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Abstract

Purpose – In a context where retail stores are closing down and high streets are declining, the purpose of this
paper is to analyse on-site shopping by tourists. This work identifies the drivers that lead tourists to use digital
information sources at the beginning of the shopping process. Understanding these drivers can help
destination managers and retailers encourage tourists to shop.
Design/methodology/approach –Apersonal surveywas conducted in a Spanish city noted for its shopping
facilities (Logro~no), using a sample of 430 tourists with purchase intention. The survey was designed based on
the extended unified theory of acceptance and use of technology (UTAUT2) model. A multivariate analysis,
based on structural equation modelling, was carried out using partial least squares (PLS), based on variance.
Findings –The study’s finding is that performance expectancy, effort expectancy, social influence, facilitating
conditions and habit influence intention to use digital sources of information to make purchases in a
destination. Tourists prioritise utilitarian over hedonic motivations in the intention to use digital sources of
information in tourist shopping.
Originality/value – It has been recognised that tourists are the perfect target to revitalise on-site shopping
and, therefore, destinations must provide attractive shopping experiences from the outset. Prior to purchase,
the search for available information is the first stage of the tourist shopping journey. Although many studies
have analysed tourist shopping behaviour, none have focused, using the UTAUT2, on the digital information
sources tourists consult pre-purchase. This research develops understanding of tourist shopping behaviour in
this new technological context. This can help retailers/destinations provide better services and optimise the
shopper’s experience from the first stage of the process.
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Introduction
Retail shops and on-site shopping are endangered; according to Coresight Research, in the
United States of America (USA) more than 9,300 stores shut down in 2019, a very significant
increase on the 5,800 that closed in 2018 (Coresight Research, 2020); also, in Spain, an average
of 23 retail stores have closed down every day since 2015 (Montero, 2019). In this context,
tourists have been recognised as the perfect target public to maintain the high street vitality
(Garc�ıa-Milon et al., 2021; Lindberg et al., 2019; Rabbiosi, 2015). Tourist shopping provides
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benefits for destinations; it is of significant interest as it contributes to a positive image
(Jin et al., 2017; Tosun et al., 2007) and is an important income source (Chang et al., 2006; Jin
et al., 2017). Fortunately, in the last decades, shopping at destinations has become one of the
most important activities that the tourist undertakes (Chen, 2013; Lloyd et al., 2011; Silva et al.,
2019; Y€uksel, 2007). For many, shopping is an essential element and, without it, their tourism
experience would be incomplete (Brochado et al., 2018; Chang et al., 2006; Chen, 2013; Timothy
and Butler, 1995; Tosun et al., 2007). In some cases, it can be the main motivation for travel
(Timothy and Butler, 1995;Wong andWan, 2013). Moreover, tourists derive great value from
the satisfaction and pleasure associated with their purchases and by experiencing local
culture (Hsieh and Chang, 2006; Way and Robertson, 2013).

But what triggers tourist purchasing in a destination? In tourism, as in other consumer
scenarios, after identifying a need, the tourist’s first step is to search out the shopping
possibilities (Coromina and Camprub�ı, 2016; Gursoy and McCleary, 2004). For this reason,
consumer information search has been considered to be among the most influential factors in
the purchase decision-making process (Akalamkam and Mitra, 2018). Tourists today can
consult many information sources, from the traditional, such as friends, advertising and
travel guides, to sources provided by new technologies and the Internet, which make it
possible to access information about any product or service anytime and anywhere
(Piotrowicz and Cuthbertson, 2014; Rodr�ıguez-Torrico et al., 2017). Consumers now habitually
use multidevices (e.g. smartphones, tablets, wearables) to access the Internet (Fritz et al.,
2017). There are 4.021 tn Internet users worldwide (Ditrendia, 2018). This new technological
context has changed tourists’ behaviours, giving rise to practices where, in the pre-purchase
stage, tourists consult various information sources (Garc�ıa-Milon et al., 2019; Verhoef et al.,
2015). In particular, tourists mainly use digital devices, which are now considered
indispensable, and essential for touristic activities (Rodr�ıguez-Torrico et al., 2020).

To promote such a significant activity as shopping at destinations, it is crucial to
understand tourists’ purchasing behaviours from the first stage of the process, that is, the
search for information. This understanding can help destinations develop tools to encourage
tourists to embark on the process. Although many studies have analysed tourist shopping
behaviour, none have focused on the tourist’s consultation of digital information sources as
the start point of the process. To bridge this gap, we have set as themain aim of this study the
identification of the drivers for tourists in their search for information, using digital devices,
in their purchases in destinations. As the use of digital information sources is a behaviour
clearly related to the acceptance of new technologies, we apply unified theory of acceptance
and use of technology2 (UTAUT2) (Venkatesh et al., 2012). This is a model that has been
tested in various technological contexts and has been validated in several research papers
(e.g. Gupta et al., 2018; Macedo, 2017; Morosan and DeFranco, 2016). Moreover, their
developers encourage its application to new technological behaviours (Venkatesh et al., 2012),
our case, the use of digital information sources in tourist shopping is a behaviour clearly
related to the acceptance of new technologies in a new context. The present study contributes
to the tourism/retail literature by setting three specific objectives: (1) to provide a hierarchy of
those aspects most important to tourists when seeking shopping information, (2) to highlight
the important elements that technological sources of information must provide the tourist
and (3) to make an initial contribution to the understanding of the tourist’s purchase
behaviour at the first stage of the process and to call for further research.

Theoretical framework
As has been noted, shopping during a tourist visit adds value to the tourist’s experience
(Hsieh and Chang, 2006; Way and Robertson, 2013) and to the destination (Chang et al., 2006;
Tosun et al., 2007). The concept of shopping tourism was introduced, as a leisure activity, for
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the first time into the academic arena by Jansen-Verbeke (1991), where the purchases are
inessential (Martin andMason, 1987). It was not until 2005 that Timothy provided a definition
of the concept of shopping tourism in the research field: shopping tourism is an activity in
which shopping is the main motivation to travel or the main element of the tourist experience
(Timothy, 2005). This definition has been widely accepted by numerous scholars (e.g. Choi
et al., 2016; Jin et al., 2017; Rabbiosi, 2011). However, this paper focuses on a practice more
widely undertaken by tourists: tourist shopping, defined as a secondary or additional activity
undertaken during a trip (Garc�ıa-Milon et al., 2021; Rabbiosi, 2011) in which tourists seek,
select and buy goods (Jin et al., 2017). Information seeking is integrated into tourist shopping
(Jin et al., 2017), and is the first step of the complete purchasing process of a tourist in a
destination or tourist shopping journey (Garc�ıa-Milon et al., 2020).

Recent technological advances have created a revolution in retail by broadening the
options for obtaining information. New channels (e.g. mobile channels, Internet, social
networks and chat) and devices (e.g. smartphones, tablets, smartwatches, wearables and
televisions) have precipitated changes in consumer purchasing habits and behaviours
(Verhoef et al., 2015). Some years ago, consumers had access only to offline channels (i.e. stores
and other physical resources provided by retailers) to obtain information; new technologies
have now created self-informed consumers. These technologies allow consumers to inform
themselves anywhere, and at any time, in an autonomous way (Melero et al., 2016; Rodr�ıguez-
Torrico et al., 2017). The intangibility of tourism prompted tourists to depend on digital
information sources (Koo et al., 2015), and they are regarded as helpful tools when planning a
trip (Lee et al., 2019). Due to their initial unfamiliarity with the shopping offer, tourists need
information from the available information sources to begin the tourist shopping journey
(Garc�ıa-Milon et al., 2020). Here, digital sources of information allow an exponential growth in
tourists’ autonomy as they can obtain information on the go (Rodr�ıguez-Torrico et al., 2017).

New challenges have arisen in tourism research that need to be addressed to satisfy highly
connected tourists (Kozak et al., 2018). Tourism is one of the sectors that needs a most rapid
and convenient incorporation of new technologies to meet the demands of tourists, who are
increasingly more informed and “hyperconnected” (Casta~neda et al., 2019; Cohen et al., 2014).
In the understanding of tourists’ shopping behaviour, the intention to use digital information
sources is crucial as it is the first stage of the process. Consequently, this paper identifies the
antecedents that lead tourists to consult digital information sources.

Hypotheses development
In the present study, the extended UTAUT2 model (Venkatesh et al., 2012) has been
employed. This model identifies the key elements in the consumer’s acceptance and use of
technologies (Venkatesh et al., 2003, 2012; Venkatesh and Davis, 2000). The developers of the
UTAUT2 do not suggest that the model should be limited to narrow contexts, indeed they
encourage researchers to extend it to different fields and situations (Venkatesh et al., 2012).
Therefore, the UTAUT2 model could contribute to the understanding of important
technological phenomena such as, as in this case, the use of digital device-based information
sources, a newly emerged technology-based behaviour (Venkatesh et al., 2012). The UTAUT2
(1) has higher explanatory power than other technology acceptance models (Pan and Jordan-
Marsh, 2010; Verdegem and De Marez, 2011); (2) focuses on consumers and provides an
understanding of their acceptance of new technologies and (3) has a strong empirical basis in
a variety of disciplines and subjects (e.g. Alalwan et al., 2017; Baptista and Oliveira, 2015;
Morosan and DeFranco, 2016; Tamilmani et al., 2019).

The model was developed from the UTAUT model (Venkatesh et al., 2003), which is the
synthesis of eight theoretical models used in the behaviour literature (Ajzen, 1991; Davis et al.,
1989; Moore and Benbasat, 1991; Thompson et al., 1991). The UTAUT2 proposes that
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consumers’ intentions to use technologies are formed by seven factors (Figure 1): (1)
performance expectancy, (2) effort expectancy, (3) social influence, (4) facilitating conditions,
(5) hedonic motivation, (6) price-value and (7) habit (Venkatesh et al., 2012). In the following
subsections, these factors are discussed in the development of the research hypotheses
(Figure 1):

Performance expectancy
Performance expectancy has been defined as the degree to which the consumer (in our case,
tourist) considers that using sources of information tomake purchases will be beneficial to his
or her performance (Venkatesh et al., 2003, 2012). This factor is considered essential in new
technology acceptance by consumers (Venkatesh et al., 2003). In general terms, if consumers
perceive that using new technologies is advantageous and useful for their activities, they will
be more motivated to use and accept them (Alalwan et al., 2017; Davis et al., 1989; Venkatesh
et al., 2003). Previous studies have shown the positive effect of performance expectancy on
behavioural intention (e.g. Alalwan et al., 2017; Baptista and Oliveira, 2015; Macedo, 2017;
Venkatesh et al., 2003), and that it is an influencer of technology-use behaviour during the
shopping process (Mosquera et al., 2018). In the tourism field, it has been determined that
performance expectancy is significant, and that it is an antecedent of the acceptance of
technologies and innovations (Herrero et al., 2017; Ibukun et al., 2016; Uphaus et al., 2019).
Taking this into account in the context of this study, we posit the following hypothesis:

H1. Performance expectancy has a positive effect on the tourist’s intention to use digital
sources of information in tourist shopping.

Effort expectancy
Effort expectancy has been defined as the degree of ease associated with using sources of
information to make a purchase in a destination (Venkatesh et al., 2003, 2012). In the existing

Figure 1.
Measurement model of
the influence of the
UTAUT2 factors on
the tourist’s intention
to use digital
information sources
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models, there are three effort expectancy-related constructs: perceived ease of use (TAM-
technology acceptance model / TAM2), complexity (MPCU-model of PC utilisation) and ease of
use (IDT-innovation diffusion theory) (Venkatesh et al., 2003). The predictive power of effort
expectancy for behavioural intention is widely accepted (e.g. Baptista and Oliveira, 2015;
Macedo, 2017; Raman and Don, 2013), including the tourism field (Ibukun et al., 2016; Uphaus
et al., 2019). To take forward the knowledge of this factor in the context of using online
sources of information to make purchases at a tourist destination, we propose the following
hypothesis:

H2. Effort expectancy has a positive effect on the tourist’s intention to use digital sources
of information in tourist shopping.

Social influence
Social influence has been defined as the degree to which tourists perceive that people who are
important to them believe they should use sources of information to make purchases
(Venkatesh et al., 2003, 2012). Social influence is defined as a subjective norm in the TRA
(theory of reasoned action), the TAM2, the TPB (theory of planned behaviour)/the DTPB
(decomposed theory of planned behaviour) and the C-TAM-TPB (combinedTAMandTPB), as
social factors in theMPCU, and is used as a direct determinant in behavioural intention (Davis
et al., 1989; Moore and Benbasat, 1991; Venkatesh et al., 2003). People close to the consumer
can affect his/her awareness of, and attitude towards, technologies (Alalwan et al., 2017). In
general, the predictive power of social influence for behavioural intention is accepted (Ibukun
et al., 2016; Macedo, 2017; Raman and Don, 2013; Venkatesh et al., 2003). It has also been
considered as an important factor in tourists’ purchases (Gupta et al., 2018). Taking into
account the findings of previous studies, we posit the following hypothesis about social
influence:

H3. Social influence has a positive effect on the tourist’s intention to use digital sources of
information in tourist shopping.

Facilitating conditions
Facilitating conditions refer to the degree to which an individual considers that there is an
organisational and technical structure to support him/her to use sources of information to
make purchases in destinations (Venkatesh et al., 2003, 2012). The facilitating conditions
factor has its antecedents in constructs developed in earlier theories: control of perceived
behaviour (TPB / DTPB, C-TAM-TPB), facilitating conditions (MPCU) and compatibility
(IDT) (Venkatesh et al., 2003). The factor is important because, when the consumer tries to use
a technology to perform a certain task, it will be impossible to carry it out if the necessary
conditions for doing so are absent (Morosan and DeFranco, 2016; Venkatesh et al., 2012).
Facilitating conditions are important in predicting behaviour towards technologies, in
general (Macedo, 2017; Raman andDon, 2013; Venkatesh et al., 2003, 2012), and in the tourism
field, in particular (Ibukun et al., 2016). Given this background, we propose the following
hypothesis:

H4. Facilitating conditions have a positive effect on the tourist’s intention to use digital
sources of information in tourist shopping.

Hedonic motivation
The present study characterises hedonic motivation as reflecting the fun or pleasure derived
from using sources of information to make a purchase (Venkatesh et al., 2012). Consumers
perceive that enjoyment is a very important determinant in relation to acceptance and use of
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technology, given its direct role in behaviour (Brown and Venkatesh, 2005; Childers et al.,
2001; Ibukun et al., 2016). It is a significant indicator of behavioural intention (Baptista and
Oliveira, 2015;Macedo, 2017;Morosan andDeFranco, 2016; Raman andDon, 2013; Venkatesh
et al., 2012). Moreover, hedonic motivation has been seen as an important factor when using
tourism-related technologies (Escobar-Rodr�ıguez and Carvajal-Trujillo, 2014; Ibukun et al.,
2016; Uphaus et al., 2019). Taking into account the previous research, we propose the
following hypothesis in relation to hedonism and the use of digital information sources in
tourist shopping:

H5. Hedonic motivation has a positive effect on the tourist’s intention to use digital
sources of information in tourist shopping.

Price-value
Price-value is understood to be the consumer’s awareness of the perceived benefits of using
sources of information in relation to the monetary cost of using them (Dodds, 1991;
Venkatesh et al., 2012). When the benefits of using a technology are greater than its
monetary cost there will be a positive effect on the price-value variable (Venkatesh et al.,
2012). Some studies have shown that its influence on behavioural intention towards
technologies is not significant (e.g. Baptista and Oliveira, 2015; Macedo, 2017), although
others have concluded it is a good indicator (e.g. Ibukun et al., 2016; Venkatesh et al., 2012).
We propose the following:

H6. Price-value has a positive effect on the tourist’s intention to use digital sources of
information in tourist shopping.

Habit
Habit is the degree to which tourists automatically display learnt behaviour in terms of using
sources of information to make purchases in destinations (Venkatesh et al., 2012). Previous
experiences influence beliefs and, consequently, future behaviour (Ajzen and Fishbein, 2005).
Previous research has found that habit has a significant, positive effect on behavioural
intention (Baptista and Oliveira, 2015; Ibukun et al., 2016; Macedo, 2017; Morosan and
DeFranco, 2016; Venkatesh et al., 2012). Other studies also support the positive effect of habit
in technology use in tourism activities (C�assia de Moura et al., 2017; Casta~neda et al., 2019).
Taking this into account, we put forward the following hypothesis:

H7. Habit has a positive effect on the tourist’s intention to use digital sources of
information in tourist shopping.

Methodology
Data collection and sample
To test our hypotheses, after evaluating important commercial and tourism aspects, an urban
tourismdestinationwas chosen.The city selected had tomeet the following criteria: (1) to have a
homogeneous central commercial zone; (2) to promote shopping as a motivation to visit the
destination; (3) to have typical, local independent shops with high value for non-residents; (4) to
have a recognisable, attractive shopping offer; and (5) to be readily accessible from other cities
and have good tourist infrastructure. As a result, Logro~no (Spain) was chosen. Logro~no, unlike
other larger cities that integrate a variety of districts, has a distinct central zonewith a range of
unique shops. Its excellent shopping facilities are used by the public administration to promote
tourism: itwas officially recognised as the first Spanish “City of Commerce” in 1997. In addition,
it was nominated to become the first Commercial City of Europe in 2020 (EFE, 2016). Logro~no is
a medium-sized urban destination located at a strategic point in the northern part of Spain. It is
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the capital of the La Rioja region, renowned worldwide for its wine (Denomination of Origin
Rioja), which accounts for 47% of Spanish wine production (Nielsen, 2014).

A personal survey was conducted in the city of Logro~no using a sample of 430 tourists
(marginal error 4.72%, at a confidence interval level of 95%). As our objective was to analyse
intention to use digital sources of information to make purchases, we chose only tourists with
purchase intention, asking an initial filter question. To obtain a diverse sample of tourists,
three locations were chosen for the recruitment of potential respondents, all of them located
near the city centre: the tourist information office, a three-star hotel and a four-star hotel
(Logro~no does not have any one-star or five-star hotels). The interviews were conducted soon
after the tourists’ arrivals, to assess their intentions before they began shopping. The
respondents gave their consent to be interviewed and participate in the study. The data were
collected by trained pollsters between December 2017 and March 2018.

Measurement scales and data analysis
The measure used was an 11-point Likert-type scale, from 0 (totally disagree) to 10 (totally
agree), based on the UTAUT2model proposed by Venkatesh et al. (2003, 2012). The variables
used to test the model are shown in Table 1.

The survey questions were specifically framed to test the use of technology-based
information sources, such as Google and other search engines, Tripadvisor and other forums
and social networks. At the beginning of the survey, the interviewers stated that the purpose
of the study was to measure the usage of digital sources of information.

Partial least squared (PLS) structural equation modelling (SEM) was used for the data
analysis. PLSwas selected because it is less sensitive to violation of assumptions of normality
(Chin, 1998). Hair et al. (2011, p. 144) recommended using PLS-SEM “if the goal is predicting
key target constructs or identifying key ‘driver’ constructs,” as in our case. Similarly, other
authors have suggested that PLS-SEM is appropriate when the research has a predictive aim
(Shmueli et al., 2016) and an explanatory purpose (Henseler, 2018), as in the case of our study.

Results
Sample profile
Of the total sample of 430 tourists, 40.4% were male, and 59.6% were female, 95.6% were
domestic tourists, and 4.4% international tourists. In terms of the number of nights spent in
Logro~no, 39.2% stayed for 1 night, 37% for 2 nights, 14.5% for 3 nights and 9.3% for more
than 3 nights.

The results showed the types of product that the tourists intended to buy. Some 86.5%
intended to buy packaged food or beverages. As previously noted, Logro~no is the capital of
La Rioja, a region known for its Denomination of Origin Rioja wine; this result confirms that
this type of product is very important to the city and the region. It is not surprising, therefore,
that wine is the main product purchased in the city. In the second place, we found that 36.4%
intended to buy gifts and souvenirs, followed by 24.6% who intended to buy clothing,
footwear and/or accessories.

Evaluation of the measurement model
First, the validity of the items was examined by assessing the standardised loadings (>0.70)
and t-values (>1.96) (Figure 2). Although two indicators (FC4 and Ha2) returned scores below
0.70, there is flexibility if the indicator contributes to the validity of the factor (Hair et al., 2013)
and has a t-value > 1.96. The indicatorsmet these conditions and, therefore, we included them
in the model.

The measurement model was verified in terms of construct reliability (i.e. composite
reliability and Cronbach’s alpha), convergent validity and discriminant validity. Both the
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composite reliability and Cronbach’s alpha were greater than 0.70 (Table 2). The convergent
validity of the constructs was also confirmed, as the average variance extracted (AVE) is
greater than 0.50 in all cases (Table 2). Discriminant validity was also confirmed (Table 3): the
square root of the AVE of each construct was greater than the inter-construct correlations.

Evaluation of the structural model
We calculated the effect of the UTAUT2 factors on intention to use sources of information by
tourists (Table 4). The R2 showed a value of 0.474, indicating that it explained 47.40% of the

Construct Items Source

Performance expectancy (PE) PE1. Using digital sources of information to buy is
very useful

Adapted from
Venkatesh et al. (2003)

PE2. Using them will increase the chance of
buying what I want
PE3. Using them allows me to buy faster
PE4. Using them improves my purchasing
performance

Effort expectancy (EE) EE1. Learning how to use digital information
sources to buy is easy
EE2. Using them is clear and understandable
EE3. It’s easy to use them
EE4. Using them involves little effort

Social influence (SI) SI1. People important to me think I should use
digital information sources in my purchases
SI2. People who influence me think I should use
them
SI3. People whose opinions I value prefer that I use
them

Facilitating conditions (FC) FC1. I have the resources necessary to use digital
sources of information to buy
FC2. I have the knowledge to use them
FC3. They are compatible with each other
FC4. I can get help from others if I have difficulty
using them

Hedonic motivation (HM) HM1. Using digital sources of information to buy
is fun

Adapted from
Venkatesh et al. (2012)

HM2. It’s nice
HM3. It’s entertaining

Price-value (PV) PV1. Using digital sources of information to buy is
reasonably priced
PV2. They are good value for money
PV3. At the current price, it’s a good option to use
them

Habit (Ha) Ha1. To use digital sources of information to buy
is a habit for me
Ha2. I’m addicted to using them
Ha3. I think I should use them
Ha4. Using them is natural for me

Intention to use digital
information sources (IUDIS)

I intend to use digital information sources to buy
in the destination
I will probably use digital information sources to
buy in the destination
I have decided to use digital information sources
to buy in the destination

Table 1.
Variable measurement
items scale
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EE1

EE2

EE3

EE4

PE1

PE2

PE3

PE4

IUIS1

IUIS2

IUIS3

SI1

SI2

SI3

0.917 (53.754)
0.840 (48.498)

0.891 (69.349)
0.857 (46.731)
0.880 (53.338)

0.122 (2.223) 0.316 (6.078)

0.956 (131.718)

0.979 (275.872)

0.965 (206.810)

0.119 (2.649)

0.102 (2.053)

0.019 (0.487)

0.903 (90.198)
0.607 (16.391)

0.855 (45.652)
0.904 (69.227)

0.217 (4.189)

–0.008 (0.214)

0.968 (168.940)

0.877 (48.556)

0.776 (24.057)
0.577 (12.024)

0.882 (52.816)

0.944 (96.814)
0.922 (59.505)

0.960 (174.476)
0.964 (196.417)
0.882 (39.412)

Effort Expectancy
Performance
 Expectancy

Social Influence

FC1

FC2

FC3

FC4 Facilitating
Conditions

Hedonic
Motivation

HM1

HM2

HM3

PV1

PV2

PV3

0.938 (95.966)
0.972 (256.651)
0.943 (86.638)

0.949 (105.948)
0.965 (136.877)
0.939 (98.439)

Price-Value

Intention to use
digital information

sources

Ha1

Ha2

Ha3

Ha4
Habit

Construct
Composite
reliability

Cronbach’s
alpha

Average variance extracted
(AVE)

Performance expectancy 0.924 0.891 0.752
Effort expectancy 0.963 0.948 0.867
Social influence 0.961 0.940 0.893
Facilitating conditions 0.864 0.786 0.620
Hedonic motivation 0.966 0.947 0.905
Price-value 0.966 0.947 0.904
Habit 0.894 0.841 0.683
Intention to use information
sources

0.977 0.965 0.935

Figure 2.
Results of the

measurement and
structural models: Path
coefficients (t-values)

Table 2.
Construct reliability

and convergent
validity
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variance. The Q2 was 0.415, which establishes that the model is highly predictive of the
tourist’s intention to use digital sources of information in his/her purchases (Hair et al., 2011).
However, differences were found in the impact of the variables on intention to use sources of
information, with five (performance expectancy, effort expectancy, social influence,
facilitating conditions and habit) having a direct positive effect, and two (hedonic
motivation and price-value) having no effect on the dependent variable. Therefore, H1, H2,
H3, H4 and H7 are supported, and H5 and H6 are not supported.

Conclusions and discussion
It has been recognised that tourists are the perfect buyers to revitalise on-site shopping
(Garc�ıa-Milon et al., 2021; Lindberg et al., 2019; Rabbiosi, 2015). Tourists use different sources
of information to reduce their feelings of uncertainty and lack of awareness of the shopping
process in unfamiliar destinations (Garc�ıa-Milon et al., 2019). The importance of this lies in the
fact that the sources of information consulted are the tourist’s first contact with the
destination, so they can increase or decrease his/her purchase intentions (Gursoy and
McCleary, 2004) and shape the shopping experience. Given that tourists possess the
technologies to inform themselves when visiting destinations, the UTAUT2 model has been
applied to understand the tourists’ acceptance of these technologies, and their intention to use
digital sources of information in their purchases at destinations.

Tourists today seek information from different technological devices to make their
purchases. So, what theoretical background explains their motivation to do so? It has been

Construct PE EE SI FC HM PV HA IUIS

Performance expectancy (PE) 0.867
Effort expectancy (EE) 0.560 0.931
Social influence (SI) 0.371 0.247 0.945
Facilitating conditions (FC) 0.449 0.731 0.187 0.788
Hedonic motivation (HM) 0.406 0.419 0.401 0.318 0.951
Price-value (PV) 0.324 0.323 0.358 0.250 0.410 0.951
Habit (Ha) 0.605 0.556 0.431 0.392 0.479 0.363 0.827
Intention to use information sources
(IUIS)

0.608 0.526 0.383 0.443 0.363 0.304 0.570 0.967

Note(s): Diagonal elements (in italic) are the square root of the AVEs. Off-diagonal elements are the inter-
construct correlations

R2 Q2 Direct effects
p-

value
Support for
hypothesis

Intention to use information sources
(IUIS)

0.474 0.415

H1: Performance expectancy→ (þ) IUIS 0.316*** 0.000 Supported
H2: Effort expectancy → (þ) IUIS 0.122* 0.015 Supported
H3: Social influence → (þ) IUIS 0.119** 0.004 Supported
H4: Facilitating conditions → (þ) IUIS 0.102* 0.021 Supported
H5: Hedonic motivation → (þ) IUIS �0.008 n.s 0.418 Non supported
H6: Price-Value → (þ) IUIS 0.019 n.s 0.303 Non supported
H7: Habit → (þ) IUIS 0.217*** 0.000 Supported

Note(s): *p < 0.05; **p < 0.01; ***p < 0.001; n.s. not significant (based on a one-tailed Student’s t (4.999)
distribution)

Table 3.
Discriminant validity

Table 4.
Effects on the
endogenous variables
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established that the factors that influence the tourist’s intention to use digital sources of
information are, in order of importance, performance expectancy, habit, effort expectancy,
social influence and facilitating conditions.

First, as H1 shows, performance expectancy is an essential factor in the use of digital
sources of information. Previous studies have also found it is important in the adoption of
new technologies, such as mobile banking (Alalwan et al., 2017) and in the acceptance of E-
tourism (Herrero et al., 2017; Ibukun et al., 2016). It has also been considered the most
important factor in the adoption of mobile applications by tourists (Gupta et al., 2018) and in
technological location-based services in tourism (Uphaus et al., 2019). It has been confirmed
that, if tourists perceive that it is advantageous and useful to draw on information sources,
they aremotivated to use them at destinations because this helps themmake better decisions,
improving performance.

Habit leads tourists to use digital information sources in their purchases and has a positive
effect on use intention. The results obtained are consistent with previous studies on intention
to use Near-Field Communications (NFC) to make mobile payments in hotels (Morosan and
DeFranco, 2016). Habit has also been found to be important in other technological uses in
various tourism activities (e.g. C�assia deMoura et al., 2017; Casta~neda et al., 2019). In addition,
the more normal the use of information sources becomes, the more frequently they will be
used. Thus, tourists who already are in the habit of regularly using sources of information are
more likely to use them in the future.

Another supported hypothesis regards effort expectancy, that is, the degree of ease that
the tourist associates with the use of information sources. This has been found to be a
significant factor in predicting behaviour in technological innovations in mobile banking
(Alalwan et al., 2017; Baptista and Oliveira, 2015), in education (Raman and Don, 2013) and in
tourism (Ibukun et al., 2016; Uphaus et al., 2019). In our case, we found that tourists are more
predisposed to use digital information sources to make purchases in a destination if they are
easy to manage and do not require much effort.

H3 suggests that social influencemakes tourists consider the opinions of others when they
use sources of information to make their purchases. The results revealed that others’ views
are, indeed, important and, therefore, the opinions of the people around the tourist affect his/
her intention to use sources of information. This was not seen as significant in the acceptance
and use of mobile banking (Alalwan et al., 2017; Baptista and Oliveira, 2015) but was
considered an important factor in the acceptance of new information and communication
technologies (Macedo, 2017; Venkatesh et al., 2003, 2012). Regarding its role in the acceptance
of technological applications in tourism, some studies have supported its influence (e.g. Gupta
et al., 2018) and others have not (e.g. Uphaus et al., 2019).

The facilitating conditions associatedwith digital information sources support the tourist in
making his/her purchases. As H4 has been supported, we can conclude that tourists need to
have the knowledge, resources and support to use the digital information sources available; it
has been shown that this affects use intention. In the field of E-tourism, it has been found that
facilitating conditions are an influential factor in technology acceptance (Ibukun et al., 2016).
They have also been considered as an important predictor (Raman and Don, 2013) of the
acceptance of educationalmanagement systems in teaching and in tourism (Ibukun et al., 2016).

H5 and H6 were not supported. The influence of hedonic motivation and price-value on
intention to use sources of information to buywas ruled out. The price-value results are in line
with other studies that show that its influence on the behavioural intention of consumers
when using new technologies is not significant (e.g. Baptista and Oliveira, 2015; Macedo,
2017). However, the hedonic motivation result contradicts previous studies (e.g. Baptista and
Oliveira, 2015; Ibukun et al., 2016; Macedo, 2017; Morosan and DeFranco, 2016; Raman and
Don, 2013; Uphaus et al., 2019; Venkatesh et al., 2012) that found it to be a good indicator of
behavioural intention. Our research results suggest that utilitarian motivations do explain
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intention to use digital information sources, while hedonic motivations do not. This lack of
hedonic motivation could be caused by the nature of the search for information which is
mainly functional, as a result, hedonism is not a predictor of this tourists’ technological
behaviour. Price has no effect, mainly because the digital information sources commonly
available to tourists, particularly since the Internet has become almost universal, are free or
low cost. Therefore, tourists do not perceive price as an important element in their intention to
use this type of information sources.

Theoretical implications
This paper contributes to the scarce literature on intention to use digital information sources
in tourist shopping, this practice is important since it is the first step of the tourist shopping
journey at the destination. While some previous studies have highlighted the need for
research into the influence of technological developments on tourist shopping, given its
importance in the tourism context (e.g. Jin et al., 2017), little academic attention has been paid
to this specific activity. Thus, this paper represents an initial contribution to the
understanding of the tourist’s on-site purchase behaviour and his or her tourist shopping
journey in a digital context.

The most important contribution of this work is that the most relevant driver of the
intention to use digital information sources in tourist shopping is utilitarian, that is,
performance expectancy. This result is different from Goossens (2000) who highlighted the
importance of both hedonic and utilitarian aspects in tourists’ behaviour, suggesting that
emotional factors are more important than utilitarian. Therefore, any future model that
combines tourist shopping and technology should consider the utilitarian aspect.

Furthermore, the other main predictors for tourist’s intention to use digital sources of
information when shopping in a destination, in order of relevance, are habit, effort
expectancy, social influence and facilitating conditions. Especially, habit has demonstrated
its explicative capacity in this digital context which reinforces its accurate integration into the
model (Venkatesh et al., 2012) compared to its antecedent UTAUT (Venkatesh et al., 2003).
However, it must be highlighted that although in this specific practice, tourists are influenced
by the majority of the UTAUT2 factors, hedonic motivation and price-value were not
significant and were ruled out from the model.

A further implication is that this study supports the versatility of the UTAUT2 model for
diverse technological contexts. It can be successfully tested for entirely technological
activities but also for supportive or secondary practices of a non-technological activity, such
as, in this case, tourist shopping. This work represents a step forward in research for
employing the model in activities where technology is not the executing element, but a
support resource.

Managerial implications
Understanding why tourists intend to use digital information sources is a key because it
relates to the start of the tourist shopping journey. This is especially important in tourism,
because tourists are generally unfamiliar with their destinations and what possibilities they
offer. Thus, if retailers and destinations do not have digital information sources suitable for
their target market, they may face a drastic reduction in visibility and, consequently, sales.
The results obtained provide a series of practical implications for destinations, retail stores
and businesses regarding tourists’ shopping information-search processes and motivations
behind their intention to use digital information sources such as social networks, forums,
search engines, etc.

First, the tourist’s perception of the usefulness of an information source must be high for it
to encourage him/her to begin shopping. Tourists have limited time andwant to optimise it in
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their shopping activity. Therefore, their information search processes must provide
advantages, be useful and improve their performance of the activity (Casta~neda et al.,
2019); otherwise, the purchasing process will not begin. Understanding their search
objectives is crucial for providing the best possible service.Moreover, the tourist must believe
that using sources of information will improve his/her performance; searching for
information will therefore become a habit and a natural part of the shopping process.

It has been shown that digital information source designers need to develop hedonic
features when utilitarian systems are insufficient to persuade users to accept a technology
(Tamilmani et al., 2019). In our case, the information search activity, far from being hedonic, is
mainly functional. Although purchases in themselves are seen as being hedonic, the task of
seeking information, even if it is to facilitate a purchase, has a utilitarian purpose. This is
because using information sources improves results and efficiency, and thus helps the
consumer to be more productive (Pahnila and Warsta, 2010).

It is also imperative that destinations and businesses have well-designed digital
information platforms that are intuitive to use and involve minimal consumer effort
(Vijayasarathy, 2003). In this respect, following the structure of existing information sources
that have high rates of consumer usage will reduce tourists’ learning efforts (and foster
standardisation). Moreover, the Internet must be provided by destinations and easily
accessible to tourists. Also, technical and human support must be provided, and suppliers
must resolve tourists’ doubts; this will add value to the information sources and should
increase their use by tourists. Our results showed that tourists are influenced by their social
environment, for example, relatives, friends and/or the famous, whenmaking decisions about
the technologies they use to seek information. Therefore, an effective way to encourage the
use of particular digital information sources would be to influence the attitude of this social
environment.

Furthermore, the new coronavirus disease 2019 (COVID-19) context means that tourists’
activities will, in future, be based more on contactless interactions (O’Leary, 2020). Therefore,
it is important for destination managers to provide suitable digital sources of information to
help tourists begin the buying process at destinations while respecting social distancing.

Limitations and future lines of research
As the use of digital information sources is not static, and this study takes account of only the
search stage at the point the tourists arrived, this research could be replicated at other points
in the tourists’ shopping journey. It could also be expanded to other cities and countries to test
if the results differ from those obtained in this paper.

An interesting question, not posed in this study, is the issue of repeat visits to the same
destination, as this may affect intention to use sources of information, based on whether the
tourist is already familiar with the destination. This data could be incorporated into future,
related studies. Another possible enhancement would be to connect intention to use digital
information sources to shop at a destination with actual technological behaviours, level of
purchase intention and evenwith completed purchases. Other issues such as the actual use of
digital sources before the trip or tourists’ ages could be considered in future studies. In
addition, it may be that there is a relation between increased levels of shopping, in terms of
volume/value, and the use of information sources. It would be interesting to identify, in this
case, the type of sources used.

Given that this research is quantitative, it could be enhanced by a qualitative assessment
of sources of information usage by tourist shoppers. Also, other theories, such as risk
perception and rational decision-making, could be applied in a similar study. In addition,
future studies could consider UTAUT2 moderators in the conceptualisation and analysis.
Another research line could focus on specific types of tourist purchases (e.g. compulsive
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purchases, cross shopping, high-involvement purchases, low-involvement purchases,
emergency purchases and impulse buying).

Finally, on March 11, 2020, the World Health Organization (WHO) declared the global
pandemic COVID-19 that has paralysed economies, tourism and tourist purchases; therefore,
it is necessary to continue researching in this field, advancing theory and practice. This will
help overcome the situation and provide solutions for destination managers.
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