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ABSTRACT

Intensive use of social media has helped online travel agencies (OTAs) to
identify what things consumers find more relevant when planning their
vacations online. Several online companies have emerged and started
competing with well-established players in this market. However, unlike
in developed countries, where online tourism seems to have already reached
maturity, in emerging countries - such as Brazil - the e-market is still tiny,
but with great potential. In this study, we analyze the effects of brand and
online reviews on consumer trust and purchase intention for OTAs in Brazil.
We conducted a 2 x 2 factorial design experiment comparing well-known
and lesser-known brands with the presence (or not) of online reviews. Our
results indicate that brand equity is the primary driver of trust, although
online reviews are very important to consumers of lesser-known brands.
We also confirmed qualified antecedents of trust that drive consumer’s
purchase intention. The study provides useful information for start-ups,
small businesses, and larger and well-known companies to set up their
e-commerce strategies.
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1. INTRODUCTION
With the popularization of social networking sites (SNS), several changes have occurred in the
process of exchanges between people and companies, giving rise to a new type of e-commerce –
called s-commerce – that changed the way online shopping is made (Lin et al., 2017). S-commerce
makes use of social media to promote transactions with a collaborative environment (made up of
friends, relatives, acquaintances, or strangers) who share their online shopping experiences and
product and service related information. Specifically, in tourism and hospitality, the intensive
use of social media has helped organizations to identify what online consumers consider most
relevant when planning their vacation.
However, the presence of comments, reviews, and recommendations, defined by Hajli (2015)
as s-commerce components (SCC), is not yet fully understood by academia and the business
community. The online environment has reduced barriers to entry, and made possible the
emergence of a large number of companies dedicated to s-commerce (Kim & Park, 2013),
that has allowed small businesses and lesser-known brands to compete with well-established
brands in the market (Alhulail et al., 2018). Complementarily, several studies have shown that
the brand image of both traditional and online businesses affects consumer behavior in services
(Aghekyan-Simonian et al., 2012; Lien et al., 2015). According to them, consumers are more
likely to buy online goods and services from well-established brands than from unconsolidated
companies including hospitality.
The search for hotels and tourist destinations has changed sorely since the rise of the Internet,
which has led online travel agencies (OTA) and hotel websites to grow considerably in recent
years. In this sense, consumer’s trust in virtual business is mentioned constantly in the literature as
a decisive element for the formation of positive attitudes towards online shopping (Kim & Park,
2013). According to Ponte et al. (2015), trust is one of the most relevant factors for conducting
tourism-related business online as it reduces the uncertainty associated with online consumption
and favors the consumer’s predisposition to buy. In this new business environment, the presence of
s-commerce tools and the brand of website can be identified as two relevant factors that influence
consumer’s trust and purchase intention as trust is considered a key factor in the structuring of
tourism products and services websites (Agag & El-Masry, 2017; Filieri et al., 2015). A strong
brand can facilitate the attraction of new customers who feel more comfortable in making a
purchase decision (Ling et al., 2010) a as the presence of social media tools can influence the
consumer’s decisions (Yan et al., 2016).
In developed countries, online tourism is already consolidated. On the other hand, in emerging
countries such as Brazil the e-market is still small but with great potential. With digital insertion,
online bookings continue to increase in Latin America, making it easier for travelers to connect
to products and experiences (Deloitte, 2018). More specifically to Brazil, digital media constitute
the main source of information for foreign and Brazilian tourists who, due to easy access to the
Internet in most destinations, can now organize their own trips. The Brazilian online tourism
market reached US$10 billion in 2016, a 73% increase since 2013, growing about 15% per
year (Ebit, 2017). Among tourists who visited the country for leisure reasons or business in
2017, around 80% did not use traditional travel agencies for organizing their trips using only
the Internet (Brazil, 2018).
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The tourism industry has proven to be a very important sector that has created employment
and income in several nations. In developing countries, even though it represents an important
economic force, tourism and hospitality still require some attention. This is mainly due to the
problems involving infrastructure, scarce resources, political unstable environments, consumers
with low education and income, and the presence of a variety of non-branded products and
services (Pels & Sheth, 2017). In this scenario, travel and tourism agencies and operators are
especially relevant, forming one of the most important links in the chain for the development
of the sector. This segment in Brazil comprises around 36,000 companies, being 99.5% small
businesses (Sebrae, 2017).
This context justifies this research, since the results of studies conducted in mature economies
do not necessarily apply to developing ones (Lima et al., 2020). In fact, there is a vast literature
defending that consumers from emerging countries tend to behave differently from those in
Europe and the US, and that it is not possible to generalize previous findings, especially regarding
the tourists’ expectations (Burgess & Steenkamp, 2006; Pels & Sheth, 2017). Currently, 80% of
world consumers live in emerging markets (Burgess & Steenkamp, 2006), with Latin America
being one of the most neglected areas in this type of research (Fastoso & Whitelock, 2011).
The earlier studies on online tourism focused on comparing the travel agencies and hotel
brands’ websites (Lien et al., 2015). However, as far as we know, there are no studies involving the
combination of different brands (in this case, lesser-known and well-known) with the presence
(or not) of s-commerce components on user trust in emerging markets. Given the importance
of brand and s-commerce components to consumers on the online tourism industry, and the
scarcity of prior studies in this context, we aimed to investigate how brands and online reviews
influence the Brazilian consumer’s trust and purchase intention on OTAs. So, we conducted an
experiment involving different virtual shopping scenarios analyzing the conjoint effects of brand
and online reviews of Brazilian OTAs on consumers’ trust and purchase intention.

2. THEORETICAL BACKGROUND
The popularity of social media, and the growth of SNS, have stimulated the development of
many s-commerce platforms. As a result, e-commerce has changed as a form of social-mediated
commerce that involves convergence between online and offline environments (Shanmugam et
al., 2016). Currently, websites generally provide a variety of social media tools, including referrals
and recommendations, ratings and reviews, and forums and communities, which are the main
social commerce components (SCC) (Hajli, 2015). Alhulail et al. (2018) indicate that there are
two distinct models of s-commerce. The first one is made up of SNSs like Facebook and Twitter,
which have enhanced their business capabilities to help people shop whilst interacting with one
another; and the second model brings together traditional e-commerce websites such as Amazon,
Walmart, and Booking.com that have been enhanced with social features (including spaces for
entering recommendations, comments, and the presence of rating systems) that help people
socialize while shopping. This research specifically studies the second type of s-commerce, since
most business transactions around the world follow this type of model (Alhulail et al., 2018).
Nowadays, the Internet has proven to be an important platform for the distribution of tourismrelated products and services, providing a great opportunity for travel companies to succeed.

Overall, the tourism industry has witnessed a progressive shift from traditional booking channels
to online distributions, with online travel agencies, also known as third-party booking sites, being
the main driving force of this new business environment. Online tourism can be considered as
the integration of tourism and Internet technology, referring to all tourism-oriented web-based
business systems (Zhang et al., 2011), such as hotel reservations, online purchase of airline
tickets, and choice of travel destinations. In this environment, social media is increasingly used
by consumers to search for information, compare alternative products and services and make
decisions about activities such as hotel selection and travel planning (Sparks et al., 2016).
When planning a travel, consumers search for rich information about destination and
accommodation alternatives, and with the growth of OTAs, users are getting virtually all the
information they need very easily and quickly. In a study performed by Hernández-Méndez et
al. (2015), more than half of respondents said they were influenced by travel comments posted
by other Internet users when choosing a destination. Thus, new markets constantly emerge, with
more participative, interactive, and active consumers having the power to choose what to buy,
even if they are geographically distant, which is enhanced by the Internet.
According to Hajli (2014), practically all transactions require some component involving trust,
especially the purchase decision process that occurs in virtual environments. To Kim and Park
(2013), s-commerce intends to build trust among its users to induce buying and recommendation
intentions, but not only on selling products and services. Therefore, trust should be considered
a priority, as it plays a key role in online interactions. Some studies have indicated that quality
perceptions about the website, the company reputation and even the social aspects that favor
user interaction in an online environment can influence consumer trust and consequently the
purchase intention (Agag & El-Masry, 2017; Chang & Chen, 2008).

3. HYPOTHESES AND RESEARCH MODEL
The literature has pointed out trust as one of the most important determinants of s-commerce
success (Hajli, 2014; Kim & Park, 2013). On the other hand, Chang and Chen (2008) pointed
out that a lack of trust can affect the consumer’s purchase intention until they gain the knowledge
necessary to develop enough trust to recommend or shop from the website. Morgan and Hunt
(1994, p. 23) conceptualize trust when one party has confidence in an exchange partner’s integrity
and reliability. Kim & Park (2013) complement this concept defining trust as the willingness of
consumers to trust in the seller’s ability, generosity, integrity, and predictability, in which the seller
would take favorable actions for its customers regardless of their capability to monitor or control
it. As suggested by the literature, trust plays an important role in e-commerce, being influenced
by several characteristics such as firm reputation, word-of-mouth, and website information
quality, as explained hereafter.

3.1. Reputation
Firm reputation is defined as customers’ perceptions of to what extent a company is honest and
concerned about their welfare (Doney & Cannon, 1997). In s-commerce, users tend to consider
the company’s reputation as an important determinant in assessing trust in the company, and when
purchasing products or services (Kim & Park, 2013). As well, previous studies with e-commerce
and s-commerce firms have already demonstrated a close relationship between reputation and
trust l (Kim & Park, 2013; Maia et al., 2018; Maia et al., 2019). As in other industries, travel
agencies have clients with a strong sense of risk and uncertainty, especially because they cannot try
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the travel product they want in advance. Thus, establishing a good reputation becomes important
for any company interested in encouraging their customers’ purchases (Chang, 2015). In this
sense, a good reputation increases the customer’s trust in the company, serving as an important
indicator of the quality of products and services offered by online tourism companies. Based on
these, we propose the following hypothesis:

• H1: A company’s reputation will positively influence consumers’ trust in online travel agencies.
3.2. Information Quality
Information quality refers to the latest, accurate, and complete information provided by a
website to its users (Kim & Park, 2013), being related to the usefulness, relevance, and accuracy
of the information available in the website as suggested by Maia et al. (2019). Kim and Park
(2013) also suggest that, in s-commerce, the information quality present on the website is another
important factor of consumer trust. Thus, a website that provides its customers with high-quality
information has the chance of being considered a reliable company by these customers. To Liao
and Shi (2017), an online tourism service must include friendly websites, presenting clear and
relevant travel information, logically classified into different categories, such as flights, hotels, and
tours. In the Filieri et al. (2015)’s study, information quality was considered the main antecedent
of trust in tourism websites, being that information accuracy is a powerful determinant in the
traveler’s decision-making process. In this sense, consumers will tend to trust websites providing
timely and accurate information. Therefore, we propose the following hypothesis:

• H2: The website’s information quality will positively influence consumers’ trust in online travel
agencies.

3.3. Positive e-WOM
Hajli (2014) conceptualized e-WOM (electronic word-of-mouth) as a construct of social
commerce that provides word-of-mouth information to users through recommendations and
references, ratings, reviews and comments in forums and online communities. Additionally, Wang
and Yu (2015) defined e-WOM communication as the user-generated content that transmits
positive or negative information related to sellers and products/services that are disseminated
and shared online. E-WOM can be found in different formats and channels, being expressed
through text, verbal, visual messages, or a combination of them (consumer photo and Instagram
comment, for example).
The striking feature of s-commerce websites is the presence of different mechanisms that
allow consumers to evaluate sellers and share information (analytically or synthetically) with
other users who surf the website (Wang et al., 2016). Thus, online recommendations can also
be considered a factor that influence consumer trust, since they share experiences and comments
besides buying products and services (Kim & Park, 2013). Studies have shown that the positive
electronic word-of-mouth available through digital social media, also called e-WOM, increases
the level of trust in new products among Internet consumers (Hajli, 2014). Based on these
arguments, the following research hypothesis is proposed:

• H3: Positive e-WOM will positively influence consumers’ trust in online travel agencies.
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3.4. Purchase Intention
Kim and Park (2013) define purchase intention as the likelihood of the future purchase of a
product or service. The relationship between trust and purchase intention has been investigated
for a while. Yoon (2002), for example, analyzed a diversity of trust antecedents (such as transaction
security, website features, and search functions), consequences (c.f. purchase intention), and
mediating variables (c.f. website awareness) concluding that trust in the website has a significant
effect on online shopping intentions. More recently, Maia et al. (2019) analyzed the effects of
trust and price on the purchase intention of Brazilian consumers in s-commerce. In this study,
trust was identified as the main antecedent of consumer’s purchase intention, followed by
competitive prices.
As claimed by Doney and Cannon (1997), buyers’ trust in a seller is perceived as a key factor
that significantly influences their purchase decisions and intentions; this is complemented by
Kuan and Bock (2007), which suggest that high levels of trust lead to great intentions to buy
products and services, especially in the online marketplace. In online hotel reservations, purchase
intention reflects the desire of a consumer to book a room through the website. In general,
customers expect the hotel to provide the services promised on the website, and the expectation
depends on the trust they place on the website (Lien et al., 2015). In this regard, we present the
following hypothesis:

• H4: Trust will positively influence consumers’ purchase intention in online travel agencies.
In addition to these direct effect hypotheses, we add indirect relationships (which were
manipulated and tested in this study), such as the brand of the online tourism company (wellknown or lesser-known) and the presence (or not) of s-commerce components on tourism websites.

3.5. Brand
Previous research has investigated the impact of brand equity on consumer’s behavior in the
service sector (Aghekyan-Simonian et al., 2012; Lien et al., 2015), being consumers more likely
to buy products and services from brands already established in the market. Due to the intangible
elements of the hospitality industry, the hotel name or brand and on-site amenities are important
aspects that can influence customer behavior. To develop a strong brand, a hotel must build its
image to differentiate itself from other players and communicate key benefits to its customers
as well (Lien et al., 2015). In this sense, the website brand can affect the subjective perceptions
of consumers and their consequent behaviors, being the more favorable the brand image, the
more positive the attitude towards the company and its attributes (Aghekyan-Simonian et al.,
2012). Therefore, the following hypotheses are proposed:

• H5a: A well-known brand will positively affect the company’s reputation.
• H5b: A well-known brand will positively affect the website’s information quality.
• H5c: A well-known brand will positively affect the positive e-WOM.

293

3.6. S-commerce Components

19
294

In addition, consumers search in the online environment for what other people say and value
about their experiences with a website. Thus, the s-commerce components can also be used as a
tool to build a company’s reputation and mitigate the consumer’s perception of uncertainty about
products and services (Grund & Gürtler, 2008). More specifically, online tourism companies
allow their customers to post reviews as well as search for other customers’ opinions, which have
made these comments increasingly decisive at the time of purchase (Sparks & Browning, 2011).
In this context, consumers may find online reviews available on social media useful when making
their decisions (Shan, 2016). To investigate this relationship, we address the following hypotheses:

• H6a: The presence of s-commerce components will positively affect the company’s reputation.
• H6b: The presence of s-commerce components will positively affect the website’s information quality.
• H6c: The presence of s-commerce components will positively affect the positive e-WOM.
Next, we present our research model, containing the six proposed hypotheses which will be
tested empirically in the study, as shown in Figure 1.

Figure 1. Research Model

4. METHODOLOGY
This study is a quantitative research, defined as a laboratory experiment, due to the manipulation
of some variables to create different scenarios, such as company brand (well-known x lesserknown) and the presence or absence of s-commerce components.

4.1. Experiment Design
The experiment was conducted in a controlled environment, using a 2 x 2 factorial design,
containing the following manipulated variables (between subjects) in four fictional scenarios:
company brand - 2 levels (well-known company website and lesser-known company website) and
presence of s-commerce components - 2 levels (with no comments, ratings or recommendations;
and with comments, ratings or recommendations). The website structure was the same for all
scenarios, with the company’s logo on the top of the website being the only difference among
them. The characterization of each controlled variable used in the study was as follows: (a)
Well-known site: characterized by a picture of the Booking.com website; (b) Lesser-known site:
characterized by the photo of ViajarBarato reservation website; (c) with components of social
commerce: characterized by the presence of positive, neutral, and negative opinions, evaluations
and recommendations from other customers regarding the company and its products offered
on the website; and (d) without components of social commerce: characterized by the absence
of opinions, evaluations, and recommendations of other customers regarding the company and
products offered on the website. Appendix A provides two different scenarios as examples.
As a form of recruiting participants to the experiment, we sent messages to different social
media groups inviting their members to participate in a study about e-tourism. The possible
acquisition of a tour package was offered to participants through an OTA. Those who accepted
the invitation were directed to the link corresponding to one of the four proposed scenarios,
which, after viewing, was evaluated through a questionnaire containing demographics and some
questions regarding their online shopping behavior, as it related to travel or tourism. As a way of
confirming that the scenarios presented in the survey were adequate for the study, a manipulation
check was added with a simple choice question (yes/no) by asking if the respondent “knew
the website” on which he/she was browsing. The objective was to verify that the manipulation
performed was correct. The scenarios were randomized from a robot, which counted the number
of answers obtained, directing the next participants to the scenarios with the fewest answers.
The data was collected in 2019.

4.2. Development of the instrument
The research questionnaire was developed from constructs previously identified in the literature.
Except for “positive e-WOM”, which was proposed by Maia (2019), all other constructs were
adapted from Kim and Park (2013)’s work. The questionnaire was first analyzed by three specialists
in Tourism and IT, aiming to minimize possible inconsistencies regarding the meaning of the
items and other questions inserted in the instrument. The questions were operationalized using
a five-point Likert scale ranging from “strongly disagree” (1) to “strongly agree” (5). Following,
a pre-test of the instrument was performed with ten Masters in Administration students, with
previous experience in searching or purchasing tour packages through OTAs. We defined as the
inclusion criteria that participants should be of legal age and have searched or made online purchases
on travel and tourism websites in the last year. Data was collected by convenience, being the
sample classified as non-probabilistic. We obtained 208 valid cases after the data collection. The
questionnaire presenting the items, references, and descriptive statistics is available in Appendix B.

4.3. Participants
The sample consists of 140 (67.3%) women and 68 (32.7%) men, with a mean age of
37.4 (± 11.8) years. The predominant income ranges from 1 to 3 Brazilian minimum wages
(22.1%), 3 to 5 Brazilian minimum wages (26.4%), and more than 7 Brazilian minimum
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wages (30.3%). Participants were predominantly graduates (61.1%), followed by respondents
with completed higher education (22.6%), mostly married (49%) or single (42%). In addition
to socio-demographic characteristics, some aspects of buying and searching habits of tourismrelated products are highlighted. Regarding the frequency with which they make tourism trips,
the groups of respondents that travel from 1 to 3 times per year (62%) and less than once a year
(29.8%) stood out. Regarding the number of times they have already purchased products or
services through OTAs, the largest group said they bought more than 9 times (32.7%), followed
by respondents who have bought up to 3 times or 3 to 6 times (26%). The top search websites
that are frequently used by respondents are Booking.com (73.1%), followed by Decolar.com
(59.6%) and TripAdvisor (30.3%). The groups corresponding to the four scenarios were compared
for profile and consumption habits using the Chi-square test and no significant differences (p >
0.05) were found among them.

4.4. Instrument Validation
Following, we performed the validation procedures. Confirmatory Factor Analysis (CFA) was
conducted using the SmartPLS 3.0 software (Partial Least Squares) structural equation modeling.
The validity and reliability of the items and constructs were assessed by examining the loadings of
items on their respective latent constructs. All of them loaded heavily and significantly (p < 0.05)
on their respective constructs, indicating individual item reliability (Table 1). The reliability of the
scales was evaluated using Cronbach’s alpha and the Composite Reliability Index – CR (Table 2).
The scores exceeded the minimum threshold level of .70, indicating good internal consistency.
Table 1
Factor loadings

Trust

Purchase
intention
Information
quality

e-WOM

Reputation

Item

Trust

Purchase
Intention

Information
Quality

e-WOM

Reputation

TRUST1

.940

.720

.742

.801

.757

TRUST2

.935

.753

.679

.760

.820

TRUST3

.951

.756

.698

.785

.764

TRUST4

.858

.624

.680

.701

.588

BUYINT1

.749

.943

.635

.684

.702

BUYINT2

.746

.964

.612

.664

.711

BUYINT3

.731

.959

.588

.649

.673

QUAL1

.660

.513

.884

.723

.527

QUAL2

.656

.573

.891

.724

.559

QUAL4

.686

.602

.865

.689

.595

EWOM1

.760

.627

.741

.887

.701

EWOM2

.659

.561

.667

.855

.638

EWOM3

.729

.625

.683

.885

.583

EWOM4

.747

.626

.741

.880

.650

REPUT1

.730

.640

.542

.629

.940

REPUT2

.788

.693

.654

.783

.910

REPUT4

.686

.679

.561

.604

.916

Brand and s-commerce Components (SCC) are dichotomous variables, which have been
transformed into dummies to simulate the four scenarios in the structural model. Thus, there
are no validity and reliability assessments, as is done in the case of reflective indicators, since for
formative indicators the correlation is not expected (Hair et al., 2017). Next, the convergent
validity was verified using the Average Variance Extracted (AVE) criterion, which exceeded the
minimum threshold level of .50 (Table 2), converging to a satisfactory result. This result is ratified
by the incidence of higher factor loads in their respective constructs (Table 1) than in the others.
We further evaluated discriminant validity by the criterion of Fornell and Larcker, which assumes
that the square root of the AVE (diagonal of Table 2) exceeded its inter-construct correlations.
Table 2
Correlation Matrix and Reliability Assessment of Constructs
Cronbach’s
Alpha

CR

AVE

Trust

Purchase Information
e-WOM
Intention
Quality

Trust

.94

.96

.849

.922

Purchase Intent

.95

.97

.913

.777

.956

Information
Quality

.85

.91

.774

.759

.640

Reputation

.880

e-WOM

.90

.93

.768

.828

.697

.809

.877

Reputation

.91

.95

.851

.799

.728

.638

.734

.922

We took some steps to verify the existence of a negative effect attributed by the common
method bias - CMB (Harman’s test, analysis of correlations between the model constructs, and
the inclusion of a method factor in the model), as suggested in the literature (Podsakoff et al.,
2003), indicating that CMB is not a concern in this study. Finally, multicollinearity was assessed
among the independent variables using the variance inflation factor (VIF) scores, which ranged
from 1.0 to 3.72, suggesting that this is probably not an issue in this study. Following, we present
the main results and discussion of the study.

5. RESULTS AND DISCUSSION
The structural model was also analyzed by SmartPLS. Bootstrapping with 5,000 samples was
used to estimate the consistency of the model and the significant levels of the path coefficients.
Figure 2 presents the structural model, the R2 values of the dependent variables, as well as the
relationships of the model. According to the results (Figure 2), we found that a well-known brand
influences the three independent variables present in the model, strongly impacting Reputation
(β = .73; p < .000), e-WOM (β = .40; p < .000), and Information Quality (β = .39; p < .000),
showing a greater impact on company’s reputation. These results are consistent with previous
studies, such as Lien et al. (2015) who also identified the brand image as an important determinant
of trust, reflecting that an attractive and valuable brand affects the Brazilian consumer’s trust in
the product or service to be purchased in an OTA. In this sense, the website quality (measured
by the perception of its information quality) as well as the company’s reputation, and the social
aspects involved in e-WOM are significantly influenced by the online travel company’s brand.
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Figure 2. Research Model Results
Note: p > .05 = N. S. (no significant coefficients); p < .05 =*; p < .01 = **; p < .001 = ***.

When analyzing the simple presence of comments, evaluations, and recommendations, regardless
of whether the company is well-known or lesser-known, we found that online reviews do not
significantly influence any of the trust’s antecedents to the Brazilian consumers. Maia et al. (2018)
have already suggested that the mere presence of reviews and comments does not significantly
correlate with consumer participation in s-commerce. As explained by the authors, the important
thing is the content published by the peers - if they are positive or negative – that will affect the
consumer’s trust on the company. In the study conducted here, no significant association was
found between the presence of these components in OTAs’ website and reputation, e-WOM,
and quality of the website information. Ho-Dac et al. (2013) point out that when it comes to
well-known companies, evaluations and recommendations (whether positive or negative) have
no significant effect on sales of these companies, suggesting that such tools do not influence the
purchase decision of the consumers on these websites. In the hospitality industry, Vermeulen
and Seegers (2009) have identified that, for well-known hotels (such as Holiday Inn or Hilton),
exposure to ratings will hardly affect the company’s brand, as well as reviews of well-known
hotels, will have no strong persuasive effects. In other words, it is not enough to have room
for publishing comments or ratings on online tourism websites once what consumers look for
through these components is the quality of comments and ratings from true and reliable sources
that disseminate relevant content, built on with good arguments and recent and updated data
(Law et al., 2014).
Still analyzing the conceptual model, we realize that reputation (β = .39; p < .000), e-WOM
(β = .38; p < .000), and website information quality (β = .21; p < .000) significantly influence
the Brazilian consumers’ trust in online travel agencies, enhancing reputation and electronic
word-of-mouth as the main predictors of trust. We can say that company’s reputation, electronic
word-of-mouth, and website information quality account for 77.9% of the total variance of
trust on OTAs websites, representing a high degree of explanation, while trust explains 60.3%

of the variance of the consumers’ intention to buy. The significant impact of trust on purchase
intention corroborates other previously conducted online shopping studies (Ling et al., 2010),
demonstrating that trust is an important factor influencing online consumer decisions.
Analyzing the significance of the path coefficients present in Figure 2, we can see that the
hypotheses H1, H2, H3, H4, and H5 (a-c) were all confirmed. Therefore, the better the issues
associated with the company’s brand image are addressed, as well as its reputation, good comments,
reviews, and the website’s information quality about products/services offered in OTA websites,
the greater Brazilian consumers’ trust will be in the website and consequently the higher will
be their purchase intention. We did not confirm Hypothesis H6 (a-c) and its developments,
which implies recognizing that the presence of s-commerce tools, by itself, does not influence
consumer’s perception about the company’s reputation, the quality of third-party online reviews,
and the information quality of the website in online travel agencies. Therefore, we identified
that in Brazil the company brand is an important influencer of the consumer’s perception about
the quality of the service provided by OTAs. This result is consistent with the study of Mohseni
et al. (2018), who found that when online travel agency tourists are familiar with and familiar
with their travel brand, they report better shopping experiences and less risk than unfamiliar
brands. That is why the website’s brand influences purchase intention (Aghekyan-Simonian et
al., 2012; Mohseni et al., 2018).
Complementarily, a multi-group analysis (MGA) was conducted to test the influence of the
interaction between the brand and s-commerce components (Hair et al., 2017). We used the
well-known brand and presence of s-commerce components as moderating variables in the
model. Firstly, we analyzed the brand as an independent variable. At this time, the presence
of s-commerce components was included as a moderating variable, separating the model into
two groups: (a) one containing the scenarios with the presence of s-commerce components (n
= 100, representing 48% of the sample) and (b) the other containing the scenarios without the
presence of s-commerce components (n = 108, representing 52% of the sample). The multi-group
analysis showed no significant difference in any of the relationships of the model in which the
s-commerce components act as a moderating variable, with the results not being significant (p
> .05). In other words, we can say that the presence or absence of s-commerce components on
well-known websites has no significant influence on purchase intention, trust and its antecedents
(reputation, e-WOM, and information quality). Some studies have pointed out that when a
hotel brand is familiar to customers, it leaves roots and more intense memories in their minds,
diminishing the effect of online reviews as a source of credibility and trust in the website (Floh
et al., 2013). Still, Ho-Dac et al. (2013) enhance that online comments and ratings matter
less to strong and well-known brands in the market when compared to newer brands, which
corroborates the results of this research.
Second, we analyzed the s-commerce components as an independent variable, while the website
brand was used as a moderating variable (Table 3). The model was estimated by separating two
groups: (a) one containing the scenarios with the well-known website (n = 127, representing
61% of the sample) and (b) the other containing the scenarios with the lesser-known website (n
= 81, representing 39 % of the sample). In this case, using the multi-group analysis we identified
a significant difference with respect to the structural model (Figure 2), in two relationships:
the presence of s-commerce components on lesser-known websites influencing e-WOM and
company’s reputation.
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We identified that, on the lesser-known website, the presence of comments, ratings, and
recommendations appears to Brazilian consumers as a substitute for the brand, helping them
to assess the credibility and image of the OTAs website and its products. These components
become a way for the customer to realize the potential of the company when there is good and
positive feedback about the company and its products. In this sense, Ho-Dac et al. (2013) state
that positive reviews allow lesser-known brands to become more competitive and recognized,
which corroborates our results. In addition, Ye et al. (2009) report that when a consumer is
exposed to positive reviews and comments from other consumers, the likelihood of booking a
hotel increases, being even more significant in lesser-known hotels (Floh et al., 2013), where the
effect of online reviews replaces the status of known hotels or chains.
Table 3
Result of Structural Equation Analyses and Multi-group analysis (MGA)
Relationships

Lesser-know
website

Well-know
website

MGA

PC

p

PC

p

PC

p

SCC  Information Quality

.133

.230NS

-.060

.507 NS

.192

.077NS

SCC  e-WOM

.306

.002**

-.002

.978 NS

.309

.009**

SCC  Reputation

.231

.028*

-.042

.639

.272

.022*

Trust  Purchase Intention

.674

.000***

.778

.000***

.104

.911NS

Information Quality  Trust

.222

.022*

.206

.007**

.016

.462 NS

e-WOM  Trust

.380

.001***

.375

.001***

.004

.480 NS

Reputation  Trust

.335

.000***

.393

.000***

.057

.670 NS

NS

Variance explained (R2)
Trust

.676

.762

Purchase Intention

.447

.600

Note 1: Significance was estimated by bootstrapping with 5,000 repetitions in SmartPLS.
Note 2: PC: Path coefficient; p > .05 = NS (no significant coefficients); p < .05 =*; p < .01 = **; p < .001 = ***.

We also found that, unlike previous analyses, in the model involving the presence of s-commerce
components on lesser-known websites, e-WOM (β = .38; p < .000) became the main predictor
of trust, followed by reputation (β = .34; p < .000) and the information quality of the website
(β = .22; p < .05). The informative effect of good reviews and recommendations is stronger for
lesser-known OTAs than for the well-known. Besides, we observed that the relationship between
trust and purchase intention regarding lesser-known online travel agency websites was lower than
in the other situations analyzed, reinforcing the idea that a famous or well-known brand in the
market brings greater credibility to the consumer and, consequently, a greater intention to buy-we
found the same in the Brazilian context. Reputation, e-WOM, and information quality account
for 67.6% of all variance of trust in lesser-known online travel agencies. Trust explains 44.7% of
the variance of purchase intention of consumers in lesser-known online tourism agencies, still
representing a high degree of explanation, but less intense than in the other situations analyzed.

6. FINAL REMARKS
In the present study, we analyzed the influence of brand and online reviews on Brazilian
consumers’ trust and purchase intention in online travel agency websites. We carried out an
experiment through the elaboration of four scenarios, in which the brand of the online tourism
company (well-known or lesser-known) and the presence (or not) of s-commerce components were
controlled. We found the main factor affecting OTA consumers’ trust and purchase intention in
Brazil is the company brand – which is essential for customers to trust and buy from online travel
agency websites. Therefore, the better the online tourism company brand is perceived or recognized
by consumers, the greater will its influence be on the reputation, customer recommendations,
and information quality perceived about the products/services offered on the website, which
directly influence consumers’ trust and hence their intention to buy.
Another important finding from our study was that the mere presence of comments, ratings,
and recommendations on online tourism websites did not contribute significantly to trustbuilding and its antecedents. However, when analyzing the behavior of online consumers who
only assessed the website they did not know, the presence of s-commerce components started to
influence the company’s reputation, as well as e-WOM – although not affecting the sense of trust
of consumers at the same intensity as on well-known websites. In companies not yet recognized
or established in the market, the presence of s-commerce components emerges as an important
substitute for the brand, helping the online consumer to gain credibility and trust in the website.
So, we found that the informative effect of online reviews is stronger for lesser-known OTAs than
for well-known brands. However, brand remains a critical factor for companies that compete in
the online environment in Brazil.
Our findings reinforce that online reviews and other third-party sources about tourism services
exert a great deal of influence on Brazilian tourists, as happens with different types of services
in other countries (Jalilvand et al., 2012). According to Lima et al. (2020), in Brazil, tourists
tend to be more suspicious and seek more information from acquaintances and people in their
friendship circles aiming to diminish their sense of the risk and ensure a good purchase. We
believe this result can extend to other emerging countries. Besides that, the results show similarities
between emerging markets, such as Brazil and Egypt, and developed markets, such as Spain,
in which online purchase intention depends on perceived trust, being stronger in Brazil (Agag
& El-Masry, 2017; Ponte et al., 2015). This suggests the possibility of replicating marketing
strategies well developed in mature markets to emerging ones. On the other hand, we identified
some different relationships between developed countries and Brazil - specifically the influence
of information quality as the main predictor of consumers’ trust in tourism websites in countries
such as the UK, Ireland (Filieri et al., 2015), and Spain (Ponte et al. 2015); while in Brazil, the
website’s reputation was the main antecedent of trust.
Our results bring theoretical and managerial contributions. For academics, we offer a model
capable of understanding important determinants of OTA consumers’ intentions, as well as
analyzing, through moderating variables, the conjoint effect of brand and the presence of
s-commerce components. The causal model developed contributes to previous studies, such as
Filieri et al. (2015) and Agag and El-Maskry (2017), who evaluated online tourism companies,
considering trust antecedents based on website and company characteristics, among others.
The present study confirms as trust antecedents, the characteristics of the website (measured
by information quality) and the company (measured by reputation), proposing as a novelty the
e-WOM, which can be considered as an antecedent based on third-party information. Therefore,
we expected the results of the study to contribute to the development of this field of research.
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Regarding managerial practice, the results obtained here may help professionals in the field of
Tourism, IT and Marketing, in terms of strengthening brand image and reputation, improvements
in online environments and feedback to website developers, and, of course, to managers of
different tourism and travel services interested in s-commerce strategies. For start-ups, young
entrepreneurs, and small businesses competing with well-known, larger, and well-established
companies, the findings can also provide important contributions by including or expanding
the use of such tools on their websites.
As limitations, we highlight the sample selection, identified in different groups from the
Facebook social network. Although this study is not the only one using this approach, the online
consumer selection may not faithfully represent the profile of the population analyzed. Therefore,
we suggest cautions about the generalization of the results. Also, it should be noted that the
experiment was developed with photos from a single website, based on Booking.com design.
These simulations may be less realistic for unknown travel website scenarios. In addition, only
three travel proposals and a few comments have been provided on the websites, while in reallife situations consumers often access more touristic products, websites, and reviews. Besides, in
the experiment, the website images served only as a stimulus for respondents, not allowing the
actual purchase action and search for more information and photos, which may have reduced
the realism of the website, affecting their subsequent behavior.
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(a) Well-known website scenario with components of s-commerce – hotel offer 1

(b) Lesser-known website scenario without components of s-commerce - hotel offer 1
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APPENDIX B – MEASUREMENT ITEMS
n

Mean

SD

Reputation - adapted from Kim and Park (2013)

Constructs

206

3.49

1.31

REPUT1 This online tourism firm is well known.

206

3.40

1.48

REPUT2 This online tourism firm has a good reputation.

204

3.66

1.14

REPUT3 This online tourism firm has the reputation for being honest.*

203

3.73

1.05

REPUT4 I am familiar with the name of this online tourism firm.

203

3.47

1.56

Information Quality - adapted from Kim and Park (2013)

205

3.93

.87

QUALI1 The website provides accurate information about the item that I want to
purchase.

204

4.51

.96

QUALI2 Overall, I think the website provides useful information.

203

4.35

.94

QUALI3 The website provides reliable information.*

202

3.69

.99

QUALI4 The website provides sufficient information when I try to make a
transaction.

202

3.80

1.06

Trust - adapted from Kim and Park (2013)

205

3.71

1.00

TRUST1 This online tourism firm is trustworthy.

205

3.83

1.08

TRUST2 I believe in this online tourism firm.

205

3.62

1.14

TRUST3 This online tourism firm wants to be known as a company that keeps its
promises and commitments.

205

3.76

1.08

TRUST4 This online tourism firm, despite having its own interests, takes into
consideration what is best for me too

204

3.63

1.04

e-WOM – Maia (2019)

205

3.73

.92

WOM1 The website presents good comments and evaluations about the company
and its products offered.

204

3.72

1.06

WOM2 The online reviews available on this website are positive.

204

3.68

1.05

WOM3 The comments and evaluations available on the website are very favorable to
the company and its products.

204

3.75

1.04

WOM4 The website presents comments and evaluations beneficial to the company
and its products.

203

3.76

1.07

Purchase Intention – adapted from Kim and Park (2013)

208

3.87

1.11

BUYINT1 I am likely to purchase products or tourist packages in this website.

207

3.79

1.16

BUYINT2 It is likely that I will purchase products or tourist packages on this website
in the near future.

208

3.96

1.15

BUYINT3 Given the opportunity, I intend to purchase products or tourist packages
on this website in the future.

207

3.85

1.18

Note. * item eliminated after validation procedures

