment of products/services relative to brick and 

mortar stores, and secondly, it is an efficient tool at screening the various offerings that a 

consumer can find more appropriate for him. Lastly, websites offer the possibility to have 

store bags in which the consumer can save its products; this process allows the consumer to 

access and store all the information during all the stages of the process.  

 

 
Figure 3: Amit Bhatnagar, Sanjoy Ghose 2004( own deception figure) 
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As the online market is growing in importance and size, customers are increasing their 

demands towards the e-retailers, creating the necessity for controlling the “e-quality” of the 

products/services sold. (Gotzamani et al., 2009). Thus, the necessity for empirical research 

on e-commerce and what are the characteristics consumer must prize are essential for its 

future competitivity. Moreover, to understand the future which is being shaped by it, the 

relevancy of its past is crucial to comprehend what are the challenges for the future and the 

achievement of triumphs. Consumers are consumers, although the disposition consumers 

shop online and in brick-and-mortar stores might be different than believed (Grewal et al., 

2004). 

2.4 Traveling Experience  

Economies are in constant change, and the way they are perceived also adjusts to the newer 

structure they acquire. As a good-based industrial economy advanced, changes took place, 

as Gilmore exemplified, consumers were at an earlier stage cooking their birthday cakes. 

Secondly, they ordered the cake on a bakery, and thirdly with their lack of time, customers 

started catering the whole event and paying as much as a hundred times more than they 

would if they would stay in the first stage. (Pine II and Gilmore, 1998). This means that 

customers are seeking an experience, and not merely the product/service, creating and 

delivering something unique is a goal for companies. This concept regardless of application is 

traceable to traveling. Thus, young travelers choose to have the ability to do non-tourist 

things, like having contact with local people and be able to change their previous traveling 

plans. (Palade et all, 2015) 

 

Customers, such as e-travelers, have an increasing shortage of time to make, create and 

make their products, they dedicate a major effort to their careers/families and less time to 

other things. “Goods are not enough anymore,” which means that customers pursue the 

experience and not simply the final product; “Consumers unquestionably desire experiences, 

businesses are responding by explicitly designing and promoting them, services are 

increasingly becoming commoditized.” (Pine II and Gilmore, 1998).  
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Larsen (2006), according to this author tourism is becoming an everyday experience, as 

travelers want to feel that they are the average everyday local citizen. “De-exoticizing” 

tourism traveling is a known factor that has been gaining ground among travelers; thus 

tourism is losing its characteristics as an exotic experience only at the reach of few and 

becoming an experience that everyone can have. Although traveling is increasingly 

accessible to a wider range of the society, travelers are becoming more demanding and 

forcing companies to provide not a merely a tourist destination but an overall impeccable 

experience. Traveling is not just a means to reach a destination but an important activity for 

those who “practice” it, thus travelers seek and experience to get in touch with locals and 

gain a glimpse of what it is like to live in there. (Gustafson, 2014). Tourism is fashioned as a 

culturally escape attempt from the mundane; tourists seek to carry the quotidian habits and 

responses through the places they visit (Edensor, 2001). 

 

Finally, primarily to a company be able to charge for a service, “it must design an experience 

that customers judge to be worth: Excellent design, marketing, and delivery will be every bit 

as crucial for experiences are for goods and services” (Pine II and Gilmore, 1998). Therefore, 

travelers/consumers, are looking for a comprehensive global experience of the traveling 

experience.  

2.5 E-Trust  

Internet usage is continuously expanding worldwide, companies and consumers see 

themselves compelled to increase their online presence to be able to tackle the ongoing 

change. One of the main objectives of companies is to effectively communicate with its 

consumers and finalize a possible transaction (Richard and Chandra, 2004). “Researchers 

have long speculated about the distinction between trust and distrust, yet the majority of 

studies on trust have treated them as essentially the same construct on opposite ends of a 

continuum.”( Xiaojuan Ou and Ling Sia, 2010).  Trust is a critical factor in stimulating 

purchases over the Internet. Thus the absence of it can result in a non-transaction. (Vitale et 

al., 2000). 

 Moreover, online purchases are motivated by consumers specific needs, although trust is a 

critical factor in stimulating purchases over the internet, especially at an early stage of a 
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company’s life (Klein and Quelch, 1997). Hence, the companies need to stimulate consumers 

trust by adopting certain measures that will allow consumers to trust them and therefore 

purchase in their store. Harvin (2000) indicates that consumers are more comfortable with 

companies strong offline brands that they already know and trust. In addition, most 

organizations are aware of this and offer both online and offline experiences by providing 

their services through omnichannel, which consists in having the same products in all the 

company selling points being them offline or online. 

 

In fact, trust and distrust have been commonly linked, as distrust being the merely opposite 

of trust, although recent researches suggest that trust and distrust are connected to 

different cognitive parts of the brain: “trust is associated with the caudate nucleus and the 

medial prefrontal cortex, while distrust is associated with the amygdala and the right insular 

cortex (Pavlou et al, 2011).  

 

 
 

Figure 4: Jarvempaa et all(own deception) 

 

“Trust can be defined as the willingness of one party to be vulnerable to the actions of the 

other party based on the expectation that the other party will perform a particular action 

important to the trustor.” (Mcallister et al., 1998). Thus, trust applied to online stores refers 

to the consumer trusting its money and product expectations to the seller, which in this case 

is the online store. Size and reputation have been the most acknowledged characteristics an 

online store is trusted for, which translates to superior results to others who are not within 

the same proportion (Vitale et al., 2000).  Trust is linked to the performance of online stores 

(Xiaojuan Ou and Ling Sia, 2010); likewise, the website design is another prerequisite feature 
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for e-retailers who quest for a profitable business. Also, “online reviews foster a renewed 

word of mouth of in the travel industry” (Filieri et al., 2013). Trust ensures travelers a more 

comprehensive and factual description of the destination or product to acquire. Thus, 

tourists are more likely to visit destinations that they perceive as trustworthy and 

dependable. (Ilkan et al., 2016). Moreover, online booking platforms are a powerful asset for 

users to collaborate and contribute to developing, rating and commenting on travel-related 

experiences ( Nussair et al., 2015). Finally, trust is essential to conduct an online purchase 

and should be regarded as a critical factor of any web-store success, as an online booking 

platform. 

 

3.Methodology 

 
The methodological approach used in the qualitative research, will be further on discussed 

and analyzed in this chapter (Bryman, 2016). I will start by accounting the epistemological 

and ontological considerations, since it will have an impact on the relationship between the 

theory and the research design(data) that I will collect during the research. Also, the 

selected research method will have implications on the assortment of data collection 

strategy, the interviewees, analysis tools, validity and reliability of research. 

 

Research Question 

How do online booking platforms influence the pre-traveling experience of young travelers 

from Lisbon? 

 

Sub RQ’s 

1. How is trust related to pre-traveling experience on online booking platforms and how 

does it affect its business model? 

2. How do online booking platforms influence travelers consumer behavior? 

 

This research question assumes that online booking platforms may possibly changed the 

behavior of customers when acquiring their travels. Thus, the research aim is to understand 

the underlying characteristics which might influence the pre-traveling experience of the 
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young travelers. Moreover, having worked for a major tourism company, that encompasses 

all the tourism services in one single website triggered my interest on how consumers shop 

while planning their trips. This research will focus solely on B2C, since business travelers are 

not within the same category of travelers, and search for a different kind of product/service. 

Obtaining a clearer understanding of how the digitalization of the tourism industry( online 

booking platforms) can affect the pre-purchase decisions is the overall objective of this 

thesis. 

 

Research Design 

 

This section introduces the research design used to study the topic by advising the 

epistemological and ontological dimensions that guided the conducted research. Thus, the 

research design will contemplate the research with a framework for the collection and 

analysis of the data. Also, it will also establish a relation between the previous theories 

(literature review) and the collected data (new theories). The emphasis of this research is to 

comprehend and interpret a certain phenomenon rather than merely quantify it. Thus, 

qualitative research is the most appropriate one for this research. 

 

Epistemological and Ontological considerations 

 

 Epistemological is what can be considered as the theory of knowledge, and one of 

the fundamental arguments is whether the social world can be “studied according to the 

same principles, procedures, and ethos as the natural sciences” (Bryman,2016). Ontology 

dimension can be regarded as nature of social reality - “what we perceive to be the nature of 

the world” (Justesen & Mik-Meyer, 2012). Ontology debates whether social entities are 

external to social actors or they can be considered social constructions created from the 

perceptions and attitudes of social actors. (Bryman,2016) 

 

As a researcher, I am influenced by a weak form of social constructivism, which is a 

philosophical paradigm is based on a relativist ontology and a subjectivist epistemology 

(Guba and Lincoln, 1989). Also, according to Guba and Lincoln the instrument of choice in 

qualitative research is the human; thus the researcher is regarded as one of the main actors 
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on this type of studies since it will be him that will collect, analyze and interpret the data 

(Paisley & Reeves, 2001).  Social constructivism is not alienated from the independence of 

reality but something that is discovered and constructed among humans (Justesen & Mik-

Meyer, 2012). 

 

Dave Helder-Vass (2012) argues that social scientists/researchers should be both realists and 

social constructionists because both visions of the world are entirely consistent with each 

other.  The social world is seen as an empirical source between theoretical ideas, involving 

me as the researcher, in an ongoing process between the social world and the selected 

literature in a mechanism called “dialectical shuttling” (Bryman & Bell, 2015). 

  

Humans are individual autonomous elements, although not autonomous to all extents, but 

they have enough autonomy to resist and implement changes. Moreover, Helder-

Vass(2012), compared humans to “an orchestra that has the power to produce harmonious 

music, a power that music wouldn’t have as individuals, a power that comes with a set of 

relations and commitments.  I believe that the relation between people, processes, 

structures affects autonomous reality and that a considerable extent of my conclusions 

might be subjected to some generalization.  

 

I am aware of my role as a researcher and that my previous experience working in the 

tourism industry might have an impact on the perceptions I previously had, thus that 

viewpoint can influence the research process. However, by being aware of this scenario, I 

will base my comprehension of reality through a belief system, while trying to reach for the 

truth, maintaining the independence of this research.  

 

Discovering my social constructivist side allied to my role as researcher, allowed me to 

collect empirical data used to develop the semi-structured interviews. In addition, I have 

used my theoretical framework to support the interviews, that will grant me a wider 

perception of what are the problematics associated with my research question.   

 

This process was a continuous matching and redirecting between abstract theory and the 

existing data; this procedure possibilities more flexible research within the theories I 
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considered relevant e-consumer behavior, digitalization, e-trust, online commerce 

platforms, and experience traveling. 

 

Research Strategy 

 

Two general research strategies can constitute a valid form of social research, being them 

qualitative and quantitative. I have chosen to follow and abductive research regarding the 

relationship between theory and data, because “the middle ground between inductive and 

deductive approaches to knowledge production” (Jarvensivu & Tornroos, 2010), meaning 

that abduction accepts the existence of previous theories to explain an empirical 

phenomenon, while at the same time enabling a less theory-driven research.   Before this 

research, as previously stated, I have worked for a major tourism company, as a 

consequence, my vision of this industry has changed, the informal conversations I had with 

board members and clients generated several inputs that had a huge significance on the 

adoption of this research question and ultimately research strategy. 

 

At last, an abduction theory was the one chosen to conduct this research (Bryman, 2016). As 

“many researchers use both induction and deduction in different-phases of their study, 

which means that you move iteratively between these two during a research process 

(Eriksson & Kovalainen, 2008). 

 

The adoption of abductive theory allows inclusion and acceptance of existing theories and 

allows data-driven theory development while building a relationship between the researcher 

and the interviewees that can collectively construct new approaches and categories. 

Moreover, I did not intend to formulate generalized conclusions or to invent new theories, 

but to synthetase the perceptions and knowledge my interviewees gave me to obtain a 

wider perception of the researched phenomena. 

 

Research Method: Case Study 

  

Social sciences research methods can vary, although in this research the method that best 

accommodates this paper is a case study design, this will allow a richer and more detailed 
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data collection to test the theories and the research question in all extents. A single case 

study allows the researcher to observe the complexity and particular nature of the case in 

question; thus this case will focus his research/findings on one community and age gap. Case 

studies have a scope that permits to investigate a contemporary phenomenon in depth and 

within its real-world context, when the frontiers defined are not yet clear between the 

research question and the events occurring on that community.  Furthermore, this type of 

research design will allow the establishment of closer relationships with my interviewees by 

targeting a single community instead of doing a multiple case-study with various 

communities (Yin, 2014). 

 

As the research unfolds the empirical inquiry should be ideally placed next to the current 

phenomenon, thus by being close to the intervenients, the study will be more rich in content  

(Miles & Huberman, 1994). In addition to the proximity of the community in study, the 

possibility to understand all the underlying particularities that link it in depth will provide a 

more consistent research result.  

 

Furthermore, by developing a case study from a contemporary phenomenon, I will be able 

to have an improved social and contextual links necessary to comprehend circumstances in 

which the case study unfolds. I firmly believe that by putting every one of my interviewees 

comfortable I was able to extract relevant pieces of information which benefited this 

research. For this reason, considering the social context of this community and the age 

segment that this research in inserted, I believe that the case-study combines the robustness 

and ability to deal with an enormous diversity of evidence (Yin, 2014). Also,  secondary data 

will when combined with the semi-structured interviews allows refreshing research about 

how the pre-traveling experience can be affecte by these online booking platforms.  

 

Data Collection Methods 

 

Research strategy robustness relies on the appropriate selection of data collection methods 

and its proper collection. As qualitative data was the chosen method, I consider it is useful to 

explain why in this research. Qualitative research, emphasizes the analysis of words(ibid) 

and highlights them as the focal point, although the difference between the two types of 
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research is wider and extends until the epistemological and ontological considerations. I 

prepared a data collection strategy where methodological tools varied from primary data in 

the form of semi-structured interviews to secondary data established by industry reports 

and documents I gathered while working for a tourism company. 

 

Primary data  

 

This collected data was the primary source of knowledge used to conduct this research, 

which is needed to answer the research question. Moreover, I did not apply any 

measurement; instead, I focused on the data in the form of words (qualitative research). 

 

Semi-Structured interviews 

 

I prepared data predominantly focusing on semi-structured interviews, that are commonly 

referred to as qualitative interviews (Saunders & al, 2008). To understand how digitalization 

of tourism impacted the consumer behavior in the Lisbon region, conducting interviews 

allowed greater proximity with the intervenients and the accuracy of data, since I have 

access to the segment I intended to analyze. The respondents were aged between 20-25, 

they all lived in Lisbon, and both genders were selected to conduct the research. The 

interviews were recorded with the usage of an audio-device(mobile phone), that was always 

preceded by an explanation of what was the data being used to and the purpose of the 

research. Moreover by using this type of media I was able to concentrate on questioning, 

listening, take notes and study the body language of each intervenient which possibilities to 

explore them obtaining more in depth when it was relevant to the question. The interviews 

all began as in-depth hand semi-structured interviews( see appendix 1) but then typically 

evolved into an unstructured interview conversation; this allowed me to explore some 

interviewees individual characteristics further, enriching the research data. 

 

Interviews were conducted in English, although the interviewees were all Portuguese, 

occasionally some felt the urgency to use Portuguese for some sentences or expressions 

which were carefully translated to English. The pre-studied topics (theories) gave me some 
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guidance on conducting the interviews by keeping the matters focused when needed and 

imposed some structure on the phenomenon studied.  

 

The insights obtained from the interviews were exceptionally valuable because they were 

able to provide me with data to and analyze the explanatory data. Also, it is important to 

note that the answers provided by the interviewees were used to generate content that 

could be interpreted and explain the research question. Thus, the collected data cannot be 

manipulated and is restricted to what was said, recorded and appreciated. On the following 

table, the questions of the interview can be overlooked, considering the structure was 

followed, however, some questions were added individually to each interviewee to gain 

further insights over the standard inquiry. 
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Questions asked 

What is the meaning of travel to you? While traveling what are the things you consider more 

important? 

 

What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 

 

When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant for your choice? 

 

While booking your travel which products do you usually acquire? (e.g plane, car, hotel, 

excursions) 

While booking your travels online do you usually book all products at a time or in separate 

times? If a website includes several categories of products do you use it, or purchase in 

different times 

Have you ever acquired your travels through a physical store? If yes, what made you do it? If 

not, what are the factors that made you prefer online booking? 

 

What do you expect to obtain from traveling? 

What characteristics might influence the booking in one platform instead of the other? 

 

Which factors to do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 

Do you search for feedback before booking a journey? Feedback from other users or just the 

general rating? 

 

What should a booking platform provide you with for you to continuously purchase there? 

Figure 5 – Semi-Structured Interviews 
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Secondary data  

 

Secondary data can be as precious as the primary data. Due to not having been created on 

purpose for this research, it cannot be used as the other data, although this data is easier to 

access, less expensive and time-consuming. (Saunders et al, 2007). This type of data allows 

me to have access to data that I did not have the chance to collect and enriches my research, 

by providing new insights. I have used reports from UNWTO, Ana Airports of Portugal, 

Tourism of Portugal, and other government reports that contained relevant data.  

 

Data Reduction 

  

In the following paragraphs, the strategy to codify the data will be unveiled and explained. 

Firstly, I transcribed the interviews to be able to guarantee the appropriate treatment of the 

data. Secondly, the interviews were coded to reduce the amount of data and divide into 

categories, allowing the concepts to be formulated and further discussed afterward. I 

subdivided the coding process into two distinct cycles, to provide superior management of 

the data.  

 

Firstly, I used an open coding process, by assigning the chunks of data relevant coding 

frameworks with the purpose to summarize them(ibid).  During this process - Axial Coding - I 

allocated sentences and terms corresponding to individual categories, by plunging into 

relevant content. Categories were present in the form of previous theories, adapted to 

conduct the literature review, guiding the semi-structured interviews. Participants were 

brought into the research new data, transforming it into new categories leading to unique 

theories (Eriksson & Kovalainen, 2008). 

 

On the second stage of coding, I worked with the first coded categories summarizing them 

into smaller ones(ibid). In this phase, I focused on categorizing pieces of data emerging from 

the questions, of which have not previously occurred during my literature review. Finally, 

categories will be presented at the analysis (5th section) and further discussed with the 

previous theories in section 6th, discussion. 
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Quality Assessment: validity and reliability 

 

Research validity and reliability are important criteria in establishing and assessing the 

quality of this social research, and they oversee the research design (case-study). According 

to Yin (2014) to provide more credibility to social research, four procedures are suggested: 

reliability, external, internal and construct validity.  

 

In support of the construct validity, this research uses data triangulation to verify and 

validate the convergence of information from different sources.  This investigation benefits 

from the adoption of three types of data: theories, semi-structured interviews, and reports 

from the industry. Thus, by converging these lines of inquiry, it raises the hope of eliminating 

any bias, therefore generating a more conclusive and accurate study of the phenomenon. 

 

External validity concerns to the degree of which a study can be replicated or not (Bryman, 

2016), thus the extent in which an investigation can be generalized beyond a particular study 

and research method applied. Therefore, to improve reliability, a strategy of applying the 

same research method should be followed by past or future researchers. Finally, in this case, 

study, rather than considering my case as a sample, the initial conceptual framework was 

highlighted with some light from the theoretical propositions(literature review), which act as 

a reliable source. Even though the findings of this thesis regard a particular community (the 

Lisbon region, 20-25), I believe that they can offer insights to other researchers and 

construct a broader theoretical angle although the results are applicable only to a particular 

region, some generilizations can be made. 

 

Internal validity is one of the strengths of qualitative research since it observes by a 

prolonged period a certain phenomenon. Although in this case-study, it cannot be applied to 

all extents, some academic papers support the theories used, but there the phenomenon 

was never observed in this degree. Therefore, I was able to collect new data to support the 

previous theories and formulate my conceptual framework. 

 

Reliability seeks to demonstrate either a test can be replicated with the same results. To 

guarantee the integrity of the results the data collected was gathered in the form of 
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interviews, reports, and notes; thus, in this way, I was able to ensure the consistency and 

reliability of the research. 

 

Limitations encountered during fieldwork 

 

The official language of the community in the study is Portuguese, although the interviewees 

selected had a high level of proficiency in English, sometimes the lack of vocabulary was 

noticeable and change to the Portuguese language was made. Furthermore, I encountered 

some problems with duality in taking the notes plus listening carefully, because the 

interview is recorded, but I was committed to observing the facial expressions, taking note 

of them for further analysis that could help the coding. Although data is the ground of this 

research, as a social constructivist researcher I believe all sorts of details should be 

considered to this investigation. 

 

4. Case-Study presentation  

 

My research question began as I asked myself how did digitization change the way and the 

perception of travel, because I always enjoyed traveling myself, thus after having worked for 

a major tourism company I decided to relate my topic on tourism/traveling. Before 

examining the collected data, I believe it is important to dive into the social context and the 

characteristics of the place I have decided to research. 

 Thus, over the next pages, it is possible to find a brief description of the case-study and 

overview of the facts.Tourism is one of the primary contributors to the global economy 

accounting for 10% of the world’s GDP, one of ten jobs are in tourism, and 1.235 million 

arrivals are made worldwide. Globally there has been a cumulative increase in the number 

of youth arrivals during the last fifteen years, which it is possible to observe in the adjacent 

chart (UNWTO, 2017).  
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Figure 6 - Source: UNWTO, 2012 (own deception) 

 

Consequently, in this case study, the research question was deemed to be too broad, so I 

had to find a new possibility to narrow further the scope, in which I concluded that by doing 

a case study focusing solely in one community and one age segment, I was assuring the 

replicability and reliability of the results at the same time. Hence, the case-study ensures 

some aspects about its segmentation, in which people are: aged between 20-25, are student 

or workers, have traveled and booked online travels in the last year and lastly are avid users 

of internet e-commerce stores/retailers. Further justification for the segmentation can be 

attributed to the literature review, since earlier studies have demonstrated that most e-

shoppers tend to be younger than the average and also belong to a higher socio-economic 

status (Dennis, Merrilees, Jayawardhena, Wright: 1121, 2008). To further demonstrate the 

application of these criteria I selected a young age segment and specifically from Lisbon. 

 

Lisbon is the capital of Portugal, and it is considered the wealthiest region of the country 

with the highest GDP, which makes. Lisbon per capita income accounts for 40% of the total 

GDP generated by Portugal, being the most developed and richest region in Portugal, and 

consequently one of the main dispatchers of national tourists to several destinations around 

the world. 
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Regions Nutts II( 
version 2013) 

GDP Per Capita 
Millions € 

Portugal 171,211 

North 48,668 

Center 32,123 

Lisbon Metropolitan 
Area 

63,902 

Alentejo 11,275 

Algarve 7,310 

Azores AR 3,694 

Madeira AR 4,071 

Figure 7 - Source: I( National Portuguese 
statistics Institute), 2014 (own deception) 

 
 
In the same manner, other aspects contribute relevantly to the increase of Portuguese 

traveling to other countries, the economic crisis in which the country found itself on 2012 

and after the successful rescue by the IMF and ECB; currently, its citizens can dispose a 

higher percentage of their income to leisure and travel activities. However, data available by 

age segments was not possible to obtain, since INE (Portuguese National Statistical Institute) 

restricts access to the public; therefore the data here presented is available in bulk and 

refers to its general population. Hence, the statistics are still valid and can be used to display 

in evidence the increase of traveling of the Portuguese population, of which we can assume 

all age segments have registered growth.  

 

On the next chart, it is possible to perceive how this growth has been registered during the 

past six years, in which the number of outbound tourist trips from Portugal rose by 70%. 

Moreover, the graphic demonstrates the real numbers on how tourism trips have steadily 

increased over the last five years, although as seen previously in the world graphic tourism 

has been growing since the 1950s.  
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Figure 8 – Source: INE 2018( National 

Portuguese statistics Institute) (own deception) 

 

This overlook of the Portuguese society, although a bit generalized, can be relevant to 

understand how some of the characteristics referred by its community become so 

significant. In addition, by being a distrustful society, in which uncertainty over the future is 

colossal, Portuguese in general transfer this temperament to their purchase behavior.  

 

These are the components in which the research is inserted. Their relevance is crucial to 

comprehend the analysis carried out in the next section. 

 

5.Analysis of the findings 
 
In this chapter, I will expose the analysis findings collected during the interviewing process 

and present them here. Moreover, the collected data will be deconstructed to achieve a 

general comprehension, deemed to explain, the direct and indirect elements that influence 

the purchase behavior of online booking travels among the community in the study. I will do 

it by presenting the main research topics, of which I subdivided the interview questions into 

separate topics to further analyze and explain the precise findings.  
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The interviewing process sometimes overlapped the questions, to consent a further 

extension of questioning, to retrieve data related to the theoretical framework upon which 

the research question is based. In the next chapter, I will merge the empirical findings with 

the literature review, which will lead to the discussion. 

 

5.1 Traveling Achievements 

5.1.1 Experience Locals 
Most of the respondents stated as one of the most important aspects of their travels the 

fact they want to be presented with the same experiences as locals. Participants referred 

that living as the locals is a way of perceiving how things can change from their day-to-day 

routine. To Sara, “I want to know local people who live there and talk to them, I consider the 

people of the country/city I visit the most important thing”. This age segment research 

considers the values of relationships with locals as an enriching part of visiting another 

country. As referred by the respondents the atmosphere, circumstances, add value to their 

experience and it is exposed as something it is not possible to purchase; thus you need to 

embrace it and feel it. Ricardo says, “I try to feel the atmosphere of that place while 

engaging with other people.” Also, this community travelers, such as Rita “see how people 

behave in those countries”. Actions performed by locals, as their routine, is immensely 

important to travelers.  

Observing the enthusiasm of locals performs an imperative role on the consciousness carried 

on how the travelers perceive the experience. “To have the feeling of what it is to live in a 

place”; “staying in someone’s house (a local), or try to talk with the people that are from 

that place.” Moreover, these travelers, extend their preferences to a relatively new 

phenomenon, by sharing accommodation with locals — Airbnb, an online booking platform, 

which allows residents to rent a house/room to travelers. 

 

5.1.2 Connecting through Culture, Language and Cuisine 
Common links established by the travelers while visiting a certain destination, such as: 

culture, language, and cuisine acquire an immense meaning for them, curious to attempt a 

newer involvement, travelers seek and expect to obtain differences from their routine. Sara, 

“I like to go to the museums, also like to appreciate the local food and go out to popular 
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nightclubs among the locals.” Young travelers expect to achieve a certain level of 

involvement with the local community, dining at typical restaurants, supports the 

connection they want to feel with the place. These travelers seek to challenged their 

acquired knowledge and challenge their viewpoints. Lucia, “ I would go check the things you 

do there, I would like to go see a show and to do anything that probably would make me 

understand why is this culture like this.” Fundamentally, they expect to glance the 

characteristics of that particular destination, and how it impacted the culture of it. “I 

consider that the most important thing is me feeling connected to the place that I am 

visiting”. Connection, was a common link between all participants, qualifying the feeling of 

connection can be quite abstract, because it is impossible to quantify it, entitling it as an 

intangible asset. However, travelers refer connection as one of the primary sentiments while 

describing their travels, regardless of the meaning it projects on each of them. Contacting, 

communicating, tasting the destination is the predecessor of the desire to travel. Hence, by 

instigating such type of feelings, young travelers were constantly searching to establish 

contact with the place visited. 

5.1.3 Companionship 
Humans are sociable while traveling, as the enjoyment of traveling occurs with the 

interaction with their peers as explained by the interviewees. People enjoy spending time 

with other people. Ricardo exemplified, “To have time to do things calmly. Not having to 

rush, to have enough days to enjoy the place, to get to see what I want to see and not be 

stressed about; and lastly to be with good company”. Likewise, friendship is deemed as 

important on traveling as discovering a new culture, since travelers enjoy sharing ideas and 

exchanging knowledge with whom surrounds them. “By traveling with other friends, it is also 

nice because I can experience the fun of going around with my friends, they will pay 

attention to details I have not previously regarded. With the constant sharing of our ideas, 

we can approach things differently, and that makes the traveling experience rather 

interesting and enriching.” As mentioned, while traveling with friends or companion, 

travelers can achieve higher degrees of attention to details which could be foreseen. Thus, 

by experiencing traveling with peers, high levels of satisfaction can be attained, by planning 

a trip, stronger connecting bones are established, accounting for an improved relationship. 
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5.1.4 Discover 
Exploring undeniable translates the primary feeling of any kind of traveler, and in this 

research case, travelers from Lisbon 20-25 are no exception. Interviewees referred discover 

as the fundamental excitement, driving them on pursuing the pleasure of traveling 

progressively. Vitor explained: “Discovering new places that make me see things in a 

different perspective, I want to feel it is completely different from what I am used to”. Thus, 

the aura of discovering encompasses in each multiple individual feeling, which might change 

accordingly to how the experience is perceived. Moreover, exploring is an intrinsic 

component of human character; likewise, they can unveil hidden characteristics. 

5.1.5 Life Shifting Experience  
Young travelers refered to the traveling experience as memorable moment with a direct 

impact on their routine. As Victor illustrates: “I feel like it helps in everyday situations if I am 

presented with an obstacle I feel like I can handle it better and chase the things that interest 

me like when I am traveling I look for the things that trigger me and not just the landmarks.” 

It also helps the eagerness some might feel to achieve new steps in their life, and clarify 

doubts about the future, as one respondent exemplifies: “I hope to achieve after traveling, a 

better comprehension of how I am in the world and what I will do next. As an experience is a 

chance you have to know another place which for sure has many similarities to the one you 

live in, but also the differences it what makes you widen your horizons and think differently; 

To compare to the place you live in and to be able to do a parallel to where you live (…). I 

think you can gain new insights from the place you live in, but it is hard to understand how 

does it affect you and how do you change, but for me yes, the possibility to do a parallel 

stands out as an opportunity to change and see new sides of the story.” In the same manner, 

people feel envision life more positively, and face challenges strongly. Sara exposes that for 

her, “After I came back from any trip I feel fresher, more willing to go experience new things 

even in the city I live in, Lisbon. it makes me more curious and eager to live.” 

5.2 Pre-Purchase Traveler Behavior 

The predilection of a destination is regarded as a personal choice since travelers can 

embrace a target according to their preferenceses. Most respondents specified the 

destination choice is decided before the booking and only in limited circumstances can be 



 

 
 

41 

revised. As explained by Victor, “I always have a destination in mind while booking, never go 

without knowing. I don't have a lot of money, so those conditions need to meet my 

destination preferences”. As clarified by a participant, “I always have a destination in mind, I 

am usually flexible with the destination in the beginning, but as time moves on, I tend to 

focus my attention on just one destination. (...) to do a short list and then after I get to 

choose which one suits me better and the people I am going with.” Moreover, destination 

preference needs to incorporate other people, as there must be a consensus. Usually, these 

travelers, opt for a short list of destinations, preceding the booking and finalizing their 

purchase. Although a fairly high percentage of travels are booked with the destination 

previously chosen, some influence can be made by travelers’ availability, price, and 

particular interests. Ines notes “And that 25 % I want to be surprised with a cheap flight or a 

cheap accommodation. I would choose based on price instead of traveling for a certain 

destination. I want to be compensated by a lower price on this specific time; if I find a nice 

and cute hotel I might probably go there and experience it” - Lucia. Participants recognized, 

in relatively particular circumstances a change on the destination could be made, and this 

could be caused by the attractiveness of the price or peculiar characteristics of the 

destination. Finally, when questioned about the traveling content provided by online 

booking platforms, and their level of influence, respondents, denied it impacts their choice 

on the moment of purchase. Although, they admitted it might influence future traveling 

options. “I would say it does not influence directly, but if I am reading it might give me ideas 

for new places, and in the future, I will for sure remember and look for prices and 

availability; and it creates on me a desire to go there.”  Some noted that, “Although, if the 

information is available while booking it is important to me because it makes me decide 

wiser and book more conscient. The information available while booking is important to me 

because it makes me choose more wisely and buy more consistently (...) wouldn’t change 

the destination I have in mind, but maybe it can give me an idea for a next journey if it suits 

my personality and desires.” Thus, content provided by platforms, will not influence directly 

purchase behavior but it can modify it on the future. To illustrate, the absence of planning, 

one respondent reveals: “The problem is that many times when it's in advance I still don't 

know what I would like to do when I am there(…) As I said, if I am booking all the things way 

in advance I don't like to book them because I have no clue where will I want to go or which 

kind of weather or things I want to do.” Thus, planning and aggregated packages are 
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excluded from the interests of these travelers. Unpredictability and familiarity are 

considered further relevant while booking their travels and choosing among the available 

offer.  

 

5.3 Distinct platforms for distinct products  

Online booking platform aggregators include all the possible offerings of which tourism 

industry can offer, and among the interviewees, most explained if presented a diverse range 

of options they will likely browse other platforms searching for further opportunities. A great 

majority of the respondents stated they would preferably book the flights and 

accommodation firstly, and concern about other products closer to the dates. “I tend to buy 

flights, hotels/rooms, hostels and maybe tours…. but I never buy the cars or something like 

that just the essentials to get me going”; “Usually, buy flights and accommodation. Museums 

and attractions, I don't use this traveling booking platforms.” As exposed by travelers, the 

commonly booked categories of products are the flight and accommodation, because most 

of them enjoy the unpredictability of the traveling and the surprises it might arise. As Lucia 

further exemplifies, “I would say first the flight and then accommodation but usually I don't 

book anything else. I am not a planer so I wouldn't buy it there unless if a platform makes a 

special offer by purchasing there all products, I would maybe go there and buy it, but the 

price would influence me towards that action”. People’s personalities can influence the 

purchasing behavior, but as invoked by the majority, the feeling of exploration and discovery 

is superior. Thus, travelers are inclined to rule out the planning of their schedule and opt for 

less routinely plan. Besides, curiosity is an element directly influencing them, in the same 

way as unpredictability, because most travelers repeatedly referred they “would like to go 

with the flow,” which means no plan, and “taking things as they come or how they feel it.” 

Most of the respondents agreed with the evidence that if an online booking platform 

provides an all-inclusive service, inclination towards the provider will likely diminish. As 

Ricardo clarifies, “I prefer to use different platforms for different products, and also different 

times. I tend to use different platforms for different things because it allows me more 

freedom and I am more familiar with the features of some than on the others.” 

Furthermore, respondents reinsured only in unlikely situations the process of booking all 

sorts of service within one provider would materialize.  Most of the times I buy the products 
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in separate times and not in the same opportunity. Separate because I think if I book all in 

one I am being tricked, so I rather look more times even to the same platforms and consult 

different options to obtain a better deal. (…) I like to see for example all the trains available 

and then decide which one suits me better, the same for planes, if I book it all at the same 

time I think I am being “scammed,” in the way that I might not be getting the best deal 

possible. I always check for different products in different platforms.” As exposed by one 

participant, the feeling of being misled is considered the key condition for not purchasing all 

products in the same place. Just as important, the possibility to adapt the services to their 

needs adjacent to the departure, appears as a leading characteristic on the booking 

preferences. As Sara refers, “I would probably not book it, because I prefer to search/browse 

a lot before booking to compare all different characteristics. I will go to several websites 

before booking, and in the end, I would say I most likely will book them all in different places 

because I usually get better deals.”  

 

5.4 Value Propositions  

5.4.1 Price Perception 
Travelers perceive online booking platforms as being more reasonably priced, although the 

price might may vary as stated by the interviewees. The respondents note price perception 

as the main reason for refusing to use a physical store. Lucia, further explains, “I don't 

understand why you would go to a travel agency because I have the perception that by going 

to a traveling agency the price might be higher than it is on the internet.” As exposed by a 

different traveler: “I have the perception that it is more expensive and that I can’t choose.” 

Price is a critical factor attributed by any traveler: “The thing I consider more important is 

the price - Rita.” Perception of price on physical stores is commonly referred by the travelers 

to be higher instead of the online booking platforms 

5.4.2 Convenience 
Travelers view convenience as a key feature of online booking platforms since they reach 

their objective with a click. Convenience is “First it is easier, I don't have to go there I can do 

it in my house without having to move which makes it faster and more comfortable.” 

Moreover, easiness to satisfy all needs, “it is more convenient to have it all in the same place 

and not to worry about using different places.” Thus, on an online booking platform, “I can 
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compare prices, and see all the offerings; and on a physical store, I have to go there, talk to 

people, which makes me feel awkward asking for prices and feeling that I am pressured to 

buy anything.” In support, travelers accept that the price shown on the website is the final 

price. Although in physical stores, they are more compelled to ask for a price reduction 

causing stress on the purchase moment. Online booking platforms present an easiness and 

convenience of usage immensely appreciated by these travelers. 

5.4.3 Diversified Availability 

Availability is described as an influential factor on the purchase of a travel, as a traveler 

explains: “I like the freedom of deciding where do I want to go, and with an agency, I am 

restricted to a single place and cannot change my plans, and I don't like to plan I like to 

follow my rhythm when looking at things and to travel.” Furthermore, by displaying all the 

available offers, people feel more engaged in the browsing, since they can choose precisely 

according to their desire. “I can compare them, I can access all the opportunities displayed at 

the same place.” Finally, the limitation of destinations some might feel disrupts with the 

non-planning and unpredictability travelers enjoy, as Lucia further explains: “I like the 

freedom of deciding where do I want to go, and with an agency, I am restricted to a single 

place and cannot change my plans, and I don't like to plan I like to follow my rhythm when 

looking at things and traveling.” The offered assortment, acts as a major constraint for using 

one website over the other, since “I would go to the one who was a wider offer (...); and 

how many options pop up in a search.” Thus, by ensuring a wide assortment of travel 

products, platforms are ensuring a diverse offer for its customers. 

5.4.4 Secure Transaction 

Vitor explains further: “It is a nice way to ensure that the place is nice, safe, secure, 

connected. While booking online I like to feel secure (security), feedback from other buyers, 

comparing prices and spaces.” Firstly, added features such as rich descriptive containing 

relevant pieces of information are regarded as essential on these websites, as exemplified by 

Dorian, Sara and Mariana: “To book online I need to have pictures of the room/house, it was 

to be clean, it was to be close by of the center of the city; features of the product I am 

buying. For instance, if I am doing a tour of a city, I like to have a full description of how the 

itinerarium will be.” Lastly, as referred by Lucia, while travelling time for booking is scarce, so 
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it is pertinent to provide a mobile-friendly website, since not always reservations are made 

with time: “if a platform is mobile friendly and making the reservation becomes an easier 

process I would do it if in this case I am rushing and don't have a lot of time.” Also, Rita 

confirms that security while concluding a transaction online is critical: ”It need to have the 

payments that I am used to, secure payments make me more willing to go book and buy 

again there.”.  

 

5.5 Service Differentiation 

The respondents allocated to the research have traveled in the last year at least one time, 

which by being fairly recent assured that the interviewees previous online booking travel 

experiences were memorized. In addition, a feeling of satisfaction and overall gratification 

could be perceived among the users of this type of platforms. “My experience with online 

travels is usually good, I usually use (...). The options that are given to me to filter and sort, 

how intuitive the website is, the user interface, and how many options pop up in a search. 

Some websites just provide you with few options, and that is the drawback for me.” As 

Ricardo confirmed, the overall experience is good, and certain features like being able to 

filter and sort are extremely important for the booking experience as it saves time and 

allows travelers to obtain precisely the product they are searching. As another interviewee 

further explains: “  if there are technical problems if I can’t book I won’t try and try again. 

Special locations that no one has, that I can only find in that website.” Therefore, with the 

inclusion of competitive advantages among their competitors, platforms who provide a 

distinct service: “ Airbnb for instance with always breakfast, bikes included to go around, 

someone picking you up from the place where you arrive in the city. Otherwise, it doesn’t 

have any difference besides the price, and that’s fairly not enough for me. If  it is new it 

needs to have newer services, it will offer me some new advantage to book on it (...) I won’t 

go for a new provider for just the price” - Dorian.  Another respondent describes a condition 

which potentiates the continuance of use: “Booking was this system, I received a postcard in 

my address, which was pretty interesting because all brands send emails. I felt special and 

that I could have a nice promotion not available to others and use it there. I will probably go 

buy from there again before going to other platforms and book there because I have the 

discount and the experience.” In support of,  Inês exposes that a potential loyalty discount 
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further strengths her connection to a platform, “If it gives me rewards for me to keep going 

there and buying stuff, like reward points that I can redeem after. Like Airbnb, they give 20€ 

for the next trip. Finally, as a respondent further explains, an online booking platform could 

generate innovative traveling proposals by, “ maybe something that forecasts what I don’t 

know I want, but eventually I will want. Good ideas of places to go, they know that I am in 

this country and they can send me offerings while I am there. Relevant information about 

traveling to me, not general communication.” Several factors lead to a service 

differentiation, by optimizing the services already available platforms can innovate by 

creating opportunities explained by the interviewees to further leverage their competitive 

advantages amid their competitors. 

 

5.6 Knowledge Sharing  

5.6.1 Peer Feedback 
Most respondents when explaining the trust issues that arise from conducting a online 

transaction explained that peer feedback was essential. As further explained by one 

interviewee, “the confidence that I have in the platform, not trustful, maybe the feedback 

from my friends and previous experiences that I already had with that platform.” As it 

continues to be clarified the importance of having clear previous feedback given by their 

social network remains important: “If friends referenced me a new provider I would 

probably go and buy there. Someone recommends it I will definitely trust it, otherwise, it's 

hard to change from the platforms that I usually use, since I already used them in the past I 

tend to stay there and use the same ones and would very hardly shift to any other that I am 

not used to, won't usually use these platforms unless they have already been tried out by 

other people”. Another respondent further deepens the relevance of feedback: “ The 

feedback I get from other friends is more important than feedback I would get online, so I 

tend to trust mostly my network and don't usually check the online feedback of other 

providers.”  Lucia confirmed to have an already formulated list of the online booking 

platforms, although admitted that friends feedback perform an enormous influence in 

platform preference: “I usually check them but have a setup list of the ones I have previously 

used and then to use the same unless they offer me good pricing. Also, references from 

friends might influence me on going to a   provider”. Finally, Inês corroborated previous 
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interviewees by acknowledging recommendations from her peers had a repercussion on the 

moment of booking, “I would do it if a provider is new, only if other friends have told me 

about their feedbacks with that platform(…)Now I trust my friends, so it's easy to go for their 

recommendations.” From the interviewees, we can get an insight into how trust factors 

might influence a travel booking. 

5.6.2 E-Word of mouth 

Word of mouth or more commonly mentioned as online reviews is included in the 

knowledge sharing that users commit to share with others. One respondent explains the 

process of conducting a screening through the reviews: “I will always read carefully all the 

bad and good reviews of users because they give me ideas and new perceptions of how it 

might be like to go there and what can I do there as the feedback gives me new visions for 

what I had imagined and its pretty useful when you don't know the place to know what will 

you encounter and what are the things to avoid, like scams(...). So, I always check the 

comments of other users to give me a better perception of the place” - Sara. As other 

respondent referred, the feeling of added security by performing an extensive evaluation of 

online reviews, tranquilizes her, “I would say I usually check the feedback from other users 

about that platform at the last minute but its the payment that triggers in me the necessity 

to check for trust on that website”. For another respondent, since travelling prices are 

relatively high, executing careful screening becomes essential for increased consciousness, “I 

usually perform a background check on every website I don't know for any kind of product i 

am purchasing but when its expensive products like travels i usually always do it because I 

am afraid and won't trust it like that.I always, check for feedback from other users and never 

book anything without looking it at it first. Lastly, online reviews facilitated the travelers 

choice because, “ I read all the comments and general rating is considered less relevant for 

me. I rather lose sometime reading all the comments, because a 5-star hotel can be really 

good but for some people some things are more relevant than to other and by reading the 

comments you can have access to what are the things important to you and decide from 

there on.” 
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Empirical Framework 

From the empirical data just presented I am now able to answer the two sub-research 

questions presented in the introduction. 

 

● How is trust related to pre-traveling experience purchase on online booking 

platforms and how does it affect its business model? 

1. Trust is determinant and shapes the way travelers acquire their travels; 

2. Knowledge sharing allows travelers to envision the travel experience they will 

get, ensuring high levels of confidence on a platform, evolving to trust; 

3. Online platform business model must adapt to englobe different types of 

knowledge sharing, that ultimately build up trust. 

 

● How do online booking platforms leverage travelers consumer behavior? 

1. Online booking platforms which aggregate all traveling products are not 

preferred by young travelers; 

2.   Distinct platforms for different products; 

3. Service differentiation is crucial to the success of online booking platforms, as 

travelers prefer platforms to focus on one product. 

 

6. Discussion 

Having outlined and analyzed the empirical findings themes above, I shall now make sense 

of them in a conceptual manner, relating them to the authors referenced in the theory 

section( Literature Review). 

 

6.1 Traveling Achievements  

It is important that the traveling experience process we have seen evolves and translates 

into travel achievements. We started by seeing the traveling experience in the context of the 

experience economy, in which according to Pine II and Gilmore(1998) customers seek more 

simply the acquisition of a product/ service, an overall comprehensive experience. As the 

global economy evolved into a goods economy, travelers also changed. On the pre-stage of 

the traveling experience(pre-traveling experience), young travelers expect to extend further 
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their involvement with the place they are visiting. According to Claxton et al. (1974), the 

acquisition process remained relatively the same, although the same is not possible to claim 

the pre-purchase/booking stage. Travelers are likely to gather information over time and 

conclude their search. Thus the pre-traveling experience can change according to different 

factors underlined by the research such as experience locals; connecting through culture, 

language, and cuisine; companionship; discover; life shifting experience. As consumers 

unquestionably desire experiences, companies respond by explicitly designing services 

suited each customer. (Pine II and Gilmore, 1998). We have seen that for travelers, online 

booking platforms need to perform accordingly to the aspirations young travelers have and 

unmistakingly to what they expect to achieve. Gustafson (2014) reveals that traveling is not 

merely the process of reaching the destination but an important activity for those who do it. 

As an activity, travelers expect to reach different levels of commitment to their experience, 

and online booking platforms can influence them. Tourism is an attempt to escape the 

mundane; travelers seek to carry and identify with the quotidian habits of others.( Edensor, 

2001). Thus, I found out that travelers see the seek on the traveling experience to achieve 

something which is not accessible in their everyday routine, a possibility to achieve feelings 

somehow forgotten. As Ricardo explained, not having to rush and be relaxed and lastly enjoy 

friends company, resumes traveling as a unique opportunity to “establish contact with the 

place visited.” Palade et al. (2015) refer that young travelers explore more by doing non-

tourist typical things, the tendency to analyze how local people live supplants the need for 

recognition from seeing the landmarks. 

6.2 Pre-Purchase Travelers behavior  

Acquisition process has remained relatively the same over the past decades, although the 

same is not pertinent to the pre-purchase stage (Claxton et al.). Online booking platforms 

include features which can help travelers decide previously to the booking, although as 

stated by most interviewees it will not influence the purchase decision. Comprehend how e-

travelers navigate booking platforms and what are the characteristics associated with this 

type of buyer is essential (Rigdon et al., 2000). Thus, travelers, on the pre-purchase stage are 

now influenced by digitalization, which represents the passage from analog to digital  

(Hagberg, Sundstrom, Egels-Zandén, 2016). Furthermore, with the digitalization of traveling, 

online booking platforms focus on communicate with its customers differently, because 
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travelers have now at their disposal all fragments of information online (Runyan, 

Robert:2013). As a traveler refers, “I always have a destination in mind while booking, never 

go without knowing”, this gives the power of decision to the person as it is not influenced by 

any offers the online booking platform grants. According to Rodney Runyan (2013), the pre-

purchase stage is composed by the exchange of information through social media, word of 

mouth and traditional communication. Young travelers exchange information among their 

peers and proceed to choose a destination; no influence is exercised by the platforms on this 

process. Gotzamani et al. (2009), customers are increasing their demands towards online 

commerce platforms, although these travelers will unlikely be moved from their initial 

purchase decision, whereas they express increased demand for e-quality. Young travelers 

appreciate online booking platforms capable of providing a quality service that meets their 

extremely specific criteria. 

6.3 Distinct platforms for distinct products 

It was found that young travelers from Lisbon do not follow a do not follow common 

characteristics associated with online buyers. As Rigdon et al. (2000) clarify, interpreting and 

navigating through the characteristics associated with this type of buyer. Distinct platforms 

for distinct products can be interpreted by the travelers choice to buy different products of 

their travel on different websites.  E-consumers can be separated into two main categories. 

For instance, the research unfolds its relevance within the wealthier e-shoppers, as they 

seek alternative information about a particular e-retailer (Wright, 2008). One interviewee 

demonstrates, “I prefer to use different platforms for different products, and also different 

times”. Thus, online booking platforms, named aggregators will have little impact on 

purchase decision among young travelers, as its preferred by them to purchase the hotel 

somewhere else than the flight. Travelers opt to distinguishing platforms for each product; 

businesses are complemented with other essential such as experience, enjoyment, and 

entertainment ( Seydel et al, 2005). Thus, improved experience with different online booking 

platforms is preferred by travelers. Online booking platforms, business model, according to 

the travelers preferably should focus on just one product, as a result in improving the 

company practices towards their clients (Bouwman, Nikou, Reuver, Molina-Castillo;2018) 
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6.4 Value Propositions  

We have seen that young travelers have expanded the importance they attribute to online 

commerce platforms, in which online booking platforms are included. Thus, these platforms 

to retain market share need to invest time and money on developing user-friendly while 

keeping high standards of quality  (Cadieux et al.: 628, 2006). Online booking platforms focus 

on using their competitive advantages to provide a quality service, named e-service quality 

(Yang, 2001; Lee and Lin 2005). Travelers enlightened several elements of which were 

competitive advantages to them, concerning online booking platforms.  As evidence, price 

perception, convenience, diversified availability and secure transaction were deemed as 

crucial to the use of online booking platforms. Online booking platforms have to deal with 

intangibility since travelers cannot see, taste, feel or smell (Kotler and Bloom, 1984). Thus, 

according to the young travelers by including these competitive advantages, online booking 

platforms are increasing the possibility of purchase (Zeithanml et al., 2000). As Colla and 

Lapoulle (2011) explain online stores that offer a high quality of design and ergonomics have 

a more effective way of convincing customers through features: functionality, usability, ease 

of navigation and interfaces. As Lucia confirms, if an online booking platform is mobile 

friendly and facilitates the booking process, facilitating the acquisition process she is likely to 

purchase there. Bhatnagar and Ghose (2004) illustrate that online commerce platforms are 

directly offering a diversified assortment of products and services, a wider selection of 

retailers, products, and ease of comparison of products and price offerings. As demonstrated 

by looking into the traveler's preferences, and allowing them to characterize which are the 

essential characteristics an online booking platform should dispose of. Travelers seek a 

centralization of the information, as communication is rapidly changing and pushing digital 

to provide all the pieces of information that the customer wants with an easy click. (Belk, 

2014). 

 

6.5 Service Differentiation 

We have been exploring the value propositions online booking platforms and, in some 

degree the perception young travelers from the essential characteristics these platforms 

must include. Hence, service differentiation among competitors is essential, and in a sales 

context, creating new elements that distinguish you are crucial (Kotzab and Madlberger, 
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2001). As evidence, a traveler explains if on a foreign country he/she expects to receive 

offers adequate to the place in question, avoiding losing time browsing for options. 

Furthermore, travelers are also conscious about of the ethical policies and request 

companies to proceed accordingly, by respecting all its stakeholders( Egels-Zandén et al, 

2016).  Online purchases are motivated by consumer-specific needs, although companies 

can stimulate travelers, approaching them individually(Klein and Quelch, 1997; Harvin, 

2000). Vitor further exemplifies, Booking send a personalized letter to his address, including 

a discount voucher to use on a future purchase.  The proliferation of online booking 

platforms, changes travelers behavior, developing them increasingly aware of the traveling 

experience. Thus, understanding characteristics associated with this type of buyer is decisive 

to establish differentiation among competitors (Rigdon et al., 2000). 

 

6.6 Knowledge Sharing 

Knowledge sharing is a key asset for young travelers to book their travelers online, as Klein 

and Quelch (1997) explain, trust is a critical factor in stimulating purchases over the internet 

especially if a company is relatively new. Distrust was a common symptom among young 

travelers and the way they gave increased importance to the shared knowledge provided 

online.  As Inês reference, “if friends have told me about their feedbacks with that platform, 

it is easy to go for their recommendations.” Peer feedback involves travelers sharing 

experiences with their peers which grows their confidence over a destination or in this case 

an online booking platform. Trust is ensured by travelers having a global, inclusive 

description of the product acquired, which is also ensured by peer feedback. (Ilkan et al., 

2016). Mcallister et al. (1998), defines trust as the willingness of one part to be susceptible 

to the actions performed by the other one, and for travelers, it can be enhanced by the 

knowledge sharing, also of e-word of mouth (Filieri et al., 2013). E-word of mouth is the 

process of online reviews in which travelers/users share their opinion with other users. As 

one young traveler further explained, reading the previous reviews carefully gives her a new 

ability to envision ideas and perceptions other users had while experiencing. Moreover, 

online booking platforms are a powerful communication tool for users to collaborate and 

contribute to developing, rating and reviewing their traveling experiences ( Nussair et al., 

2015), enhancing e-trust relate to an online provider, on the traveler's example to online 
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booking platforms. As Reichheld and Shefter (2000) demonstrate, several value propositions 

should be offered by a commerce platform, although with the non-existence of trust any 

traveler will hardly acquire anything. Thus, young travelers from Lisbon trust can be ensured 

by providing an online platform that allows sharing online reviews, interaction with their 

customers (Yang, 2001; Lee and Lin 2005) and by potentiating excellent service; peer 

feedback is dependent on a favorable previous experience.  Grewal and Levy (2013) explain, 

providing excellent customer service will increase satisfaction and raise positive feedback 

through their social network; (Parsons, 2002) states buyers feel more comfortable when 

purchasing among their peers, and that feeling probably will lead to the completion of a 

purchase. 
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7. Conclusion 
 
This thesis had the purpose of answering the following research Question: “ How do online 

booking platforms influence the pre-traveling experience of young travelers from Lisbon?”. A 

case study qualitative research was taken: 10 Semi-structured interviews, documents from 

several organizations ranging from UNWTO, INE, ANA Airports of Portugal. These allowe to 

access an overview, and to certify the increasing number of youth travelers and the future 

outcome of the industry itself(UNWTO, 2017) Having researched young travelers behavior 

and the values they stand for is important to comprehend how online booking platforms can 

influence the pre-purchase behavior of them. By allowing a deeper comprehension of e-

travelers behavior and the characteristics associated with them (Rigdon et al., 2000), this 

research was able to answer that question on a primary stage. Characterizing travel 

experience for young travellers, originated another theory: Traveling achievements.  The 

traveling achievements are the essense, and the reaon young travelers travel in first place, 

as a result of companionship, discover, connection. Pine II and Gilmore(1998), explain that 

customers pursue more than just the acquition of a product/service, young travellers 

consider the overall experience more meaningful comparatively to the travel itself. 

Gustafson (2014) reveals that traveling is not merely the process of reaching the destination 

but an important activity for those who do it. Young travelers explore, refuse to do tourist 

typical things, they tend to analyse the local people more, and enhance their knowledge 

from destination.  I found there is a significant relation between online booking platforms 

and trust on the pre-traveling experience, which can be explained by travelers prefering to 

ensure high trust levels on a platform before anything else. As Quelch (1997) explains, trust 

is a critical factor in stimulating purchases over the internet. One would think price would be 

the primordial factor, although for travelers, knowledge sharing rises as essential 

characteristic on the pre-traveling experience. This research demonstrates that knowledge 

sharing, peer feeback and e-word of mouth are crucial for a traveler to evolve from the pre-

purchase(pre-travel) to the effective purchase. Reichheld and Shefter (2000) expose that 

several attributes should be incluced in a online commerce platform, but trust is the highest 

one. As this research demonstrates, e-trust can be elevated among travelers by providing  a 

coherent and consistent online service.  Another aspect this research revealed among 

travelers is their preference for purchasing different products in different platforms, since 
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platforms which aggregate all services are perceived as not trusthworty, since travelers 

continue to browse for other opportunities and hardly will purchase all the products in the 

same place. Therefore, it is secure to say that travelers prefer platforms to focus solely in 

one business model, and not by incorporating all traveling products in the same platform; 

Also, travelers are not influenced by platforms service-aggregators, since they  prefer 

distinct platforms for different products. Kotzab and Madlberger( 2001), service 

differentiation among its competitors is essential, by creating new elements that distinguish 

platforms are crucial.Travelers note that online booking platforms should focus on service 

differentiation, by targeting specific traveling products that cannot be found in their 

competitors. One traveler further exemplifies, Booking platform adressed him a voucher to 

his house, compeling him to enter the platform and purchase continously in Booking. Online 

purchases, such as travelers, are motivated by traveler-specific needs, while companies can 

approach them individually. (Klein and Quelch, 1997; Harvin, 2000). Apart from trust and 

service differentiation, travelers exposed crucial value propositions which online platforms 

should include. (Yang, 2001; Lee and Lin 2005) As of evidence, price perception, 

convenience, diversified availability and secure transaction, were deemed as essential for 

the young travelers. This coherence between knowledge sharing, service differentiation and 

value propositions offered by online booking platforms are the dominant theories refered by 

the trvelers which can influence their pre-traveling experience. Finally, it would be 

interesting to see the same study applied in other communities, since the focus of this 

research was limited geographicaly, and by studying a larger population it would be curious 

to see if the results are also true.  
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9. Appendix 1  
 

Vitor 

1. How old are you? 

 I am 24 years old. 

 

2. What is your current role? 

 I am a full-time designer which just finished my degree and I am currently working on an 

animal food chain. Finished my master. 

 

3. What is the meaning of travel to you? While traveling what are the things you consider 

more important? 

Discovering new places that make me see things in a different perspective, I want to feel it is 

completely different from what I am used to, having great times with my friends, meeting 

new people, new places, trying new foods, new experiences.  I privilege sightseeing, good 

company, great food, the culture. 

 

4. What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 

In the last years or so I have used 1 or 2 times these platforms to book my travels, I have 

used booking. It is a nice way to ensure that the place is nice, safe, secure, connection. While 

booking online I like to feel secure, the security, feedback from other buyers, comparing 

prices and spaces. 

 

5. When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant to your choice? 

I always have a destination in mind while booking, never go without knowing. I don't have a 

lot of money, so those conditions need to meet my destination preferences. Although, if the 

information is available while booking its important to me, because it makes me decide 

wiser and book more conscient.  

 

6.While booking your travel which products do you usually acquire? 
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I use this booking website to purchase excursion tickets with discounts because i book them 

early, the hotels, hostels. Plane tickets, attraction tickets if available online, basically I will 

buy all the thing i can earlier to make sure that i can enter and also get nicer prices than on 

site. 

 

7. While booking your travels online do you usually took all the products at the same time or 

in separate times? if a website includes several categories of products do you use it?  

It depends, maybe, I am not sure, I don't think I book them all at the same time. First, I 

would say I would buy the hotel, the plane ticket and then the attractions. When a website 

includes all types of products I would be willing to purchase there because of convenience, 

it's easier, its reliable. Also ensuring i have all the bookings in the same place makes it easier 

because I don't need to look for reservation numbers and always can access it at the same 

place. 

 

8. Have you ever acquired your travels through a physical store? If yes, what made you do it? 

if not, what are the factors that made you prefer other types of booking? 

 No, I have never used a physical store, that's because online I can compare the prices, and 

see all the offerings. And on the physical, I have to go there and talk to people, which makes 

me feel awkward asking for prices and feeling that i am pressured to buy anything.  

No, I have never used. It's easier, more convenient, regarding prices, I can compare them, I 

am able to access all the opportunities displayed at the same place. 

 

9. What do you expect to obtain from traveling? 

New experiences, getting to know a new country. I hope it gives me ebough motivation to 

continue seeking and exploring new places, and I feel like it helps in everyday situations by if 

I am presented with an obstacle I feel like I can handle it better and chase the things that 

interest me like when I am traveling i look for the things that trigger me and not just the 

landmarks. 

 

10. What characteristics might influence the booking in one platform instead of the other? 

usually the price, the confidence that I have in the platform, not trustful, maybe the 

feedback from my friends and previous experiences that I already had with that platform. By 
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being a designer, the web design also concerns me because if I have to click a 1000 buttons 

to reach a certain product and wait too long for a connection I will probably close the 

window and withdrawn from purchasing there. 

 

11. Which factors do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 

  

Price and the feedback from other people, although the price remains the most important 

subject here. I think by being so young and working not for a long time i consider that the 

price is extremely important to me and conditions the way i travel and book my travels. I 

usually perform a background check on every website i don't know for any kind of product i 

am purchasing but when its expensive products like travels i usually always do it because I 

am afraid and won't trust it like that.  

 

12. Do you search for feedback before booking your trip? Feedback from other users or just 

general ratings? 

 

I always, check for feedback from other users and never book anything without looking it at 

it first The ratings are important when i am with a lack of time because they allow me to get 

a  

 

 

13. What should a booking platform provide you with for you to continuously purchase 

there? 

 

To make me a returning customer I would say I would like to have discounts, if I previously 

booked a trip by using their website, on the next trip i would like them to give me a discount 

for keeping continuing buying there. By being in their mailing list I would like them to give 

me discounts on rates if there are any maybe suggestion of prices for this destination or 

other. Booking was this system, i received a postcard in my address, which was pretty 

interesting because all brands just send emails. I felt special and that I could have a nice 

promotion not available to others and use it there. I will probably go buy from there again 
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before going to other platforms and book there because I have the discount and the 

experience. I would say that the price is definitely the thing that makes me come back. 

   

Sara 

 

1. How old are you? 

I just turned 24 years old.  

 

2. What is your current role? 

 Right now I am studying and working, doing postgraduate studies in branding and working 

in a pharmaceutical company in the marketing department.  

 

3. What is the meaning of travel to you? While traveling what are the things you consider 

more important? 

 

I don’t know, I like to travel because i can get to know people, i can find new places. The 

places i want to visit, i want to know locals people who live there and talk to them, i consider 

the people of the country/city i visit the most important thing. I like to go to the museums, 

also like to appreciate the local food and go out to popular nightclubs among the locals. 

 

4. What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 

 

I use booking platforms quite a lot, I use Airbnb, Booking, HomeAway; lately, i never had a 

bad experience so I am quite happy with the way it's turning out. To book online i need to 

have pictures of the room/house, it was to be clean, it was to be closeby of the center of the 

city. 

 

5. When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant to your choice? 
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Yes, I always have a destination in mind. No, the information about the destination doesn’t 

change my opinion about the destination I have in mind; if I go there and I book something I 

already have a pre-made decision and won't change it because of information that the 

website can have. So, I would say i am not affected at all by what the information they might 

give about the destination since I always have a set mind idea of where I want to go. 

 

6.While booking your travel which products do you usually acquire? 

 

I usually buy the plane tickets first, but I don't book the cars because I usually just go for 

weekends out and I don't necessarily need a car while I am there. Although for museums 

and shows, I book before to have it all ready before i go on that trip. I also book the houses 

and hotels in advance, but restaurants i just consult the app for the general ratings and don’t 

book them in advance because usually, i have no problem finding another one that i like.  

 

7. While booking your travels online do you usually took all the products at the same time or 

in separate times? if a website includes several categories of products do you use it?  

  

I probably buy them in separate times, with the first one I book is the flight, then the house 

and then the museums and the shows. I would probably not book it, because I prefer to 

search/browse a lot before booking to compare all different characteristics. I will go to 

several websites before booking, and in the end, I would say I most likely will book them all 

in different places because I usually get better deals. 

 

 

8. Have you ever acquired your travels through a physical store? If yes, what made you do it? 

if not, what are the factors that made you prefer other types of booking? 

 

No, I have never used it. First it is easier, I don't have to go there i can do it in my  house 

without having to move which makes it faster and more comfortable.  

 

9. What do you expect to obtain from traveling? 
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I expect to get new sorts of knowledge, meeting new people, knowing new people. After i 

came back from any trip I feel fresher, more willing to go experience new things even in the 

city i live in, Lisbon. So it makes me more curious and eager to live. 

 

10. What characteristics might influence the booking in one platform instead of the other? 

 

For me it is important for the website to be known, to be a famous platform that is used by a 

lot of users gives me more confidence to buy there. So, I would say, a trustful website is a 

huge plus to me, followed by better prices on the deals I am looking for. 

 

11. Which factors do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 

 

To make me purchase on a new provider I would probably be moved by lower prices,  but 

before I would definitely check for the reviews and ratings from other users before doing it. 

Also would check on google the name to see if it's credible.  

 

12. Do you search for feedback before booking your trip? Feedback from other users or just 

general ratings? 

 

I don’t check just the general ratings I will always read carefully all the bad and good reviews 

of users because they give me ideas and new perceptions of how it might be like to go there 

and what can i do there as the feedback gives me new visions for what I had imagined and 

its pretty useful when you dont know the place to know what will you encounter and what 

are the things to avoid, like scams or places to not visit because they are not worth it. So, I 

always check the comments of other users to give me a better perception of the place, 

regardless of being a hotel, or the platform itself. 

 

13. What should a booking platform provide you with for you to continuously purchase 

there? 
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These platforms should provide me with promotions,  reminders on my email. Usually, they 

send this emails about a destination that now has cool prices, but as I said before I am not 

moved by it; I usually have a destination in mind, so I don't feel influenced by it to purchase 

immediately, although I would say that some destinations might stay in my mind and when I 

have more financial capacity they would probably pop up in my mind and maybe in the 

future I will do it. Coming from a marketing background I would say that social media would 

have a more relevant impact on my decision than the email-marketing these platforms send 

me, I am rather moved by seeing the pictures and shares of my friends than a company 

sending me deals. 

 

 

Ricardo 

 

1. How old are you? 

 

I am 25.  

 

2. What is your current role? 

 

I am working in the Central Bank of Portugal( BdP)at the statistics department  

 

3. What is the meaning of travel to you? While traveling what are the things you consider 

more important? 

 

I guess, visit some place that is usually not the place you are used to going or living, i try to 

feel the atmosphere of that place while engaging with other people. To have time to dot 

things in a calm manner. not having to rush, to have enough days to really enjoy the place, 

to get to see what I want to see and not be stressed about; and lastly to be with good 

company.  

 

4. What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 
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My experience with online travels is usually good, I usually use this website(booking) to book 

all my travels. The options that are given to me to filter and sort, how intuitive the website 

is, the user interface, and how many options pop up in a search. Some websites just provide 

you with few options, and that is the drawback for me. 

 

5. When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant to your choice? 

 

I always have a destination in mind, I am usully flexible with the destination in the beginning, 

but as time moves on I tend to focus my attention on just one destination. but I would say 

mostly this content provided by these platforms doesn’t influence me, it makes just take me 

to do a short list and then after i get to choose which one suits me better and the people i 

am going with. 

 

6.While booking your travel which products do you usually acquire? 

 

Usually flights, hotel rooms or airbnb 

 

7. While booking your travels online do you usually took all the products at the same time or 

in separate times? if a website includes several categories of products do you use it?  

 

I usually book it in different times because it allows  more freedom to book one day just the 

flights and the rest I usually do it after. First flights than hotel, and so on. I prefer to use 

different platforms for different products, and also different times. I tend to use different 

platforms for different things because it allows me more freedom and i am more familiar 

with the features of some than on the others. 

 

8. Have you ever acquired your travels through a physical store? If yes, what made you do it? 

if not, what are the factors that made you prefer other types of booking? 
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No I don't think so.  Because it's more convenient to have it all in the same place and not to 

worry about using different. 

 

9. What do you expect to obtain from traveling? 

 

I expect to besides to relax, having fun and a good time with my friends.  I would expect to 

come back with the feeling of the place where I was, and to know a bit more and to widen a 

bit my perspectives from a future perspective. I hope to achieve after traveling, a better 

comprehension of how I am in the world and what I will do next. As an experience is a 

chance you have to know another place which for sure has many similarities to the one you 

live in, but also the differences it what makes you widen your horizons and think differently; 

To compare to the place you live in and to be able to do a parallel to where you live and also 

to relax and have fun. I think yeah you can gain new insights from the place you live in, but 

its hard to understand how does it affect you and how do you change, but for me yes, the 

possibility to do a paralel stands out as an opportunity to change and see new sides of the 

story. 

 

10. What characteristics might influence the booking in one platform instead of the other? 

 

If friends referenced me a new provider I would probably go and buy there. It is 

recommended by someone I will definitely trust it, otherwise, it's hard to change from the 

platforms that I usually use, since i already used them in the past I tend to stay there and use 

the same ones and would very hard shift to any other that I am not used to, won't usually 

use this platforms unless they have already been tried out by other people. 

 

11. Which factors do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 

 

The feedback I get from other friends is more important than feedback I would get online, so 

I tend to trust mostly my network and don't usually check the online feedback of other 

providers. Even if I have to pay a bit more i rather trust the website i know or it was 

recommended than go look for other websites i don't know. 



 

 
 

71 

 

 

12. Do you search for feedback before booking your trip? Feedback from other users or just 

general ratings? 

 

 

13. What should a booking platform provide you with for you to continuously purchase 

there? 

 

I would continuously buy there if that platform is able to fit in within my criteria, I usually 

continue to use a platform if i have already used it before, and trust is for sure the criteria 

that make me more likely to go again and buy there, not other factors. 

 

Rita 

 

1. How old are you? 

 

I am 23 years old. 

 

2. What is your current role? 

 

I work in a marketing, in a payment service company that assures the atm and the security 

payments on the internet in Portugal. 

 

3. What is the meaning of travel to you? While traveling what are the things you consider 

more important? 

 

For me travelling is exploring different cultures, visiting new places and not only seeing the 

landscape but also see how people behave in those countries and get to know the food and 

the people. I need to see the key places, and then going to typical local places where I can 

access the locals and feel like them. 
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4. What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 

 

I have booked flights, tours to go to different cities. I consider more important the prices and 

also features of the product I am buying. For instance, if i am doing a tour of a city i like to 

have a full description of how the itinerarium will be.  The thing i consider more important is 

the price followed by reviews of other users.  

 

5. When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant to your choice? 

 

Yes, when I go to book a destination I already have it in mind and won’t change. Even if that 

booking platform provides me with a nice city tour of a city i wouldn’t change the 

destination i have in mind, but maybe it can give me an idea for a next journey if it suits my 

personality and desires. 

 

6.While booking your travel which products do you usually acquire? 

 

I tend to buy flights, hotels/Airbnb, hostels and maybe tours…. but i never buy the cars or 

something like that just the essentials to get me going. If i also need to go to a museum i 

would also book it online instead of buying it there, to save me time and money. 

 

7. While booking your travels online do you usually took all the products at the same time or 

in separate times? if a website includes several categories of products do you use it?  

 

Most of the times I buy the products in separate times and not in the same opportunity. 

Separate because I think if I book all in one iam being tricked,so i rather look more times 

even to the same platforms and consult different options in order to obtain a better deal. 

No, I would def not buy it all at the same platform or time, i prefer to do it separately. also 

because i like to see for example all the trains available and then decide which one suits me 

better, the same for planes, if i book it all at the same time i think i am being “scammed”, in 
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the way that i might no be getting the best deal possible; so i always check for different 

products in different platforms. 

 

8. Have you ever acquired your travels through a physical store? If yes, what made you do it? 

if not, what are the factors that made you prefer other types of booking? 

 

I have used a traveling agency, or its more a tourist store that sold excursions. I was already 

there on sight so i didn't have the information previously and i took the chance of buying the 

journey trip there. 

 

9. What do you expect to obtain from traveling? 

 The sense of adventure, also it gives me calm and then i can also come back and feel that I 

am well because, when I am here I am always thinking I should be traveling and enjoying, so 

it works as kind of an escape to the routine days to think that I went there and can imagine 

the sensations I felt while there and what me made it enjoy it so much. 

 

10. What characteristics might influence the booking in one platform instead of the other? 

 

I like the clean look, easy and accessible to get what I want and need. Also, when its well 

explained  

 

11. Which factors do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 

 

If I don't know the website, maybe some friends who told me about it otherwise I wouldn’t 

buy it there. 

 

12. Do you search for feedback before booking your trip? Feedback from other users or just 

general ratings? 

 

I usually tend to trust the website, but I think when I am paying I check for feedback and the 

checkout; I remember I should check it out, so I will go google it and see if it's credible. I 
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would say I usually check the feedback from other users about that platform at the last 

minute but its the payment that triggers in me the necessity to check for trust on that 

website. I usually don't look at reviews of the products, like if an airliner is good or not, its 

more like it the booking platform is trustworthy or not. 

 

13. What should a booking platform provide you with for you to continuously purchase 

there? 

 

It need to have the payments that I am used to, secure payments make me more willing to 

go book and buy again there. For instance, on hostels, I am loyal to hostel world but I don't 

know because it's easy; but not because they are always sending emails, its just I trust this 

platform; So in order to make me continuously go there the first purchase is essential to 

make me feel safe and that I can go back there and buy again. I don't like to receive 

newsletters it won't change my opinion on anything, I receive them all the time, maybe 

because it's on my mind since I receive the newsletters. So, I would say the fact that that 

platform is in the top of mind and i already used it will be the key factors to make me loyal to 

this brand. 

 

 

Lucia 

1. How old are you? 

I am 25 years old. 

 

2. What is your current role? 

I am an account manager of the Portuguese market of a hostel booking company, called 

hostelsclub.com, and I am also studying, finishing my masters right now. 

 

3. What is the meaning of travel to you? While traveling what are the things you consider 

more important? 

 

I love traveling, I think traveling was shaped my personality because traveling was changed 

the course of my life because, for instance, I have worked abroad for a year and I grabbed 
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this opportunity since I had experience with traveling the company was looking for someone 

who would speak Portuguese. When I travel I like to really know the culture, to try the food, 

not only to go to the main places but also to get the feeling what is to live in a place; I would 

go check the things you do there, i would like to go see a show and to do anything that 

probably would make me understand why is this culture like this. 

 

4. What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 

 

I’ve tried several platforms and I have one that is my favorite. I would go to the one who was 

a wider offer, also I have chosen one platform instead of the other because i am in a a rush 

and I need to do it faster and I am already experienced with that one. Also, if a platform is 

mobile friendly and making the reservation becomes an easier process I would do it if in this 

case I am rushing and don't have a lot of time. 

 

5. When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant to your choice? 

  

Usually, i have a destination in mind. Not always, i was looking for nice places to travel to the 

last time I did it, because I was more letting myself on the discovery of what may be close to 

Portugal i could go to. if i find a really nice and cute hotel i might probably go there and 

experience it. I would say it does not influence directly, but i am reading it might give me 

ideas for new places,  and in the future, i will for sure remember and look for prices and 

availability; and it creates on me a desire to go there. 

 

6.While booking your travel which products do you usually acquire? 

Not really, I would say it doesn't influence. I would say first the flight and then 

accommodation but usually I don't deserve anything else. I am not really a planer so, i would 

say I wouldn't buy it there. If a platform makes a special offer by purchasing there all 

products I would maybe go there and buy it, but the price would influence me towards that 

action. As an example, if i would buy a pass for attractions and that pass would come with 

the accommodation and the price feels right I would feel tempted to take it attractions.  
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7. While booking your travels online do you usually took all the products at the same time or 

in separate times? if a website includes several categories of products do you use it?  

 

No, I don't think so. I was convinced by the web because I am not from a generation where 

you would go to a traveling agency. I don't understand why you would go to a travel agency 

because I have the perception that by going to a traveling agency the price might be higher 

than it is on the internet. I like the freedom of deciding where do I wanna go, and with an 

agency, I am restricted to a single place and cannot change my plans and I don't like to plan i 

like to follow my rhythm when looking at things and traveling. 

 

8. Have you ever acquired your travels through a physical store? If yes, what made you do it? 

if not, what are the factors that made you prefer other types of booking? 

 

 

9. What do you expect to obtain from traveling? 

 

I think the impact it was in my life is that it can offer me any other job, it can definitely 

influence my career. 

 

10. What characteristics might influence the booking in one platform instead of the other? 

I think the fact that is more or less offer and if it is mobile friendly. If it was great discounts. 

 

11. Which factors do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 

 

I usually check them but have a setup list of the ones I have previously used and then to use 

the same unless they offer me good pricing. Also references from friends might influence me 

on going to a   provider. 

 

12. Do you search for feedback before booking your trip? Feedback from other users or just 

general ratings? 
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13. What should a booking platform provide you with for you to continuously purchase 

there? 

 

I think the fact that is more or less offer and if it is mobile friendly.. If it was great discounts. 

Discounts are the most important thing for me, so by offering me that i would probably go 

there on a routine. 

 

 

Ines 

1. How old are you? 

I am 23 years old. 

 

2. What is your current role? 

I work in advertising in Lisbon as a copywriter.  

 

3. What is the meaning of travel to you? While traveling what are the things you consider 

more important? 

 

I can easily reach a different place, quite easily and get access to a different culture and 

habits; new language. It depends sometimes i like to travel by myself, and i get some stuff 

from that experience; By traveling with other friends it is also nice because I can experience 

the fun of going around with my friends, then will pay attention to details I have not 

previously regarded. With constant sharing of our ideas we are able to approach things 

differently and that makes the travelling experience rather interesting and enriching., and its 

a completely different experience. I consider  that the most important thing is me feeling 

connected to the place that i am visiting, doing some volunteer work or staying in someone’s 

house( a local habitant), or try to talk with the people that are from that place. 

 

4. What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 
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I have used several platforms and all of them. When I am traveling I consider the location of 

the room more important, I like it to be the closest possible to a train station or a metro; Its 

different if i am booking for accommodation i like to see that its not on top of the hill, and on 

the platforms its not available this kind of features that for me while carrying a bag for 

instance really matter. I like to know if its in the city center ot not but i dont want to carry 

luggage for a long time, so i rather stay closer to a metro station. if its a flight i really like 

when i can search for a specific time of the day and i can choose when its cheaper to go 

according to the hours. I also like when they provide me with the cheapest flight from x to y, 

so i can book it on that time. 

 

5. When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant to your choice? 

 

I think 75% of the times I have a destination in my mind, and the rest I really just have free 

time and I want to go somewhere that interests me. And that 25 % I want to be surprised 

with a cheap flight or a cheap accommodation. I would choose based on price instead of 

travelling for a certain destination, I want to be compensated by a cheaper price on this 

specific times. Finally, the traveling content provided by these platforms won't move my 

decision in any of the two cases I mentioned.  

 

6.While booking your travel which products do you usually acquire? 

 

Usually, buy flights and accommodation. Museum and and attractions I don't use this 

traveling booking platforms. 

 

7. While booking your travels online do you usually took all the products at the same time or 

in separate times? if a website includes several categories of products do you use it?  

 

I would add and purchase some products if am completely certain about a destination, for 

instance, if I am going to Copenhagen I know I will go to Tivoli, so I would buy it all together 

with the flight and hotel. The problem is that many times when it's in advance I still don't 

know what I would like to do when I am there. It depends if I am booking everything on the 
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day before, if that happens I am more likely to buy all the products at the same time. As I 

said, if I am booking all the things way in advance I don't like to book them because I have no 

clue where will I want to go or which kind of weather or things i want to do. 

 

8. Have you ever acquired your travels through a physical store? If yes, what made you do it? 

if not, what are the factors that made you prefer other types of booking? 

 

I have never used it, never booked it. I have the perception that it is more expensive and 

that I can’t choose, I just prefer to search online; I can go anytime anywhere, instead of 

going to a store and losing time, it is more convenient. I have all the offerings of the world 

and on a provider, I have to stick to some few. I feel the constraints about going to a store, I 

prefer than having just a selection of them available at the store.  

 

9. What do you expect to obtain from traveling? 

 

10. What characteristics might influence the booking in one platform instead of the other? 

 

I would say we book at those websites based on the fact they are famous. In Airbnb for 

example I know if i rent my house I will rent it and they will have insurance that covers any 

damage the guests might make. I know that they usually pay, so I trust on that. The biggest 

the company is the biggest insurance it should have… at least that's my perception. I also use 

some of the platforms because I don't know any others, I prefer to always go to the same 

because it's on top of your mind and you keep going to the same. Trust is very important, 

and also the fact that i can book or cancel the booking, also the price is fairly important. I 

also prefer to pay more and have an extension of the date of cancelation in order to change 

my mind if something happens. So for me, it is rather important to have the possibilities to 

change reservations, have good prices and trust that website. 

possibilities 

 

11. Which factors do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 
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I would do it if a provider is new, only if other friends have told me about their feedbacks 

with that platform. Also, the price would be a big game changer. Now i trust my friends so 

it's easy to go for their recommendations.  

 

 

12. Do you search for feedback before booking your trip? Feedback from other users or just 

general ratings? 

 

I would also google it and search if its trustable, I would allow myself to pay a bit more and 

have the certainty that it is a good platform. Some of these websites cancel your flights, and 

then the customer service is terrible to call to, extremely expensive to call there and they 

don't pick up. So yes, I rather pay a premium price and get a better experience, and if I trust 

the customer service of platforms I prefer to buy there always. 

 

13. What should a booking platform provide you with for you to continuously purchase 

there? 

 

If it gives me rewards for me to keep going there and buying stuff, like reward points that I 

can redeem after. Like Airbnb they give 20€ for the next trip, although they have a short-

term period to use which makes me upset since sometimes I don't have time to use it. But I 

would say that brand would still stay in my mind because they send me those discounts and I 

am tempted to think that their prices are cheaper and I end up buying it there. So it is again 

a question of being in the the top of mind. 

 

Dorian 

  

1. How old are you? 

I am 22 years old. 

  

2. What is your current role? 

I am a full-time student 
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3. What is the meaning of travel to you? While traveling what are the things you consider 

more important? 

  

Traveling means many things to me, first of all its free time. Spending free time abroad or in 

a new place that is changing from the everyday location. Enjoying the pleasure of traveling, 

to go somewhere new, to learn, to relax, to share moments with the people you like. The 

most important is the destination, the prices, because I am still a student so I don’t have an 

extensible budget. Than deciding for how long, to be able to decide either it is just visiting a 

city of taking my time on a new country. Transportation is also important to, because if I am 

traveling with friends it will be cheaper and practical, and with my parents it will be more 

comfortable and convenient. 

  

  

4. What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 

  

I book everything online, transportation I book it online since I can compare prices. What are 

the cheapest ways to get there. For accommodation, I mostly book using only one website, 

usually you are in the center, and they offer you nice features. The availability, the offerings 

for the time I need, and price. I like to read the comments from other people. 

  

5. When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant to your choice? 

  

I always have a destination in mind. I actually don’t use them at all. I am mostly looking for a 

precise destination because I have already in mind the destination I can go and I won’t be 

moved by one particular discount for another one. And I like to be free to visit what I want, 

don’t like to have suggestions of what to do, I like to discover it and do it by myself. I would 

love to go book without a destination, but mostly I don’t have time or money to do that. 

  

6.While booking your travel which products do you usually acquire? 
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I book transportation, accommodation and mostly just that. 

  

  

7. While booking your travels online do you usually took all the products at the same time or 

in separate times? if a website includes several categories of products do you use it? 

  

I try to book it all the sooner possible, the first two things to have as I said is the 

accommodation and transportation. Once you have that, I can be freer. I don’t book all the 

products at the same time because I believe the prices are higher, and it makes me think it is 

more expensive. 

  

8. Have you ever acquired your travels through a physical store? If yes, what made you do it? 

if not, what are the factors that made you prefer other types of booking? 

  

No, I have never done it. I think also its more expensive, less convenient, since I need to go 

there as ask for the travel I want for me. I can really choose it, they will select it for me and I 

won’t be able to choose it on my own, I can save the options in the internet and come later 

to choose it. I save time also. 

  

9. What do you expect to obtain from traveling? 

  

First, I expect to relax, to stop from my everyday life. It is to change to have a ball of fresh 

air. Then to discover new stuff, food. Discovering something that is unique from this place. 

  

10. What characteristics might influence the booking in one platform instead of the other? 

  

Maybe the price, the availability, if there are technical problems, if I can’t book I won’t try 

and try again. Special locations that no one has, that I can only find in that website. 

  

11. Which factors do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 
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If it a new website, I usually can give it one chance and see how it goes. If it goes well I am 

likely to go back, otherwise I would say I if there is a certification from other people. 

Certification from a outsider that I already know would make me trust it more. If its fully 

new, you can lose some money, or rent a fake. Price is influential but mostly if there is an 

opportunity for something no one has it, then off course availability, choice, if there are 

special services. 

Airbnb for instance with always breakfast, bikes included to go around, someone picking you 

up from the place where you arrive in the city. Otherwise, it doesn’t have any difference 

besides the price, and that’s fairly not enough for me. If  it is new it needs to have newer 

services, it will offer me some new advantage to book on it if someone doesn’t do that I 

won’t. I won’t go for a new provider for just the price. 

  

12. Do you search for feedback before booking your trip? Feedback from other users or just 

general ratings? 

  

I check every time for feedback. I read all the comments and general rating is considered less 

relevant for me. I rather lose sometime reading all the comments, because a 5-star hotel can 

be really good but for some people somethings are more relevant than to other and by 

reading the comments you can have access to what are the things important to you and 

decide from there on. 

  

13. What should a booking platform provide you with for you to continuously purchase 

there? 

  

Some platforms already have loyalty programs, but for instance Airbnb doesn’t have it only if 

you search for it and they will after send you an email saying are you still looking for certain 

destination, we have some offerings for you. There is for instance a platform who sends me 

emails every week about paradisiac destinations, and I dream of it, but promotions can 

impact. Although, I wouldn’t like to receive newsletters, but maybe something that forecasts 

what I don’t know I want, but eventually I will want. Good ideas of places to go, they know 

that I am in this country and they can send me offerings while I am there. Relevant 

information about traveling to me, not general communication. 
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Luis 

1.How old are you? 

25y.o. 

 

2. What is your current role? 

Student 

  

3. What is the meaning of travel to you? While traveling what are the things you consider 

more important? 

For me, travelling means an opportunity to break all habits and disconnect from my daily 

routine and obligations. The main goal, however, is to make direct contact with another 

culture (whether or not you’re familiar with it) and, if possible, to experience something 

you’ve never experienced before. I suppose that the purpose of this cultural interchange is 

to learn how other people face the different facts of life, and how those views may persuade 

you to lead a different life yourself. When travelling I always appreciate not having a fixed 

schedule. I enjoy the idea of having so many suggestions of places to go that I cannot 

possibly visit them all. Therefore, I decide where to go next depending on my mood and 

what is more convenient at the time. Of course, this level of freedom implies that you have 

made an extensive research about the city you’re about to visit beforehand, otherwise you’ll 

be overwhelmed by this foreign country, not knowing where to go next. 

  

4. What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 

Given the way I like to travel I do most of my online booking with little advance, sometimes 

on the very same day. This means that most of the time I have little or no references 

regarding the hostel or the transportation company I’m about book. In these cases I rely on 

sites such as booking.com or the overall layout and presentation of that service’s online 

domain. Affordability is also an important concern. 

  

5. When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant to your choice? 
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I have never considered travelling content other than what I already had in mind, since I 

seldom browse travelling websites for bargains and opportunities. When I visit them to book 

my travels I have previously decided on the destinations. 

  

6.While booking your travel which products do you usually acquire? 

Accommodation and transportation: both in one if the distance allows and warrants it. 

  

  

7. While booking your travels online do you usually take all the products at the same time or 

in separate times? if a website includes several categories of products do you use it? 

I book most travel services at separate times. I don’t check for recommendations related to 

other categories, I’d rather book them separately. 

  

8. Have you ever acquired your travels through a physical store? If yes, what made you do it? 

if not, what are the factors that made you prefer other types of booking? 

Personally, I haven’t, but I already travelled with other persons that having resorted to these 

kinds of store, booked my travel for me. They argue that through these organised group 

tours they can make the most of their time without having to worry about what to do next. 

They also maintain that this is the most reliable way to travel, in the sense that you don’t 

have to stand in enormous cues and can depend on tour guides for problem solving. I prefer 

to make my own decisions and being able to make choices about the places I want to visit 

next, even if that means having to deal with the unexpected. 

  

9. What do you expect to obtain from traveling? 

Aside from having a good time, I expect to learn about different cultures and to visit 

beautiful and interesting places.I expect all purchased services to be punctual and to fulfil 

my expectations. 

  

10. What characteristics might influence the booking in one platform instead of the other? 

Layout and presentation, recommendations, payment options, language accessibility 
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11. Which factors do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 

Not really, especially in countries with fewer tourists where well-known websites such as 

booking.com have little or no presence I mostly rely on instinct when dealing with an 

unknown provider. Again, the characteristics I usually look for are: layout and presentation, 

recommendations, payment options, language accessibility. 

  

12. Do you search for feedback before booking your trip? Feedback from other users or just 

general ratings? 

I search for both. Regarding user feedback I try to steer clear of the more opinionated 

comments and search for comments with average rating. 

  

13. What should a booking platform provide you with for you to continuously purchase 

there? 

Reliability, accessibility, good search tools, wide range of payment methods and of course 

the best prices. 

  

Mariana 

 

1. How old are you? 

I’m 22 years old. 

 

2. What is your current role? 

Working student 

 

3. What is the meaning of travel to you? While traveling what are the things you consider 

more important? 

Since traveling, for me, means unraveling the unknown, I always try to get the most out of 

the places I visit. Even if I’m repeating the destination, I always try to have an encompassing 

experience. For me it’s about “breathing” the place as much as I can in order to “collect” 

unforgettable experiences. While traveling, per se, I only need an OK room near transport 

facilities.  
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4. What is your experience with booking online travels? Regarding your traveling experience 

booking can you tell me what are the most relevant aspects for you? 

All my online booking experiences went well.First of all, the platform must inspire trust and 

have a simple booking process. Trust here plays an important role, because if it happens 

something going wrong, I need to make sure that costumer service will help me right away. 

After these aspects, the decisive factor between platforms is the price-quality ratio. 

 

5. When you book your travels do you have a destination in mind? Traveling content that is 

provided by the online booking platform is relevant to your choice? 

I always have the destination in mind, but sometimes cheap flight prices highlight new 

traveling options that I had not in fact considered. Let me tell you what I think about this 

content marketing process: I think it is a never ending cycle that plays a lot with nostalgia 

and connects the pre and post-traveling experience. I am always receiving newsletters about 

previous destinations and despite booking after reading a newsletter had never happened to 

me, it activates the great memories I have from X city and my despite to ”pack my things and 

go” rises insanely. 

 

6.While booking your travel which products do you usually acquire? 

Flight/bus/train tickets and accommodation. 

 

7. While booking your travels online do you usually took all the products at the same time or 

in separate times? if a website includes several categories of products do you use it?  

Rare were the times I booked separated products such as flight returns. It never happened 

to book all the products in one platform even if I book there. 

 

8. Have you ever acquired your travels through a physical store? If yes, what made you do it? 

if not, what are the factors that made you prefer other types of booking? 

Never. Sometimes tour operator packages don’t give me the freedom of choice and the 

price I am looking for – I feel it is like pre-prepared food. 

 

9. What do you expect to obtain from traveling? 
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I am sorry to repeat myself, but as I said: I am always looking for more culture and 

unforgettable experiences. 

 

10. What characteristics might influence the booking in one platform instead of the other? 

After the trust and simple booking aspects, the decisive factor between platforms is the 

price-quality ratio. 

 

11. Which factors do you think might influence a purchase on a new provider? Do you 

perform a background check for unknown websites? 

 Friends, qualified bloggers or media have an important weight on embracing a new 

provider. 

 

12. Do you search for feedback before booking your trip? Feedback from other users or just 

general ratings? 

For sure, I never skip peer reviews.   

13. What should a booking platform provide you with for you to continuously purchase 

there? 

About accommodation - products that match the peer reviews so I don’t get disappointed 

when it comes to experience the product and I also think that real-time booking calendars 

(as Airbnb) are really useful features that help me managing the trip, because I am tired of 

reading” SOLD OUT”. 

 
 


