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1. JUSTIFICATION OF THE RESEARCH 
 

In the recent years, the evolution of the Information and Communication Technologies 

has led to the emergence of the Web 2.0. The main characteristic of this new version 

of the Web is that it allows for user collaboration and participation in the online 

environment. Its importance and range have kept growing over the years.  

On one hand, this new approach of the Web has had an impact on the different 

activity sectors, which have had to adapt their business models and strategies to the 

new developments. On the other hand, it has changed consumers’ habits and 

behaviors. Many companies have taken this opportunity and tried to adapt to this new 

collaborative platforms. For instance, the tourism industry is one of the most 

influenced by the Web 2.0. New online tools and platforms – known as ‘Travel 2.0’ 

tools – have been developed, enabling tourists to obtain information on other tourists’ 

experiences and opinions, as well as to share their own contents after completing a 

travel. Furthermore, many tourist companies have been using these tools to develop 

different online marketing strategies, advertising being one of them. 

 

However, thanks to our professional experience in the tourism industry over the last 

years, we were able to find out first hand that many companies still lack a clear 

conception of their presence on the Web 2.0. Sadly, many of them are there only 

because they believe it is a trend or they imitate the competition.  

 

For instance, companies often do not set specific goals before starting to use these 

tools; the staff or people in charge of these networks do not clearly understand the 

purpose of the brand/company on the social media; they do not assess the results of 

their marketing actions on these websites, etc. All this has had negative repercussions 

on the image or credibility of many companies. 

 

At the same time, there are tourism companies that integrate online advertising (e.g. 

banners) in the different Travel 2.0 tools, but unfortunately ignore the suitable 

contents or positions that would make the advertising 100% efficient. 
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In the academic field, we have noticed that much of the research published in the past 

years, was focused on Web 2.0 tools in general (e.g. Dwyer and Passerini 2007; 

Filgueira 2008; Hsu and Lin 2008; Joinson 2008 ; Hossain and Silva 2009; Kwak et al. 

2010; Diffley et al. 2011; Chu et al. 2011; Castronovo & Huang 2012; Ioanas  and Stoica 

2014)and on tourism in particular (e.g. Hu and Ritchie 1993; Fodness and Murray 1999; 

Goossens 2000; Park and Gretzel 2007; Prayag 2009; Hosany and Gilbert 2010; 

Mohamad et al. 2012; Pearce 2014); however, there seems to be a lack of conclusive 

studies in this regard, especially concerning the impact of the Travel 2.0 tools on 

tourists’ behavior. 

 

Therefore, we decided to conduct several studies about three specific Travel 2.0 tools 

(travel blogs, travel social networks and tourist communities), in order to bring new 

scientific knowledge to this branch of research and to reach a more comprehensive 

and conclusive understanding of the new tourist and her/his behavior towards these 

tools. 

  

At the same time, we found several academic studies that assess advertising efficacy 

both offline Park and Young 1986; Lodish et al. 1995; Beerli and Santana 1999) and 

online (Baltas 2003; Cho 2003; Blazquez et al. 2008; Beerli and Martín 2010), although 

the results are not conclusive enough and there is no research analyzing several Travel 

2.0 tools simultaneously. This is why we decided to dedicate a part of our study to 

analyzing how consumers react to advertising in travel blogs, travel social networks 

and online tourist communities. Thus, we are not only contributing to the academic 

research on tourists’ behavior on new virtual platforms, but also helping professionals 

and media companies to implement more efficient marketing practices in the new 

online environment. 

Finally, to add more value and extend the range of our study, we have chosen the eye-

tracking method (a neuromarketing technique) for assessing the advertising efficiency 

of Travel 2.0 tools. Although many studies have employed this method for testing 



5 

website usability, it is a quite new and uncommon technique for analyzing new 2.0 

platforms. The sections below describe the methodology more in detail. 

 

 

2. GOALS 
 

The main purpose of this PhD thesis is to analyze and model users’ behavior towards 

three specific Travel 2.0 tools (travel blogs, travel social networks and online tourist 

communities). At the same time, within this general purpose we want to find answers 

to how consumers react to online advertising when it is inserted in these tools. To this 

end, special emphasis was put on assessing advertising efficiency through the eye-

tracking technique. Based on all of the above, we established the following specific 

goals for this study: 

 

 Verify which sources of information are most influential in choosing a travel 

destination, distinguishing between the opinions and recommendations of 

friends and family (known as offline word of mouth, WOM) and the opinions 

and recommendations of other users who generate their own content in 

different websites (electronic word of mouth, eWOM). 

 Ascertain which web tools (blogs, social networks and hotel or destination 

websites where users can post comments) are used most frequently for seeking 

information about a destination or hotel. 

 Determine the socio-demographic and navigation characteristics that explain: 

- The extent to which tourists are influenced by the comments and opinions 

of other Internet users. 

- Whether or not they share their experiences on travel websites such as 

blogs or social networks. 

 Generalize the underlying behavioral model for explaining tourists’ intention to 

use Travel 2.0 websites according to their main determinants. 

 Determine the advertising efficiency in different Travel 2.0 tools: 

- Identify the viewing pattern of these tools. 
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- Confirm whether banner blindness exists for each tool. 

- Determine banner recognition memories in their users. 

- Identify which type of banner (animated vs. static banners) users pay more 

attention to. 

- Discover which banner content (image or text) users fixate on the most. 

- Explore the influence of a certain demographic variable and experience 

level with these new systems applied. 

 

3. STRUCTURE 
 

The present PhD thesis is structured around six chapters, detailed hereafter:   

 

The first chapter includes a brief introduction to present globally and jointly the topics 

addressed in the different research articles that make up this PhD thesis. The 

introduction analyzes the impact of Internet on the tourism industry in general, and on 

the online advertising in particular. 

The second chapter analyzes tourists’ behavior towards Travel 2.0 tools, considered as 

sources of information and as ‘word-of-mouth’ generators. A specific literature review 

is carried out with this purpose, explaining the sources of offline and online touristic 

information, as well as the different tourist profiles. The section containing the data 

analysis displays the main results of the implementation of statistical techniques for 

comparison of means, to know what information source (WOM or eWOM) influences 

tourists’ travel decision-making the most and what type of web tool is used the most 

(blog, social network or official website of the destination/hotel with user comments). 

Likewise, two segmentation trees were created for tourist classification according to 

certain socio-demographic and navigation characteristics. This classification was 

intended to reveal the extent to which tourists are virtually influenced by other 

travelers’ comments and to what extent they shared their experiences. The main 

findings and implications for management are presented at the end of the article, as a 

result of this partial study.  
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The third chapter intends to generalize tourists’ behavior towards the new Travel 2.0 

tools. It outlines the modeling of the different adoption behaviors of these sites, with 

special emphasis on the main determinants. For this purpose, an exhaustive literature 

review is carried out about the Technological Acceptance Model (TAM) and the 

importance of the perceived trust variable. Based on all this, the structural equations 

modeling (SEM) is applied to each of the three Travel 2.0 tools concerned (blogs, social 

networks and virtual communities), as well as a test of difference of weights. Finally, 

the conclusions and limitations of the study are presented along with the future lines 

of research.  

The fourth chapter analyzes the efficiency of advertising in the context of the Travel 

2.0 tools. In this case, a thorough literature review about different aspects of online 

advertising was conducted, with reference to different ways of assessing it. More 

exactly, the structure of the chapter gives an overview of: 1) the eye-tracking 

methodology, 2) users’ viewing patterns on Travel 2.0 tools, 3) the factors influencing 

visual attention and the ‘banner blindness’ phenomenon and 4) the self-reported recall 

of online advertising. The empirical part conducted to meet the corresponding goals 

requires the development of a within-subjects experimental design along with the 

implementation of the eye-tracking technique. The data obtained allow us to: a) know 

the users’ viewing pattern on the Travel 2.0 tools (through heat-maps, gaze plots and 

eye measurements); b) identify the factors that influence visual attention 

(analysis of variances, ANOVAs; difference of means, etc.); c) see what parts of the 

Travel 2.0 tools are more effective over time (ANOVAs and the graphs) and d) check if 

users remember the banner they were exposed to and its content (frequency analysis). 

The last part finally presents the conclusions, implications for advertisers, limitations 

and future lines of research derived from this fourth partial study.  

The fifth chapter continues with an analysis of the advertising efficiency on different 

eTourism 2.0 tools. For that, it reviews all the existing research about online 

advertising and its contents, as well as the classification variables that influence user’s 

attention to advertising (demographic aspects and user experience). In this case, a 

mixed experimental design was developed, which thanks to the eye-tracking technique 

achieved a high amount of data, which in turn revealed: a) what type of content (text 

VS image) has a higher impact on users’ attention (through T-Student tests for 
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difference of means), and b) how the classification variables and the type of 

advertisement (static VS dynamic) influences or moderates visual attention. In this 

case, three ANCOVA analyses were applied to the data available. Lastly, the 

corresponding conclusions, limitations and future lines of research complete the 

article.   

The sixth chapter displays the conclusions drawn from the different studies conducted 

throughout the PhD thesis. Besides, this chapter also includes implications, limitations 

and future lines of research. 

 

Figure 1. Structure 
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4. SUMMARY IN SPANISH (RESUMEN EN ESPAÑOL) 
(Cumpliendo con la normativa en materia de Doctorado de la Universidad de Granada) 

 

Con la evolución de las Tecnologías de Información y Comunicación (TICs), y 

concretamente de la Web 2.0, la sociedad en general y los distintos sectores de 

actividad han experimentado una gran cantidad de cambios. Por un lado, los 

consumidores se han convertido en los principales protagonistas del mundo virtual y 

por otro, las empresas han tenido que adaptar sus estrategias de marketing a las 

nuevas plataformas desarrolladas en el mundo virtual. 

Uno de los sectores más afectado por la nueva version de la web ha sido el sector 

turístico. Por este motivo, durante los últimos años han aparecido una serie de 

plataformas turísticas 2.0 (conocidas como herramientas Travel 2.0) que permiten la 

participación de los turistas en el mundo virtual durante todas las fases de cualquier 

viaje (antes, durante y después). De esta forma los turistas podrán compartir sus 

opiniones y experiencias de viajes con otros usuarios una vez que finalicen el viaje, y 

además podrán buscar cualquier tipo de información por la red antes de planear su 

viaje. 

Sin lugar a dudas, la aparición del turista 2.0 ha revolucionado tanto al mundo 

académico como al profesional. Por esta razón los principales objetivos de nuestra 

investigación son (1) analizar y modelizar el comportamiento del nuevo turista hacia el 

uso de determinadas herramientas Travel 2.0 (blogs de viajes, redes sociales de viajes 

y comunidades de viajeros online) y (2) analizar la eficacia publicitaria en estas 

herramientas. Para ello hemos estructurado nuestra tesis doctoral en cuatro capítulos 

diferentes. 

Los dos primeros capítulos se centran en el análisis y modelización del 

comportamiento del turista 2.0. En este caso se comparan las principales fuentes de 

información turística; se comprueba qué herramienta Travel 2.0 se utiliza en mayor 

medida; se realiza una clasificación del nuevo turista en función a características socio-

demográficas y de navegación y por último, se desarrolla un modelo de 
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comportamiento de uso de las nuevas plataformas a través del Modelo de Aceptación 

Teconológica (TAM) y la variable confianza percibida. 

La finalidad principal de los otros dos capítulos de nuestro trabajo es analizar la 

eficacia publicitaria en las herramientas Travel 2.0 (blogs, redes sociales y 

comunidades de viajes online) a través de la técnica eye-tracking. Para ello hemos 

especificado diferentes objetivos entre los que se encuentran: conocer el patrón de 

visualización que siguen los usuarios al visitar estas plataformas; comprobar si los 

internautas atienden y recuerdan los banners, o  si por el contrario los ignoran 

(ceguera al banner); analizar qué tipo de contenido es más eficaz en los banners (texto 

vs. imagen); comprobar qué tipo de banner es más efectivo (estático vs. animados), 

etc. 

Por tanto, los resultados y conclusiones obtenidos en el presente estudio no sólo serán 

útiles para completar y aclarar la literatura existente sobre las herramientas Travel 2.0  

en la investigación académica, sino que además ayudarán a las empresas a  adoptar las 

medidas necesarias a la hora de desarrollar sus estrategias de publicidad en el nuevo 

mundo virtual. 
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1. EVOLUTION OF THE INFORMATION AND COMMUNICATION 
TECHNOLOGIES IN THE TOURISM INDUSTRY 
 

1.1. Evolution of the Internet and the Web 2.0 
 

Society has seen many changes thanks to the emergence of Internet and these 

changes have mainly affected the relationships people establish between themselves, 

the purchase of goods and services, the way of acquiring information, etc. (Relaño 

2011).  

On one hand, Internet has allowed companies to be visible to a large audience of users 

at a really low price; on the other hand, it has enabled users to access a significant 

amount of information and be connected at anytime, from any place (Dellarocas 

2003). This saturation of information – a characteristic of the online environment – 

impacts the success of the companies that have to provide the new consumers with 

customized products and services, according to their needs and desires (Relaño 2011) 

In Spain, 73% of the population older than 15 years old has used Internet from time to 

time (ONTSI 2014). Young people are the ones who use the Internet the most and the 

use starts to decrease among people older than 55 years old. Besides, it was proven 

that students and workers are among the people who access the Internet the most 

(ONTSI 2014). 

The population accesses the Internet with different purposes, reading or sending 

emails being among the activities that Spanish users perform on a daily basis (Relaño 

2011). However, over the years it was proven that entertainment and communication 

are now among the main purposes of use. For instance, 36.1% of Internet users access 

it mainly for carrying out entertainment activities, while three out of four Internet 

users are driven by communication purposes. More exactly, 95.6% of the people aged 

between 20 and 24 get connected with communication purposes (Telefónica, 2015). 

But this is not all about the use of the Internet. The development of the Internet has 

led to the emergence of a new Web version: the Web 2.0. As opposed to the Web 1.0, 

where users had a passive role and could only access the information displayed on the 
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Internet, the Web 2.0 allows users to participate and collaborate with the online 

environment, providing their own information. Therefore, users have adopted a more 

active role, which has not only revolutionized the different activity sectors, but also the 

existing companies and enterprises.  

With this new version of the Web, a series of free and wide-ranging tools have 

appeared, aimed mainly at encouraging participation and collaboration among users 

(blogs, social networks, online communities, etc.). These tools are known as Web 2.0 

tools and they include the so-called “horizontal information”, meaning that all the 

users can provide their own knowledge and opinions and share them with the rest of 

people connected to the Web (ONTSI 2011). 

Considering the study “Our Mobile Planet: Spain 2013” about social networks, the 

results revealed that 86% of the survey respondents visit social networks and 58% do it 

at least once a day. Likewise, users who know these platforms more in depth are 

between 18 and 30 years old (IAB Spain Research 2014). 

Although many people use social networks to be connected to their environment 

social media are also used for entertainment and/or professional purposes. In other 

words, people seek for entertainment, being in contact with other users and 

promoting themselves professionally (Castañeda and Gutiérrez 2010; ONTSI 2011; 

Teléfonica 2012). 

 

1.2. Brand presence on the Web 2.0 
 

Many companies, on their part, also took the opportunity of the massive growth of 

social networks to integrate them in their online marketing plans. 

According to the study of Adigital (2014), 85% of companies use social networks to 

improve corporate image, increase brand reputation and/or promote products and 

services. In this case, the social networks most used by companies are Facebook and 

Twitter, although the less massive social networks, such as Instagram or Pinterest, 

have already exceeded 20% of adoption rate among Spanish companies. 
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Over time, small companies have also had to adapt to these new technological 

advances, so that 67% of them now have their own website and 43% are present on 

social networks (Telefónica 2015). 

Among the main reasons for which users follow brands are job offers (78%), 

internships (72%), discounts (77%), information on the product/service (72%) and 

customer service (70%) (IAB Spain Research 2014). 

However, in spite of all of the above, the most popular social networks started to 

decrease considerably in 2014, while social networks based on pictures acquired more 

importance. For instance, Instagram is growing by 28%, Tumblr by 22% and Pinterest 

by 7%, as compared to Facebook, which is decreasing by 6% and Twitter by 3% 

(Telefónica 2015). 

 

1.3. The ‘social’ electronic commerce 
 

For several reasons detailed hereafter, electronic commerce has experienced a 

significant boom in the recent years. So much so that more than half of Internet users 

have made online purchases at least once in 2012 (ONTSI 2014). The turnover from 

electronic commerce in Spain increased by 24.7% in the third quarter of 2014, up 

to 4102.8 million euro. In the same line, the activity sectors with the highest income 

were tourism (hotel and flight reservations, tourism activities, etc.), direct marketing 

and the garment industry (CNMC 2014). 

Nonetheless, and even though this factor loses weight over time, one of Internet users’ 

biggest fears and concerns for purchasing online is related to privacy and personal data 

protection (Relaño 2011). For this reason, before making a purchase, more than half of 

the Spanish users search for information on the Internet (Relaño 2011), as it is a quite 

valued environment for product information search (a score of 6.7 over 10), as well as 

for looking for recommendations (Telefónica 2013). 

The sectors that register most online searches are tourism, automobile and mobile 

phones. Since these products and services are more complex and involve higher 
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payments, consumers prefer to search for information, compare and analyze their 

characteristics in detail before purchasing them (Relaño 2011). 

On the other hand, the evolution of technology has also influenced electronic 

commerce. In this case, thanks to the mobile network (m-commerce), people can 

purchase online from any device (tablets, smartphones, laptops, etc.) at anytime and 

get immediate confirmation (Villalba et al. 2013). 

In turn, the Web 2.0 has brought a new type of electronic commerce: the ‘social 

commerce’. This new type of commerce is reflected in the e-commerce websites 

containing Web 2.0 tools and is either based on content created or exchanged by users 

(Huang and Beyoucef 2013) or on the integration of online stores within corporate 

social network profiles (ONTSI 2011). 

In the recent years, the use of mobile phones for accessing the Internet and social 

networks has increased spectacularly. Nielsen’s study (2014) confirmed that 64% of 

social media users use these tools at least once a day on their computers and nearly 

50% of smartphone owners visit social networks every day. Comparatively speaking, 

the most widely visited social network in 2011 was Facebook, with over 140 million 

visitors, followed by Blogger with approximately 50 million visitors (Nielsen 2011).  

Over the years, Facebook continues to be the most widely used social network in 

general, but in contrast to previous years its growth has considerably decreased from 

32.5% in the first trimester of 2012 to 15% in the first trimester of 2014 (Telefónica 

2013) and consumers are also using other social networks such as Linkedin, Pinterest 

and Instagram. Blogger is second to Facebook in terms of the list of users who connect 

to social networks on their computer, since users who connect on their smartphones 

use other social networks such as Instagram, Twitter, etc., more frequently (Nielsen, 

2014). 

Furthermore, the results of Akhmal & Bin Baharudin’s study (2014) revealed that 

99.1% of the participants have a Facebook account and 35.8% have a blog account. 

The new concept known as SOLOMO encloses three terms: Social, Local and Mobile. 

Users can be connected to the social networks (Social) and use geolocalized services 

(Local) with their smartphones or tablets at any time (Móvil) (Villalba et al. 2013). 
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However, the phenomenon of social commerce is still quite new and still needs to be 

studied more in depth (Huang and Beyoucef 2013). 

 

2. THE IMPACT OF ICTS ON THE TOURISM INDUSTRY 
 

2.1. The tourist 2.0 and Travel 2.0 tools 
 

The development of ICTs and, in particular, of the Web 2.0, has affected the different 

activity sectors (Education 2.0, Marketing 2.0, Journalism 2.0, Companies 2.0, etc.), 

tourism being one of the most impacted sectors by this new version of the Web.   

As a result, a new concept called Travel 2.0 is created, which could be defined as the 

Web 2.0 oriented towards tourism and travels. For Filgueira (2008, p. 136), “it is a new 

Internet model for consulting, publishing, sharing, discussing and distributing 

information about tourism, with content created by Internet users who interact 

between themselves”. The study conducted by Pons (2007) defines this concept as 

“the WOM (word of mouth) applied to the 21st century using the technology”. 

Consequently, today’s tourists are more and more informed and, therefore, more 

demanding in terms of travel planning (González-Rodrigo et al. 2010). This gives rise to 

significant changes in their travel behavior and habits, originating the so-called tourist 

2.0. According to Sobejano (2009), the following typology of the tourist 2.0 can be 

established: 

- Consumer: the tourist who prepares his/her travel through tour operators (the 

classical tourist) 

- Prosumer: (PROducer or PROfessional + ConSUMER): it refers to the tourist 

who plans his/her own travels, creating the product he/she will consume 

afterwards. A wide variety of information sources is used in this process, such 

as blogs and social networks.  

- Adprosumer (ADvertiser + PROducer + ConSUMER): it refers to the active 

prosumer. In this case, the tourist not only creates the product he/she will 
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consume afterwards, but also advertizes his/her experiences and opinions on 

different travel websites. 

Besides, the new tourists are more independent and concerned by how they spend 

their money and time during their travel planning. Therefore, they are more interested 

in designing their own customized travel than in acquiring the classical package tours 

(Buhalis and Law 2008; Chamorro 2008). 

At the same time, the development of ICTs has enables consumers to access directly 

the wholesaler, without intermediaries (travel companies, tour operators, etc.) 

(Barnett and Standing 2001; Buhalis and Law 2008; González-Rodrigo et al. 2010; 

Manero et al. 2012). This way, with the appearance of virtual travel companies and 

specialized search engines (e.g. Trivago or Kayak), tourists can compare prices and 

choose the cheapest service (Barnett and Standing 2001).  

As we can see, travelers have different tools and applications at their disposal, 

hereinafter called “Travel 2.0 tools”, which allow them to adopt a more active role in 

the decision-making and preparation of their travel, as well as to help other tourists by 

giving a prior insight of their destination. As travel products are intangible and cannot 

be assessed before consumption (involving high risk), the word-of-mouth effect has 

become one of the most reliable information sources for travel planning, both offline 

(Word of mouth-WOM) and online (Online Word of mouth- Ewom) (Schamallegger and 

Carson 2008; Lin et al 2009; Fotis et al. 2011; Leung et al. 2013). On the Internet, users 

use social media during all the stages of their travel, but especially after completion, 

for sharing their experiences, opinions and materials (pictures, videos, etc.) (Fotis et al. 

2011).   

In turn, the fact that users use social media for preparing their travels also gives them 

benefits, such as entertainment or fun during use, more knowledge about their 

destinations, a sense of belonging to groups with common interests, cost savings, etc. 

(Parra-López et al 2011). 

Tourism companies must take this opportunity and ensure their presence on the 

platform 2.0. Once there, they will be able to identify new market segments, launch 

specific campaigns, increase their presence online, involve potential customers, 
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position against the competitors, give customized answers to clients, etc. (Noone et al 

2011; Chan and Guillet 2011; Leung et al. 2013). 

In any case, the Web 2.0 should be taken as complementary to the Web 1.0 and not as 

a substitute, since there are still tourists who prefer to visit the official websites of 

hotels/apartments for planning their travels (Jacobsen and Munar 2012). Besides, it 

was confirmed that if the content created by users about their travels is included 

within official tourism websites, the level of trust of potential tourists increases 

considerably (Yoo & Gretzel 2011). 

 

2.2. Travel 2.0 tools 
 

As we can see, the Web 2.0 focused on tourism has an endless number of platforms 

and applications on which companies can have presence: travel blogs, discussion 

forums, online travel communities, social networks of destinations/hotels, wikis, etc. 

However, for a proper investment in the platform 2.0, is it advisable that companies 

understand their target market in depth (Noone et al. 2011). 

Our study is focused on three specific Travel 2.0 tools: travel blogs, travel social 

networks and online tourist communities. 

2.2.1. Travel blog 

Blogs are online diaries created by people and stored on the Internet so anyone can 

access them (Price and Starkov 2006; Sharda and Ponnada 2008). Visitors provide 

comments and personal thoughts about a particular topic, which are normally left in 

chronological order and frequently updated (Schmalleger and Carson 2008). 

Fumero (2005, p. 4) defines the blog as “a hierarchy of chronologically organized texts, 

images, multimedia objects and data, supported by a distribution system able to 

provide (to the author) the necessary functionality for regular content distribution, 

requiring minimum technical skills, which can facilitate the creation of significant social 

connections or virtual communities around any topic of interest”. 
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Blogs can be written by professionals or by any person (Price and Starkov 2006) and, as 

opposed to classical magazines, these are granted more freedom in terms of speech, 

use of language, experiences shared and personal opinions (Kayak 2013). This is why 

they are also called personal online diaries, log books, etc. (Filgueira 2008).  

The tourism blogosphere offers different forms of communication: consumer to 

consumer (C2C), business to business (B2B), business to consumer (B2C), government 

to consumer (G2C), and government to business (G2B) (Schmalleger & Carson, 2008; 

Akehurst, 2009). 

However, most travel blogs are personal and their author’s main purpose is to express 

opinions and travel experiences so that other readers can access the information they 

need (positive or negative) about the place/hotel they plan to visit (Schmallegger and 

Carson 2008). 

In this sense, tourism blogs are becoming an important information exchange 

mechanism between tourists (Wenger, 2007) since, in contrast to official 

destination/hotel websites, the former provide the travelers’ own personal 

experiences, which increases the credibility and authenticity of the information 

(Sharda and Ponnada 2008). 

Wang’s study (2012) demonstrated that travel blogs have a significant influence on 

potential clients’ perceived image of the destination and their intention to travel. 

Companies have therefore realized that blogs are economical, effective media for 

advertising (Akehurst 2009). 

However, in order for blogs to be successful, it is important that they are updated 

regularly with valuable and reliable content (Schmallegger and Carson 2008; Jacobsen 

and Munar 2012). At the same time, if blog followers perceive that the content is very 

commercial, they will stop following the blog or reading its posts (Price and Starkov 

2006). 

Blog promotion is cheaper than traditional advertising media; besides, it can improve a 

company’s positioning on the Internet (Kayak 2013; Leung et al. 2013). Therefore, 

blogs should be part of the online strategy of a business (Price and Starkov 2006). So 

much so that lately many brands have decided to sponsor professional bloggers (for 



11 

instance, paying them a travel, the accommodation, etc.), in return for writing about 

the company in some posts (Schmallegger and Carson 2008). 

2.2.2. Travel social networks 

Social networks are expanding at an excessively fast pace (Qualman 2011) and have 

become a popular way for users to connect and share digital content (Viswanath et al. 

2009). At the present time, the number of active users (1.350 billion) has nearly 

reached the population of China (ABC 2015). 

For now, the most popular social network is Facebook, followed by Twitter and 

Youtube (IAB Spain Research, 2014). Since Facebook was created in 2004 as a social 

network for the students of Harvard University, it has not only changed the way people 

relate to each other, but also the interaction of companies with customers (Qualman, 

2011). It has been confirmed that people trust their friends’ opinions more than 

traditional advertisements. Social networks are therefore being increasingly used to 

search for opinions and experiences with certain products and services (Qualman, 

2011). 

In our context, the study by Almansa & Navarrete (2014) demonstrated that Facebook 

is the most widely used social network among tourism institutions, as it is a very 

thorough social network that allows you to interact, publish videos and photos, create 

events, etc. 

Similarly, Lange-Faria and Elliot (2012) demonstrated that social networks influence 

travel decisions. Tourism companies therefore have to take advantage of the 

opportunity and incorporate marketing strategies on different social networks.   

If social networks are not properly managed, they can have a negative impact on a 

company’s image and reliability. In order to avoid this, community managers must 

know very well the company goals, take into account customers’ needs and desires 

and encourage interaction between the business and the client (Salkhorder 2009; Chan 

and Guillet 2011). Additionally, social networks require to update the content regularly 

and to manage and reply quickly to customers’ comments, whether positive or 

negative (Salkhorder 2009; Chan and Guillet 2011; Parra-López et al. 2011). 
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We have seen how in the recent years, the study of social networks has attracted 

special attention and interest from both professionals and researchers (Pérez-Latre et 

al.2011).  

2.2.3. Online travel communities 

The appearance of the new version of the Web has given rise to different online 

communities where tourists can exchange experiences and opinions about a topic of 

common interest (Schmallegger and Carson 2008). This has led to the integration of 

content created by users (UGC) into different online portals, Tripadvisor being one of 

the front-runners (SEGITTUR, Turismo e Innovación 2013). 

The goal of the virtual community TripAdvisor, founded in 2000 in the tourism sector 

(Miguéns et al., 2008), is to provide users with recommendations for hotels and other 

travel-related information (Law, 2006). Travelers can visit the site and consult the 

opinions posted by other travelers about any hotel, restaurant, etc. (O’Connor, 2008). 

TripAdvisor actually serves as an intermediary for tourists to trust if they wish to plan 

their own trips, instead of relying on a travel agent (Jeacle & Carter, 2011).  

Additionally, this travel community allows you to upload multimedia content (pictures 

and videos), participate in discussion forums (Miguéns et al., 2008) and see the highest 

rated hotels in each region based on user ratings (Lee et al., 2011). In general, the 

content is relevant, well structured, and users can easily navigate through the site 

(Law, 2006). 

Travelers can visit the Tripadvisor website before, during and after the travel, to get 

information about their hotel/destination or to publish own experiences and 

comments after completing their travel (SEGITTUR, Turismo e Innovación 2013). These 

user comments are not only positive for customers, but also for the hotel 

management, since they can access other customers’ opinions about the hotel and 

take the appropriate measures in each case (Melián et al., 2011).  

Apart from the travelers’ comments and pictures, on Tripadvisor tourists can rate the 

different services provided by the hotels, thus establishing a ranking of the hotels 

located in the same area. In this sense, it is widely known that online reputation 
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mechanisms are more and more important and they influence tourists’ decisions 

considerably (Dellarocas 2003). 

Clearly, one of the main inconveniences of a site like TripAdvisor is the lack of 

credibility of its content, since users often think that some of the posted comments 

might be false, controlled or manipulated by the hotels or the competition (O’Connor, 

2008). Despite this inconvenience, TripAdvisor currently has nearly 280 million users 

visiting their site every month, and over 170 million comments and opinions posted 

about more than 4 million different accommodations, restaurants and places of 

interest (TripAdvisor.com). Tourism companies should therefore take advantage of the 

opportunities offered for advertising on these online travel platforms. 

3. ONLINE ADVERTISING 

3.1. Characteristics and issues of online advertising 
 

As we have seen, not only the consumer’s role has changed on the Internet, but also 

new media and platforms are born, where companies can integrate their marketing 

strategies, which include the online advertising campaigns. 

In the recent years, investment in online advertising has increased considerably. 

According to the study conducted by IAB Spain 2015, investment in digital advertising 

in 2014 reached 1065.6 million euro, up by 9.9 % over 2013. 

Unlike traditional media, advertising on the Internet is characterized by being more 

global, cheaper and immediate, by allowing market identification and facilitating 

segmentation of target audience, by having different monitoring tools which allow 

analyzing visits, etc. (Wu et al. 2008; Hsieh and Chen 2011). 

Nonetheless, the main characteristic of online advertising is interactivity. In this sense, 

consumers adopt an active attitude and can control at any time whether they want to 

receive information about the advertisement or not (Blazquez et al. 2007). 

In spite of all this, online advertisements have not replaced the ones displayed in 

traditional media, since they are a complementary option, not a substitute (Margarida 

2013). 
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There are different types of advertising formats which can be inserted in a website 

(banner, skyscraper, MPU1, streaming, button and contextual advertising) or appear as 

floating ads (pop-up/pop-under, interstitial or curtain ads, superstitial and floating) 

(Beerli et al. 2010). However, the banner is the most widely used advertising format on 

the Internet (Rejón 2012) since its first appearance in October 1994 in the Hotwired 

online magazine (Hollis 2005; Blazquez et al. 2007; Abuín 2008). 

The main purpose of a banner is to catch users’ attention so that they click on it and 

are redirected to the advertiser’s website (Abuín 2008), or to at least be recalled. 

However, one of the biggest issues that online advertising in general and banners in 

particular face nowadays is that users do not pay enough attention to them, so they 

become inefficient tools for companies. Derived from this issue, the concept of 

‘banner blindness’ was born to refer to the fact that many users do not pay attention 

to the banners and even avoid or ignore them (Benway 1998; Benway and Lane 1998; 

Drèze and Hussherr 2003; Evoc Insights 2004; Burke et al. 2005; Nielsen 2007; Owens 

et al 2011; Margarida 2013). 

The saturation of advertising in the online environment has taught users to be alert at 

any time and use mechanisms to avoid being bothered by advertisements during 

navigation. 

In this case, thanks to their prior experience in the use of Internet, users recognize the 

structure of a website easily and ignore the parts they are not interested in, like for 

instance the ads (Lapa 2007; Hsieh and Chen 2011). In the same way, peripheral vision 

allows them to filter graphic formats similar to ads and focus their attention on the 

main content (León 2008). 

Following the specific literature review, we could see how the banner blindness effect 

can vary depending on different factors. For example, depending on the position of the 

banner on the website (Evoc Insights 2004; Mosconi et al 2008; Owens et al 2011), the 

type of task users carry out on the website (exploratory navigation vs. goal-oriented 

navigation) (Burke et al. 2005; León 2009), the type of banner (animated vs. static) 

(Benway and Lane 1998; Chandon et al. 2003; Baltas 2003; Lohtia et al. 2003; Blazquez 

                                                           
1
 MPU = mid page units  
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et al. 2007; Chandon et al. 2007; Hamborg et al. 2012), the content of the website 

where the banner is inserted (Hsieh and Chen 2011), the size of the banner (Chandon 

et al. 2003; Robinson et al. 2007), the content of the banner (Hughes et al 2003; 

Robinson et al. 2007; Rasty et al. 2013; Scott et al. 2015), the user’s level of 

identification with the product advertized (Cho et al. 2001; Cho 2003; Wu et al. 2008; 

Beerli et al. 2010; Flores et al. 2014) or the link between the ad and the website, like 

for instance contextual advertisements (Yeun Chun et al. 2014), among others. 

3.2. Advertising on Social Media 
 

The development of social networks has evidently led to the appearance of Social 

Media Marketing. Advertisers have thereby taken advantage of the opportunity to 

insert their advertising, either paid or for free, on different social networks.   

Advertising on social media needs to convey the message that users also have a main 

character status, and as such they have the capacity to decide whether they want to 

pay attention to an ad or not, whether they want to access the advertiser’s website or 

not, etc. (The Cocktail Analysis 2010; Llorente et al. 2013). 

One of the advantages provided by social networks is the advertising segmentation 

according to specific user groups (ONTSI 2011; Vejacka 2012). For instance, in the case 

of Facebook, thanks to the great amount of information shared by users on their 

profiles, different filters can be applied (localization, demographic, etc.) in order to 

provide customized advertisements (Vejacka 2012). At the same time, Facebook allows 

segmentation according to the user’s perspective, since it is the user who chooses 

whether he/she wants follow certain pages or not, to join certain groups or not, etc. 

(The Coktail Analysis 2010). 

According to the study conducted by ONTSI 2014, 29.1% of the companies with more 

than 10 employees have used social networks for different reasons (improving their 

corporate image, launching specific products, etc.), one of them being advertising.  

According to Nielsen’s study (2013), advertisers are increasingly using marketing in 

social media. 89% of the surveyed advertisers indicated that they used free social 

media tools, and 75% of the participants indicated that they had paid to insert 
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advertising on these websites. Only 6% of the sample made no advertising efforts with 

social media. 

Despite the fact that Social Media Marketing has increased, it is still a rather new 

practice for advertisers and companies. Nielsen’s results (2013) demonstrated that 

only 41% of the advertisers indicated that they have a budget dedicated to social 

media, and 70% of the sample indicated that the line items used for social media were 

less than 1% of their general budget. 

3.3. Advertising efficiency and assessment techniques 
 

As mentioned above, banner blindness has become one of the biggest issues and 

concerns for both media companies and researchers lately.  

Whenever companies insert an ad on a website, they have to ensure a specific follow-

up of the ad to make sure the result of their investment is in line with their goals 

(Rejón 2012). For assessing advertising efficiency on the Internet, goals are based on 

increasing the number of post-views, the number of post-clicks or the click-through 

rate (Cho 2003; León Sáez de Ybarra 2009; Blazquez et al. 2007; Beerli et al. 2010). 

However, in the context of neuromarketing, different philosophical and semi-

philosophical techniques have acquired special importance in the assessment of 

advertising efficiency. These techniques allow analyzing the consumers’ brain activity 

when exposed to a stimulus (advertising), to see whether the activation is successful or 

not (Morin 2011).  

These methodologies, based on experimental psychology and cognitive neuroscience, 

analyze the subject and employ magnetic resonance techniques (Braidot 2009), 

electroencephalography (EEG), magnetoencephalography (MEG), functional magnetic 

resonance imaging (fMRI), facial recognition and eye-tracking mechanisms (IAB Spain 

Research and The Cocktail Analysis 2009; Kuo et al. 2009; Hervet et al. 2011). 

In our research we implemented the latest eye-tracking technique, which has been 

widely applied for analyzing the usability level of different websites (Pan et al. 2004; 

Burke et al. 2005; Lapa 2007; Ehmke and Wilson 2007; Hervet et al. 2011; Hao et al 

2015; Marchiori and Cantoni 2015). 
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This technique allows recording the user’s eye movements while viewing a given 

stimulus (Ehmke and Wilson 2007). Therefore, with this technique researchers can 

know whether users pay attention to the ad or ignore it (Hervet et al. 2011). 

There are two types of eye-trackers: the ones that are placed on the participant’s 

head, and the remote systems, which place a camera on the computer’s screen. The 

first ones are considered to be more intrusive, as they can limit participants’ natural 

behavior for being placed on their heads. They are mainly used for tasks involving 

movement (sport activities or activities that require motion, etc.) (Goldberg and 

Wichansky 2003). 

This technique records two types of eye movements: saccades and fixations. The 

saccades are rapid eye movements that can last from 20 to 200 milliseconds and 

usually have visual angles from 3 to 5 degrees (Pan and Zhang 2010). During saccades, 

the eye can only move without collecting information. Fixations occur when the eye 

stabilizes on a specific spot for up to 600 milliseconds (Jacob 1990; Hughes et al. 2003). 

However, the eye during fixation can still record small nervous movements, normally 

less than one degree (Jacob 1990). 

The “scanpath” is the pattern the eye follows during movement (saccades and 

fixations), through visual stimuli (Noton and Stark 1971). The eye paths and fixations 

are captured by the most innovative eye-tracking systems by capturing the reflection 

of a beam of infrared light in the center of the pupil (infrared corneal reflection). The 

eye-tracking system also records the coordinates of the fixation (x,y) in conventional 

ranges between 30Hz and 250Hz (Goldberg and Wichansky 2003). The study of these 

movements and fixations can be applied to the design of stimuli involved in visual 

marketing (bottom-up factors2) that is intended to catch consumers’ attention as well 

as to determine their impact on an individual’s specific characteristics (top-down 

factors) in the voluntary attention process. 

Through the eye-tracking method, researchers can obtain a great amount of 

information from the participants to the experiment and check the usability of any 

website (Lapa 2007). Firstly, a qualitative analysis can be carried out through heat-

                                                           
2
 Top-down factors are based on a cognitive theory or theoretically-supported hypotheses. Bottom-up 

factors are based on observations of the data without theoretical support (Jacob and Karn 2003). 
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maps and gaze-plots. The heat-map shows through different colors the areas of the 

website on which users focus the most. The red color is for the ‘hottest’ areas or the 

areas receiving most fixations, while the green color is for the areas receiving the 

shortest fixations (Ehmke and Wilson 2007; Hao et al. 2015). 

On the other hand, many ocular measurements can be obtained about the different 

areas of interest analyzed: fixation count and fixation duration, total fixation duration, 

time to the first fixation, number of fixations before reaching the area of interest, etc. 

(Holmqvist et al. 2011). Thanks to these measurements, researchers can quantify the 

results of the study. 

Nonetheless, as Lapa (2007) states, this technique has some inconveniences also. 

Among them, the size and cost of the necessary equipment are a limitation for many 

researchers and professionals. Finally, from the researcher’s perspective, the analysis 

and interpretation of the results obtained with the eye-tracking technique is more 

time and effort consuming.  

3.4. Perception and attention 
 

But attention measures should be conducted and complemented through other 

measures such as the memory or the expressed emotional response (Van Trijp 2009).  

This statement is justified by the fact that attention can often be paid with a low level 

of awareness, meaning that the information can be actively processed due to the fact 

that some external information or internal representations or knowledge is already 

present in our memory. Therefore, external information may be ‘‘enriched’’ as a 

consequence of (spontaneous) associations that are co-activated in the brain. On the 

contrary, this process of “filling in” the information from “accurate” inferences may 

lead to misinterpretation of that information (Van Trip 2009). Some studies show that 

many consumers simply don’t pay attention to the information provided in a store 

(e.g. Steenhuis et al., 2004 [intervention via nutritional labeling in a store]) or the 

information is incorrectly interpreted,   well   beyond   its   factual   and   even   

intended meaning (Leathwood et al., 2007 [in nutrition and health claims]).  
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Thus, there is a clear need for more research on consumer attention and perception of 

marketing stimuli or information in more market-relevant conditions, as attention may 

be an important bottleneck in further information processing. Such research should 

rely on experimental and behavioral observation methods rather than on purely 

memory-based survey research, as it used to be (Van Trijp 2009). In our case, eye-

tracking methodologies provide a solution to overcome this difficulty and allow 

comparing the subjects’ attention results with self-reported memory. 
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1. INTRODUCTION 
 

Since the 1980s, the development of information and communication technologies 

(ICTs) has undoubtedly had an important impact on a wide range of practices and 

strategies, as well as industry structures, among them tourism (Buhalis & Law, 2008). 

Due to the evolution from Web 1.0 to Web 2.0 in recent years, the Internet has 

become a medium that encourages participation and the sharing of information 

between users, thus revolutionizing sources of travel information (Eichhorn et al., 

2008). Because the new Travel 2.0 tourism model allows users to share their views and 

travel experiences with others, information is no longer controlled solely by tourism 

enterprises, but also by users who can provide and disseminate information through a 

series of free, powerful tools such as blogs, social networks, virtual communities, and 

others (Travel 2.0 applications).   

 

Indeed, the development of new ICTs in general, and the Internet in particular, has 

substantially altered the relationship between companies and their target audiences; 

especially in the case of service companies. The tourism sector has not been immune 

to such influences, where the traditional distribution and communication channels 

have undergone enormous changes in recent years. In this sense, traditional travel 

agencies, which provided an almost irreplaceable added value to customers when 

choosing their destinations and/or accommodation, have now become less useful 

when dealing with increasingly well-informed consumers (Suarez et al., 2007). These 

consumers have become practically self-sufficient in terms of fulfilling their 

information needs, primarily due to the many sources of information that the Internet 

provides in the form of websites, forums, social networks, and others. 

 

In this changing environment, it is important that tourism enterprises become aware 

of the opportunities Travel 2.0 applications offer. Specifically, the fact that these 

applications enable direct relationships to be established with users, permitting 

enterprises to determine not only what users think about the company (its 

reputation), but also to gain firsthand knowledge about the needs of customers and 

thus tailor their products to them in the best possible manner.  

 

This paper aims to examine the influence of Travel 2.0 applications on tourist behavior. 

To this end, we have established the following objectives: (1) verify which sources of 

information are most influential in choosing a travel destination, distinguishing 

between the opinions and recommendations of friends and family (known as offline 

word of mouth or WOM) and the opinions and recommendations of other users who 

generate their own content in different websites (electronic word of mouth or 

eWOM); (2) ascertain which web tools (blogs, social networks and hotel or destination 
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websites where users can post comments) are used most frequently for seeking 

information about a destination or hotel; and (3) determine the sociodemographic and 

navigation characteristics that explain (a) the extent to which tourists use different 

online media as a source of information for planning their trip, and (b) whether or not 

they share their experiences on travel websites such as blogs or social networks. 

 

Our study is structured into six sections. Following the introduction, in Section 2 we 

provide a theoretical framework with a view to determining the important role that 

destination/hotel websites, travel blogs, and online social networks (OSNs) play as 

information sources. In the Section 3, we describe the methodology used in our 

research. In the Section 4 we analyze and discuss the results. Finally, we draw the main 

conclusions and discuss some implications and limitations of the study in Sections 5 

and 6. 

 

2. THEORETICAL BACKGROUND 
 

2.1. Sources of information in tourism 

 

When planning a trip, tourists need information on their travel destinations and hotels 

to ensure that they make the best possible choice. Moreover, because travel products 

are intangible goods and involve complex decisions associated with high costs, they are 

considered high-risk products (Lin et al., 2009; Reza & Samiei, 2012). These factors lead 

people to seek a greater amount of information (Lin & Fang, 2006) through a wide 

range of sources (Maser & Weiermair, 1998). As regards the tourism sector, 

information can be classified by source into commercial or non-commercial and by 

type into personal or impersonal (Fodness & Murray, 1999) (see Table 1).  

 

Table 1. Sources of information used in tourism 

Source of information Type of information 

           Impersonal                  Personal 

Commercial 
Brochures  
Travel guides  
Local tourist offices 

Clubs 
Travel agencies 

Non-commercial 
Magazines 
Newspapers 

Friends and family 
Personal experience 

Source: Fodness & Murray (1999) 
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As the sources of information described above show, recommendations from friends, 

relatives and acquaintances (WOM) have become one of the main factors that mitigate 

perceived risk when making a decision to travel. Because tourism services are products 

of experience and cannot be evaluated prior to their consumption, consumers tend to 

rely more on the recommendations and views of others (Walker, 2001; Senecal & 

Nantel, 2004; Fakharyan et al., 2012). In this same line, Cheema & Kaikati (2010) 

showed that recommendations can be perceived as being more persuasive than the 

actual features of the product itself. It can therefore be concluded that perceived risk 

and the search for information are two of the most influential factors when making 

decisions about travel (Maser & Weiermair, 1998). 

Traditionally, many consumers have preferred sources of information such as travel 

agencies as they provide more detailed information about the destination, and contact 

with service providers is more direct (Heung, 2003). However, in a dramatic speed, 

people have begun to use the Internet and several electronic media  as a source of 

information when planning a trip (Gretzel, 2007; Liang et al., in press). Litvin et al. 

(2008) showed that the majority of tourists from the United States used the Internet as 

a source of information for making travel arrangements; a trend that has increased 

significantly in recent years (Domínguez & Araújo, 2012). Saving time and ease of use 

are the main reasons that drive consumers to seek travel information on the Internet 

(Heung, 2003). In addition, most people who use Internet as a source of information 

are quite satisfied with their experience given the advantages to this medium 

(Fesenmaier et al., 2009) as it (1) provides more information on the destination and/or 

hotel, (2) permits evaluating where to go and what to do in a better manner, and (3) 

tourists are more involved in the travel planning process. 

As can be seen, the literature does not provide conclusive, scientifically rigorous 

results regarding the most frequently used source of information when selecting a 

destination and even less so with regard to the Internet; an issue that this paper will 

attempt to address by focusing on different Travel 2.0 applications. 

The emergence of Web 2.0-based websites has revolutionized the Internet in a 

significant manner by transforming it into a space characterized by the participation 

and collaboration of users. In this context, a new concept called Travel 2.0 has 

emerged, which is revolutionizing the tourism industry and can be defined as the 

tourism and travel-oriented Web 2.0. As Filgueira (2008, p.136) states, this “is a new 

Internet model to access, publish, share, discuss and distribute information on tourism 

whose content is created by users interacting with each other.” Moreover, a study by 

the Hotel Technology Institute (2007, p.16) defines the Travel 2.0 as “WOM applied to 

the twenty-first century using technology.” 
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This new generation of websites containing tourist information encompasses a range 

of tools or applications which permit tourists to actively participate in the online 

medium and share their travel experiences with other users including blogs and 

discussion forums, travel social networks, hotel and destination websites where users 

can post comments, mapping systems, global positioning systems (Nielsen & Liburd, 

2008; Dominguez et al., 2012), and augmented reality, among others (see Figure 1). In 

the following sections we will provide a brief description of the most commonly used 

tools today, focusing specifically on the first three tools mentioned above (travel blogs, 

OSNs,  and interactive websites).  

 

Videos
Photos

Routes and 
circuits

Travel
communities

Blogs
Videoblogs
Photoblogs
Microblogs

Podcasts
Videocast

Audio-video
RSS+files

Geo-
referenced

maps

Wikis

Evaluation

Flights/
Airfares

Virtual 
communities

/ Worlds

Augmented
reality

RSS
VOIP
AJAX

Marketing
Social media

 

Figure 1. New generation of tourism websites 

 

2.2. Tourist information in Travel 2.0 applications 

2.2.1. Travel blogs 

A blog is 

a hierarchy of text, images, multimedia objects and data, which are arranged 

chronologically and supported by a content distribution system capable of 

providing (the author) the necessary functionality to distribute that content with 

some frequency. Blogs require minimal technical capabilities, and can facilitate 

the construction of meaningful social connections or virtual communities around 

any subject of interest (Fumero, 2005, p. 4).  

Blogs can be of two types: personal blogs and corporate blogs (Fumero, 2005; 

Castronovo & Huang, 2012). In personal blogs, which are also known as ‘online 

journals’ or ‘online diaries’, the users themselves are the authors. The purpose of 
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personal blogs is to provide a space for users to share their experiences and views by 

means of text and photographs. In contrast, the authors of corporate blogs are 

members of a company who use the blogs to spread the company’s message. While 

blogs are useful for tourism firms to respond to negative feedback that may have an 

adverse effect on the company’s reputation (Price & Starkov, 2006), an increasing 

number are also creating their own corporate blogs (Mack et al., 2008).  

Travel blogs are a type of blog that is usually personal (e.g. travelblog.org, 

travelpod.com, travelpost.com, etc.). Travel blogs allow the authors to express their 

opinions and share travel experiences as well as providing information (positive or 

negative) to tourists about a destination or hotel prior to a trip. In this regard, Wang 

(2012) showed that travel blogs have an important influence on potential clients’ 

perceived image of the destination and on their subsequent intention to travel. For 

this reason, we felt that it was important to include this particular tool or application in 

our paper and examine how it is used today in the context of tourism. 

 

2.2.2. OSNs  

In the context of the Travel 2.0, social networking lets users share their travel 

experiences with others, provide travel tips and recommendations, upload travel 

photos or evaluate hotels and restaurants to give readers an idea of the destination or 

hotel they intend to visit. Some examples of social networks are viajaris.com, 

minube.com or travbuddy.com.  

In general, consumers dedicate more than five and a half hours to social networking; 

an 82% increase over last year when users spent just over three hours per week on 

social networking sites (Nielsen Company, 2009a). Another study conducted by 

Microsoft (2007) found that 60% of Europeans use social networks to keep in touch 

with friends and family, and about half use them to give opinions and 

recommendations on issues of interest, including topics related to travel and tourism. 

According to forecasts by the Interactive Advertising Bureau, IAB Europe (2009), 

Internet social networks will attract 101 million users in the US and earn $4.3 billion in 

ad revenues in the year 2011. These data clearly demonstrate the potential for growth 

of this industry. In general, users utilize these social platforms for their perceived 

benefits, namely social, functional, psychological and hedonic ones (Parra et al., 2011). 

In social networks, friends significantly influence the opinions and attitudes of others 

towards companies, products or brands. Thus, if a user joins a group and recommends 

it to his or her friends, they will be more likely to join (Diffley et al., 2011). In our 

context, Lange-Faria & Elliot (2012) demonstrated first, that social networks influence 
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travel decisions and, second, that users normally participate in these communities to 

find information, interact socially and also for purposes of enjoyment. 

From an assesment of the role and use of OSNs as a marketing tool in the context of 

hotels, Jung et al. (2013) found that these applications provide relationship marketing 

opportunities and raises business value. 

 

2.2.3. Interactive travel websites or virtual communities 

 

Following the emergence of Web 2.0, the websites of travel destinations and hotels 

have made the leap from being merely descriptive to being interactive so that tourists 

can generate content on these sites and help readers in their travel decisions (Anton & 

Villalta, 2004). However, while it has been demonstrated that the experiences and 

opinions of tourists influence the decisions of others, there are still very few official 

travel websites that allow consumers to generate their own content (Huertas, 2008).  

In spite of this, there are virtual communities such as tripadvisor.com or minube.com 

that allow users to either plan their trip (arrange flights, book hotels, plan activities or 

visits, etc.) with the aid of browsers on the site itself, participate in forums where 

tourists can post their views and opinions about their trips or access information 

provided by other users. Concretely, TripAdvisor (tripadvisor.com) is considered the 

most successful social networking/virtual community in tourism that permits hotels 

around the world to be reviewed through discussion forums (Buhalis & Law, 2008).  

As we have mentioned before, tourists often follow the advice of friends, relatives and 

acquaintances when arranging trips, especially when they intend to travel to a 

destination they have not visited previously (Litvin et al., 2008). This word of mouth, or 

WOM, is informal communication among consumers about the characteristics, 

properties and use of a product or service, in which the sources are considered to be 

independent of commercial influence (Westbrook, 1987; Litvin et al., 2008; Park et al., 

2007).  

In a study conducted by Nielsen BuzzMetrics to determine the degree of trust 

consumers associate to different advertising media, WOM was found to be the form of 

advertising that consumers trust most since conventional media (including television) 

are becoming less credible (Blackshaw and Nazzaro, 2006; Nielsen BuzzMetrics, 2006; 

Pan et al., 2007; Fotis et al., 2012; Lange-Faria & Elliot, 2012). WOM has also been 

shown to be a very influential source of information in consumer decision-making 

processes (Westbrook, 1987; Chevalier & Myazlin, 2003). This type of communication 

http://www.tripadvisor.com/
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is therefore essential for tourists to create an image of the destination or hotel before 

acquiring the product (Beerli & Martin, 2004). 

But why do consumers make recommendations to other consumers? When consumers 

are satisfied with the service they receive, they are more likely to recommend it to 

others and the information they provide about it will also be positive (Athanassopoulos 

et al., 2001; Wirtz & Chew, 2002). If we apply this concept to the objective of our 

paper, when tourists have a positive image of a place or hotel they have visited, it is 

more likely that they will want to return to the destination and recommend it to others 

through the WOM effect (Prayag, 2009; Reza et al., 2012).  

The evolution of the Internet in recent years due to the advent of Web 2.0 has also 

modified traditional WOM. While people used to exchange opinions and share 

experiences with others face-to-face or in small groups, the new website generation 

permits consumers’ messages to reach millions of readers anywhere in the world 

(Bickart & Schindler, 2001; Blackshaw & Nazzaro, 2006; Lorente, 2010). This changing 

scenario has given rise to new concepts such as online or electronic word of mouth 

(eWOM), buzz marketing, user-generated content (UGC) (Burgess et al., 2009), or 

WOM 2.0 communication (Lorente, 2010). Henning-Thurau & Walsh (2004, p.39) 

defined eWOM communication as “any positive or negative statement made by 

potential, actual or former customers about a product or company, which is made 

available to a multitude of people and institutions via the Internet.”  

With respect to the differences between both types of communication, traditional 

WOM usually reaches only a very small circle of people, while online word of mouth 

can reach many more people in a shorter period of time over the Internet (Bronner & 

de Hoog, 2011). Second, the people who transmit information in WOM communication 

are friends, acquaintances or relatives, while those who transmit information in 

eWOM are anonymous. Therefore the information provided by traditional sources may 

be more credible (Davis & Khazanchi, 2008). As a result, given that consumers are able 

to post their own comments and opinions on public websites, marketers take the 

situation seriously and act accordingly by (1) designing the website in the best possible 

way, (2) placing positive messages generated by users in the most visible part of the 

website, or (3) responding to constructive criticism from customers. 

The advent of eWOM has also had an impact on the tourism industry (Ye et al., 2011). 

First, more information is available to tourists from a wide range of users 

(acquaintances, anonymous tourists, etc.), thus providing new knowledge and 

changing their perception of travel. Secondly, the online medium has changed the way 

in which users access information and how that information is structured (Litvin et al., 

2008).  
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One advantage to eWOM is that it is considered a more credible source of information 

than other sources (including corporate websites where information is provided by 

marketers and advertisers) because those who generate the content have no vested 

interest in the companies (Bickart & Schindler, 2001, Goldsmith and Horowitz, 2006; 

Gretzel, 2007; Trusov et al., 2008; Burgess et al., 2009; Fotis et al., 2012). If users trust 

the comments and opinions of others in the online environment, it will positively affect 

their trust and attitude towards the brand and their purchase intent (Wu & Wang, 

2011). Liang et al. (in press) found that attitude towards eWOM fully mediates the 

consumer satifaction with travel experience on the intention of use eWOM 

communication media. Therefore, one can say that eWOM significantly influences 

consumer behavior (Prendergast & Ko, 2010). 

In recent years, there has been much talk about a new evolution from the Web 2.0 to 

the Web 3.0. The Web 3.0 is a “semantic Web technologies integrated into, or 

powering, large-scale applications” (Hendler, 2009, p.111), which has developed 

networked digital technologies that support human cooperation (Fuchs et al., 2010). 

This new conception is essential as it makes information more meaningful to people by 

making it more understandable to machines promising a world-wide web consisting of 

semantically linked data instead of a mere collection of HTML documents (Antezana et 

al., 2009). Not only does the Web 3.0 allow using words, but also integrates spatial 

information, images, sounds and feelings in a new concept in which the traditional 

web becomes overactive and intelligent (Garrigos-Simon et al., 2012). Clearly, the 

possibilities of e-WOM will be broadened with the implementation of these new 

technologies. Users have an identity in the network and with such an identity they can 

make meaningful, accurate and intelligent searches. Information, space, and 

technology will be integrated to enrich both the description of the traveler’s 

experience and improve the accuracy of the information sought by the prospective 

traveler. Moreover, from the point of view of tourism, this technology will have a 

major impact on the distribution of travel and accommodation; a fact which may 

radically change how tourism databases are used for promoting and selling the 

available supply. 

 

2.3. Tourist profiles 

 

Regarding the third objective of this study, a review of the scientific literature revealed 

recent studies on the extraction of consumer groups of offline services users (e.g. 

Rajshekhar & Dion, 1999; Machauer & Morgner, 2001; Soper, 2002; Karjaluoto et al., 

2002, Garland, 2005; Kaynak & Harcar, 2005, Lee et al., 2005, Cameron et al., 2006), 

and online services users (e.g. Schwaiger & Locarek-Junge, 1998 [based theoretically 

on the degree to which an innovation is adopted]; Durkin, 2004 [customer decision-
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making processes]; Pons, 2007 [in the context of Web 2.0 and rural tourism]). The 

review, however, did not find classifications for tourists who consult various tourism 

information sources such as virtual communities or social networks. 

As regards the tourism sector in particular, the research study by Huang et al. (2009) 

showed that women find it harder to use social networking to search for travel 

information than men and also find it more difficult to express their opinions online. 

The study by Chiappa (2011), however, showed that women are more likely to post 

comments, reviews, photos and videos online, and also change their hotel 

accommodation more often than men after reading reviews posted by others in the 

online medium. As regards the typical tourist profile, Fesenmaier et al. (2009) showed 

that 30-50 year old married men who work full time use the Internet most to arrange 

travel. Another study revealed that social network users are people with high 

education and income levels and expertise in the Internet (Gretzel, 2007). The results 

of the study by Bronner & Hoog (2011) showed that tourists who normally publish 

comments on the Internet are characterized by being younger than 55, having higher 

or lower than average incomes, and having a partner (with or without children). 

Furthermore, it has been found that users with more experience in social media are 

more likely to share content in this environment (Lee & Ma, 2012). 

The study by Murphy et al. (2007) can shed further light on the characteristics that 

distinguish both groups (those who prefer eWOM and those who opt for offline 

WOM). The results of this study revealed that a greater number of respondents 

obtained information from friends and family about trips rather than other tourists via 

the Web. Furthermore, respondents who use traditional WOM as a source of 

information have higher levels of income and tend to visit friends and family. However, 

respondents who only use WOM information from other travelers as a source of 

information when preparing a trip are younger, have lower income levels and are 

considered “backpackers”. The study found no gender differences between the two 

groups (Murphy et al., 2007). 

 

3. METHODOLOGY 
 

3.1. Data collection and questionnaire 

 

From the literature review, we can say both the comments and opinions of friends, 

relatives, and acquaintances, as well as those posted by other users online have a 

significant impact on tourists’ choice of destination or hotel and the use of eWOM 
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communication media. The first objective of our study is to determine whether online 

or offline word of mouth has a greater influence on tourist decision-making behaviour. 

With respect to the second objective, this study aims to determine whether the 

respondents have similar preferences regarding Travel 2.0 applications; specifically, 

which tool (travel blogs, travel social networks or destination and/or hotel websites, 

etc.) tourists prefer most. 

The third objective of our study is to profile tourists according to (1) the extent to 

which they use different online travel information sources, and (2) whether or not they 

post their experiences on travel websites (blogs, social networks, etc.). These are the 

criterion or dependent variables used in the hierarchical segmentation analysis applied 

here. Gender, age, income level, educational level, family status, occupation, and 

experience (frequency and duration) using Travel 2.0 tools were used as classification 

variables. 

In order to achieve these objectives, a convenience sampling method based in a 

personal online survey was conducted; in which 3,269 regular Internet users 

(connecting at least three times a week) were invited to participate. The users were 

aged 16–64 and belonged to an Internet community (http://webcim.ugr.es/polls) 

(Table 2). 

Participation was voluntary. The final sample size comprised 616 valid questionnaires, 

with a sample error of 3.95% for a 95% confidence level. After sending an initial 

invitation and a follow-up reminder, the final response rate was 18.84%. 

The questionnaire was administered in Spanish. In addition, the websites used in the 

study were either entirely in Spanish or available in a Spanish version in addition to 

other languages. Furthermore, the questionnaire contained a series of questions 

regarding the demographic characteristics of the tourists (gender, educational level, 

family status, age, employment status, place of residence, and income level). 

Additionally, we used a modified version of the Travel 2.0 applications expertise scale 

of Kim, Park, and Morrison (2008) and a modified version of the WOM scale developed 

by Muñoz-Leiva (2008). 

 

Table 2. Technical specifications and sample characteristics 

Population Spanish tourists who use Internet as a source of 

information  

Sample frame Habitual Internet users  

Sample size n=616 valid questionnaires 
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Sampling type Convenience sampling 

Date of fieldwork  8-28th September, 2010 

Sample error  
±3.95% (for the estimation of a ratio, where 

P=Q=0.5 and a confidence level of 95%) 

Response rate 18.84% 

 

3.2. Suitability of the data analysis techniques  

 

For the first and second objective, we used Student’s t-tests of difference in means 

between two dependent samples (variables) to determine if there were significant 

differences in the extent of 1) the influence of WOM and eWOM, and 2) the use of 

three Travel 2.0 platforms (for which the comparison of means method was also used). 

According to the study Trends of the New Tourist conducted by the Spanish 

Observatory of Travels and Internet (2010), in addition to personal recommendations 

from friends and acquaintances and from travel agents, the sources of information 

that tourists most take into account when choosing a destination are the official 

website of the destination (including the hotel site), recommendations posted on the 

Internet by other tourists, recommendations from friends and acquaintances via social 

networks and articles on travel blogs. It is clear that, nowadays, the Internet is the 

second most widely-used source of information when planning a trip since it is a 

medium in which tourists can share their travel experiences at any time (before, during 

and after the trip).  

As mentioned above, the overall traffic to social networking (ISNs) sites and blogs has 

grown in the last three years. Globally, these tools are the most popular online 

category when ranked by average time spent at the end of 2009, followed by online 

games and instant messaging (Nielsen Company, 2009a). Hence, we have focused on 

the extent to which users utilize these tools (destination/hotel websites, travel blogs 

and travel social network sites) as a source of information when making travel 

arrangements. 

As regards the third objective, segmentation can be used for two purposes: as a 

strategy or as a method of analysis. From a strategic perspective, market segmentation 

is useful for the classifying, targeting and positioning process, and for a manager to 

contact a concrete and controllable market (Kotler, 1997). The concept of market 

segmentation “involves viewing a heterogeneous market as a number of smaller 

homogeneous markets, in response to differing preferences, attributable to the 

desires of customers for more precise satisfactions of their varying wants” (Smith, 
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1956). Therefore, different market strategies are developed for customers in different 

markets to increase customer satisfaction and the expected profits or effectiveness of 

a company such that the economic benefits provided consumers exceed the costs of 

the segmentation process (Hung & Tsai, 2008; Chiu et al., 2009). Benefit segmentation 

has been widely used in travel and tourism research in general, and seems to have 

received wide approval by academics and practitioners (Frochot & Morrison, 2000). 

This methodology is based on the benefits different consumers look for in a product or 

service (mainly utilitarian benefits, rational benefits, and emotional benefits) and 

reflects the specific features of the destination or service, rather than simply grouping 

consumers by traditional factors such as sociodemographic factors. But the definitions 

and the research methodologies involved in applying benefit segmentation vary largely 

(see Frochot & Morrison, 2000). Very few studies have segmented tourists according 

to their behavior or conduct before deciding to take a trip. In our study we use this 

behavior or the manner in which tourists use communication channels jointly with 

classification variables. 

In our review of the scientific literature on extracting consumer groups, we have found 

no studies that use data analysis techniques to classify tourists who consult various 

tourist information sources such as virtual communities and social networks. In order 

to extract the different groups of tourists, we used a statistical technique known as 

hierarchical segmentation based on the Chi-squared Automatic Interaction Detection 

algorithm. This technique develops a tree-based classification model to classify cases 

into groups. The results allow the values of a variable (criterion) to be predicted from a 

series of sociodemographic characteristics of tourists such as age, sex and experience 

with such channels. 

Data analysis techniques such as cluster analysis (mainly the k-means partitioning 

method) has become a very popular way of identifying market segments based on 

survey data (Frochot & Morrison, 2000; Dolnicar, 2012). Dolnicar (2012) illustrates how 

data-driven segmentation studies are typically conducted in the field of travel and 

tourism research. Unlike other alternative analysis tools such as individual analyses of 

the difference of means based on the Student’s t-test or analysis of variance, 

hierarchical segmentation permits the influence of different variables on the 

classification of tourists to be analyzed simultaneously. Although it is similar to cluster 

analysis since both techniques generate groups, hierarchical segmentation 

distinguishes a dependent variable as a criterion for forming groups and permits 

analyzing the statistical significance between the dependent variable and the 

explanatory variable. By doing so, hierarchical segmentation, unlike cluster analysis, is 

somewhat predictive in nature. Furthermore, the segments are functions of the 

predictor variables and can be used to classify other samples, which is not possible 

with cluster analysis (Luque & Muñoz-Leiva, 2012, p. 381). 
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Therefore, the results are especially useful for companies since it permits them to treat 

the identified segments differently or apply different marketing-mix strategies (Luque 

& Muñoz-Leiva, 2012, p.  377; Liñares & Muñoz, 2009).The procedure can therefore be 

used to segment, stratify, predict, reduce data and classify variables.  

To do so, two decision trees were created with the following dependent variables: (1) 

influence of eWOM, and (2) sharing of travel experience by users. Using the values of 

the original scale (1-5 Likert scale), the dependent variables were grouped into three 

categories (high, medium and low) to obtain a homogeneous basis for comparing the 

two segmentation trees.  

The SPSS 17 statistical software package was used in all cases.  

 

4. FINDINGS 
 

To answer research issue 1, the variables ‘effect of WOM’ and ‘effect of eWOM’ on 

tourists are compared (see Table 3). The results of the test show that when choosing a 

destination and/or hotel, the effect of WOM communication of friends and family is 

significantly higher (mean: 4.24) than the effect of online users or eWOM (mean: 3.47). 

The results show that the difference between the scores obtained for the WOM and 

eWOM effect is 0.765 (Student’s t = 19.263, df = 615; sign= 0.000).  

The results allow us to conclude that tourists are influenced to a greater degree by the 

recommendations and advice of friends and relatives (WOM) than by the information 

provided by known or anonymous online users (eWOM). 

 

Table 3.  Descriptive statistics for the T-test for dependent samples (variables) 

When choosing a travel 

destination and/or hotel, 

evaluate the effect of the 

comments, opinions and 

experiences of “…” 

Mean n S.D. S.E.M. 

“Friends and family” 4.24 616 0.775 0.031 

 “Other Internet users (known or 

not)” 
3.47 616 0.921 0.037 

Note: SEM, standard error of the mean 
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Table 4.  Descriptive statistics for the T-test for dependent samples (variables) 

Evaluate the extent to which you 

use“…” as a source of information 

when making travel arrangements 

Mean n S.D. S.E.M. 

“Destination/hotel websites” 4.08 616 0.866 0.035 

“Travel blogs” 3.31 616 1.170 0.047 

“Travel social network sites” 2.60 616 1.157 0.047 

 

Similar to the first analysis, in research issue 2 we were interested in examining 

whether there are significant differences regarding the extent to which tourists use the 

three Travel 2.0 applications: blogs, social networks or official hotel/destination 

websites where they can post comments. To do so, we also used the t-test for 

dependent samples (variables), and compared the use of the three tools.  

 

At first glance, the findings demonstrate that the mean scores for extent of use of the 

three applications differ somewhat (see Table 4). Destination and/or hotel websites 

show the highest mean (4.08), followed by travel blogs (3.31) and travel social network 

sites (2.60). 

As can be observed in the first comparison (blogs-social networks), the student’s t-

statistic is 12.67 (with 615 degrees of freedom) and the associated p-value shows less 

than 5% significance. Hence, we confirm that the mean scores are significantly 

different and that travel blogs are used more than travel social network sites. In the 

second comparison (blogs-websites), the t-statistic is -14.45 with a p-value of less than 

5%. Hence, the mean scores are also significantly different and destination/hotel 

websites are used more than travel blogs. In the third comparison (social network 

sites-websites), the t-statistic is -26.33 with a p-value of less than 5%. Hence, the mean 

scores are also found to be significantly different in this last case and destination/hotel 

websites are used more widely than travel social network sites. 

To sum up, when tourists seek travel information, they use official destination and/or 

hotel websites to a greater degree, followed by travel blogs and travel social network 

sites in that order. 

To answer research issue 3, we used the hierarchical segmentation method. As regards 

the effect of eWOM, users’ experience with the Travel 2.0 applications was found to 
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be the best predictor of this variable (Chi-square = 38.430, df = 4, p-value = 0.000; see 

Figure 2). From this variable, the root node or total sample was divided into three child 

nodes (node 1: Never/rarely; node 2: Sometimes; Node 3: Whenever I travel). 

Given that the best predictor for node 1 was age (Chi-square = 6.381, df = 2, p-value = 

0.041), this node was divided into two more nodes (node 4: Over 24 years old; node 5: 

16-24 years old). Node 2 was not divided in the second level and remains a terminal 

node. Finally, node 3 was decomposed according to monthly income level (Chi-square 

= 611.171, df = 2, p-value = 0.038) into two nodes (node 6: Less than 1,800 dollars + 

1,800-2,700 dollars; node 7: More than 2,700 dollars + DK/NA). 

Therefore, this tree contains five terminal groups of tourists: 

 

 Group 1 (node 2): This is the largest group and accounts for 34.1% of the total 
sample. It comprises users with an average level of experience (‘sometimes’) in 
travel websites. In this group, 44.5% of the members are strongly influenced by 
the feedback of other online users regarding travel (eWOM). Another 42.6% of 
its members are only somewhat influenced by this feedback. 

 Group 2 (node 4): This is a fairly small group which accounts for 7.3% of the 
total sample. The members of this group have very little or practically no 
experience in travel websites and are aged 24 years and older. Half of the 
members of this group are not influenced greatly (‘medium’ term) by the travel 
comments and opinions posted by other online users.  

 Group 3 (node 5): This is the smallest group of the sample, accounting for only 
5.2% of the total. This group is comprised of younger users with very little 
experience in travel websites. In this case, 43.8% are influenced very little by 
the feedback and comments of online users regarding travel. 

 Group 4 (node 6): This group, which is the second largest in terms of size 
(32.8% of the total sample), comprises users with a fair amount of experience 
in travel websites and an income of less than $2,700. Two-thirds (67.7%) of the 
members of this group are significantly influenced by the comments and 
feedback of other users. 

 Group 5 (node 7): This group accounts for around one-fifth of the total 
population of users in the sample (20.6%). The members of this group have a 
fair amount of experience in travel websites and an income of over $2,700 or 
are those who did not respond to this question (DK/NA). Almost half (49.2%) of 
the members of this group are significantly influenced by the comments and 
feedback of other users regarding travel. 
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Node 0

Category % n

13.5 83Low

35.4 217Medium

51.1 313High

Total 100.0 613

Experience of use (frequency)
Corrected P value=0.000,

Chi-square=38.430, df=4

eWOM: Influence of other Internet users 

Node 1

Category % n

28.6 22Low

42.9 33Medium

28.6 22High

Total 12.6 77

Age
Corrected P value =0.041,

Chi-square=6.381, df=2

Never or rarely 

Node 2

Category % n

12.9 27Low

42.6 89Medium

44.5 93High

Total 34.1 209

Sometimes

Node 3

Category % n

10.4 34Low

29.1 95Medium

60.6 198High

Total 53.3 327

Income level
Corrected P value =0.038,

Chi-square=11.171, df=2

Whenever I travell

Node 4

Category % n

17.8 8Low

51.1 23Medium

31.1 14High

Total 7.3 45

Over 24 years old

Node 5

Category % n

43.8 14Low

31.2 10Medium

25.0 8High

Total 5.2 32

16-24 years old

Node 6

Category % n

9.0 18Low

23.4 47Medium

67.7 136High

Total 32.8 201

Less than $1,800; $1,800-$2,700 

Node 7

Category % n

12.7 16Low

38.1 48Medium

49.2 62High

Total 20.6 126

More than $1800; DK/NA

Low

Medium

High

 

Figure 2. Segmentation tree for eWOM: Influence of other users (dep.) 
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Have you ever shared your experiences on a travel website 

(blogs, social networks, etc.)? 

Node 0

Category % n

65.8 398Never

34.2 207Sometimes

Total 100.0 605

Gender
Corrected P value=0.019,

Chi-square=5.547, df=1

Node 1

Category % n

59.3 118Never
40.7 81Sometimes

Total 32.9 199

Male

Node 2

Category % n

69.0 280Never
31.0 126Sometimes

Total 67.1 406

Experience of use (frequency)
Corrected P value=0.000,
Chi-square=17.294, df=2

Female

Node 3

Category % n

90.7 39Never

9.3 4Sometimes

Total 7.1 43

Never or rarely

Node 4

Category % n

74.5 102Never

25.5 35Sometimes

Total 22.6 137

Sometimes

Node 5

Category % n

61.5 139Never

38.5 87Sometimes

Total 37.4 226

Whenever I travel

Never

Sometimes

 

Figure 3. Segmentation tree for sharing experiences on the Internet (dep.) 

 

The second tree diagram shows that the variables that best explain the dependent 

variable (sharing travel experiences on a website following the Web 2.0 philosophy) 

are gender (Chi-square= 5.547, df = 1, p-value = 0.019; see Figure 3) and tourists’ 

experience (Chi-square = 17.294, df = 2, p-value = 0.000). Specifically, the root node is 

divided into two nodes (node 1: male; node 2: female). Node 1 has no subfamily node. 

For node 2 the best predictor is experience (frequency) using travel websites. This 

node is then further divided into three more nodes (node 3: never or rarely; node 4: 

sometimes and node 5: whenever I travel). The characteristic profile of the terminal 

nodes (nodes 1, 3, 4 and 5) is as follows: 

 

 Group 1 (node 1): This group accounts for approximately a third of the total sample 
(32.9%) and is comprised solely of males. Of the members in this group, more than 
half (59.3%) have never shared their experiences on a travel website (blog, social 
networks, etc.). 

 Group 2 (node 3): This is the smallest group (7.1% of the sample) and comprises 
women with very little or practically no experience using travel websites. The 
majority of the members in this group (90.7%) have never shared their experiences 
on travel websites due to their lack of expertise in using this type of medium.  

 Group 3 (node 4): This group accounts for 22.6% of the sample and is comprised of 
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women who sometimes use travel websites to find information when choosing a 
destination and/or hotel (medium level of experience). Around three-fourths (74%) 
of the members in this group have never shared their experiences on travel 
websites. 

 Group 4 (node 5): This is the largest group (37.4%) and is composed of females 
with broad experience in using travel websites. 61.5% of the members of this 
group state they have never shared their experiences on travel websites.  

 

5. FINAL DISCUSSION  
 

5.1. Main conclusions 

 

The evolution of Web 1.0 to Web 2.0 has given rise to important changes in different 

sectors of activity, among them tourism. With the advent of Travel 2.0 applications, 

tourists have modified their travel planning behavior. Not only do tourists now have 

access to information on official destination and/or hotel websites, but also to 

numerous Internet platforms such as social networking sites or blogs where they can 

share their own experiences and read about those of others. These new platforms 

permit tourists to engage in online conversations or obtain information through online 

word of mouth (eWOM) communications. Given this context, this paper has attempted 

to analyze the effect of Travel 2.0 on tourist behavior. To do so, three main objectives 

were proposed. 

The primary objective was to determine the effect of this new generation of tourism 

websites on sources of information that have been traditionally used by tourists when 

making travel arrangements, namely offline word of mouth or WOM communication. 

To this end, we compared the influence of opinions and recommendations by friends 

and family on tourists to the influence of other Internet users. The results of the study 

are consistent with those found in the review of the literature (e.g. Murphy et al., 

2007; Park et al., 2007; Nielsen Company, 2009b; Fotis et al., 2011), showing that 

WOM of friends, family and acquaintances affects tourist behavior to a larger degree 

than communication with other users (whether they are known to the tourist or not).  
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The secondary objective was to determine which Travel 2.0 platforms or applications 

(blogs, social networks or official destination/hotel websites where users can post 

content) is used most widely by tourists when making travel arrangements. The results 

of our study show that tourists use official destination/hotel websites to a greater 

extent, followed by travel blogs and travel social network sites.  

 

One explanation for this outcome is that users find that official tourism and hotel 

websites provide more complete information about the characteristics of the 

destination or hotel or logistical issues (transportation, schedules, etc.). In addition, 

many of these sites permit users to post their comments and share experiences, thus 

enriching the content and providing users everything they need without having to 

browse other websites.  

 

Second, tourists use travel blogs for the same reasons they use official websites. For 

example, blogs on travel destinations or hotels not only contain information regarding 

the place itself, but offer travel trivia, ideas or tips, which can be quite useful for many 

users. In addition, blogs give users the opportunity to read feedback and comments by 

other users in the form of articles or specific sections on travel experiences, thus 

providing very complete content. However, consumers rely more on the website of the 

destination or hotel than on blogs as they are official and because nowadays anyone 

can create a travel blog.  

 

Finally, travel social networks are used to a lesser degree mainly because they contain 

the opinions and experiences of other users and less space is devoted to posting 

information on the destination or hotel (type of destination/hotel, transportation, 

schedules, etc.). When this is the case, users who consult travel networks must search 

for further information on other websites (i.e. official websites or travel blogs) to 

ensure that they make the best possible choice.  

 

The third objective was to identify the main factors affecting the extent to which 

tourists are influenced by the comments and opinions of other Internet users and 

share travel experiences on Travel 2.0 applications, specifically official tourism 

websites, travel blogs and travel social networks. This objective was aimed at 

classifying the tourists that were interviewed for the study according to their 

sociodemographic characteristics.  

With regard to the influence of travel comments posted by other Internet users, we 

found that little over half of the sample (51%) is significantly influenced by such 

feedback. However, this feedback has a greater effect on individuals with more 

experience in using travel websites than those with less expertise (Zhu & Zhang, 2010). 
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We have also distinguished between age and income level, finding that people over 

the age of 24 (“young adults”) are more influenced by the comments of other users’ 

than younger people (Zhu & Zhang, 2010). Regarding the income level, individuals with 

lower incomes (less than $2,700) and those with higher income levels (more than 

$2,700) are significantly influenced by the comments of other users. In this case, 

however, a larger number of members in the group have lower incomes, thus 

permitting us to conclude that lower income individuals are more influenced by online 

WOM.  

As for sharing travel experiences on websites, we have shown that two-thirds of the 

respondents (66%) have never published their travel experiences on a website, blog or 

social network and only 34% of Internet users have posted content on their own blogs 

or websites. For this case we have also distinguished between gender and experience 

in using travel websites. The results show that more than half of those in the sample 

(both men and women) have never shared their travel experiences online. However, a 

somewhat larger percentage of men have done so than women, thus suggesting that 

men are more likely to share their experiences than women. These results differ from 

the study of Chiappa (2011) which showed that women are more likely to share 

comments, opinions, photos and videos in an online medium. We have also shown 

that the effect of eWOM varies among women depending on their expertise in using 

travel websites. In general, more than half of all women (both with and without 

experience using travel websites) have never shared their travel experiences online. 

Nonetheless, as the level of expertise in the use of travel websites increases, the 

percentage of respondents who have never shared their travel experiences decreases. 

This is in line with the results of Lee & Ma (2012), who found that users who are more 

experienced in social media are more likely to share content in this environment. A 

comprehensive analysis thus allows us to deduce that women with greater experience 

in using travel websites are more likely to post travel content online.  

 

5.2. Managerial implications  

 

Tourism companies must seize the opportunities offered by Web 2.0 to boost business. 

Although the results of this study reveal that traditional WOM is used to a greater 

extent than eWOM in making travel arrangements, we should not overlook the fact 

that Travel 2.0 applications are becoming increasingly widespread and popular among 

tourists. Therefore, any business dedicated to tourism should be present in Travel 2.0 

platforms in order to increase the number of visits to the site, and thus sales.  
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As we have shown in the conclusions, official destination or hotel websites where 

users can post their own comments and share experiences are the most widely used 

2.0 Travel applications. Consequently, it would be interesting for tourism companies to 

include a section on their websites with the experiences and views of tourists. 

Secondly, tourists use travel blogs. For this reason, tourism companies should 

endeavor to publish a wide variety of articles on quality travel to ensure that clients 

will find all the necessary information to plan their trips. After doing so, tourists should 

be able to directly access the company website in order to reserve or purchase a 

product or service (book a flight or a hotel, etc.).  

Of the three platforms analyzed, social networks were found to be the least frequently 

used tool for making travel arrangements. Nevertheless, it is important that companies 

create profiles on major social networks such as Facebook, Twitter or MySpace so that 

they can engage in conversations directly with their clients and thus obtain better 

information about their needs and concerns. 

As regards the WOM effect, companies should be aware that manipulating user-

generated content is not the only solution for dealing with negative feedback, but that 

there are a number of more ethical actions or measures that can be taken in situations 

of this kind that will not damage the company’s reputation. For example, companies 

should respond to all types of consumer-generated feedback, whether it be positive or 

negative. Specifically, they should thank customers for taking the time to write about 

their experiences or share their opinions on the company’s website. In the event that 

the feedback is negative, the company should first show surprise upon learning about 

a negative experience so that the customer perceives that the incident was an 

exception to the rule.  

In this sense, companies should apologize for well-founded complaints and explain to 

customers what actions they will take to correct the problem as public 

acknowledgement of an error creates a very positive brand image. These actions will 

make clients feel like they are being listened to and increase their trust in the company 

(agencies, destinations, hotels and others). Moreover, steps of this kind will also 

increase trust among potential customers who visit the company website to find out 

information and ensure that they will view the company as a safe choice in the future. 

In short, we conclude that if companies in the tourism sector make an effort to 

increase their visibility in the different Travel 2.0 applications and are capable of 

managing their profiles properly, their revenues and profits are likely to increase in a 

significant manner.  
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6. LIMITATIONS OF THE STUDY AND FUTURE RESEARCH 
 

Although we have examined the general use of destination/hotel websites, travel blogs 

or travel social network sites, in a rapidly changing environment such as the Internet, 

new networks are being launched to provide followers with different features and 

tools than those offered by the two networks studied. More specifically, microblogging 

networks such as Twitter have experienced spectacular growth in recent years, and are 

used by increasingly larger numbers of tourists to find travel information. It would 

therefore be interesting to replicate the model used in this study in the context of 

microblogging tools. 

The second limitation of the study is that we have only analyzed the extent to which 

Travel 2.0 tools  such as blogs, social networks, interactive destination/hotel websites 

are used, but have not studied how tourists behave when using them, that is, which 

behavioral variables (perceived usefulness, trust, etc.) influence the use of these 

platforms. This research problem will be addressed in future research. 

The third limitation of this study is the use of a purely quantitative methodology. In 

recent years, qualitative research methods with great potential have been developed, 

among them netnography (Kozinets, 2002). Netnography (also known by other terms 

such as webnography, online ethnography, or virtual ethnography) is a technique that 

builds upon online observations and participation in publically available forums in an 

unobtrusive but participative manner  and helps to reveal enriched data about how 

people behave and intermingle online (Seraj, 2012). Essentially, netnography is the 

application of ethnographic methods to an online context (Kozinets, 2002). Online 

community sites contain a considerable amount of data that researchers can usually 

analyze without having to intervene. This makes it a much more objective technique as 

information can be accessed in a more natural and spontaneous way (Prior & Miller, 

2012). Moreover, nethnography permits collecting information that is more 

complicated to obtain through quantitative methods such as the heartfelt, emotionally 

rich responses that the anonymity of the internet facilitates and access to opinion 

leaders in consumer groups (Puri, 2009). We believe that the use of these new web 

data analysis methods could enrich the findings of our study. 
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7. APPENDICES  
 

7.1. Appendix 1. Tables derived from the analysis.  

 

Table 5 . T-Test for dependent samples (variables). "When choosing a destination 
and/or hotel, evaluate the influence of comments, opinions and experiences". 1st 
OBJECTIVE 

 

Table 6. Paired T-Test for dependents samples (variables). 2rd OBJECTIVE 

Variable 

Related Differences 

t d.f. 
Sign. 

(bilateral) 

 

Mean 

 (dif.) 

 

S.D. 

 

S.E.M. 

95% 

confidence 

interval for 

the difference  

Higher Lower 

 “Friends and 

family” 

(WOM) - “Other 

Internet users” 

(eWOM) 

0.765 0.985 0.040 0.687 0.843 19.263 615 0.000 

Evaluate the extent 

to which you use 

“…”as a source of 

information when 

making travel 

arrangements 

Related Differences 

t d.f. 
Sign. 

(bilateral) 

 

Mean 

 (dif.) 

 

S.D. 

 

S.E.M. 

95% confidence 

interval for the 

difference 

Higher Lower 

 “Blog” – “travel 

social network 

sites” 

0.709 1.389 0.056 0.599 0.819 
12.67

4 
615 0.000 

“Blog” – 

“Destination/ hotel 

websites” 

-0.765 1.313 0.053 -0.869 -0.661 

-

14.44

9 

615 0.000 
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Table 7. Table of frequencies of the dependent variable Sharing travel experiences 
(categorical). 3rd OBJECTIVE 

Categories* 
Frequency Percentage Valid percentage 

Accumulated 

percentage 

Never 398 64.9 64.9 64.9 

Rarely 96 15.7 15.7 80.6 

Sometimes 100 16.3 16.3 96.9 

Always 11 1.8 1.8 98.7 

DK/NA 8 1.3 1.3 100 

Total 613 100.0 100.0 -- 

*Note: In order to improve the goodness of fit of the segmentation tree and its capacity for 

generalization, it was necessary to recode the variable in the categories ‘never’ and 

‘sometimes’. 

 

7.1. Appendix 2.  Scales used 
 

SCALE FOR FREQUENCY OF USE 

Have you ever shared your travel 

experiences, given 

recommendations or posted 

opinions on travel websites 

(blogs, social networks, hotel 

websites, etc.) for other users to 

read? 

Never Rarely Sometimes 
Whenever 

I travel 
DK/NA 

     

SCALE FOR INFLUENCE OF eWOM Not at all 

Whenever I 

travel 

Evaluate the extent to which you use blogs and discussion 

forums as a source of information when making travel 
                     

“Travel social 

network sites” – 

“Destination/ hotel 

websites” 

-1.481 1.396 0.056 -1.591 -1.370 
-

26.330 

615 

 
0.000 
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arrangements (where 1 is ‘Not at all’ and 5 is ‘Whenever I 

travel’). 

Evaluate the extent to which you use social network sites 

as a source of information when making travel 

arrangements. 

                     

Evaluate the extent to which you use hotel and/or 

destination websites as a source of information when 

making travel arrangements. 

                     

SCALE FOR WOM/Ewom Not at all A lot 

Evaluate the extent to which the comments, opinions and 

experiences of friends influence your choice of a travel 

destination and/or hotel (where 1 is ‘Not at all’ and 5 is ‘A 

lot’). 

                     

Evaluate the extent to which the comments, opinions and 

experiences of other Internet users (known to you or 

anonymous) influence your choice of a travel destination 

and/or hotel. 
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1. INTRODUCTION 
 

With the advent of Web 2.0-based sites, users not only obtain information, but can 

also provide information to others (Ridings et al., 2002). This has led to a participatory 

and collaborative online environment that has had an important impact on a wide 

range of sectors, particularly tourism. As a result tourist behaviour and habits have 

undergone major changes, giving rise to a new creature: the 2.0 tourist.  

In Web 2.0-based platforms of the tourism sector (hereafter “Travel 2.0 websites” or 

T2W), users not only take an active role in choosing and preparing their own trips, but 

also aid other tourists in forming an image or idea of their destination before travelling 

by posting their experiences, videos, etc. Thanks to these new applications tourists are 

now able to obtain more useful and personalised information tailored to their tastes 

and preferences (Doolin et al., 2002), thus allowing them to make faster and more 

effective searches for information about a hotel and/or destination (Brown and 

Chalmers, 2003). 

Given this new scenario it is essential that tourism businesses take advantage of the 

different sites offered by Web 2.0 to enhance their reputation. Among the various 

actions that companies should take in light of this new web generation are listening to 

customer feedback, building a direct relationship with them to determine their needs 

firsthand, responding to constructive criticism of all kinds (positive or negative) and 

taking the appropriate measures to resolve complaints and follow through on negative 

comments from customers. 

The overall aim of this study is to generalise the underlying behavioural model for 

explaining tourists’ intention to use Travel 2.0 websites according to its main 

determinants. To achieve this objective we developed a behavioural model based on 

the original Technology Acceptance Model (TAM) of Davis et al. (1989). Our model, 

known as the Travel 2.0 Websites Acceptance Model (T2WAM), includes perceived 

“trust” towards these websites. Trust was included in the model as it is an important 
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factor in measuring the behaviour of potential tourists for several reasons, i.e. it allows 

mitigation of uncertainty and lack of social presence and permits the creation of a 

climate of mutual trust in these interactive and not face-to-face travel websites (Gefen 

et al., 2003a; Pavlou, 2003).  

Therefore, the paper contributes to the stream of TAM and trust research focusing on 

the acceptance of Web 2.0-based tools that provide information about the tourism 

industry. This research is novel in that it integrates a variable associated with the 

uncertainty of behaviour and the environment (trust) with the constructs of 

technology acceptance (usability, ease of use and attitude) to explain which factors 

lead to the adoption of T2W by potential tourists. While some authors have also 

incorporated this construct in the context of electronic commerce (e.g. Gefen et al., 

2003a, b; Pavlou, 2003), other studies that analyse the adoption of Web 2.0 or social 

networks (e.g. Willis, 2008; Casaló et al., 2009) do not include it. This work is also 

original in that it establishes a behavioural model that can be extrapolated to all Web 

2.0 applications in the context of hotel websites. 

 

8. THEORETICAL FRAMEWORK: CONSUMER BEHAVIOUR 
TOWARDS TRAVEL 2.0 WEBSITES 

 

2.1. Development of the Technology Acceptance Model 

 

Several theoretical models have been proposed in the scientific literature to gain a 

better understanding of internet user behaviour with regard to information searches 

and electronic transactions (e-commerce). The most important of these models are the 

Theory of Reasoned Action (TRA) (Fishbein and Ajzen, 1975), the Theory of Planned 

Behaviour (Ajzen, 1991), and the Technology Acceptance Model (Davis et al., 1989). 

However, due to its validity and predictive capacity, the TAM is the most commonly 

used model to explain the acceptance of a system or information technology (e.g. 

Horton et al., 2001; Ramayah et al., 2003, Huang et al., 2009). 
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The TAM model has also been widely applied to the internet across different fields. For 

example it has been valuable in explaining user behaviour with regard to e-commerce 

(e.g. Chircu et al., 2000, Gefen et al., 2003a, b; Pavlou, 2003; Shang et al., 2005), 

websites (e.g. Moon and Kim, 2001; Sánchez and Roldán, 2005; Castañeda et al., 

2007a), online learning systems (e.g. Saad and Balhi, 2005), online banking services 

(e.g. Chau and Lai, 2003), the use of intranets (e.g. Horton et al., 2001), tourism and 

other related websites (e.g. Kaplanidou and Vogt, 2006), and travel social networking 

sites (e.g. Casaló et al., 2009). 

In line with the TRA theory, the TAM model posits that perceived beliefs (usefulness 

and ease of use) determine users’ attitudes towards the system or information 

technology. While subjective norms and attitude explain behavioural intention in the 

TRA, the subjective norms construct is not significant in the TAM (Davis et al., 1989). 

In the context of the internet, and social networks in particular, Casaló et al. (2009, p. 

5) defined perceived usefulness as “the degree to which a consumer believes that the 

information obtained from a travel social network will provide a range of benefits that 

would otherwise be difficult to obtain without participating in it”. In extending the 

above definition to this work, perceived usefulness can be defined as the degree to 

which users believe that using Travel 2.0 websites will improve their performance 

when searching for information on a tourist destination and/or hotel.  

Ease of use is related to website structure, that is, users find the site simple to use, 

easily understand its contents and functions and can find the information they want 

fairly quickly (Muñoz-Leiva, 2008). In our study perceived ease of use is defined as the 

degree to which users find it easy to search for information on travel websites such as 

blogs, social networks and virtual communities. 

Davis et al. (1989) also introduced a direct relationship between perceived usefulness 

and intention to use, which implies that individuals will intend to use a technological 

innovation if they perceive that using the new technology will improve their job 

performance in an organisational context (Muñoz-Leiva, 2008). 
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In the classic formulation of the TAM, attitude is a construct that mediates the 

relationship between previous beliefs (usefulness and ease of use) and intended use. 

Sánchez and Roldán (2005), among others, argue that it is essential to include attitude 

in the TAM in order to determine acceptance of a technological innovation (e.g. Moon 

and Kim, 2001; Izquierdo et al., 2009). From the standpoint of Travel 2.0, attitude can 

therefore be defined as tourist preferences for using interactive travel websites to find 

information about a particular destination and/or hotel. 

Despite the importance of TAM several research studies have suggested that the 

theory should introduce further factors to improve its explanatory power regarding the 

acceptance of a technological innovation (Taylor and Todd, 1995; Shang et al., 2005). 

For this reason and in line with the theoretical foundations defended by Gefen et al. 

(2003a), Pavlou (2003) and Izquierdo et al. (2009), this study introduces a new variable 

in the original TAM: perceived trust towards the other party.  

2.2. Importance of perceived trust 

 

Several authors (e.g. Gefen and Straub, 2000; Gefen et al., 2003b; Pavlou, 2003) justify 

including the trust construct in the context of electronic services. In our study it was 

necessary to include this construct to measure the behaviour of potential tourists for 

several reasons. First the content of interactive travel websites is characterised, among 

other things, by being user generated. In order for users to post information and for 

others to consider the information reliable, it is necessary to create a climate of mutual 

trust. Second the main problem with the online environment is that interactions 

(transactions, communications, etc.) are not face-to-face and such a lack of social 

presence can lead to distrust of the medium (Gefen et al., 2003a; Pavlou, 2003). To 

reflect the uncertainty involved in accepting a system, Pavlou (2003) incorporated the 

trust variable in the TAM as an important factor in mitigating such feelings (Mayer et 

al., 1995). It has also been shown that trust is a variable that mediates between a 

website and the behavioural intentions of consumers (Sultan et al., 2002). 

Trust has been studied and defined in many disciplines including economics, 

philosophy, sociology, psychology and marketing, among others. From a cognitive 
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perspective Rotter (1967, p. 652) defined trust as “the belief that one party will reliably 

keep its word or promise and fulfil its obligations in an exchange relationship”. Gefen 

et al. (2003a, p. 308) defined trust as “the expectations that other individuals or 

companies with which one interacts will not take improper advantage resulting from 

the dependence one has on them”. In line with this definition, trust in Web 2.0 travel 

sites can be defined as the belief or expectation that the content generated by other 

users is reliable and that these users will fulfil their obligations. In this sense a user 

who reads web comments is the most vulnerable party, while trust is placed in the 

user who posts them. 

9. RESEARCH HYPOTHESES RELATED TO THE PROPOSED 
BEHAVIOURAL MODEL  

 

A review of the relevant literature has revealed the following relationships between 

constructs. 

3.1. Usefulness-attitude 

 

Several works have demonstrated the usefulness-attitude relationship in the context 

of tourism, among them, Luque et al. (2007) and Castañeda et al. (2007b), who studied 

the use of the internet to seek travel information, and Kim et al. (2008), who focused 

on the acceptance of mobile devices by tourists. In the context of Web 2.0 the findings 

of Shin and Kim (2008) and Hossain and Silva (2009) also confirmed that when users 

perceive social networks and virtual communities to be useful, they have a more 

positive attitude towards the use of and participation in these sites. Finally research on 

Travel 2.0, specifically the use of travel social networks, has also found that tourists 

will have a more positive attitude towards these networking websites if they perceive 

that they are useful (Casaló et al., 2009, Huang et al., 2009; Korvenmaa, 2009). This 

brings us to the following hypothesis: 
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H1. Usefulness has a positive effect on attitudes towards Travel 2.0 websites. 

3.2. Usefulness-intention to use  

 

The influence of usefulness on intention to use has been shown with regard to the 

search for tourist information on the internet (e.g. Luque et al., 2007; Castañeda et al., 

2007b) and behavioural intention to participate in Web 2.0 virtual communities 

(Hossain and Silva, 2009). In addition, when tourists perceive that social networks 

and/or discussion forums are useful sites for finding travel information, their intention 

to use them will be greater (Huang et al., 2009; Casaló et al., 2009). We therefore 

establish the following research hypothesis: 

H2. Usefulness has a positive effect on attitudes regarding intention to use Travel 

2.0 websites. 

3.3. Ease of use-usefulness 

 

This relationship has been demonstrated empirically in the tourism sector with regard 

to the search for tourist information on the internet (Luque et al., 2007; Castañeda et 

al., 2007b; Ryan and Rao, 2008). It has also been shown in the context of Web 2.0 in 

studies on virtual communities (Hossain and Silva, 2009). In the context of T2W the 

influence of ease of use on perceived usefulness indicates that when users find T2W 

easy to use, information about a destination and/or hotel provided by others is 

perceived to be quite useful. Hence we establish that: 

H3. Ease of use has a positive effect on the perceived usefulness of Travel 2.0 

websites. 

3.4. Ease of use-attitude  

 

This effect has also been verified regarding the acceptance of Web 2.0 applications 

such as blogs and virtual communities (Hsu and Lin, 2008; Hossain and Silva, 2009). If 

we aggregate the results concerning the tourism sector and the Web 2.0 context, we 

can conclude that tourists will have a more positive attitude towards interactive travel 
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systems when they perceive that such systems are not difficult to use (Korvenmaa, 

2009). This gives rise to the following research hypothesis: 

H4. Ease of use has a positive effect on tourists’ attitudes towards the use of 

Travel 2.0 websites. 

3.5. Ease of use-intention to use 

 

Although most studies find that perceived usefulness has a greater influence on the 

acceptance of new technology than perceived ease of use, Chau and Lai (2003) 

demonstrated that the latter construct is the most significant determinant of 

acceptance by online banking users. According to previous research, when users 

perceive an information or technological system to be easy to use, their intention to 

use it will be greater (e.g. Pavlou, 2003; Gefen et al., 2003a). In other cases both 

variables (perceived usefulness and ease of use) have been shown to exert a similar 

influence on the intention to use new online management programs in an 

organisational setting (e.g. Hernández et al., 2006). If we extend this relationship to 

Travel 2.0 it can be established that: 

H5. Ease of use has a positive effect on tourists’ intention to use Travel 2.0 

websites. 

 

3.6. Ease of use-trust 
 

A review of the literature on e-commerce shows that the easier a website is to use, the 

greater the trust in it (Koufaris and Sosa, 2004; Flavián et al., 2004). Fogg et al. (2001) 

also argued that perceived ease of use is one of the most important factors in 

increasing perceived credibility. User-friendly websites are therefore perceived as 

being more reliable. In the case of T2W it is more logical to establish a second 

relationship (ease of use on trust) given that when users perceive that these websites 

are easy to use, they will feel that they are in control of the situation and understand 
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all the content posted on them, thus increasing user trust in the site. Our sixth 

hypothesis is therefore as follows: 

H6. Ease of use has a positive effect on trust in Travel 2.0 websites. 

3.7. Attitude-intention to use 

 

The relationship between attitude and intention to use has been empirically supported 

in studies on acceptance of participation in a network (Shin and Kim, 2008), a virtual 

community (Hossain and Silva, 2009) or a blog (Hsu and Lin, 2008), and finally, the use 

of social networks by tourists when searching for travel information (Huang et al., 

2009; Korvenmaa, 2009; Casaló et al., 2009). Thus if tourists have a positive attitude 

towards interactive travel websites, they will be interested in using them in the future 

to find information about tourism products. Hence: 

H7. Attitude has a positive effect on tourists’ intentions to use Travel 2.0 

websites. 

3.8. Trust-usefulness 
  

According to previous research trust positively influences the perceived usefulness of 

e-commerce (Gefen et al., 2003b; Pavlou, 2003; Shin, 2008). As a result consumers will 

be expected to complete the checkout process (Chircu et al., 2000; Pavlou, 2003). 

Trust allows the consumer to depend on e-retailers and the underlying infrastructure 

and so make the interaction more useful. Conversely, if e-retailers are trusted but 

behave differently from the beliefs instilled, the interface will become useless. This is 

due to the fact that excessive risk causes the consumer to reject the use of the system 

and, in this case, there is no reason to expect usefulness to be gained with use of the 

interface (Pavlou, 2002). 

On the basis of the foregoing arguments a web system whose structure and content 

organisation is not modified can be expected to gain in trust regarding an initial state 

(with higher uncertainty), so that perceived usefulness will also increase and it will 

then depend on the people behind it. Furthermore, the greater the trust users have in 
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a website, the more likely they are to use it and the less time and cognitive effort they 

must devote to examining the details of the site and the quality or updating of 

information. Hence: 

H8. Trust has a positive effect on perceived usefulness of Travel 2.0 websites. 

3.9. Trust-attitude  

 

In the context of travel social networks the study of Casaló et al. (2009) revealed that 

trust has a positive influence not only on perceived usefulness, but also on the positive 

attitudes of consumers towards the information that can be obtained on these 

websites. We therefore establish the following hypothesis: 

H9. Trust has a positive effect on attitude towards Travel 2.0 websites. 

3.10. Trust-intention to use 

 

Trust in online vendors and retail websites has a significant influence on internet 

purchase intent (e.g. Gefen et al., 2003a; Pavlou, 2003; Izquierdo et al., 2009). 

Moreover studies on the acceptance of Web 2.0 websites have found a relationship 

between the trust construct and the TAM variables. For example Ridings et al. (2002) 

found that the higher the level of trust in a virtual community, the greater the 

intention to share information and accept the information provided by other members 

of the virtual community. In this context the results of the work by Casaló et al. (2009) 

reveal that trust in travel networks has a positive influence on consumer intention to 

follow advice obtained from the network. Therefore: 

H10. Trust has a positive effect on intention to use Travel 2.0 websites. 
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10. METHODOLOGY: SCOPE OF STUDY, MEASUREMENT SCALES 
AND DATA COLLECTION  

 

4.1. Research design: Travel 2.0 websites selected and visits to websites 
 

According to the survey conducted at the World Travel Market Trade Fair held in 

London in 2010, 36 percent of tourists from the UK used social networks as a source of 

information for making travel arrangements. The main sites used were: 

  Tripadvisor (66 per cent); 

 Facebook (34 per cent); 

  travel discussion forums (28 per cent);  

 YouTube (21 percent); 

 Twitter (17 percent); and  

 blogs (9 percent) (Hosteltur, 2010). 

 Facebook is the world’s largest social network in terms of volume of users and level of 

participation, attracting more than 850 million users in just seven years (Facebook, 

2012). In addition Tripadvisor is the most popular travel community in the world with 

over 40 million monthly travellers, 20 million registered users and more than 50 million 

reviews and opinions from real travellers around the world (Tripadvisor, 2012). Finally 

travel blogs rank sixth in terms of sources of information most often taken into 

account by travellers when choosing a destination (Spanish Observatory on Travel and 

the Internet, 2010). These reasons justify the decision to study the following three 

T2Ws: 

(1) a Tripadvisor community; 

(2)  a Facebook profile; and a 

(3) a hotel blog.  

The specific tourism product that has been chosen for study is the Hotel Botanico and 

Oriental Spa Garden located in Tenerife (Canary Islands, Spain). 
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The sample was randomly divided into three scenarios for respondents to visit before 

completing the web questionnaire: 

1) Scenario 1 (S1). Respondents who viewed the Hotel Botanico blog (see Appendix 

1 or http://webcim.ugr.es/polls/design1_b.htm);  

2) Scenario 2 (S2). Respondents who viewed the hotel’s Facebook profile (see 

Appendix 1 or http://webcim.ugr.es/polls/design2_f.htm); and 

3) Scenario 3 (S3). Respondents who visited the Tripadvisor website containing 

comments about the hotel (see Appendix 1 or 

http://webcim.ugr.es/polls/design3_t.htm). 

 

Respondents were allowed to freely browse the different options available (menus, 

links, multimedia displays, etc.) on the three sites selected. Visits or web scenarios 

included a Java code (script) that automatically sent the web questionnaire to the 

respondents 60 seconds after they began to browse the website. 

By evaluating different websites (scenarios) across three different samples and 

randomising the units, the causal relationships can be extrapolated to the population 

of internet users and potential travellers to the hotel. Experiments or scenarios of this 

kind conducted in a natural environment (field experiments) have high external validity 

(Luque, 1997, p. 153). With regard to internal validity 1) several factors taken into 

account in the research design such as time devoted to browsing, 2) the same object 

for comparison (the Hotel Botanico), or 3) the equivalence of measurement scales 

across different scenarios, among others, guarantee the suitability of the design for 

drawing accurate conclusions regarding the effects of the scenario. 

4.2. Development of the measurement scales 

 

The questionnaire consisted of closed questions for the constructs, five-point Likert 

scales, and socio-demographic data (see Appendices 2 and 3). Specifically we adapted 

the scales previously used by Davis (1989) and Sánchez and Roldán (2005) to measure 

perceived ease of use of Travel 2.0 websites or applications (consisting of four items). 

The usefulness scale (consisting of four questions) was adapted from the work of 

http://webcim.ugr.es/polls/design1_b.htm
http://webcim.ugr.es/polls/design2_f.htm
http://webcim.ugr.es/polls/design3_t.htm
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Pavlou (2003) and Castaneda et al. (2007b). The trust scale (four items) was adapted 

from the scales of Flavián et al. (2004) and Muñoz-Leiva et al. (2010). The scale of 

attitude towards T2W (composed of three items) was adapted from the study by 

Castañeda et al. (2007b). Finally the intention to use scale (one item) was adapted 

from the work by Sánchez and Roldán (2005). 

To verify the suitability of the measurement scales, the reliability and validity of the 

scales were analysed by means of both exploratory (SPSS 17.0) and confirmatory 

(AMOS 18) methods (see data analysis section). 

4.3. Data collection 

 

To carry out the research a personal online survey was conducted of Spanish T2W 

users aged 16 to 64 who use the internet on a regular basis (more than three times a 

week). The sample consisted of 3,269 internet users belonging to an internet 

community who were invited to participate in the survey (http://webcim.ugr.es/polls). 

Participation in the survey was voluntary and the data were collected from 8 to 28 

September 2010 (see Table 1). The total number of valid questionnaires was 440 

(nS1=152; nS2=140; nS3=148). The final response or retention rate after sending the first 

invitation and a second reminder was 18.84 percent. 

A representative sample of the population was obtained using data issued by the 

Spanish Statistics Institute (INE, 2010) relating to the socio-demographic profile of 

internet users between the age of 16 and 64. Specifically 45.9 percent were men 

(compared to 54.1 percent women), 44.8 percent were between the age of 25 and 44, 

84.8 percent lived in an urban area, and 30.5 percent had a high household income of 

between 1,200 and 1,800 euros per month (see Table 11 in Appendix 3). 

 

 

http://webcim.ugr.es/polls
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11. DATA ANALYSIS 

5.1. Reliability and validity 

 

Cronbach’s alpha indicator was first used to measure the reliability of the scales, with 

0.7 as the reference value (Nunnally, 1978; Hair et al., 1995). All the variables obtained 

very good values in the three groups or subsamples (α > 0.8).  

To test the convergent and divergent validity of the scales, a confirmatory factor 

analysis was performed. In this analysis the items that contributed least to the 

explanatory power of the model were eliminated (R2 < 0.5). Convergent validity was 

evaluated by means of the factor loadings of the indicators. The coefficients were 

significantly different from zero, and the loadings between latent and observed 

variables were high in all cases (β > 0.7). Consequently we can say that the latent 

variables adequately explain the observed variables (Bollen, 1989; Hair et al., 1995). 

With regard to discriminant validity the variances were found to be significantly 

different from zero. Moreover the correlation between each pair of scales did not 

exceed 0.8. Given the weak relationship among the constructs, we can therefore 

confirm that there are five constructs in each of the three models proposed. 

The reliability of the scales can again be evaluated from a series of indicators drawn 

from the confirmatory analysis. The standard compound reliability and the average 

variance explained exceed the threshold used as a reference at 0.7 and 0.5, 

respectively, as well as other indicators of overall fit for the measurement model 

(Bollen, 1989; Hair et al., 1995). 

 

5.2. Structural equation model 

 

After evaluating the reliability and validity of the measurement scales, the research 

hypotheses based on the review of the literature were tested. For this purpose a 

structural equation model was developed for each group. Considering the absence of 

normality of the variables, we opted for the maximum likelihood estimation method 
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and bootstrapping technique (or bootstrap learning samples) for 1,000 consecutive 

steps or samples, and a significance level of 95 percent. The maximum likelihood is 

preferable in the case of small samples, as opposed to generalised or weighted least 

squares (West et al., 1995). In the bootstrapping technique we used the Bollen-Stine’s 

corrected p-value, testing the null hypothesis that the model is correct. Through re-

sampling, this technique permits the standard error of the constructs to be corrected. 

Table 8. Technical specifications and sample characteristics 

Population  Spanish tourists who use the internet as a 

source of information; habitual internet 

users 

Sampling type Simple random sampling 

Date of fieldwork 8-28 September 2010 

Sample S1 S2 S3 

Sample size (valid 

cases) 

152 140 148 

Sample error* 7.95% 8.28% 8.06% 

* Note: For the estimation of a proportion where P=Q=0.5 and a confidence level of 95 

percent. 

Before evaluating each of the three models in further depth and examining the 

differences among them, the overall goodness of fit was verified to be satisfactory as 

the values of the goodness of fit indicators were within the levels recommended in the 

literature (Bollen, 1986, 1989; Lai and Li, 2005; Muñoz-Leiva, 2008): RMSEA < 0.08, 

Bollen-Stine’s corrected p-value > 0.05, Normed Chi-squared < 2 or 3, SNCP → 0, RFI → 

1, CFI, IFI and CFI > 0.9, GFI and AGFI > 0.8 (see Table 9). 
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Table 9. Goodness-of-fit indicators in the structural model 

Coefficients RMSEA Chi-

squared 

d.f. Bollen-

Stine’s 

p 

Normed 

Chi-

squared 

SNCP RFI GFI AGFI NFI CFI IFI 

Blog (S1) 0.067 114.37 68 0.052 1.68 0.31 0.91 0.910 0.861 0.936 0.972 0.973 

Facebook 

(S2) 
0.079 104.96 56 0.067 1.87 0.35 0.89 0.904 0.845 0.920 0.960 0.961 

Tripadvisor 

(S3) 
0.075 81.77 45 0.096 1.82 0.25 0.91 0.918 0.850 0.937 0.970 0.971 

Note: RMSEA: Root mean square error of approximation; SNCP: Scaled noncentrality 

parameter; RFI: Relative fix index; GFI: Goodness-of-fit index; AGFI:  Adjusted goodness-

of-fit index; NFI: Normed fit index; CFI: Comparative goodness of fit; IFI: Incremental fit 

index. 

The final blog, Facebook and Tripadvisor behavioural models are shown in Figure 4.  

 

Usefulness

Ease of use

Attitude

Trust

Intention to 

use
H9

0.49 / 0.27 / n.s.

H3

0.53 / 0.59 / 0.36 

H1

0.43 / 0.37 / 0.57

H4

0.21 / 0.30 / 0.19  

H2

0.78 / n.s. / n.s.

H5

-0.60 / n.s. / n.s.

H7

0.39 / 0.65 / 0.36  

H10

0.58 / n.s. / 0.35  

H6

0.45 / 0.35 / 0.27 

H8

n.s. / 0.40 / 0.49 

  

 Figure 4 .Behavioural models (standardised beta): Blog (S1)/Facebook  
(S2)/Tripadvisor (S3). 

  *Note: n.s.= not significant 
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Regarding the hotel blog the empirical evidence verified all the causal relationships 

described in hypotheses H1, H2, H4, H5, H6, H7, H9, and H10.  

Specifically we found that the intention to use blogs is influenced not only by the 

attitude (H7) and usefulness (H2) relationships of the TAM model, but also by ease of 

use (H5). Regarding the new relationships included in the TAM model, we find that 

users will trust or rely more on hotel blogs that they perceive to be easy to use (H6) 

and that ease of use has a positive influence on the attitude of tourists (H9) and 

intention to use (H10). 

 The hypothesis that trust influences the perceived usefulness of these sites (H8) 

was not verified and therefore rejected (for non-standardised beta and other results 

see Table 12 in Appendix 4). Hence tourists believe that the content posted by others 

is useful for preparing their trips regardless of the level of trust in the content. 

However, contrary to what was initially proposed in the hypothesis, the direction of 

the relationship between ease of use and intention to use (H5) was negative. 

The Facebook behavioural model rejected hypotheses H2, H5 and H10. No empirical 

evidence was found to reject the remaining hypotheses. Specifically the relationship 

between trust and usefulness proves to be very significant for tourists who use Hotel 

Botanico’s Facebook profile (H8). Furthermore the relationship between perceived 

ease of use and trust (H6) is also fulfilled; trust has a positive influence on attitude 

(H9); and this construct has a positive influence on intention to use (H7). The same 

relationships are found with regard to Tripadvisor. 

As with the Facebook model the Tripadvisor behavioural model rejected the 

hypotheses that usefulness and ease of use have a positive influence on intention to 

use (H2 and H5). The model also rejected the hypothesis on the relationship between 

trust and attitude (H9). Howevehr the rest of the hypotheses were not rejected. For 

example the positive relationship between trust and intention to use (H10) was 

fulfilled for Tripadvisor (and the blog). 
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5.3. Comparison of models 

 

To demonstrate the existence of a common model for the three T2Ws (blog, Facebook 

and Tripadvisor hotel website) after they were evaluated, we compare the regression 

coefficients or weights in pairs between the structural models using a modified version 

of the student’s t-test for independent samples (Goodman and Blum, 1996; Chin, 

2000). The evaluation was performed using the procedure suggested by Chin (2000) to 

develop a multi-group analysis based on the student’s t-test according to the following 

formulation: 

Ho: B1 = B2 

2

2

2

1

21

SESE

BB
t






 

where Bi, denotes path weights and SEi is the standard error of the path in the 

structural model. 

 The results revealed significant differences (sign. < 0.05) in the relationships 

between certain variables of the three structural models (see Table 10).  

 

Tabla 10. Differences in the non-standardised coefficients (B) of the models 

Relationship B1-B2 T (S1-S2) Sign. B1-B2 T (S1-S3) Sign. B1-B2 T (S2-S3) Sign. 

H1: Useful 

attitude 0.06 0.43 0.6675 -0.14 -0.95 0.3429 

-

0.20 -1.37 0.1718 

H2: Useful 

int. Use 0.44 1.88 0.0611 0.53 2.24 0.0258* 0.09 0.34 0.7341 

H3: Ease use  

useful 

-

0.06 -0.42 0.6748 0.18 1.31 0.1912 0.24 1.71 0.0884 

H4: Ease 

useattitude 

-

0.09 -0.62 0.5357 0.02 0.20 0.8416 0.11 0.94 0.3480 

H5: Ease use 

int. Use 

-

0.47 -2.12 0.0349* -0.60 -3.39 0.0008* 

-

0.14 -0.69 0.4908 
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H6: Ease use  

trust 0.10 0.88 0.3796 0.18 1.81 0.0713 0.08 0.77 0.4419 

H7: Att.int. 

use 

-

0.26 -1.10 0.2722 0.03 0.16 0.8730 0.29 1.13 0.2594 

H8: Trust  

useful 

-

0.25 -1.43 0.1538 -0.34 -1.83 0.0682 

-

0.10 -0.51 0.6104 

H9: 

Trustattitude 0.22 1.43 0.1538 0.37 2.28 0.0233* 0.15 1.03 0.3039 

H10: Trust 

int. Use 0.47 2.00 0.0464* 0.23 0.96 0.3378 

-

0.24 -0.99 0.3230 

* Note: Significant difference for a significance level of 5% 

 

These differences are especially pronounced in the relationships trust-attitude and 

usefulness-intention to use, which was found to be higher for the blog than for 

Tripadvisor (dif. = 2.28 and 2.24, respectively), the relationship trust-intention to use, 

higher for the blog than for Facebook (dif. = 0.47) and perceived ease of use-intention 

to use, higher in the case of Facebook than Tripadvisor and the blog (dif. = 3.39 and 

2.12). 

The results indicate that the model of tourist behaviour in Travel 2.0 is not fully 

generalisable. In other words the model can only be partially extrapolated in the best 

of cases to all the travel platforms and communities. 

 

12. DISCUSSION AND IMPLICATIONS 
 

6.1. Discussion of results 

 

This paper has attempted to analyse the behaviour of tourists with regard to different 

Travel 2.0 websites, specifically blogs, social networks and virtual communities. With 

regard to the originality of the work we found that other authors have incorporated 
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the trust construct into the TAM model, but have focused on the context of electronic 

commerce (e.g. Pavlou, 2003; Gefen et al., 2003a, b), while other works that analyse 

the adoption of Web 2.0 or social networks (e.g. Willis, 2008) do not include trust in 

their models. 

The results of the study are consistent with those in the literature, namely that the 

original TAM is a robust and parsimonious underlying model for the study of T2W (see 

extended model T2WAM in Figure 5). 

 

Figure 5. Extended model underlying all Travel 2.0 websites: the T2WAM model 

Usefulness

Attitude 

Trust

Ease of use

Intention to use

TAM 

(Davis et al., 1989)

Facebook / 

Tripadvisor

Blog

Blog / 

Tripadvisor
Blog / 

Facebook

Blog (-)

Relationship fulfilled in all cases

Relationship not fulfilled in any case 

 

A thorough analysis of the model obtained permits us to conclude that the classic TAM 

model is present in all the T2Ws, with the exception of the relationship between 

usefulness and intention to use, which clearly does not occur in the case of the 

Tripadvisor forum or the Facebook profile. Some relationships such as trust and 

usefulness, attitude and intention to use, or ease of use and intention depend on the 

tool analysed.  

The influence of perceived ease of use on trust is fulfilled in the three applications 

studied. In this sense users will trust or rely more on a T2W that they perceive to be 

easy to use. This is the case, for example, of blogs, which are easier to use. 
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Nonetheless certain differences in tourist behaviour have also been found depending 

on the T2W used. 

First the causal relationship between trust and usefulness proves to be very significant 

for tourists who use Hotel Botanico’s Facebook profile and the Tripadvisor page. It can 

therefore be said that, in general, when tourists trust the content posted by other 

users (comments, travel experiences, videos, etc.), they believe that these sites are 

useful for preparing their trips. However this relationship is not fulfilled in the case of 

blogs. This may be due to the fact that not only are articles about the personal 

experiences of other travellers posted on travel blogs, but also information about a 

given destination, things to do or travel tips. In these cases tourists find these websites 

useful, but do not lend credibility to the experiences posted by other users. 

Second trust has a positive influence on the attitude of tourists in the case of blogs and 

Facebook, but not in the case of Tripadvisor. This may be due to the fact that although 

tourists rely on feedback from other users in this virtual community, they do not have 

a positive attitude towards the website itself and instead prefer to use other 

applications where they can find the opinions and experiences of other travellers in 

addition to other types of information such as flight information, hotels, travel 

competitions or reviews from friends: a fact that influences their choice of a 

destination and/or hotel. 

According to the TAM intention to use blogs is influenced not only by attitude, but also 

by ease of use and usefulness. In the case of Facebook and Tripadvisor, however, 

intention to use is only determined by attitude. This may be because although many 

tourists feel that virtual communities and social networks are easy to use and useful, 

they prefer to use other T2Ws such as blogs, which post the experiences of other 

travellers as well as a greater variety and amount of information. In the case of blogs 

the marked negative relationship between ease of use and intention to use is an 

important aspect that must be taken into account. This indicates that the greater 

simplicity and fewer options available on blogs make this tool less attractive as a 

source of information among internet users who have become increasingly 
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accustomed to interacting with progressively more complex sites such as the previous 

two. 

Finally the positive relationship between trust and intention to use was fulfilled for the 

blog and Tripadvisor, but rejected for Facebook. This may be due to the fact that many 

tourists do not rely on the feedback posted by other travellers on social networks as it 

can be manipulated by the company in question (in the case of positive feedback) or 

posted by the competition (negative comments). However this does not prevent 

tourists from showing intention to use travel social networks because the information 

on these sites may aid them in finding more reliable information on other websites. 

6.2. Theoretical and practical implications 
  

Today many companies use a variety of T2W tools (blogs, Facebook profiles, 

Tripadvisor, and others) to complement their marketing and communication strategies 

and ensure that such strategies are in line with the current demands of clients. In this 

sense it is important that companies maintain a profile in different social networks 

(particularly Facebook as it is the most well-known and widely-used tool) so that they 

can interact directly with their clients and gain information about their needs and 

concerns.  

T2W can also be used by hotels to post their latest offers and ask users about their 

experiences in the hotel. This type of interaction permits hotels to learn what image 

tourists have of the hotel as well as writing quality articles that may be posted later on 

the blog. 

As the results of this paper have shown, T2Ws must be perceived as being easy to use 

and useful if users are to have a positive attitude towards these tools and a greater 

intention to use them. The study has also revealed that when these platforms are easy 

to use, users will have greater trust in the content that is published on them. For this 

reason it is important that tourist company blogs post the full range of content 

travellers might need when travelling (travel tips, interesting facts, current news on 

travel and hotels, travel guides, experiences of other travellers, etc.) in a clear and 

orderly manner so that users perceive the website to be useful in searching for 
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information on specific destinations and/or hotels. By doing so users will have a sense 

of “belonging” to the hotel, travel agency or tourism enterprise and visit the 

company’s official website directly to book flights or holidays, make travel 

arrangements, or book a trip or excursion. 

 

13. CONCLUSIONS AND FURTHER RESEARCH 

7.1. Final conclusions  

 

There is no doubt that the internet has become an important source of information for 

an increasingly large number of tourists when planning their trips and/or holidays. 

Because the internet offers numerous possibilities for finding and/or sharing 

information, companies must be aware not only of the different options the medium 

offers, but also the factors that determine its use. 

When it comes to internet business in general, trust is a key factor. For this reason we 

propose an adaptation of the TAM that incorporates the trust variable. However the 

results are not sufficiently conclusive as trust was not found to have a significant 

influence on usability, positive attitude or intention to use in all the information 

sources considered. 

More specifically, in the case of tools directly controlled by a company such as blogs, it 

is interesting to note that trust positively affects attitude and intention to use. For this 

reason companies should design more objective blogs that permit outsiders to post 

content even when such content may be unfavourable or negative for the institution. 

In short such a strategy would involve transferring the traditional media advertising 

philosophy of two-sided messages (positive and negative) to the realm of social 

networks. 

Regarding Facebook, the most widely used social network in the world, greater trust 

would lead to improved perception of use and positive attitudes. Given that 

companies have full control over their Facebook profiles and these profiles have a 
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much greater potential than blogs, similar recommendations to those above also apply 

to the use of this tool. 

As for Tripadvisor greater trust was found to improve both perceptions of usability and 

intention to use. In this case the system is in the hands of outside organisations 

(management) and tourists (comments), meaning that it is much more complicated for 

the company to control content with a view to building the trust needed to achieve the 

effects discussed above. 

7.2. Strengths, limitations and further research 

 

With regard to methodological issues it is important to note that the fieldwork and 

visits to the scenarios in a natural environment ensure high external validity. 

Additionally it is possible to generalise the causal relationships found to the population 

of internet users by simultaneously evaluating three T2Ws among three different 

samples and by the careful random assignation of the units to the experimental 

groups. However the study was based on a specific hotel. The conclusions can 

therefore not be extrapolated to other tourist destinations where, in addition to 

accommodation, tourists take into consideration other factors such as climate, the 

people, sightseeing, food or facilities.  

With regard to internal validity it is important to highlight the thoroughness and care 

taken in establishing the experimental conditions (time, comparison of the same 

object of study, and equivalence of measurement scales). This approach has ensured 

that the conclusions drawn provide an accurate account of the effects produced in the 

study, while mitigating the limitation of using a single context (a specific hotel).  

Future research could be directed at conducting a more ambitious study that includes 

accommodation as an additional element of a much wider tourism context which takes 

into consideration factors such as those mentioned above. 

We are also aware that, despite having used two of the largest networks worldwide 

such as Facebook (in a general context) and Tripadvisor (in the tourism context), in a 

rapidly changing environment such as the internet, new networks are being launched 
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to provide followers with different features and tools than those offered by the two 

networks studied. More specifically microblogging networks such as Twitter have 

experienced spectacular growth in recent years, and are used by increasingly larger 

numbers of tourists to find travel information. It would therefore be interesting to 

replicate the model used in this study in the context of microblogging tools. 

Finally, given that Web 2.0 applications are based on the socialisation and participation 

of users, it would be interesting to develop a behavioural model that includes other 

variables that have not been analysed here. In particular subjective or social norms 

such as the extent to which users perceive that others approve of their involvement in 

T2W, the sense of belonging to a community and perceived enjoyment as many people 

use these tools not only to search for information but also for entertainment and fun. 

14. APPENDICES 

8.1. Appendix 1. Scenarios 

 

Figure 6. S1- Blog 
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Figure 7. S2 – Facebook

 

 

Figure 8. S3- Tripadvisor 
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8.2. Appendix 2. Questionnaire 

 

Respond to the following statements on a scale 

of 1-5 (where 1 is completely disagree and 5 is 

completely agree): 

Completely  

disagree  

Completely  

agree  

The website you just visited (XXXXX)a is clear and 

easy to understand. 

     

Learning to use XXXXX is easy for me.      

It is easy for me to become skilful at using XXXXX.      

Overall, I find the XXXXX easy to use.      

Using XXXXX makes it easier to find information 

about this hotel. 

     

Using XXXXX enables me to search for 

information about this hotel more quickly. 

     

Overall, XXXXX is useful when I am looking for 

information about the hotel. 

     

The information offered on XXXXX is reliable and 

authentic. 

     

False statements are never made on XXXXX.      

XXXXX provides honest and clear information to 

users.  

     

Overall, I think XXXXX is reliable.      

Given that I have access to XXXXX, I will try to use 

it in the future to look for information about a 

hotel.  
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In general, your opinion about XXXXX is… 

Bad      Good 

Unfavourable      Favourable 

Negative      Positive 

Note: The tool changes in the three versions of the survey (a hotel blog, a Facebook 

profile and a Tripadvisor webpage). For this reason, we have used XXXXX to denote the 

different sites. 

 

8.3. Appendix 3. Demographic profiles of the respondents 

 

                                 Table 11. Demographic profiles 

Variable Category n % 

Gender Male 202 45.91 

Female 238 54.09 
Age 16-25 years 179 40.68 

25-44 years 197 44.77 
45-64 years 63 14.32 
DK/NA 1 0.23 

Place of 
residence 

Rural area 63 14.32 
Urban area 373 84.77 
DK/NA 4 0.91 

Income Less than €1,200 127 28.86 
€1,200-€1,800 134 30.45 
€1,800-€3,000 69 15.68 
More than €3,000 45 10.23 
DK/NA 65 14.77 

Total 440 100.00 

 



88 

8.4. Appendix 4. Models proposed: Partial Travel 2.0 Websites 
Acceptance Models 

 

Table 12. Causal relationships of the scenario or websites studied 

Scenario Causal relationship 
Non-

stand. 
beta 

SE 
Critical 
ratio 

Sign. 

Blog (S1) H1: Usef.attitude 0.44 0.10 4.42 0.000 

H2: Usef.int. use 0.78 0.15 5.28 0.000 

H3: Ease use usef. 0.53 0.10 5.22 0.000 

H4: Ease use attitude 0.21 0.10 2.09 0.036 

H5: Ease useint. use -0.61 0.14 -4.21 0.000 

H6: Ease use trust 0.45 0.07 6.07 0.000 

H7: Attitudeint. use 0.40 0.13 3.07 0.002 

H8: Trust  usef. 0.15 0.12 1.20 0.230 

H9: Trustattitude 0.49 0.12 4.25 0.000 

H10: Trust int. use 0.58 0.17 3.50 0.000 
Facebook 

(S2) 
H1: Usef.attitude 0.37 0.10 3.69 0.000 
H2: Usef.int. use 0.34 0.18 1.88 0.060 
H3: Ease use usef. 0.60 0.11 5.45 0.000 
H4: Ease use attitude 0.30 0.10 3.15 0.002 
H5: Ease useint. use -0.14 0.17 -0.84 0.402 
H6: Ease use trust 0.35 0.08 4.34 0.000 
H7: Attitudeint. use 0.65 0.19 3.35 0.000 
H8: Trust  usef. 0.40 0.12 3.25 0.001 
H9: Trustattitude 0.28 0.10 2.82 0.005 
H10: Trust int. use 0.11 0.17 0.64 0.521 

Tripadvisor 
(S3) 

H1: Usef.attitude 0.57 0.10 5.62 0.000 

H2: Usef.int. use 0.25 0.18 1.39 0.164 

H3: Ease use usef. 0.36 0.09 4.08 0.000 

H4: Ease use attitude 0.19 0.07 2.78 0.005 

H5: Ease useint. use -0.003 0.11 -0.03 0.980 

H6: Ease use trust 0.27 0.06 4.35 0.000 

H7: Attitudeint. use 0.36 0.17 2.17 0.030 

H8: Trust  usef. 0.49 0.14 3.48 0.000 

H9: Trustattitude 0.12 0.11 1.07 0.286 

H10: Trust int. use 0.35 0.18 1.99 0.047 
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1. INTRODUCTION: ONLINE ADVERTISING IN TRAVEL 2.0 TOOLS  
 

Communication media has changed considerably in recent years; consequently, a new 

online world of collaboration and communication has appeared: the Web 2.0 (Cheung, 

Chiu, and Lee 2011). Today’s consumers are more connected than ever, with greater 

access and a more active, in-depth participation to content creation (Nielsen 2014). 

This development of the World Wide Web (WWW) has had an impact on all sectors of 

activity - including the tourism industry, on the one hand, and on tourist behaviors 

when planning trips on the other hand, due to the Travel 2.0 tools (Mendes- Filho and 

Tan 2008; Muñoz, Hernández, and Sánchez 2012). These tools (travel blogs, travel 

social networks, forums, etc.) allow tourists to take on a more active role in the 

decision-making and planning of their travel, as well as to help other travelers develop 

a vision about their destination prior to travel (Muñoz et al. 2012). 

The media environment for advertising is changing without a doubt (Chiou, Wan, and 

Lee 2008), with different advertising formats used on new Web 2.0 tools, such as 

banners, promotional videos, sponsored links, etc. However, the oldest and most 

widely used form of online advertising keeps being the banner. The first banner 

appeared on www.hotwired.com in October 1994 (Hollis 2005; Abuín 2008), which led 

to the new “reign” of online advertising (Lohtia, Donthu, and Yaveroglu 2007). Since 

that time, advertisers have not stopped dedicating resources and efforts to create 

banners that not only catch the user’s attention, but also inspire trust (Gong and 

Maddox 2003). Once the banners have caught the user’s attention, the aim is for them 

to click on the advertisement and be redirected to the advertiser’s website (Abuín 

2008). At the same time, with the growing saturation of advertising, the concept of 

“banner blindness” has arisen, leading to a decrease in clicks on banners (click-through 

rate, CTR). In consideration of this issue, advertisers continue to search for solutions to 

improve the effectiveness of their advertising. 

The goal of this study is to assess the advertising efficacy of three specific Travel 2.0 

tools: a travel blog, a social network, and a virtual community with tourism-related 

content, by measuring the psychophysiological variables of visual attention and 

http://www.hotwired.com/
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cognitive processing, along with post-hoc measures of spontaneous and guided (or 

suggestive) memory. More specific objectives were also established, in particular: (i) to 

identify the viewing pattern of these tools, (ii) to confirm whether banner blindness 

exists for each tool, (iii) to determine users’ memories of the banner. To achieve these 

objectives, an experiment was performed with a sample of 60 participants using the 

eye-tracking technique or methodology, in addition to a self-administered 

questionnaire including memory measures. . 

2. THEORETICAL BACKGROUND: RESEARCH FOCUS AND 
JUSTIFICATION OF THE RESEARCH QUESTIONS 

2.1. The eye-tracking technique for measuring visual attention 

 

In the Internet context, the companies want to know mainly: a) how consumers 

process commercial messages and b) how can make their online advertising strategies 

more effective (Varadarajan and Yadav 2009). Most of the tools that measure the level 

of attention consumers pay to a set of stimuli based on self-reporting always have a 

problematic task and a series of limitations for research studies. For the last decade, 

several techniques or methodologies are used to solve these problems based on 

cognitive neuroscience and psychology, such as eye-tracking (e.g. Drèze and Hussherr 

2003) or biofeedback gauges and facial coding (Hill 2003). These tools can use to gauge 

marketing efforts measuring the nonverbal body responses. From this 

‘neuromarketing’ approach, the application of these methodologies opens an infinite 

number of possibilities for studying the attention consumers pay to online advertising 

and marketing in general. 

Eye-tracking is a technique that allows recording the user’s eye movement while a 

scene or image is viewed (Ehmke and Wilson 2007; Hassan and Herrero 2007). There 

are two types of eye-tracker devices: 1) those that are set on the participant’s head 

(helmet-mounted or glasses-mounted system) and 2) those that record remotely the 

ocular movement (camera placed under the PC screen). The first ones are more useful 

for tasks requiring more freedom of movement (Goldberg and Wichansky 2003). 
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Consumers move their eyes with the aim of obtaining information and they stop when 

they see something that catches their attention. The eye is an extremely complex 

organ, capable of moving at high speeds; the ability to collect rapid eye movement 

data (saccades or saccadic movements) and fixations offer a very interesting option for 

studying an individual’s processing of information (Russo 1978). For navigating on-

screen websites, saccades or rapid eye movements (Hassan and Herrero 2007) can last 

from 20 to 200 milliseconds and have visual angles from 3 to 5 degrees (Pan and Zhang 

2010). The saccades occur in both eyes at the same time and each saccade is followed 

by a fixation (Goldberg and Wichansky 2003). Fixations occur when the eye stabilizes 

for a duration of 200 to 300 milliseconds (Pan and Zhang 2010; Holmqvist, Nyström, 

Andersson, Dewhurst, Jarodzka, and Van de Weijer 2011: 381), 200 to 400 milliseconds 

(Salvucci and Goldberg 2000), or 200 to 500 milliseconds for reading tasks (Rayner 

1998; Goldberg and Wichansky 2003). During stabilization, the eye can process visual 

information (Goldberg and Wichansky 2003) and provide valuable information to 

interpret the data (Hassan and Herrero 2007). 

The “scanpath” is the pattern the eye follows during movement (saccades and 

fixations), through visual stimuli (Noton and Stark 1971). The eye paths and fixations 

are captured by the most innovative eye-tracking systems by capturing the reflection 

of a beam of infrared light in the center of the pupil (infrared corneal reflection). The 

eye-tracking system also records the coordinates of the fixation (x,y) in conventional 

ranges between 30Hz and 250Hz (Goldberg and Wichansky 2003). The study of these 

movements and fixations can be applied to the design of stimuli involved in visual 

marketing (bottom-up factors3) that is intended to catch consumers’ attention as well 

as to determine  their impact on an individual’s specific characteristics (top-down 

factors) in the voluntary attention process. 

In this context, Wedel and Pieters (2008) have found a relative scarcity in scientific 

literature of applications based on the eye-tracking methodology that examine the 

possible impact of visual marketing stimuli and their effects on consumers. This fact 

could be the result of three fundamental beliefs (Wedel and Pieters 2008): 1) attention 

                                                           
3
 Top-down factors are based on a cognitive theory or theoretically-supported hypotheses. Bottom-up 

factors are based on observations of the data without theoretical support (Jacob and Karn 2003). 



98 

is merely a pre-condition, 2) catching and retaining attention are considered to be 

relatively simple reactions, and 3) the use of these methodologies is rather 

complicated.  

Finally, the problem of measuring attention when exposed to visual marketing stimuli 

results in measures that are too closely related to others, such as memory or 

expressed emotional response. Nevertheless, attention can often be paid with a low 

level of awareness. In other words, the information can be actively processed by 

consumers, in interaction with internal knowledge representations already present in 

their memory or with external information (e.g. brand name, endorsement, etc.). Thus, 

external information may be ‘‘enriched’’ or misinterpreted due to (spontaneous) 

associations co-activated in the brain (Van Trijp 2009).  

There is a clear need for more research on consumer attention and perception of 

marketing stimuli or information in more market-relevant conditions, as attention may 

be an important bottleneck in further information processing. Such research should 

rely on experimental and behavioral observation methods rather than on purely 

memory-based survey research, as it used to be (Van Trijp 2009). In the present case, 

eye-tracking methodologies provide a solution to overcome this difficulty and allow 

comparing the subjects’ attention results with self-reported memory. 

What do users look at and what are their viewing patterns when entering a website 

In regards to the first research objective, studies conducted with the eye-tracking 

technique usually model the user’s viewing path (if they look from left to right or vice 

versa, what they focus on in the first place, how many areas of interest they cover and 

which are the most frequent, etc.).  

Lindgaard, Fernandes, Dudek, and Brown (2006) conducted three studies to determine 

how much time users take to form an opinion about the visual attractiveness of a 

website, and discovered that Internet users can make a reliable decision of whether 

they like or not a website in 50 milliseconds. Web designers therefore have to make a 

good impression about the website in such short time. 
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Therefore, tourism companies should know users’ ocular movement and fixation 

patterns through Travel 2.0 tools, in order to appropriately place the content they 

want to highlight the most, as well as to identify usability problems with these sites.  

After an in-depth literature review on users’ viewing patterns on a website (see table 

13), the conclusion is that people primarily focus on the top and middle of the page, 

and their eyes generally move from left to right. In other words, the bottom and right 

side of the website are the areas on which users focus least. However, this also 

depends on the type of website.  

 

 Table 13. Literature review on visual patterns 

Direction of visual 

patterns 
Main results Authors 

From middle-left 

side to right side of 

the website 

- Both experienced and new users first look at the 

middle of the website, followed by the left side and 

finally the right side. 

- Users hardly ever focus on the lower visible part of 

the screen. 

Namahn (2001) 

- Users first focus on the middle and top part of the 

website. 

- Users see logos in their first few fixations. 

Djamasbi, Siegel,  

and Tullis 

(2010a) 

 

 

 

 

From left to right 

- Users mainly focus on the upper left side of the 

page. Next, eye movements go from left to right and 

finally they look at the lower part of the screen. 

 Castellucio 

(2004) 

- Users have a left to right viewing pattern, since the 
participants completed the task requiring information 
from the left side faster than the task requiring 
information from the right side. 

Djamasbi, Siegel,  

Tullis, and Dai 

(2010b) 

- Participants primarily focused on the main menu 

located on the left side of the website, and then 

searched for content. 

Mazman, Akbal, 

Tüzün, and 

Yeniad (2010) 

 

 

- First, users read the top part of the content with a 
horizontal movement, forming the top line of the “F”.  
- Next, users’ eyes move a little lower, to read a 
usually shorter area than the previous section with a 

 Nielsen (2006) 
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F-shape viewing 

pattern  

second horizontal movement.  
- Finally, users view the left side of the content with a 
vertical movement. 

- This visual pattern doesn’t apply to image-based 
websites. In this case, the participants focused their 
view primarily on the pictures that appear on the 
initial screen, without scrolling down the navigation 
bar. 

Shrestha and 

Lenz (2007) 

Visual patterns 

depend on certain 

factors 

Main results Authors 

User’s task 

- The study results show that when Internet users 

browse a website, they focus more on its central part. 

- However, when they are searching for specific 

information, they pay more attention to the left side. 

Djamasbi , Siegel, 

and Tullis (2011) 

Website content 

- When viewing a website, users focus more on the 

primary images (e.g. faces of famous people, etc.), 

thus paying less attention on the parts of the website 

containing a lot of text. 

Djamasbi et al. 

(2010a) 

- Websites with images of people are not only 

perceived as more attractive, but they also allow 

people to complete the task at hand more quickly. 

Djamasbi et al. 

(2010b) 

  

The present study, in particular, provides an answer to the following research 

question: What is the viewing pattern in travel blogs, travel social networks and 

virtual travel communities? 

2.2. Causes and consequences of banner blindness 

 

In regards to the second proposed objective of banner efficacy in terms of attention, 

the literature review revealed that many users do not recall banners  after viewing a 

website. Moreover, there are users who avoid banners (Drèze and Hussherr 2003; 

Nielsen 2007). Users not only learn a website’s structure quickly (Lapa 2007), but also 

use their prior navigation experience to avoid banners, thereby focusing their 

attention on the main content (Hsieh and Chen 2011). This is known as "banner 
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blindness" or the fact that users ignore and/or do not pay attention banner content 

(Benway 1998; Burke, Hornof, Nilsen, and Gorman 2005; Margarida 2013). 

This aspect of online advertising that distracts users from the website content may be 

considered as intrusive and can lead to negative perceptions from Internet users, not 

only towards the advertised products and services, but also the brand, format, and the 

website itself (Abuín 2008).  

The majority of fixations on banners occur in the first few ocular movements, in order 

to avoid them during the navigation (Burke et al. 2005). Furthermore, users’ peripheral 

vision allows them to skim over the website content and, since advertisements usually 

appear in a graphic format, users can quickly filter them from the editorial content 

(León 2009). 

Usually when advertisements are published in traditional media, such as television and 

radio, the entire space available is used to catch the spectators’ attention. However, 

banners occupy less than 10% of the webpage. According to Drèze and Hussherr’s 

study (2003), users ignore at least half of the visible banners. In this case, not only do 

users not pay attention to the banners, but they also avoid looking at them, which 

confirms the existence of banner blindness. 

 

Table 14. Literature review on banner blindness 

Factors Main results Authors 

Editorial content 

vs. banner 

- Users do not focus on elements with a similar design 

to an advertisement, even if they have no promotional 

purpose.  

Nielsen (2007) 

- If advertising is integrated in the website content, 

users cannot quickly identify it, as they consider them 

to contain irrelevant information. 

Abuín (2008) 

- On Facebook, subjects pay more attention to their 

friends’ recommendations than to banners.  

- Therefore, advertisements are also ignored on social 

media and banner blindness occurs. 

Margarida 

(2013) 

The  position of the - In this study, most of participants never fixated on the eVOC Insights 
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banner advertisement, while those who fixated, did it for a 

very short time.  

- Those who did see it spent little time looking at it 

because the advertisement was located too low on the 

page. 

(2004) 

- Banner blindness occurs more frequently when the 

advertisement is on the right side of the page than if 

placed on the top.  

Owens, 

Chaparro, and 

Palmer (2011) 

- In order to increase users’ fixation time, the banners 

should be placed very close to the main text of the 

news story or even inside the news in online 

newspapers. 

Mosconi, 

Porta, and 

Ravarelli 

(2008) 

 Type of tasks 

 

- When users use the Internet for simple searches, they 
do not have to pay so much attention and can 
therefore perceive and process other stimuli.  
- On the contrary, searches with a greater degree of 
difficulty require more attention, thus reducing the 
amount of time users need for processing irrelevant 
objects, which are therefore ignored. 

Burke et al. 
(2005) 
 

- Only advertisements that are closely related to the 
subject’s purpose achieve positive results, since users 
avoid all content that does not correspond to their 
purpose. 

León (2009) 

 

In contrast to the aforementioned studies (see table 14), banner blindness does not 

occur in the study conducted by Hervet, Guérard, Tremblay and Chtourou (2011), 

whose results showed that at least 82% of the participants focused on one of the four 

banners on the page during website navigation. In this case, they looked more at the 

first advertisement they saw during navigation than at the rest of them. 

Additionally, the IAB Spain Research and The Cocktail Analysis study (2009) revealed 

that 75% of the banners analyzed during the experiment received a visual impact from 

at least 50% of the participants. 

Based on this review, in our study we will check whether users pay attention to the 

banners located in different Travel 2.0 tools or, on the contrary, they ignore them 

(banner blindness). 
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2.3. Banner recognition memory 

 

Effective advertising not only catches the public’s attention, but also remains in their 

short or long-term memory (Margarida 2013). Therefore, advertisers should not only 

strive to make people pay attention to their advertisements, but also to make them 

remember them. After reviewing the relevant literature on this topic, it was confirmed 

that participants to research studies do not recall many of the advertisements (Bayles 

and Chaparro 2001; Bayles 2002; Drèze and Hussherr 2003; Burke et al. 2005). Finally, 

according to Crespo (2011), what people most recall about the banner is the brand 

advertised. 

The results of the study conducted by Drèze and Hussherr (2003) revealed that 46.9% 

of the subjects claimed to recall some advertising on the website. Besides, two real 

and two false ads were shown to them, without identifying any difference between 

the false and the real ones in terms of recognition.  

The results from different studies about the factors that affect   banner recall are 

shown in Table 15.  

Table 15. Literature review on banner recall and recognition 

Factors Main results Authors 

Duration of 

website visit 

- The longer a person remains on a website, the more 

likely they are to recall the advertisement. 

Danaher and 

Mullarkey 

(2003) 

Performing a task 

- Subjects who have the objective of performing a 

task on the website are less likely to recall banners 

than people who surf without any specific purpose. 

Danaher and 

Mullarkey 

(2003) 

Exposure level 

- The banner repetition leads to greater recall of a 

brand and greater intention to click on the 

advertisement in an online environment. 

Yaveroglu and 

Donthu (2008) 

- Authors prove that even one additional exposure to 

a banner improves brand recall in Chinese users.  
Gong and 

Maddox 
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(2003) 

Position of the ad 

- Banners located on the top of the screen are more 

frequently recalled than those on the inside or on the 

bottom of the page. 

Burke et al. 

(2005) 

Nihel (2013) 

 

Therefore, our last objective is to check whether users recall the content of the 

advertisement concerned. In particular, this study seeks to answer the following 

question: Do travel blogs, travel social networks and online travel community users 

recall the advertisements they have been shown? 

 

3. EXPERIMENT DETAILS 

3.1. Fieldwork and eye-tracking system used 

 

Our fieldwork was carried out from November 15-22 at the University of Granada’s 

Mind, Brain and Behavior Research Center (CIMCYC). The final sample was integrated 

by 30 male and 30 female participants, and was also split according to the average age, 

with 30 participants aged between 18-34 and 30 participants aged 35 or older. 

Participants were recruited by the “snowball” sampling method, contacted by e-mail 

and telephone, and paid €15 for their participation. 

Participation in this experiment took place one participant at a time in a quiet room, 

isolated from outside noise, with an ambient light of 200 Lux, as recommended in 

International Telecommunication Union (2002) to simulate a “home environment”. Eye 

movements were recorded by an infrared eye-tracker system with 60-

Hz sampling frequency (Tobii T60, Tobii Technology AB, Sweden; see Figure 9). This 

system has a typical accuracy level of 0.5°, a head movement error of 0.2°, and is 

integrated into a 17” TFT monitor, with a screen resolution of 1280 x 1024 pixels, with 

a maximum vertical sync frequency of 75 Hz and a horizontal frequency of 60 Hz. The 

user camera is built in frame rate 640 x 480 pixels and 30 fps. 
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Figure 9. Eye-tracking system used. Source: http://www.tobii.com 

 

3.2. Experimental design 

 

The experimental design with repeated measures or within-subjects (comparison 

between analyzed tools) was based on a replica of three Travel 2.0 tools for Hotel 

Jardín Tropical (located in Adeje-Tenerife, Spain): its blog, a social network page 

(Facebook) and a virtual community profile (TripAdvisor), as previous studies have also 

analyzed (e.g. Hoy and Milne 2010; Leung 2012; Muñoz et al. 2012; Margarida 2013) or 

justified (e.g. Buhalis and Law, 2008; Rejón, Sánchez, Fernández, and Muñoz 2012; 

Muñoz et al. 2012). The only common part among them was that each tool additionally 

included an Air Europa banner embedded in each site (Figure 10), featuring three 

famous celebrities (area of interest, AOI). The design was based on different ocular 

parameter measures on this advertising banner, from a different advertiser than the 

company that created the Travel 2.0 tool. The banner contains text (“We fly just for 

you! Visit” + URL + “for the chance to win prizes every week”) as well as a composed 

image (people and plane).  

http://www.tobii.com/
http://www.volamosoloparati.com/
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Figure 10. Banner for the airline used in the experiment 

The final design therefore consisted of the following presentation formats for Travel 

2.0 tools:  

Tabla 16. Experimental design 

EG1: B + F + T ; n=20 

EG2: F + T + B ; n=20 

EG3: T + B + F ; n=20 

Where 

B = Hotel blog with airline banner (url: http://webcim.ugr.es/polls/EP_ET/B.html).  

F = Hotel Facebook page with banner (url: http://webcim.ugr.es/polls/EP_ET/F.html). 

T = Hotel TripAdvisor profile with banner (url: 

http://webcim.ugr.es/polls/EP_ET/T.html). 

 

The participants were randomly assigned to the counterbalancing groups, and each 

participant saw the pages displayed in three different ways. The different displays 

were chosen to present the experimental scenarios in order to mitigate the eventual 

influence of the presentation order, thus creating three experimental groups (EG). 

http://webcim.ugr.es/polls/EP_ET/B.html
http://webcim.ugr.es/polls/EP_ET/F.html
http://webcim.ugr.es/polls/EP_ET/T.html
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Once created, these three groups were coordinated or counterbalanced based on 

gender and different age ranges.  

This design guarantees adequate internal validity as a result of the possibility to 

control the impact of the independent variables, as well as a greater control of the 

research scenario (Zikmund 2003). However, errors may occur due to the artificial 

nature of the environment, which could lead to lower external validity than in field 

experiments. For this reason, three different Travel 2.0 tools were considered to 

increase the possibilities of generalizing the results of the Travel 2.0 tools set, and 

therefore the external validity of the results. 

During navigation, participants were assigned a task which consisted in searching for 

information about the room views offered by the hotel, in text format integrated in 

the editorial content. This mechanism is intended to achieve a certain degree of 

implication with the experiment and goal-oriented navigation similar to what would 

occur in a normal situation using Travel 2.0 tools. 

Although some authors support goal-oriented navigation in contrast to exploratory or 

free navigation, the former generates less recognition of advertising in the navigation 

environment (Danaher and Mullarkey 2003). Furthermore, in our specific case, the 

relevant information for the task at hand was not located at the same position on the 

page as the advertising, which led to expectations of relatively low efficacy rates. 

However, the fact of participants focusing on conducting a normal task in searching for 

information about a hotel should not be considered an impediment or difficulty for 

recall or recognition of advertising messages. 

3.4. Data collection and recording process 

 

The following is a description of the process conducted with each participant: 

1. Stage of reception and explanation of the steps to follow. The participant was seated 

in front of a computer and the steps he/she would have to follow were explained: 

ethical issues, calibration, navigation and final questionnaire or post-test.  

2. Ethics toward participant. The subject had to sign a 'consent form', i.e., a written 

statement with the basic information about the research project, what the experiment 
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was about and personal information (name, surname and signature). The possibility to 

check the objectives and methodology of the research project containing the study 

was also proposed to them. This way, the participant is fully informed about the study 

purpose and the consequences of signing the rights to their personal information 

(according to Holmqvist et al. 2011: 115). The consent form was signed before data 

recording. 

3. Calibration process. A nine-point calibration process was conducted at the beginning 

of each experimental scenario, i.e. three times per participant. Specifically, for the 

calibration procedure, the subject is instructed to successively focus on the center of 

nine separate red dots (of radius 1 cm) displayed on a 3x3 grid mounted on a screen at 

a normal viewing distance of about 80 cm. This allowed us to recalibrate the system in 

case of any miscalibration. 

4. Navigation through the experimental scenarios. Next, the participant automatically 

moves into an inspection of the three Travel 2.0 tools for a total duration of four and a 

half minutes (90 seconds for each tool). The order of the tools differed between 

experimental groups (see previously described design). 

5. Post-test. Finally, the participants were moved to another computer located outside 

the room with the eye-tracker to answer a questionnaire (see Appendix A) with 

different classification questions and others regarding control of the experimental 

manipulation and memory (spontaneous and suggested). 

3.5. Eye movement analyses and statistical analyses 

 

Data on fixations were extracted from the raw eye coordinate data with the Tobii 

Studio software v. 1.2.3. 

To test how attention was distributed across the stimuli, we divided the Travel 2.0 

tools into several areas of interest (AOIs): header of the tool, posts, ad banner, 

customer’s comment with the hotel view (task), bottom of the page and other areas... 

(see Appendix B). The AOIs were defined by drawing rectangles over different parts of 

the stimulus page in the software. 
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The number of fixations or fixations count (FC) on an area of interest is a very general 

measurement (Holmqvist et al. 2011: 413) which needs to be completed with others, 

such as fixation duration (Holmqvist et al. 2011: 377). Therefore, the following 

measures or metrics of fixations and gaze durations were additionally included: Time 

to First Fixation on the AOI (TFF), Number of Fixations Before getting to the AOI (FB), 

Fixation Duration (FD) and Total Fixation Duration (TFD). They were calculated for 

every AOI. 

In order to describe on what subjects focus when navigating on the different Travel 2.0 

tools, the most representative subject was extracted for every tool. Then, a traditional 

repeated measures analysis of variance (ANOVA) was carried out, according to AOI 

type and tool 2.0 as within-subject factors. Following Simola, Kivikangas, Kuisma, and 

Krause (2013) methodology to study the sequence at which the different specific areas 

(AOIs) were fixated, the proportion of participants that had fixated them was 

calculated during the first 100 ordinal positions from the beginning of the trial. And 

then other repeated measures ANOVA was computed, with AOIs, tools and fixation 

order (fixations were averaged into series or ranges of 10 fixations) as within-subjects 

factors. 

Furthermore, from a descriptive analysis we measured the degree of banner 

recognition memory as key area of interest from the data obtained in the post-test. 

4. RESULTS 

4.1. What do users look at when they enter Travel 2.0 tools?  

 

To show the viewing pattern of all the participants for every Travel 2.0 tool concerned, 

the most representative participant of each group was selected. The viewing pattern of 

the three individuals selected is explained below through gaze plots, heat maps and 

visual metrics (TFF, FB, FC, TFD and FC). 

In the case of the blog, the most frequent viewing patterns show that participants start 

viewing the blog header, featuring the hotel logo and a picture of the hotel facilities 

(see Figure 11). Next, the subjects directed their gaze to the first post, containing the 

image of a girl lying down in a massage room and the corresponding text.  
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After viewing the top part of the page, users followed a left-to-right viewing pattern, 

probably to read the text displayed on the website and thereby find the information 

required for the task. With this viewing pattern it was confirmed that participants 

focused on the banner subject to this study. 

According to the heat map, the areas that show a higher number of user fixations (the 

“hottest” areas) are: the description of the hotel located on the right side of the page, 

the top part of the screen (blog header) and the content of the first post (see AOIs in 

Figure 18 in Appendix B). 
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Figure 11. Gaze plot and heat map of a representative participant on the hotel blog 
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Table 17. Means of fixation frequency and duration measures for representative 
participant on the blog 

AOI 
TFF 

(sec.) 

FB 

(times) 

FD 

(sec.) 

TFD 

(sec.) 

FC 

(count) 

Blog header 0.02 0 0.24 15.67 64 

Posts  

1st post 0.5 2 0.19 11.44 59 

2nd post 9.78 42 0.19 2.85 15 

3rd post 9.68 41 0.18 2.57 15 

Banner 12.91 56 0.19 1.93 10 

Customer's comment 66.83 243 0.22 5.98 27 

Bottom of the blog 66.69 242 0.18 2.38 13 

Other 

AOIs 

Hotel description  13.49 58 0.29 20.44 70 

Picture Gallery 76.79 286 0.42 0.42 1 

Promotions 12.15 53 0.23 0.68 3 

Search engine 8.3 34 0.20 3.6 18 

 

When users viewed the Facebook page of the hotel, they first focused on the top left 

part of the screen, where the cover and profile pictures are located. Specifically, these 

two pictures receive the most general attention, followed by pictures of the exterior 

facilities of the hotel. 

After viewing this area for a significant amount of time, the participants moved to the 

first post on the page referring to a golf course promotion. Next, they focused on the 

banner, located just below the first post. Thirdly, the participants paid attention to the 

last post on the page, which featured a picture of the hotel. In this case, users fixated 

their gaze for a longer time and even read the content located below the picture, as it 

contained the information required for the task assigned to them at the beginning of 

the experiment (see Figure 18 in Appendix B).  



113 

In summary, we could say that  the viewing pattern for Facebook users follows a top-

to-bottom direction on the one hand; on the other hand, the top part of the screen 

(Facebook header) and the post containing the information required to complete the 

experiment task are the areas the users pay more attention to on Facebook 

(customer’s comment). These are the “hottest areas”. 
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Figure 12. Gaze plot and heat map of a representative participant in the Facebook 
page of the hotel 

 

Table 18. Means of fixation frequency and duration measures for representative 
participant on Facebook 

AOI 
TFF FB FD TFD FC 

(sec.) (times) (sec.) (sec.) (times) 

Facebook header 0 0 0.24 27.44 114 

Posts  
1st post 1.34 6 0.19 5.38 28 

2nd post 10.53 37 0.18 8.68 47 

Banner 6.73 22 0.22 3.46 16 

Customer's comment 14.49 54 0.23 10.51 46 

Bottom of the Facebook 

page 
27.17 98 0.16 0.97 6 

Other AOI 
Profile 

picture 

 

5.97 
 

20 0.58 2.9 
 

5 

 

Like it was the case with the rest of tools, on the TripAdvisor site participants first 

focused on the top left part of the screen, where the hotel name and pictures are 

located, including both professional pictures and pictures uploaded by other travelers. 

However, the gaze often went directly to the room availability area, where the dates 

and the booking logo are located (AOI containing hotel information), as happened with 

the participant in Figure 13.  

Next, the participants directed their gaze to the right, where the travelers’ hotel 

ratings are listed, on the one hand, and just below, a list of “Recommended Hotels”. 

After, they explored the left side to read the comments submitted by other travelers 

and, finally, they directed their gaze to the right side to focus on the content regarding 

other hotels in the area (“Hotels near Adeje” and “High-rated hotels in or near Adeje”). 
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In this case, we verified that the “hottest area” on the heat map is located on the area 

containing other travelers’ comments. This is due to the fact that the main objective of 

users when they enter the TripAdvisor page is to read the experiences of other 

tourists, and secondly, because one of these comments contained the information 

required for users to complete the task at hand (see Figure 18 in Appendix B). 

In this case, the participants’ viewing patterns go back to the left-to-right direction, 

paying special attention to the area where the other travelers’ comments are located. 

It is also important to note that users barely focus on the TripAdvisor header, the hotel 

pictures (located on the right side), the banner and the lower part of the screen.  
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Figure 13. Gaze plot and heat map of a representative participant on the TripAdvisor 
profile of the hotel 
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Table 19. Means of fixation frequency and duration measures for representative 
participant on TripAdvisor 

AOI 
TFF 

(sec.) 

FB 

(times) 

FD 

(sec.) 

TFD 

(sec.) 

FC 

(times) 

TripAdvisor header a a A a a 

Posts 

Group  
1.12 2 0.20 41.31 208 

Banner 22.47 82 0.18 0.18 1 

Customer’s comment 25.45 91 0.21 5.26  

Bottom of the TripAdvisor page 67.91 248 0.16 0.65 4 

Other 

AOIs 

Explore Adeje 55.15 202 0.20 0.2 1 

Hotel rating 4.36 14 0.21 7.88 37 

Hotel information  0.4 0 0.20 11.14 55 

Other hotels in Adeje 60.43 221 0.16 1.75 11 

Hotel pictures a a a a a 

Similar hotels 1.28 3 0.19 0.93 5 

a: The participant doesn't carry out any fixation in this AOI. 

 

4.2. Factors that influence visual attention paid to the different elements 
of Travel 2.0 tools 

 

To conduct a more in-depth analysis of the second research question, it was also 

verified how the classification variables and the type of advertisement influence or 

moderate the attention paid to the area of interest (banner). For this purpose, a 

repeated measures ANOVA was computed, with two intra-subjects factors based on 

the five visual measures (TFF, FB, FD, TFD and FC) as dependent variables. In particular, 

it was verified whether the type of Travel 2.0 tool (Blog, Facebook, TripAdvisor) and 
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the type of AOI in which each Travel 2.0 tool is divided (see Appendix B) have a 

significant impact on the participants’ attention.  

First, the results of the multivariate tests of the ANOVA showed that both factors type 

of AOI (Wilks’ L=.037; F=65.78; d.f.1=20; d.f.2=770.41; p=.000), type of tool (Wilks’ 

L=.588; F=6.93; d.f.1=10; d.f.2=228; p=.000) and its interaction effect (Wilks’ L=.291; 

F=16.74; d.f.1=40; d.f.2=2,042.76; p=.000) – had a significant impact on visual 

attention in general.  

Next, we analyzed what happened with every visual measurement by adopting a 

univariate approach. This cross-check required verifying the assumption of sphericity 

for the error variances, i.e., a condition where the variances of the differences 

between all possible pairs of groups (i.e., levels of the independent variable) are equal. 

This was done through Mauchly’s sphericity test. The test results proved that for the 

type of AOI (and its interaction with the type of tool) has a significant effect on all 

visual metrics (p<.05 in all the cases), thus indicating the compliance of the assumed 

sphericity4 for which transformation should be used (e.g. Greenhouse-Geisser). 

However, there is sphericity for the type of tool, since the result of test is not 

significant (p>.05). 

Therefore, considering the type of AOI, users fixate first on the posts (TFF=1.77 sec. 

and FB=4.28; see table 22. in Appendix C), then on the header (TFF=4.81 sec. and 

FB=16.14), next on the banner (TFF=20.49 sec. and FB=65.57), on the customers’ 

comments (TFF=25.53 sec. and FB=84.36) and, finally, on the lower part of the Travel 

2.0 tool (TFF=30.99 and FB=103.64). The same applies to the TFD and FC, although in 

these measures, the banner is the area with the shortest fixation duration (TFD= 2.41) 

and the lowest frequency count (FC= 11.44), with an average fixation duration of 169 

milliseconds.  

For our study, we first confirmed whether banner blindness existed across each Travel 

2.0 tool. The results of the participant’s gaze analysis revealed that 95% of the 

participants fixated at least once on the banner located on the blog, 98% of the 

participants on the banner on Facebook, and finally, 67% of the participants focused 

                                                           
4
 It test the null hypothesis that the error covariance matrix of the dependent variables transformed is 

proportional to the identity matrix.  
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their attention on the banner located on TripAdvisor. Although on a different level, we 

can confirm that banner blindness does not occur on the websites under study here. 

Below, a comparison of the different levels of advertising efficacy in terms of attention 

paid to the banner, between the different Travel 2.0 tools. The analysis of mean 

difference for the dependent variables with a higher effect (time to first fixation –TFF; 

fixations before reaching the banner – FB; average fixation duration and number of 

fixations) reveals the following: 

– Participants take less time to focus on the banner when viewing Facebook 

(14.16 sec.), followed by the blog (23.10 sec.) and finally by TripAdvisor (38.56 

sec.), with TFF: F (2, 153) = 17.977, p < .001. This proves that they somehow 

recognize the advertisement with their peripheral vision, but spend very little 

or no time to focus on it. Although these are average values, it was confirmed 

that the first fixation on the banner does not coincide with the first ocular 

movements (as Burke et al. 2005 determined). 

– The total fixation duration is higher for the banner on Facebook (4.08 sec.), 

followed by the one on the blog (2.43 sec.) and lastly by TripAdvisor (1.23 sec.), 

with TFD: F (2, 153) = 15.864, p < .001. 

– Participants focus more times on the banner on Facebook (19.05), followed by 

the one on the blog (11.72), and finally by TripAdvisor (6.08), with FC: F (2, 

1534) = 18.578, p < .001. 

 

Table 8. Means and standard deviations in TFF, TFD and FC for Travel 2.0 tools. 

Tool 
TFF (sec.) TFD (sec.) FC (times) 

Mean St.dev. Mean St.dev. Mean St.dev. 

Facebook 14.16 13.26 4.08 3.12 19.05 12.58 

Blog 23.10 18.42 2.43 1.91 11.72 8.27 

TripAdvisor 38.56 28.34 1.23 2.50 6.08 10.32 
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The following profile graphs (Figure 14) show the impact of every AOI in each type of 

website where it is integrated on the visual measures.  

 

Figure 14. Profile graphs. Interaction between type of AOI and type of tool 

 

The following results were obtained from these graphs:  

– Participants fixated first (in terms of time and frequency), for longer and more 

often on the header (TFF=.3 sec., FB=.7, FD=0.23 sec. and FC=102.6) and the 

banner (TFF=.14 sec., FB=38.4, FD=.20 and FC=19.2) on Facebook as compared 

to the rest of websites. Efficacy is lower on the blogs and, finally, on 

TripAdvisor. 
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– With regard to the posts and the lower part of the Travel 2.0 tool, the subjects 

paid more attention on TripAdvisor, followed by the blog and finally by 

Facebook. 

– Customers’ comments are viewed before and for a longer time on Facebook, 

followed by TripAdvisor and then by the blog. 

In summary, we can conclude that not only do participants spend less time to locate 

the banner on Facebook, but also their fixations are more frequent and longer. In 

terms of advertising efficacy, Facebook is followed by the blog and, finally, by the 

TripAdvisor site. Perhaps due to a lesser amount of editorial content on Facebook, 

banners achieve the greatest advertising efficacy with this Travel 2.0 tool. The 

explanation may lie in the greater simplicity of the editorial content posted by 

companies on Facebook. 

 

4.3. Efficacy of the different elements of a Travel 2.0 tool, measured in 
percentage of participants who focus on the AOIs at different latencies 

  

Now that it is clear on which AOI from every Travel 2.0 tool users focus first, it would 

be useful to know what AOI is more effective in time and, on the contrary, which one 

becomes less effective first. To this end, the proceeding proposed by Simola et al. 

(2013) will be applied. 

In particular, to study the sequence of fixations for the different AOIs on each tool, we 

subjected the participants who had fixated on a specific AOI to repeated measures 

ANOVA with the AOI, tool and fixation order or decile (as fixations averaged into 

ranges of 10) as within-subjects factors. In this case, an incomplete factorial design was 

identified, including the interaction AOI-tool. The results showed that the fixation 

order (Wilks' =0.71.; F=2.32; d.f.1=9; d.f.2=51; p=.028), the AOIs (Wilks' L=.09; 

F=145.81.; d.f.1=4; d.f.2=56; p=.000), the tool (Wilks' =.49; F=30.01.; d.f.1=2; d.f.2=58; 

p=.000) and the AOI-tool interaction (Wilks' =.14; F=39.39.; d.f.1=8; d.f.2=52; p=.000) 

had all a significant impact on the percentage of subjects that fixated on each AOI 

and/or tool as measure of efficacy. 
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In particular, two different graphs were created for each Travel 2.0 tool, illustrating the 

proportion of participants who fixate on the different AOIs. The first graph shows the 

first 100 fixations, while the second graph displays fixations averaged in ranges of 10 

from the beginning of the test. 
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Figure 15. Proportion of participants fixating on a specific AOI on the blog (Header, 
Posts, Banner, Customer’s comment and Bottom. (a) Fixations of the first 100 ordinal 
positions and (b) fixations averaged in ranges of 10 fixations from the beginning of the 
trial. 

 

At the beginning, participants fixate mainly on the posts and the blog header (see 

Figure 15). In this case, the efficacy of the posts increases with time, while on the 

contrary, the efficacy of the header decreases. After 20 fixations, fixation on the 

banner is more and more frequent and the bottom of the blog also starts gaining 

significance. The difference between these two elements is that fixations on the 

bottom of the blog follow a constant trend from the beginning of the test, while the 

subjects pay less and less attention to the banner after approximately 75 fixations. 

Furthermore, although participants take more time to fixate on the customers’ 
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comments (task) and sometimes they don’t even do it, they follow an ascendant trend 

once the number of fixations starts to increase. 

Therefore, the area of the blog with the greatest efficacy is the one containing the 

posts. 
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Figure 16. Proportion of participants fixating on a specific AOI on Facebook (Header, 
Posts, Banner, Customer’s comment and Bottom)(a) Fixations on the first 100 ordinal 
positions and (b) fixations averaged in ranges of 10 fixations from the beginning of the 
trial. 

 

On Facebook, participants focus mainly on the header; although in this case, as 

opposed to the previous one and to a lesser extent, they also pay attention to the 

posts and the banner at the beginning of the trial (see Figure 16).  

In this case, the header also starts losing efficacy with time, while the posts and the 

banner gain it, especially the posts. Likewise, although participants take some time to 

look at the customers’ comments, the first maximum is reached during the first 75-80 

fixations; after that moment, visual attention remains constant. The same applies to 

the bottom of the Facebook page. 
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Therefore, the area containing the posts is the most effective one also on Facebook. 
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Figure 17. Proportion of participants fixating on a specific AOI on TripAdvisor (Header, 
Posts, Banner, Customer’s comments and Bottom). (a) Fixations of the first 100 ordinal 
positions and (b) fixations averaged in ranges of 10 fixations from the beginning of the 
trial. 

 

On the TripAdvisor profile, from the beginning of the test participants also focus 

mainly on the posts (see Figure 17). In this case, less sudden changes in the trend were 

observed than in the previous case. The bottom of the blog, the banner and the 

customer’s comment adopt a slightly ascendant behavior as fixations increase. In the 

case of the comment, the highest efficacy level for the goal of the test (comment) is 

reached between the 40th and the 50th fixation on the header. The same thing applies 

to the banner, between the 75th and 85th fixation. However, in spite of these small 

variations, the second graph reveals that the behavior of the different AOIs remains 

quasi-constant, without sudden changes. Therefore, the different elements of the 

TripAdvisor profile are quite effective as fixations increase.  
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To sum up, the area containing the posts is the most significant part of the three Travel 

2.0 tools, since is it the area to which most attention is paid as the number of fixations 

increases. This can be due to the fact that participants suppose that the information 

they need for completing the assigned task is located in this area, as might happen in a 

realistic scenario. 

Banner recognition memory 

After viewing the hotel’s Travel 2.0 tools, the participants answered a self-

administered questionnaire which allowed us to analyze whether they were able to 

recall the banner concerned during their visits to the different online tools (see 

Appendix A). 

The results revealed that, in general, 62% of the participants recalled having seen an 

advertisement during their visits to the three websites, while the other 38% could not 

remember any advertisement. Based on this information, we wanted to delve further 

into the issue, so the participants that indicated that they remembered an 

advertisement had to answer two specific questions to measure their spontaneous 

recall of the banner in question. 

Firstly, the subjects had to indicate which brand/company the advertisement was for. 

The results showed that over half of the participants (55%) did not remember the 

brand or company in the advertisement and only 10% of the subjects indicated that 

the advertisement was about the airline (Air Europa). Other responses of participants 

associated the advertisement to other companies, such as Iberia, Spanair, Booking, 

etc., advertisements for rental cars, promotions for other hotels, or an airline without 

a brand.  

Secondly, participants had to describe the content of the image in the advertisement 

they had viewed. The results showed that 28% of the sample could not recall the 

image and only 3% remembered accurately its whole composition: a plane 

superimposed on three celebrities on a black background. 10% of the participants 

remembered the name of some of the celebrities.  

Other participants recalled that the banner included people or couples (30%) without 

specific names, and referring to the advertisement concerned, 5% of them recalled 
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that there was an airplane in it, 10% recalled a golf course (on Facebook) and only one 

person (1.7%) made a reference to the slogan of the advertisement, although they got 

the expression wrong (viajeconnosotros.com). We can therefore deduce that the 

advertisements the participants recalled were different from the banner in question 

(for instance, the golf course promotion on the Facebook page, the image of a girl in a 

massage room on both the blog and TripAdvisor, etc.). 

To complete the previous analysis, the participants’ suggestive memory was analyzed 

by showing them a list of companies (Iberia, Air Europa, Booking and Don’t know/No 

response) with a slogan for a recent campaign, after which they had to select the 

correct option. In this case, 40% of the participants responded that they didn’t 

know/no response and 37% of the sample selected the correct option: Air Europa. 

The following table displays the main results ranked by goals: 

Table 20. Summary of results 

Objetive Main results 

What do users look 

at? Viewing 

patterns 

(Objective 1) 

 

Participants began by viewing the blog header, then they directed 

their gaze at the first post. After having viewed the top part of the 

page, they followed a left-to-right viewing pattern to find the 

information required for the task (customer’s comment). 

The “hottest” areas of the blog are: the description of the hotel 

located on the right side of the page, the header and the content 

of the first post. 

On Facebook, users follow a top-to-bottom viewing pattern from 

the upper part of the screen (header) to the post containing the 

information required to complete the task. 

The “hottest” areas on Facebook are: header with profile picture 

and content of the last post (task). In all the cases, the profile 

picture of the Facebook user who posted the comment is paid a lot 

of attention.  

On Tripadvisor, participants first focus on the upper left part with 

the hotel’s name and pictures, including those from other 

travelers. After that, they explore the left side to read the 

comments submitted by others. Finally, they direct their gaze to 
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the right side, with information about other hotels in the area. 

The “hottest” area on Tripadvisor is the one where other travelers’ 

comments are located. Users barely focus on the TripAdvisor 

header, the hotel’s pictures (located on the right side), the banner 

or the bottom of the page. 

Banner blindness 

and factors that 

influence visual 

attention  

(Objective 2) 

 

From a behavioral approach, banner blindness does not occur with 

the Travel 2.0 tools analyzed in our study (Blog, Facebook and 

hotel profile on Tripadvisor). 

Users take approximately 14 sec. to focus on the banner on 

Facebook, 23 sec. on the blog, and 38 sec. on TripAdvisor. 

Participants fixate on the banner more times and for longer on 

Facebook, followed by the blog and finally by Tripadvisor. 

Although banner blindness was not detected in our study, the 

banner is one of the parts in Travel 2.0 tools on which users focus 

the least and for a shorter time. 

The area containing the posts is the most significant one in Travel 

2.0 tools, since it is the area that gets most attention as the 

number of fixations increases. This part contains relevant 

information for planning trips (including task completion). 

Banner recognition 

(Objective 3) 

 

Over half of the participants (55%) did not remember the brand or 

company in the advertisement.  

Only 3% of the participants remembered the image in the 

advertisement. 

The advertisements the participants recalled were different from 

the banner in question. For example, the golf course promotion on 

the Facebook page, the image of a girl in a massage room on both 

the blog and TripAdvisor, etc. 

For the analysis of the participants’ suggestive memory, it was 

found that 37% of the sample remembered the company name 

correctly (Air Europa) from a list of different companies.  
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5. DISCUSSION 
  

The development of the Web 2.0 has not only affected all sectors of activity, including 

the tourism industry, but has also changed tourists and companies’ Internet use 

behavior. Tourists have therefore adopted a more active role in managing their travel 

plans, and tourism companies have taken advantage of this opportunity to adapt their 

marketing strategies to the new Travel 2.0 tools. 

The scientific literature review led to a series of interesting findings concerning website 

advertising, which helped us specify our research questions and complete our results. 

No prior studies were identified that analyzed the advertising efficacy of a banner in 

terms of visual attention paid to different websites of the Web 2.0 tools, or the results 

were inconclusive. However, considering that most of the studies analyzed involved 

banner blindness, users either avoided or ignored the banners during navigation (e.g. 

Benway 1998; Burke et al. 2005; Nielsen 2007; Drèze and Hussherr, 2003; Margarida 

2013).  

In regards to banner recall, some authors confirm that many users do not recall 

banners after viewing a website (Bayles and Chaparro 2001; Bayles 2002; Drèze and 

Hussherr 2003; Burke et al. 2005). Nevertheless, in this case, the results were 

inconclusive and sometimes even contradictory. 

In this context, the goal of this article is to determine the advertising efficacy of 

different Travel 2.0 tools (blog, Facebook and TripAdvisor). Three specific objectives 

were established for this purpose: i) to determine users’ viewing patterns when using 

with these tools; ii) to analyze on which Travel 2.0 tool users pay more attention to the 

banner; iii) to study users’ degree of banner recall or recognition through suggestive or 

spontaneous memory.  

Concerning the first objective, the results of our study revealed that the users’ viewing 

patterns depend on the Travel 2.0 tool analyzed. When viewing the hotel’s blog and 

TripAdvisor profile, users follow a left-to-right viewing pattern (similar to the results of 

the studies conducted Castelluccio 2004; Djamasbi et al. 2010b) and pay special 

attention to the area where the first post is located (IAB Spain Research and The 
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Cocktail Analysis 2009). In the case of TripAdvisor, participants pay special attention to 

the area where the other travelers’ comments are located, disregarding the top part of 

the website. 

In the case of Facebook, users explored the website with a top-to-bottom movement, 

focusing more on the upper left part of the screen, as confirmed in the literature 

review (Castellucio 2004; Djamasbi et al. 2010a). However, in the case of TripAdvisor, 

users hardly see the lower part of the screen (as found in other studies, e.g. Namahn, 

2001; Shrestha and Lenz, 2007; Mazman et al. 2010). On the contrary, users focus for a 

significant amount of time on the lower part and right side of the blog and social 

network pages, especially when information of interest for potential clients is located 

in this area.  

Concerning the second objective, using the eye-tracking methodology we can confirm 

that banner blindness does not occur in the case of Travel 2.0 tools, in line with the 

outcomes of other studies (e.g. Hervet et al. 2011; IAB Spain Research and The Cocktail 

Analysis 2009). That could be due to the fact that the image of the banner in our study 

illustrated three famous celebrities that might have caught their attention during 

navigation. The results of the study conducted by Djamasbi et al. (2010a) show that, 

when viewing a website, users focus more on the primary images, such as faces of 

famous people.  

Another reason for which participants probably look at the banner is because it is 

integrated within the editorial content of the three Travel 2.0 tools analyzed. In this 

case, when the subjects viewed each of the pages, they focused on the advertisement 

because it was integrated in the area where the solution to the task we assigned to 

them might have been. According to Abuín (2008), if advertisements are integrated in 

the website content, users cannot quickly identify them as irrelevant information. In 

our case, the degree of efficacy from a behavioral viewpoint may indicate that the 

information contained in the ad is relevant for the tourist. In other words, the subjects 

looked at the banner during their first fixations, meaning that they quickly learnt the 

site structure, thus avoiding in subsequent fixations the areas with no interest, since 

they did not provide the information they were searching for. 
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Furthermore, it was confirmed that advertising on Facebook is more effective, 

followed by the blog and lastly by TripAdvisor with more amount of information. We 

could say that participants not only focused on the banner sooner, but also more times 

and for longer, although it was located in the same position on all the web tools. This 

may be due to the fact that the complexity of a website’s design (text size and format, 

position of images, etc.) can have an effect on the viewing patterns of the different 

subjects who explore it (Pan, Hembrooke, Gay, Granka, Feusner, and Newman 2004; 

Djamasbi et al. 2011). In our case, the Facebook profile had less editorial content than 

the rest. Besides, if users have a better memory or more experience of how a 

Facebook page is structured, in contrast to a new blog, for example, it would increase 

banner blindness. This would make Facebook’s advertising efficacy even stronger. 

Therefore, unlike Simola et al.’s (2013) study which proved that attention to the 

different elements of a website (ads, logos and headers) improved recall of these 

elements, our researched revealed that there are differences between attention 

measures and banner recall. On one hand, after the eye-tracking test it was confirmed 

that most of participants fixated at least once on the banner (so banner blindness did 

not apply) for the reasons already mentioned. On the other hand, the results of the 

survey did not reveal that the subjects barely recalled the content or the brand of the 

advertisement concerned. In fact, more than half of the subjects did not recall the 

brand/company in the banner concerned, while more than a third of the users 

selected the correct answer about the brand and slogan advertised.  

This means that the total fixation duration for the banner is notably lower than for 

other areas in the three tools analyzed (posts, header, etc.). Once the participants 

looked at the banner, they probably recognized it was an advertisement and deduced 

that the information they needed for completing the task was not there, so they did 

not spend more time on it. 

Besides, users immediately learnt the tool structure and used their navigation 

experience to quickly filter the banners from the editorial content (Lapa 2007; León 

2009) or avoid them during future visits (Drèze and Hussherr 2003; Burke et al. 2005). 

Another reason may be related to the user’s type of navigation, which in the present 

case was goal-oriented. When they are searching for specific information on the 



132 

Internet (as in this study) and the content they are searching for is not in the 

advertisement, subjects will most likely avoid the areas of the screen containing 

banners (Pagendarm and Schaumburg, 2001). In this case, users could perceive 

advertising as an obstacle in their information search (Ha and McCann 2008). These 

results are coherent with those obtained by Danaher and Mullarkey (2003), who found 

that subjects with a task-related objective during online navigation (like is our case), 

they are less likely to remember the banners than those who are surfing the Internet 

without a purpose.  

For all these reasons, like in many other cases, visual attention to the banner was paid 

at a low level of awareness, which explains why the associations did not activate their 

recall later. 

 

6. IMPLICATIONS 
 

We start out from a situation where online advertising can annoy users, thereby 

decreasing their performance for the task assigned to them (Brajnik and Gabrielli 

2010). In spite of this, our study can help advertisers and marketing companies choose 

the best Travel 2.0 tool for placing their advertisements and know what is the perfect 

position for banners on each tool.  

First of all, concerning attention paid to the banner, it was confirmed that those Travel 

2.0 tools that are not overloaded with editorial content – such as Facebook and simple 

blog – are more effective in terms of investment in advertising. Besides, the efficacy of 

a banner increases from the 50th fixation, meaning that the banner could appear after 

a reasonable time-lapse to allow information search. This time-lapse can vary from a 

few seconds on Facebook to a few more on the blogs and around half a minute on 

TripAdvisor.  

However, as high recall rates were not obtained in this study for none of the tools 

analyzed, we recommend advertisers to conduct a prior study of the website on which 

they want to display their advertisements, as well as of the type of task users carry out 

the most on that website (for instance, purchase of a given product, particular 
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information search, etc.). This way, both the design and the content of the banner will 

be oriented to the user’s goal, thus avoiding their annoyance, improving attention 

rates and enhancing banner recall.  

Another recommendation to advertisers is to include celebrities in the banner image, 

as this generally catches users’ attention immediately. Of course, as explained above, 

the characters have to be related to the editorial content and to the main task users 

normally perform on that website. This way, they will feel more engaged toward the 

banner and will be able to recall it. It is proved that the advertisements in coherence 

with the editorial content are more easily recognized than the incoherent ones (Simola 

et al. 2013). For instance, if we want to insert advertising in a travel blog, we can use 

the image of a relevant celebrity, such as an actor of a movie filmed in a pleasant 

place. 

Finally, the results obtained in our study can help advertisers choose the most 

effective areas on the Travel 2.0 tools for placing their banners. On one hand, on blogs 

and virtual communities (e.g. TripAdvisor), users’ viewing pattern goes from left to 

right, while in the case of social networks, i.e. Facebook, the viewing pattern is 

normally from top to bottom. Therefore, advertisements should be placed on the 

upper left side, which is normally more visible. We also recommend to integrate the 

banner within the editorial content for the three types of tools (Mosconi et al. 2008). 

On the blog and on Facebook, the most effective option is to place it among the first 

publications, while on TripAdvisor it should be inserted in the central part whenever 

possible, or very close to the first travelers’ comments. 

7. LIMITATIONS AND FUTURE LINES OF RESEARCH  
 

Our study analyzes advertising efficacy considering three specific Travel 2.0 tools (Blog, 

Facebook and TripAdvisor). It would be interesting to complete this research with 

other social networks that have experienced significant growth in recent years, such as 

Linkedin, Twitter, Pinterest, Instagram, etc. 

A specific experimental design was also developed using the eye-tracking technique, in 

order to evaluate the participants’ fixation behaviors. The strict, careful application of 
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the experimental design achieved an improvement in the internal and external validity 

of the results obtained. However, the small sample size of the experimental groups did 

not allow a stronger and more complex experimental design combining other factors –

between groups– like experience with different levels. In the future, we hope to 

replicate this design with a larger sample of individuals in order to analyze the 

interactions between factors, reducing the margin of error and obtaining more robust 

results. 

In our experiment, we only used computers to analyze advertising efficacy, although 

due to the importance of mobile devices nowadays, it would also be interesting to 

analyze advertising efficacy on different social network mobile applications. 

Finally, it would be interesting to compare advertising efficacy in a context of free 

Internet navigation with Travel 2.0 tools and compare the results with the task or goal-

oriented navigation. Prior studies claim that banners attract less attention during 

reading-oriented tasks or information search than during free navigation (Simola et al. 

2011; Resnick and Albert 2014). 
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Appendix A. Questionnaire 
 

 

1. Did you know about the Hotel Jardín Tropical*** (located in Tenerife) before 

this study? 

o Yes 

o No 

o I don’t know/No answer 

 

2. Do you remember having seen any advertisement during your visit to the 

websites? 

o Yes 

o No 

o I don’t know/No answer 

 

3. In case you remember any advertisement on the website, please indicate the 

brand or company name : 

          --------------------------------------------------------------------------------------------------         

          -------------------------------------------------------------------------------------------------- 

    -------------------------------------------------------------------------------------------------- 

 

4. In case you remember any advertisement, please describe the elements 

present in the image: 

     -------------------------------------------------------------------------------------------------- 

           -------------------------------------------------------------------------------------------------  

           ------------------------------------------------------------------------------------------------- 

 

5. What ad do you remember having seen during your visit on the websites? 

o Iberia: Campaign “5% discount on all our flights” 

o AirEuropa: Campaign "¡We fly just for you!" 

o Booking: Campaign "Book a hotel now!" 
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Appendix B. Areas of the Travel 2.0 tools 

Figure  18. Areas of the hotel’s blog, Facebook page and TripAdvisor profile 
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Appendix C. Tables resulting from the repeated measures ANOVA analysis  

 

Table 21. Global marginal means 

1. Global average 

Measure Average 
Stand. 
error 

 Confidence interval 
95% 

 Lower 
limit 

 Upper 
limit 

TFF 16.72 .74 15.24 18.19 
FB 54.80 2.91 48.98 60.61 
FD .19 .01 .18 .20 

TFD 13.57 .47 12.62 14.51 
FC 62.50 1.77 58.95 66.05 

 

Table 22. Marginal means for the type of AOI 

 

Measure 
Type of 
AOI 

Average 
 Stand. 
error 

Confidence interval 
95% 

 Lower 
limit 

 Upper 
limit 

TFF 

Header 4.81 0.91 2.98 6.63 

Posts 1.77 0.28 1.21 2.34 
Banner 20.49 1.69 17.11 23.86 
Bottom 30.99 1.93 27.13 34.86 
Customer’s 
comment 

25.53 1.60 22.32 28.74 

FB 

Header 16.14 3.20 9.73 22.55 
Posts 4.28 0.59 3.09 5.47 
Banner 65.57 5.8 53.96 77.19 
Bottom 103.64 6.74 90.15 117.12 
Customer’s 
comment 

84.36 5.81 72.74 95.99 

FD 

Header .20 0.01 0.19 0.21 

Posts .21 0.01 0.20 0.22 
Banner .17 0.01 0.16 0.18 
Bottom .16 0.01 0.14 0.17 
Customer’s 
comment 

.19 0.01 0.18 0.21 

TFD 
Header 10.73 0.74 9.24 12.22 
Posts 44.32 1.72 40.89 47.75 
Banner 2.41 0.21 2.00 2.82 
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Bottom 4.45 0.53 3.39 5.51 

Comment 5.92 0.53 4.86 6.99 

FC 

Header 46.08 2.94 40.20 51.97 

Posts 207.27 6.57 194.11 220.42 

Banner 11.44 .86 9.72 13.17 

Bottom 21.35 2.35 16.64 26.06 

Customer’s 
comment 

26.35 2.04 22.28 30.42 
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1. INTRODUCTION 
  

1.1. The online advertising in the tourism industry 

 

Online advertising has experienced spectacular growth since its creation in October of 

1994 (Robinson, Wysocka, & Hand, 2007). The first banner went live on hotwired.com 

and 44% of those who saw it, clicked on it. Originally, the main objective was to direct 

the attention of Internet users through a click to the website of the advertised 

company. As a result, the user learned about a product or service, and the 

organization’s website received more visits (Margarida, 2013). Different types of 

advertisements have been created since that time. The six most recognized formats 

are (Burns & Lutz, 2006): banners, pop-ups, floating ads, skyscrapers, large rectangles, 

and interstitials. However, banners continue to be one of the most widely used 

advertising formats on the Internet (Rejón, Sánchez, & Muñoz, 2012). A variety of 

advertising formats exist on the Internet (Zeff & Aronson, 1999). 

 

Online advertising presents various benefits, such as reduced costs, the possibility of 

segmenting the audience, the existence of numerous monitoring tools to analyze the 

visits, etc. Nevertheless, despite its rapid growth, online advertising has not replaced 

traditional types of advertising, since the two methods are complementary (Margarida, 

2013). Consequently, companies have taken advantage of this opportunity, adapting 

their advertising to new advances in technology. In this regard, different advertising 

formats can be found in new 2.0 tools, such as animated banners, promotional videos, 

sponsored links, etc. 

 

In the last decade, the Information and Communication Technologies (ICTs) have 

revolutionized the tourism industry (Buhalis & Deimezi, 2004). People are increasingly 

aware of the benefits of the new technologies for planning leisure activities (Sebastia, 

García, Onaindia, & Guzmán, 2009). As a result, touristic companies and organizations 

have adopted innovative business and e-commerce models to improve 

communications with clients, their distribution channel and their value chain. In this 
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regard, the new term “eTourism” emerges to describe the whole range of ICT 

applications in the tourism area and the implications for the tourism value chain 

(Buhalis & Deimezi, 2004). 

 

1.2. The relevance of eTourism 

 

Through eTourism, tourists obtain recommendations about the place they want to 

visit, based on their personal tastes, demographic characteristics, places they have 

visited on previous trips and their current preferences (Sebastia et al., 2009). In the 

same way, an electronic travel agent must have the capacity to plan and manage the 

most important aspects of a trip: how to travel from the place of origin to the 

destination, the accommodation and local transport options to destination, and lastly, 

how to go back to the starting point (Camacho, Borrajo, & Molina, 2001). 

 

When developing an eTourism website, web designers have to take into account 

different usability attributes, such as navigation, customization and structure design. It 

is therefore recommended that these websites have a fluid navigation, be clearly 

organized and have interactive content (Muhtaseb, Lakiotaki, & Matsatsinis, 2012). 

 

Similarly, the development of ICTs has led to a new version of the World Wide Web: 

Web 2.0, which is mainly characterized by fomenting users’ participation and 

collaboration in an online environment. This web development has affected various 

sectors of activity, such as the hospitality and tourism industry, and tourists’ behavior 

while traveling, leading to so-called “eTourism 2.0” or “Travel 2.0 tools,” which include 

travel blogs, travel social networks and forums (Muñoz, Hernández, & Sánchez, 2012). 

These new tools are characterized by their (1) transparency, (2) collaboration, (3) 

better basics, (4) speed and (5) predictability (Bray, 2006; Wolf, 2006). User-generated 

content (UGC) and community are certainly hot topics and cornerstones of eTourism 

2.0. UGC is a rapidly emerging growth engine of many e-businesses and an important 

component of the new knowledge society. Online social networks are particularly 

changing the way people access information and, therefore, tourists’ behavior (Xiang & 
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Gretzel, 2010). Through these networks, other people’s opinions on potential tourist 

destinations and corresponding services can be found (Casaló & Flavián, 2009). These 

eTourism 2.0 tools allow tourists to create their ideal trip (Wolf, 2006), to take on a 

more active role when planning and preparing their trips, as well as helping other 

tourists to form an initial idea of the destination they plan to visit (Muñoz et al., 2012) 

by word-of-mouth –WOM– (Hernández, Muñoz, & Sánchez, 2013). 

 

In this regard, the effect of recommendations or WOM can be very important in the 

hotel industry and, therefore, the use of virtual communities is becoming fundamental, 

as its impact has been estimated at over 10 billion dollars per year (Garrido & Lockett, 

2013). Certain virtual communities, such as tripadvisor.com or minube.com, allow 

users to either plan their trip (reserve flights, book hotels, plan activities or visits, etc.) 

with the aid of browsers on the site, or participate in forums where tourists can post 

their views and opinions about their trips or view information provided by other users. 

In fact, TripAdvisor (www.tripadvisor.com) is so popular, it is considered to be the 

most successful social networking/virtual community for tourism that allows users to 

review hotels around the world through discussion forums (Buhalis & Law, 2008), with 

over 4 million businesses and properties (hotels, vacation rentals, restaurants and 

other attractions) at over 140,000 destinations (TripAdvisor, 2014). 

 

The growth of advertising in social networks has driven social network administrators 

to invest in the development of various advertising formats, not only permitting 

advertising campaigns, but also facilitating the role of vendors in reaching their target 

audience (Margarida, 2013).  

 

Similarly, marketing through social networks is becoming increasingly more important 

in the hotel industry and, consequently, an increasing number of hotels are using social 

networks to promote their business (Leung, 2003).  
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1.3. Research problem, objectives and structure 

 

It is increasingly important to measure the effectiveness of the web design and web-

integrated advertising considering its saturation and the relevance of WOM. This way, 

programmers and advertisers will be able to create a web/advertisement design that is 

appealing to users and, therefore, able to get their attention.  

 

After the appearance of the new Web generation, few studies have been carried out 

for measuring the effectiveness of banners in the eTourism 2.0 tools. And it seems 

clear that there are different patterns of fixation on banners according to their content 

and type, and to tourists’ characteristics (as gender, age or experience level) when 

navigating on eTourism 2.0 tools. 

 

Therefore, the aim of this article is: a) to provide a deeper and more comprehensive 

insight into the effectiveness of advertising according to the two types of commonly-

used banners (static and dynamic) for three specific eTourism 2.0 tools (travel blogs, 

travel social networks and tourist communities) in terms of attention; b) to discover 

which banner content users fixate on the most (image or text); and lastly, c) to explore 

the influence of certain socio-demographic variables (gender and age) and experience 

level (measured by the frequency of use) with these new systems applied. To do so, an 

experiment was conducted using an eye tracking methodology in addition to a self-

administered questionnaire, applied to 60 adults and potential users of eTourism 2.0 

tools. 

 

Before presenting the methodology and results of this study, an extensive review of 

the scientific literature was conducted, concerning the already mentioned research 

goals.  
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2. THEORETICAL BACKGROUND: JUSTIFICATION OF THE 
HYPOTHESES  

 

2.1. The importance of measuring web design and advertising 
effectiveness 

 

A website’s homepage or home is the first point of contact for users and the visible 

face of the brand/company. The interface becomes the façade of the online store, and 

users’ impressions of the website are based on this façade (Wolfinbarger & Gilly, 

2003). Visitors make instantaneous judgments about the website based on their initial 

impressions, and they usually make the decision to either stay or leave the website 

within the first two minutes (Dahal, 2011). Therefore, programmers must dedicate the 

majority of their efforts to a user-oriented design to meet visitors’ potential needs and 

get them to stay on the site for longer periods of time. 

 

The same occurs with banner design. The advertiser’s objective is to create a 

favorable, lasting impression of online advertising on users; in other words, influencing 

users to have a positive attitude towards the banner (for example, clicking on it) and 

be able to remember the brand/company advertised during the website visit (Burke, 

Hornof, Nilsen, & Gorman, 2005).   

 

In order to stay on the website for longer periods of time, it is necessary to have well-

structured and available information that is not only easy to find, but also offers 

opportunities for interacting with the brand (Dahlén, Rasch, & Rosengren, 2003). 

Therefore, before posting a banner on a website, an in-depth study must be conducted 

of the site based on specific questions of who is performing the searches (León, 2009). 

In this regard, a banner’s effectiveness improves if it is posted on websites with 

relevant content and the appropriate repetition strategy is chosen (Yaveroglu & 

Donthu, 2008).  
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2.2. Basic banner elements: Text vs. image  

 

Studies have demonstrated that website users’ first impressions are based on various 

design factors, such as: text colors, fonts and size; the use of images, etc. (Namahn, 

2001). This occurs with the design of banners. Therefore, some authors have focused 

on analyzing which elements users fixate on more frequently: text or images. 

Nevertheless, the literature review did not lead to conclusive results and some are 

even contradictory; showing that the findings are highly determined by the context of 

the research. It can only be affirmed that the formats combining texts and images 

generate more effective memories and positive attitudes towards the advertisement 

and the brand (Beerli & Martín, 2010).  

 

Hughes, Wilkens, Wildemuth, and Marchionini (2003) explored the role of text in 

subtitles and images in videos that appear on a search results page. This study 

confirmed that participants fixated more on titles and descriptions (text) than 

images. Most subjects first looked at the text to make judgments about the search 

results and later observed the images to confirm their selections. 

 

A study by Rayner, Stwewart, Keir, and Duffy (2001) showed similar results. Despite 

the fact that the experiment participants indicated that they did not like 

advertisements with a lot of text, the results demonstrated that they tend to spend 

more time looking at the text component of an advertisement than the image. This 

study also confirmed that users do not usually read the entire text, but rather the parts 

with larger letters or the left-hand side of the advertisement. When the text is brief 

and concise, they read it in its entirety.  

 

In the eTourism sector, Pan and Zhang (2009) studied how consumers make decisions 

when booking a hotel through an online travel agency. They demonstrated that when 

the search results page shows text and images, subjects spend more time assessing a 

series of hotels than when there is just text alone. Images therefore help the subjects 

see more hotel options; which has a positive effect on them choosing a hotel through 

an online travel agency. 
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Despite the fact that the advertising literature shows a recurring idea that people 

remember images more than words, Leung (2003) demonstrated that when a hotel 

adds images to its Facebook page status posts, it doesn’t always fare better than text 

alone. Specifically, when the content of the post is focused on the brand in question, 

posts with images generate more positive attitudes towards the hotel’s Facebook page 

than posts with a website link. However, Leung observed a greater intention to book 

the hotel when the post content focuses on the product supported by text and a 

website link, rather than posts with images. 

 

Based on these premises, the following research hypothesis is proposed: 

 

Hypothesis 1: Users pay more attention to the images in banners posted on eTourism 

2.0 tools than to the text. 

 

2.3. Types of banners: static vs. animated 

 

The features and options of the banner advertisement have gradually improved, 

moving from traditional units of graphics to those that showed a sequence of 

animated or rotated images in a dynamic manner (Rejón et al., 2012). Furthermore, 

banners compete with other components on the website, specifically the editorial 

content, other banners, etc. In this struggle to attract the website users’ attention, 

web designers have used various strategies: large-size font, bright colors, animation, 

etc. (Chandon, Hutchinson, Bradlow, & Young, 2007). 

 

Different researches, such as Lohtia, Donthu, and Hersherger (2003) has studied the 

impact of a banner’s content and design on clicking behavior, demonstrating that 

animation increases the percentage of clicks on advertisements for consumers and 

decreases the percentage of clicks on advertisements for companies. 
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Hamborg, Bruns, Ollermann, and Kaspar (2012) found that the fixation frequency for 

banners increases with the intensity of the animation, however, the fixation duration is 

independent of said intensity. Furthermore, the results of a study by IAB Spain 

Research and The Cocktail Analysis (2009) revealed that animated banners receive 

more attention than static banners, as more users look at them for longer periods of 

time.  

 

But various studies have shown that animated advertisements are not an effective 

tool, since they can have a negative impact on the attitude and response to the 

advertisement (Baltas, 2003), and although animation reduces banner blindness 

(Bayles, 2000), it also makes users remember or recognize it less (Bayles 2002; Hong, 

Thong, & Tam, 2004). In this regard, said studies determined that less attention is paid 

to animated banners than static banners (Chandon et al., 2007) and their content is 

remembered even less (Pieters & Wedel, 2004). 

 

Thus, advertisements with simpler backgrounds (no animation or colors, etc.) have a 

more positive impact on the attitude towards the advertisement and the brand, the 

intent to purchase, and the attitude towards the website (Stevenson, Bruner, & Kumar, 

2000). The reason may be that animated advertisements require readers to use more 

cognitive resources than static images; consequently, animated banners may alert 

users of the existence of an advertisement in that spot, and therefore lead them to 

adopt a behavior of rejection (Chandon et al., 2007) or psychological “reactance” 

(Edwards, Li, & Joo-Hyun, 2002). This aversive affective reaction happens in response 

to regulations or impositions that affect to freedom and autonomy (Brehm & Brehm, 

1981; Wicklund, 1974). Furthermore, not only do animated advertisements generate a 

negative response from the audience, they are also more costly for advertisers to 

produce (Robinson et al., 2007). 

 

Based on these premises, the following research hypothesis is proposed: 

 

Hypothesis 2: Users pay less attention to animated banners on eTourism 2.0 tools than 

to static banners. 
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2.4. Variables for classifying tourists: Demographic characteristics and 
user experience  
 

2.4.1. Gender 

Regarding the influence of gender on the effectiveness of advertising in a website, a 

study by San José, Gutiérrez, and Gutiérrez (2004) showed that men have a greater 

tendency to contact an advertised company and buy an advertised product than 

women. However, Grubbs and Milne (2010) demonstrated that although both genders 

reject the use of online social network profiles for behavioral advertising, women 

reject it even more. It would therefore be convenient for vendors to design two types 

of advertisements, one geared towards men and the other aimed at women; for 

example, high risk products should be advertised to women through objective and 

subjective advertising, but only objective advertising is recommended for men (Wollin, 

2003). 

On the other hand, men and women seem to behave similarly regarding banners on 

websites (Drèze & Hussherr, 2003). A study by Margarida (2013) concluded that 

women look at more banners than men, but statistically there are no significant 

differences between men and women in regards to advertisements they have seen 

and/or clicked on.  

Nonetheless, other authors have demonstrated the opposite. Wells & Chen (1999) 

proved that men show a more positive attitude towards advertising than women. 

Besides, the results obtained by Goodrich (2014) revealed that men pay more 

attention to banners than women. 

Based on these premises, the following research hypothesis is proposed: 

Hypothesis 3: Men pay more attention to banners on eTourism 2.0 tools than women. 
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2.4.2. Age 

Usually when advertising and text dominate a website’s content, users tend to make 

shorter visits to the website; however, this does not happen among older users, who 

stay on websites with advertisements for longer periods of time. Therefore, website 

advertising is probably more appropriate for older people than for younger people 

(Danaher, Mullarkey, & Essegaier, 2006). Similarly, Drèze, and Hussherr (2003) confirm 

that older people look at the same number of areas as younger people, however, they 

fixate on a greater number of areas, thereby producing a longer fixation duration. 

 

In this case, the following research hypothesis is proposed: 

 

Hypothesis 4: Older users pay more attention to banners on eTourism 2.0 tools than younger 

users. 

 

2.4.3. Experience of use 

In recent years, the saturation of advertising online has had a negative impact on the 

emotional effectiveness of advertisements, and even more so as the users’ frequency 

of use increases on a website. However, the frequency of use of blog sites does not 

have an impact on the effectiveness of advertisements, since this type of website still 

has not been saturated with advertising (Beerli & Martin, 2010). 

 

It was also proved that expert internet users tend to be more efficient in processing 

information on a website as they make fewer fixations, look at fewer areas, and spend 

less time on each area than novices; however, this does not mean they see fewer 

banners (Drèze & Hussher, 2003). 

 

It has been confirmed that users with less experience on the Internet are more prone 

to click on banners than users with more experience (Dahlen, 2001). 

 

In contrast to the abovementioned study, Thorbjørnsen, Supphellen, Nysveen, and Egil 

(2002) confirmed that new users are less likely to interact with advertising, since they 
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pay more attention to elements that are complementary to the advertisement, such as 

the website environment. Therefore, it has been shown that users with more Internet 

experience are more active with promotional banners than newer users (Crespo, 

2011). 

 

Therefore, the following research hypothesis is proposed: 

 

Hypothesis 5: Expert users pay more attention to banners on eTourism 2.0 tools than novel 

users. 

 

All these hypotheses have been established based theoretical background and 

outcomes of studies mainly focused on the website environment. However, there are 

very few studies focused on eTourism 2.0 tools. The present paper will verify if the 

same factors apply to these tools among potential tourists.   

2.5. The present study 
 

Thus, the review of the scientific literature allows to establish the following 

hypotheses: 

Hypothesis 1: Users pay more attention to the images in banners posted on eTourism 

2.0 tools than to the text. 

Hypothesis 2: Users pay less attention to animated banners on eTourism 2.0 tools than 

to static banners. 

Hypothesis 3: Men pay more attention to banners on eTourism 2.0 tools than women. 

Hypothesis 4: Older users pay more attention to banners on eTourism 2.0 tools than 

younger users. 

Hypothesis 5: Expert users pay more attention to banners on eTourism 2.0 tools than 

novel users. 
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3. METHODOLOGY 
 

3.1.  Measuring effectiveness of web design and ads with eye tracking 
systems 

 

Recently published studies introduce different techniques for measuring the 

effectiveness of website designs and advertisements, which are especially useful for 

designers/advertisers to determine how to allocate their resources and efforts for this 

task. 

 

In last years, interest has been focused on physiological and semi-physiological 

measurement techniques. These methodologies, based on the experimental 

psychology and the cognitive neuroscience, analyze the subject and employ magnetic 

resonance techniques (Braidot, 2009), electroencephalography (EEG), facial 

recognition, and eye tracking mechanisms (IAB Spain Research and The Cocktail 

Analysis, 2009; Kuo, Hsu, & Day, 2009; Hervet, Guérard, Tremblay, & Chtourou, 2011). 

 

The present paper is focused on the last of these measurement techniques: eye 

tracking, a technique that allows researchers to determine eye movement and fixation 

patterns. 

 

Specifically, the primary movement patterns used to study the relationship between 

the human and the computer include: saccadic movements or rapid eye movements, 

and the eye’s fixation when it settles on a particular point (Hughes et al., 2003). 

 

Nevertheless, this visual technique has certain limitations when compared to 

traditional usability testing. For example, one disadvantage is the size and cost of the 

equipment needed to conduct these tests. On the other hand, the act of placing a 

device on the participant’s head may give them a feeling of their actions being 

controlled, which would limit the spontaneity of their behavior in the test 
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environment. Lastly, this technique requires more time to prepare and extract 

recorded data in order to analyze eye movement (Lapa, 2007). 

 

3.2. Details of the experiment 

 

3.2.1. Data collection and validity of the experiment 

Fieldwork was conducted from November 15th-22nd at the Center for Research, Mind, 

Brain and Behavior (CIMCYC) at the University of Granada. The sample comprised a 

total of 63 adults, between the ages of 16 and 57 (average age = 33.95 years). 

However, once the data was analyzed, three tests had to be eliminated, since the 

quality of the recording of said tests was not sufficient for analysis. The final sample 

was integrated by 30 male and 30 female participants. The sample was also split 

according to the average age, with 30 participants aged between 18-34 and 30 

participants aged 35 or older, thus having a counterbalanced design in terms of gender 

and age. The participants were recruited by the “snowball” sampling method, invited 

via contact by e-mail and telephone, and were paid €15 for their participation. 

Participation in this experiment was performed one participant at a time in a quiet 

room, isolated from outside noise, with an ambient light of 200 Lux, as recommended 

in ITU (2002) to simulate a “home environment.” This laboratory has a laptop 

connected to a Tobii eye-tracker. In particular, this system has an accuracy level of 

typical 0.5 degrees, a head movement error of 0.2 degrees, and is integrated into a 17” 

TFT monitor, with a screen resolution of 1280 x 1024 pixels, with a maximum vertical 

sync frequency of 75 Hz. and a horizontal frequency of 60 Hz. The user camera is built 

in frame rate 640 x 480 pixels, and 30 fps. 

Some laboratory experiments have an adequate internal validity, as a result of the 

possibility of controlling the effect of independent and confounding variables and 

greater control over the research conditions (Zikmund, 2003). However, there may be 

errors due to the artificial nature of the environment, which would cause a lower 

external validity than field experiments. But three different eTourism 2.0 systems were 
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considered (see next section) in order to increase the possibility of generalization of 

results to the entire sector and, therefore, the external validity of the results. 

 

3.2.2. Experimental design 

 

The mixed experimental design of between-groups (comparison by subject groups) and 

within-subjects (comparison between analyzed tools) was based on a replica of three 

eTourism 2.0 tools for Hotel Jardín Tropical (located in Tenerife, Spain): its own blog, a 

social network page (Facebook) and a virtual community profile (Tripadvisor), as 

previous studies analyze (e.g. Grubbs & Milne, 2010; Leung, 2012; Muñoz et al., 2012; 

Margarida, 2013) or justify (e.g. Buhalis & Law, 2008; Rejón et al., 2012; Muñoz et al., 

2012).  

The design consisted of the following presentation formats for eTourism 2.0 tools (see 

Table 23). 

 

Table 23. Presentation formats for the eTourism 2.0 tools and URLs 

eTourism 2.0 tool + banner                                            URL 

B1: Hotel blog with static airline banner                     http://webcim.ugr.es/polls/EP_ET/X1.html 
F1: Hotel Facebook page with static banner               http://webcim.ugr.es/polls/EP_ET/X2.html 
T1: Hotel Tripadvisor profile with static banner       http://webcim.ugr.es/polls/EP_ET/X3.html 
B2: Hotel blog with dynamic banner                          http://webcim.ugr.es/polls/EP_ET/X4.htm  
F2: Hotel Facebook page with dynamic banner          http://webcim.ugr.es/polls/EP_ET/X5.html 
T2: Hotel Tripadvisor profile with dynamic  
banner 

http://webcim.ugr.es/polls/EP_ET/X6.html 

 

Each tool additionally includes an Air Europa airline banner (area of interest) 

embedded in each site featuring three famous celebrities (see Figure 19). The banner 

contains text (“We fly just for you! Visit” + URL + “for the chance to win prizes every 

week”) as well as a composed image (people and plane). Also, one version of the 

banner contained only static elements (url: 

http://webcim.ugr.es/polls/EP_ET/banner/B1.jpg), while another had dynamic 

elements (url: http://webcim.ugr.es/polls/EP_ET/banner/B2.swf).  

http://webcim.ugr.es/polls/EP_ET/X1.html
http://webcim.ugr.es/polls/EP_ET/X2.html
http://webcim.ugr.es/polls/EP_ET/X3.html
http://webcim.ugr.es/polls/EP_ET/X4.htm
http://webcim.ugr.es/polls/EP_ET/X5.html
http://webcim.ugr.es/polls/EP_ET/X6.html
http://www.volamosoloparati.com/
http://webcim.ugr.es/polls/EP_ET/banner/B1.jpg
http://webcim.ugr.es/polls/EP_ET/banner/B2.swf
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Figure 19. Static banner for the airline used in the experiment 

 

The analysis conducted to test the research hypothesis 1 in the repeated measures 

design (or for within-subjects factor) was a dependent samples T- test comparing the 

means of only the text and the image in the banner. 

In order to verify the rest of hypotheses 2 to 5, a between-groups design was needed. 

This design is balanced since the number of subjects for each experimental group (10 

participants) or eTourism 2.0 tool (30 participants) is the same. This balanced model, 

as compared to an unbalanced model, permits various advantages, including (García & 

Lara, 1998: 44-45): 1) simplifying the calculation process, 2) the resulting contrasts are 

more robust, or less sensitive to the unfulfilment of the normality and 

homoscedasticity hypothesis, and 3) minimizing the false negatives of the test for 

mean differences. 

As expressed in Table 24, the three first groups (EG1 to EG3) viewed the hotel’s three 

eTourism 2.0. tools with the airline banner presented in static format, and the other 

three experimental groups (EG4 to EG6) with the banner presented in dynamic format 

(with animation). The only difference between the groups was the order in which the 

websites were presented to mitigate any effect due to the order of presentation of the 
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experimental scenarios. Therefore, the order of the experimental design was 3x2 (3 

combinations without repetition of eTourism 2.0. tools and 2 types of banners: static 

and animated).  

Table 24.  Experimental design 

EG1: B1   O1   F1   O2   T1   O3 ; for n= 10 subjects 

EG2: F1   O2   T1   O3   B1   O1 ; for n= 10 subjects 

EG3: T1   O3   B1   O1   F1   O2 ; for n= 10 subjects 

EG4: B2   O4   F2   O5   T2   O6 ; for n= 10 subjects 

EG5: F2   O5   T2   O6   B2   O4 ; for n= 10 subjects 

EG6: T2   O6   B2   O4   F2   O5 ; for n= 10 subjects 

 

Likewise, in this design, the three groups corresponding to the static banner 

(EG1+EG2+EG3) and the three groups corresponding to the animated banner 

(EG4+EG5+EG6) were coordinated or balanced in terms of the different age ranges and 

genders. Randomness was ensured for the assignment of test units for the treatment 

groups and the treatment of experimental groups (Malhotra, 1997: 247). 

Randomization permits the equal distribution of the effects of the independent 

variables or factors under all conditions (Zikmund, 2003: 203) and ensures that the 

experiment’s total number of repetitions under the same conditions will show the true 

effects, if any in fact exist (Luque, 1997: 157; Zikmund, 2003: 203). 

 

Therefore, the effect of the banner type factor () can be identified through the 

following equation: 

 

 + some confounding variables = (O1 + O2 + O3) – (O4+ O5 + O6)   (equation 1)  

 

The possible effect of these confounding variables (and other artefacts) is removed 

through control and, in randomized experiments, through random assignment. 

In order to verify hypotheses 3, 4 and 5 (for between-groups effects), several analyses 

of covariance (ANCOVA) were applied, also including gender and experience level with 

eTourism 2.0 tools measured as factors and age as a metric covariate. Experience level 

http://en.wikipedia.org/wiki/Scientific_control
http://en.wikipedia.org/wiki/Randomized_experiment
http://en.wikipedia.org/wiki/Random_assignment
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(expert / novice) was based on the median value of this frequency of use (“rarely” -1- 

and “sometimes” -2- / “whenever I travel” -3-). The final model is expressed as follows: 

 

                                                (equation 2) 

Where yijkl is the fixation value f i), the j modality of 

j k) and the l value of the 

covariable age (Xl). 

 

3.2.3. Data collection and recording process detailed 

 

Following is a detailed description of the process undertaken with each participant: 

1. Information search process. Participants were seated in front of a computer and 

received an explanation of how to perform the task at hand, which involved searching 

for information about the views offered from a hotel. This mechanism was intended to 

achieve a certain degree of involvement in the experiment and goal-oriented 

navigation as would occur in a normal situation using this type of eTourism 2.0. tools. 

Although some authors support navigation focused on achieving objectives over 

exploratory navigation, the former generates less advertising recognition in a 

navigation environment (Danaher & Mullarkey, 2003). Furthermore, in this specific 

case, the task was not aligned with viewing the advertising, and therefore relatively 

low effectiveness indices were expected. However, the effect of focusing on 

conducting the task should not impede remembering or recognizing advertising 

messages. 

2. The calibration stage. Afterwards, the participant’s fixation path was recorded to 

verify that they could continue with the experiment without any problems 

(calibration). In the experiment, the eye tracker was calibrated using nine calibration 

dots displayed in a calibration matrix on the same monitor used in the eye tracking 

study. Specifically, for the calibration procedure, the subject was instructed to fixate 
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on the center of nine separate red dots successively (radius 1 cm) on a 3x3 grid 

mounted on a wall at a typical viewing distance of about 80 cm. A manual inspection 

was then performed to ensure that the obtained center locations were correct and 

accurate. Any severe deviation (more than one degree of visual angle) from the true 

location, marked in red instead of green, was used as an out-of-calibration indicator. 

This allowed us to recalibrate the system in case of any miscalibration or remove said 

subject from the experiment. 

3. Navigation on eTourism 2.0 tools. Next, the researcher had the subject conduct 

navigation through the three eTourism 2.0 tools for a total time of four and a half 

minutes (90 seconds per page). The order of the tools and the type of banner used 

depended on the experimental group (see the design described earlier). 

4. Post-test. Finally, participants were moved to another computer located outside the 

room with the eye-tracker, where they responded to a questionnaire with different 

questions regarding their socio-demographic characteristics and certain behavioral 

variables, such as experience with eTourism 2.0 tools measured. 

 

4. RESULTS AND DISCUSSION 
 

4.1. Within-subjects factor: Text vs. image 

 

To compare hypothesis 1, which proposes that users fixate more on the text than the 

image in a banner, an initial dependent samples T-test was conducted to determine 

the participants’ attention measured as fixation duration (FD) and number of fixations 

(FC). In this case, no empirical evidence was obtained that would demonstrate the 

existence of significant differences between the two average values in both indicators, 

FD: T(57) = .50, p = .62; FC: T(57)= 1.86, p = .07. In this latter case, only quasi-significant 

differences were detected, with a lower number of fixations on text (14.90) as 

compared to fixations on image (18.05). 
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By analyzing the time it takes to make a first fixation (TTF) and the fixations made 

before (FB) the participant fixates on the two areas of interest, it was confirmed that 

participants take longer to fixate on the text than on the image, TTF: T(57) = -3.55, p = 

.001, with an average time of 60.81 and 37.44 seconds, respectively; and an average of 

203.16 “prior fixations” for text and 114.45 for images, FB: T(57) = -3.94, p < .001. (see 

Table 25). 

Table 25. Means and standard deviations in TTF and FB for type of elements 

Type 
Time to first fixation (TTF) Fixations before (FB) 

Mean St. dev. Mean St. dev. 

Text 60.81 57.019 203.16 206.450 

Image 37.44 44.553 114.45 136.661 

 

Therefore, there is empirical evidence to accept the premise expressed in hypothesis 

1, considering mainly behavior before fixation on the banner as a measure of 

attention. 

 

4.2. Between-groups factors design: Type of banner and classification 
variables 

 

To conduct a more in-depth analysis of the research hypothesis, it was also verified 

how the classification variables and the type of advertisement influence or moderate 

the attention paid to the area of interest (banner). For this purpose, three separate 

covariance analyses (ANCOVAs) were computed, with gender, expert level and type of 

advertisement as independent variables, and age as the metric covariate. Attention 

was measured by using fixation duration (FD), times to the first fixation (TTF) and 

fixations before (FB).  

The assumption of homoscedasticity was confirmed in all the cases: Levene’s test (for 

FD): F(7, 52) = .09, p = .99; Levene’s test (for TTF): F(7, 52) = 1.34, p = .25; Levene’s test 

(for FB): F(7, 52) = 1.32, p = .26, respectively. The same applied to the assumption of 
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normality: Kolmogorov-Smirnov’s test (for FD): Z = 1.03, p = .236, K-S (for TTF): Z = .90, 

p = .40, K-S (for FB): Z = 1.16, p = .137. 

The first ANCOVA, using FD as a dependent variable, yielded a significant effect for age, 

F(1, 55) = 4.39, p = .041, indicating that young adults had significantly higher duration 

of fixations on banner than older adults, B = –.01. Gender, expert level and type of 

advertisement did not generate a significant effect for this dependent variable (FD).  

The TTF as a dependent variable generated a significant effect for the type of 

advertisement, F (1, 55) = 4.03, p = .050, thus indicating the existence of significant 

differences and, consequently, showing that participants develop higher TTF with 

animated banners than with static banners. In particular, an average time of 28.20 

seconds was obtained for dynamic banners as compared to 19.63 seconds for the 

static version (see Table 26). 

Table 26. Means and standard deviations in TTF and FB for type of advertisement 

Type 
TTF FB 

Mean St. dev. Mean St. dev. 

Static 19.63 12.342 61.05 36.019 

Animated 28.20 16.606 87.98 50.747 

Total 23.92 15.136 74.51 45.694 

 

Fixations before (FB) as a dependent variable yielded two significant effects. First, for 

the type of advertisement, F(1, 55) = 4.32, p = .04, showing that participants develop 

higher FB  with animated (87.98) than with static banners (61.05). Second, for age, F(1, 

55) = 4,04, p = .049, indicating that young adults had a higher number of fixations 

before to fixate on the banner, B = –1.09. 

Hypothesis 2 is therefore supported, confirming that less attention is paid to animated 

banners than to static banners. This way, the animated banners may alert users of the 

existence of an advertisement, leading them to adopt a behavior of rejection or 

psychological “reactance”. 

Regarding the rest of variables, there is no empirical evidence to accept the premise of 

hypotheses 3 and 5 concerning the respondent’s gender and experience level for any 
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of the attention measures. The results supported hypothesis 4, with a result opposed 

to the hypothetical assumptions in the case of eTourism 2.0 tools. In particular, young 

people had significantly higher duration of fixation on the banner and paid more 

attention to the other areas of the website, if their viewing pattern before fixating on 

the banner is considered. Therefore, unlike other websites (e.g. Drèze & Hussherr, 

2003), young people start to fixate on a greater number of areas, thereby producing a 

longer fixation duration (before) and staying longer on eTourism 2.0 tools. 

 

5. CONCLUSIONS AND RECOMMENDATIONS 
 

The development of ICTs has led to the appearance of a new version of the World 

Wide Web that foments user collaboration and participation: Web 2.0. Furthermore, 

advertising has also positively evolved, adapting to this electronic environment. These 

changes have affected all sectors of activity, especially the hospitality and tourism 

industry, which is why potential tourists are increasingly using eTourism 2.0 systems to 

prepare their travel plans. 

 

The scientific literature review did not lead to conclusive results and some are even 

contradictory; showing that the findings are highly determined by the context of the 

research. It can therefore be inferred, from previous studies carried out in the website 

environment, that the effectiveness of advertising is determined more by the quality 

and nature of the advertisement content than the presentation format. It is thus 

recommended that advertising provides extensive content, which should be 

informative and rational (San José Cabezudo, Gutiérrez, & Gutiérrez, 2004).   

 

Few studies have focused their attention, however, on eTourism 2.0 tools, which is 

why our paper attempts to verify whether the same factors apply to these tools as to 

websites. This also applies to the different classification variables for potential tourists. 

Although there is little research on this topic, some studies consider these variables in 
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the website environment. For this reason, our purpose is to analyze how these 

variables influence the context of eTourism 2.0 tools. 

The purpose of this article is to determine the effectiveness of advertising in different 

eTourism 2.0 tools (blog, Facebook and Tripadvisor), through a mixed experimental 

design using the eye tracking technique in order to assess the participants’ 

observational or attention seeking behaviors. In particular, two main objectives were 

pursued: determining which of the banner’s elements (text vs. image) and which type 

of banner users pay more attention to (animated vs. static banners). Furthermore, this 

attention level has been compared considering certain independent or classification 

variables (gender, age and experience level). The accurate execution and careful 

application of this experimental design achieved improvements in the internal and 

external validity of the obtained results. 

In contrast to what was found in the literature review (Rayner et al., 2001; Hughes et 

al., 2003; Pieters & Wedel, 2004), the results from the first part of this study show that 

slightly less fixations are made on the text than on the image, with longer periods for 

first time fixation on the text and a higher “prior fixation” rate on the text than on the 

images. They most likely look at the image first because it featured three famous 

celebrities that could have drawn their attention during their website visit. 

Besides, the results of this study show that there are no differences in terms of 

duration of fixation on static banners as compared to animated banners. However, it 

was found that participants fixate first on the static banner. This can be explained by 

the fact that the presence of animation alerts users of the existence of advertising in 

that spot and lead them to adopt a behavior of rejection and psychological reactance 

towards it (Edwards et al., 2002; Chandon et al., 2007). 

Regarding the classification variables, firstly, participants’ duration of fixation on the 

banner does not reflect significant differences when comparing gender, experience 

level and type of advertisement. In this case, it was confirmed that men and women 

behave similarly when paying attention to the banner. These results coincide with the 

results of prior studies (Drèze & Hussherr, 2003; Margarida, 2013). And it is confirmed 
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that experience level did not influence the attention paid to the banner either (Beerli 

& Martin, 2010). 

In terms of age, it was found that young people take longer to reach the banner than 

older people. Besides, once they reach the text of the eTourism 2.0 tool, younger 

people tend to view it for longer periods of time than older people. These results 

contradict other research, which has confirmed that older people stay on sites with 

advertisement content for longer periods of time (Drèze & Hussherr, 2003; Danaher et 

al., 2006).  

The findings suggest interesting future research path on effectiveness of advertising on 

the Web tools developed and can help improve tourism business processes for 

optimizing advertising campaigns, by taking into account the characteristics of the 

tourists visiting these website tools. 

 

6. LIMITATIONS AND FUTURE LINES OF RESEARCH 
 

The present study analyzed the participants’ behavior of attention or fixation by 

measuring the effectiveness of advertising. For future research, it would be interesting 

to complement this study with other measures of advertising effectiveness, such as 

click-through (CTR). This way, it was possible to learn which subjects voluntarily visit 

the website of the selected advertiser. 

On the other hand, the research has only considered three independent variables 

when studying the effectiveness of banners on eTourism 2.0 tools. In this regard, other 

classification variables could be added to the study in order to develop a more in-

depth analysis (e.g. employment situation, level of studies, etc.). 

Finally, it is also recommended to expand the study to other geographic areas for a 

more cross-country or cross-cultural perspective, including other European countries 

or countries on other continents. 
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CHAPTER 6: CONCLUSIONS 
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6.1. Main conclusions 

 

The empirical studies conducted in each of the chapters presented above have led to a 

series of conclusions concerning user behavior towards Travel 2.0 tools, globally 

explained hereinafter. In general, the main findings of our study are as follows: 

 

1. We assume that when tourists plan a trip, they are more influenced by the opinions 

and comments expressed by relatives, friends or acquaintances (Word of mouth – 

WOM) than by those expressed by other users in the online environment (electronic 

Word of Mouth- eWOM). 

 

2. That said, an analysis focused on eWOM reveals that the Travel 2.0 tools most 

preferred by users for preparing their trip are the following, in this order: a) official 

websites of the destination/hotel, with comments from customers, b) travel blogs and 

c) travel social networks. This result may be explained by the fact that tourists consider 

that the official websites of destinations/hotels provide all the necessary information 

for travel planning (characteristics of the place, logistical aspects such as transport or 

schedules, other users’ comments and opinions, etc.). Although users also consider 

blogs to provide a wide variety and a great deal of useful information for their travel, 

they still trust more the websites of the destination or hotel for the fact of being 

official and because nowadays any person can create and/or publish content on a 

travel blog.  

Finally, the last position is for social networks, since they do not provide as much 

information as the previous platforms. In this case, when Internet users look up for 

information on these travel networks, they need to complete their search with 

information from other websites (i.e., official travel webs or blogs) to plan their travel 

in the best possible way. 

 

3. Approximately half of the sample (51%) is considerably influenced by the comments 

posted on the Internet by other travelers. However, this information has a greater 

impact on the more experienced travel website users than on the less experienced 

ones.  We also made a distinction of age and income level, thus finding that people 
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older than 24 (‘young adults’) are more influenced by comments than younger users. 

With regard to the income level, people with a medium-low gross family income 

(under 2,700€) are more influenced by other users’ comments.  

 

4. When it comes to sharing travel experiences on the web, it was found that two 

thirds of respondents have never published their travel experiences on a website, a 

blog or a social network; approximately barely one third of Internet users have 

published contents on their own blogs or websites. Additionally, it was found that men 

are more likely to share their experiences than women. 

 

5. The Technology Acceptance Model (TAM) is an underlying sound and parsimonious 

model for analyzing the Travel 2.0 tools (travel blogs, travel social networks and online 

tourist communities): 

- However, the relationship between usefulness and intention of use does not apply to 

Facebook (travel social network), nor to Tripadvisor (online tourist community). 

- Other relationships like the ones existing between trust and usefulness, attitude and 

intention of use, or between ease of use and intention of use, depend on the tool 

being analyzed (see next figure).  

- The relationship between ease of use and trust seems to be very significant for the 

three travel webs analyzed. Therefore, users trust more the Travel 2.0 tools that are 

easy to use. 

- The relationship between trust and usefulness applies to the tourists who use Hotel 

Botánico’s Facebook profile and the Tripadvisor website. We can therefore state that, 

in general, when tourists trust the content published by other users (comments, 

experiences, videos, etc.), they believe these websites are useful for preparing their 

travels. Nonetheless, this relationship does not apply to blogs. The reason may be that 

many blogs do not only contain articles on other travelers’ personal experiences, but 

also other types of information, like things do to at destination, travel tips, information 

on a specific destination, etc. In this sense, tourists find these webs useful, but they do 

not give credibility to the experiences shared by other users. 

- Trust has a positive impact on tourists’ attitude on the blogs and on Facebook, but 

not in the case of Tripadvisor. Although tourists trust other users’ comments shared in 
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this virtual community, they do not have a positive attitude towards the website itself. 

They probably prefer to use other applications where they can find a wider variety of 

information apart from other travelers’ opinions and experiences: information on 

flights, hotels, friends’ opinions, etc. 

- In the case of the blogs, intention of use is not only influenced by attitude, but also by 

ease of use and perceived usefulness. However, on the social networks and the virtual 

communities, intention of use is only determined by attitude. This may be due to the 

fact that although many tourists perceive virtual communities and social networks as 

easy to use and useful tools, they prefer to use other Travel 2.0 tools like blogs, which 

not only contain other travelers’ experiences, but also a wider variety and larger 

amount of information. The strong negative relationship between ease of use and 

intention of use in the case of the blogs is an important aspect to take into account; it 

shows that due to their simplicity and the few options they provide, blogs are 

considered to be a less attractive source of information among Internet users, as these 

are more used to interact with increasingly complex websites.  

- The positive relationship between trust and intention of use applies to the blog and 

the virtual communities, but not to the social networks. In this case, the explanation 

may be that the information posted by other travelers on social networks can be 

manipulated by the concerned company through positive comments or by the 

competition itself through negative comments, which leads to a lack of trust from 

many tourists. In spite of this, tourists show intention to use travel social networks, 

since the information published on these websites can help them find more reliable 

information on other websites.  
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Figure 20. Extended model underlying all Travel 2.0 websites: the T2WAM model 

 

After having presented the main findings of our study related to analysis and modeling 

of adoption behaviors for the Travel 2.0 tools, we proceed with the main conclusions 

drawn from the studies about the level of visual attention paid to the different 

elements contained in these tools, with special emphasis on online advertising. The 

implementation of the eye-tracking methodology led to the following findings: 

 

1. Concerning viewing patterns, the navigation on both the blog and the virtual 

community follows a left-to-right pattern. In this case, special attention is paid on the 

blog to the area where the first post is displayed, while on the virtual community the 

area containing travelers’ comments and opinions catches the most attention. On the 

social network, users show a top-to-bottom eye movement, paying more attention to 

the upper left part of the screen.  On the blog and on the social network, users fixate 

on the lower part and right part of the screen for some time, especially when the 

information of interest for potential clients is located in this area. However, in the case 

of the online community users barely pay attention to the lower part of the screen. 

 

2. The banner blindness phenomenon does not apply to the Travel 2.0 tools when 

different eye measurements are applied. This may be due to the banner format (image 

of celebrities), which caught users’ attention. Another explanation may be that the 
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banner was inserted close to the editorial content in the three Travel 2.0 tools, where 

was also located the answer to the task assigned and this might have increased the 

possibilities to view the banner at some point.  

 

3. Thus, the banner is a more efficient advertising format for social networks, followed 

by blogs and lastly by virtual communities. Although the advertisement was located on 

the same position on the three Travel 2.0 tools, users fixated first, more frequently and 

longer on the banner inserted on Facebook (social network), secondly on the one 

inserted in the blog and thirdly on the one on Tripadvisor (online community). This 

may be due to the fact that the design complexity of a website (the text size and 

format, the position of images, etc.) can affect the viewing patterns of the themes 

being explored. In the present case, the social network has less editorial content than 

the other tools. 

 

4. Although banner blindness was not found in our study, users proved relatively poor 

recall of the banner. On one hand, over fifty per cent of participants could not 

remember the brand/company of the banner concerned by our study. On the other 

hand, barely one third of the participants remembered the image of the 

advertisement. An explanation can be the fact that the total fixation duration on the 

banner is lower than for the other areas of the Travel 2.0 tools (e.g. posts, headers, 

etc.), probably because users realized it was an advertisement as soon as they viewed 

it, and assuming that the information they needed for completing the task was not 

there, they avoided to look at the banner anymore. Therefore, visual attention to the 

banner was paid with a low level of awareness, which explains why the associations 

did not activate its recall later. 

 

5. With regard to the content of the banner, it was found that users fixate later and 

less intensely on the text than on the image. This can be due to the image of 

celebrities, who caught their attention more. 

 

6. Furthermore, no differences were found according to the time users fixate on static 

banners as compared to animated banners; however, participants did fixate first on 
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the static banner. The reason of this may be explained by the fact that the detection of 

animation can alert users of the existence of advertising on a given spot, hence making 

them adopt a rejection and psychological reluctance behavior towards it.  

 

7. The variance analyses conducted confirmed that two things: that men and women 

behave similarly in terms of fixation on the banner; and that the experience level did 

not influence the behavior towards the banner.  

 

8. Finally, the study revealed that, interestingly, younger participants took longer to 

their first fixation on the banner than older participants. Besides, once they reached 

the text on the eTourism 2.0 tool, younger participants tended to view it for longer 

than older ones.  

 

The following table clarifies and summarizes the main results and conclusions of the 

study: 

 

Table 27. Main research findings 

Objective Main results 

Influence of eWOM 

on Travel 2.0 tools 

When planning a travel, tourists are more influenced by Word of 
mouth (WOM) than by electronic Word of Mouth (eWOM). 

The Travel 2.0 platforms most used by users for travel planning are 
the official websites of the destinations/hotels, which include 
comments from other customers, followed by travel blogs and, 
lastly, by travel social networks. 

Half of the simple is considerably influenced by comments posted 
by other Internet users. In this case, the most influenced users are: 
- People having more experience in the use of travel websites, 
rather that the less experienced ones; 
- Young adults, rather than young users; 
- Users with medium-low income, rather than users with higher 
income levels. 

- Two thirds of the participants have never shared their travel 
experiences on a website, blog or social network;  
- Barely one third of Internet users have published content on their 
own blogs or websites. 
- Men are more likely than women to share their experiences on 
the Web. 

Modeling of user The TAM model is an underlying sound and parsimonious model 
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behavior towards 

the use of Travel 

2.0 tools 

 

for analyzing Travel 2.0 tools. 

The relationship between perceived ease of use and trust turned 
out to be very significant for the three travel websites analyzed. 
Users trust more the tools that are easier to use. 

There are relationship that do not apply to all the cases: 
- Perceived usefulness  Intention of use (Does not apply to 
Facebook, not to Tripadvisor). 
- Trust Perceived usefulness (Does not apply to the blog). 
- Trust Attitude (Does not apply to Facebook). 
- Trust  Intention of use (Does not apply to Facebook) 
- Ease of use Intention of use (Does not apply to Facebook nor to 
Tripadvisor) 
- Perceived usefulness  Intention of use (Does not apply to 
Facebook, nor to Tripadvisor) 

Assessment of 

advertising 

efficiency in the 

Travel 2.0 tools 

- On both the blog and the virtual community, users follow a left-
to-right viewing pattern. On the blog, they pay special attention to 
the area where the first post is located, while on the virtual 
community they pay more attention to the area containing 
comments from travelers. 
- On the social network, users follow a top-to-bottom eye 
movement, paying more attention to the upper left part of the 
screen. 
- On the blog and on the social network, users fixate for a while on 
lower and right side of the screen, while on Tripadvisor they barely 
pay attention to the bottom of the screen. 

From an objective approach (not perceived), banner blindness did 
not occur in the case of Travel 2.0 tools. 

The banner as advertising format is more efficient on social 
networks, followed by blogs and, lastly, by virtual communities. 

Users barely remember the content of the banner. More than half 
of the participants did not remember the brand/company 
advertised on the banner and only one third remembered the 
image of the advertisement. 

Concerning the content of the banner, users fixate less intensely 
and later on the text than on the image of the banner.  

There are no differences in terms of fixation time between static 
and animated banners. However, participants fixated first on the 
static banner. 

Men and women behave similarly in terms of attention paid to the 
banner.  

The experience level did not influence fixation on the banner. 

Young participants took longer to fixate the banner than older 
participants. At the same time, young participants fixated longer 
on the banner.  
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6.1. Implications for management 
 

Tourism companies must take the opportunity provided by the Web 2.0 and ensure 

their presence on Travel 2.0 tools. Besides, a proper social media management could 

improve both a company’s reputation and outturn. 

 

As shown above, one of the information sources people use the most for travel 

planning are the official websites of their destination/hotel, which allow users to share 

comments and opinions. For this reason, it would be interesting for companies to 

include a section in their website where users can post opinions and experiences, 

which would be very useful for other tourists to plan their travels. In other words, 

Internet users will have the official information provided by the company on its 

website, alongside other travelers’ opinions. 

 

Since users also visit blogs when planning a travel, tourism companies have to take this 

into account and update their blogs frequently, not only with business-related content, 

but especially with quality publications that enrich visitors. For this reason it is 

important that tourist company blogs post the full range of content travellers might 

need when travelling (travel tips, interesting facts, current news on travel and hotels, 

travel guides, experiences of other travellers, etc.) in a clear and orderly manner so 

that users perceive the website to be useful in searching for information on specific 

destinations and/or hotels. 

 

Although social networks are less widely used by tourists for preparing their travels, 

tourism companies must also ensure their presence there, to be able to interact with 

their customers at anytime. In this case, they need to answer all types of comments 

(whether favorable or negative) posted by clients on their websites and not only 

“listen” to them, but also take the necessary measures to solve problems and 

complaints. 

 

But this is not everything tourism companies need to know. If they want users to trust 

their Travel 2.0 tools and use them more, they need to design them properly. In 
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particular, in the case of company-managed tools, i.e. blogs, trust has a positive impact 

on attitude and intention of use. Therefore, companies need to design more objective 

blogs, enabling users to publish any type of contents (e.g. both favorable and negative 

comments), even though the company image might be somehow undermined, in favor 

of increased credibility.  

 

With regard to social networks, increased trust involves a better perception of use and 

positive attitudes. Therefore, the same recommendation applies to social networks as 

to blogs: increased company transparency and permissiveness. 

 

In the case of tourist communities, increased trust improves both perceived ease of 

use and intention of use. It is more difficult to make recommendations in this case, as 

the system is in the hands of external organizations (management) and of tourists 

(comments). However, organizations should try not to saturate the website with too 

much information, as they normally do, and tend to simplicity. The results of the eye-

tracking methodology also reveal that 2.0 travel platforms that are not overloaded 

with editorial content are more efficient in terms of visual attention paid to an inserted 

banner. It is therefore preferable that companies advertise themselves on this type of 

webs, such as Facebook pages or simple blogs.  

 

Nonetheless, as high recall rates were not achieved in this study for any of the tools 

analyzed, we would advise advertisers to conduct a prior study of the website on 

which they want to publish their ads, as well as of the type of task Internet users 

normally carry out on that website (information search, purchase of specific products, 

etc.). This way, the design of the banner will be oriented towards the user’s objective 

and he/she will be able to remember it better. 

 

Additionally, the results obtained in our study can help advertisers to choose the most 

efficient areas on the Travel 2.0 tools for placing their banners. On one hand, users’ 

viewing pattern goes from left to right in the case of blogs and virtual communities 

(e.g. TripAdvisor), while on social networks (e.g. Facebook) it normally goes from top 

to bottom. Therefore, ads must be displayed on the upper left side of the screen, 
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which is normally more visible. We also recommend integrating the banner within the 

editorial content of the three types of tools. On blogs and on Facebook, the most 

efficient option is to place the banner among the first publications, while on tourist 

communities it should be inserted in the central area whenever possible, or very close 

to the first travelers’ posts. 

 

Lastly, with regard to the content of the banner, we recommend banners to include a 

remarkable image, for instance celebrities. Characters need to be related to the 

editorial content and to the main tasks normally carried out on the web concerned. 

This way, Internet users will not only pay more attention to the banner, but they will 

also be able to remember it. Likewise, we advise advertisers to use static banners 

instead of animated ones. Although no difference was found in terms of fixation time 

between both types of banners, it was confirmed that users fixate first on the static 

one. This can be due to the fact that animation alerts them that there is an ad on that 

spot, so they avoid looking at that area of the website anymore. In order to prevent 

this from happening, it is advisable to avoid animation on banners. 

 

6.2. Limitations and future lines of research 
 

The main limitations of our research, some of which point to possible future lines of 

research, are described below: 

 

1. Only three specific Travel 2.0 tools were used in this case (travel blog, travel social 

networks and online tourist communities). Therefore, it would be interesting to 

conduct the same study with other platforms 2.0 that have experienced significant 

growth in the recent years, such as Twitter, Instagram, Pinterest, Linkedin, etc. 

Another interesting study could be conducted about mobile tourism applications that 

have developed so fast in the last years for all the operating systems (Android and iOS) 

(Liu and Law 2013; Adukaite et al. 2013; Dickinson et al. 2014). 
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2. In the first two studies (chapter 2 and 3), we used the example of a specific hotel 

(Hotel Botánico) for the experimental part. We did the same for the next two studies 

(chapters 4 and 5), where we used another specific hotel (Hotel Jardín Tropical) for the 

experiment. In the future we could conduct the same study with hotels of different 

characteristics (for instance, different type or quality, location, price, etc.) and see 

whether these attributes influence or not the behavior of the tourist 2.0. 

 

3. Since Web 2.0 applications are based on users’ socialization and participation, it 

would be interesting to develop a wider behavioral model than the one created in 

chapter 2. Thus, we could include other variables like the sense of belonging to a 

community and the perceived enjoyment related to the use of these pages for travel 

planning, or the subjective and social norms derived from the Theory of Reasoned 

Action (TRA), i.e. the extent to which users perceive others approve their participation 

to these platforms 2.0. 

 

4. The type of navigation carried out by the participants of these two studies was a 

goal-oriented navigation, as they were assigned a task during their visit on the Travel 

2.0 tools. In this sense, findings could be extended if the same study is conducted with 

free navigation (no task assigned), to see how the type of navigation influences user’s 

behavior towards online advertising. 

 

5. The study could also be extended to other geographical areas, in order to see how 

cultural differences and differences between countries influence tourist’s behavior 

towards Travel 2.0 tools. It is worth mentioning that we are currently conducting a 

joint research study with the University of Algarve, Portugal (more exactly at the Hotel 

& Catering Management and Tourism School and the Humanities and Technology 

School), with a very similar line of research to the one adopted in chapters 4 and 5. 

More exactly, we intend to analyze how the banner position and the type of navigation 

(goal-oriented VS free) influence Portuguese users’ visual attention and memory when 

they visit the website of a hotel. 
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6. From the methodological perspective, the small sample size of the experimental 

groups did not allow us to create a more complex experimental design that could 

combine other factors – between groups – such as the user experience measured at 

different levels, or that could isolate the inclusion of other cofound variables (as 

covariables) that could bias the results. We hope we will be able to replicate this 

design in the future with a larger sample of subjects, with the aim of analyzing these 

variables and improving the internal and external validity of results. 

 

7. For assessing the advertising efficiency on Travel 2.0 tools, the eye-tracking 

technique was applied. It would be convenient to complete the study with another 

assessment of the advertising efficiency, like for instance the click-through (CTR) 

technique. This way we could know whether users are interested enough by the 

banner as to visit the advertiser’s website. 
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