Journal of Tourism Analysis: Revista de Andlisis Turistico Vol. 32 No. 2, Afio 2025

Cémo citar este trabajo: Rivera-Garcia, J.; Ibarnia-Caspistegui, E.; Wilson, J.; Obrador, P. (2025). Tourist
motivations for choosing platform-mediated free tours: An application of extended planned behaviour theory.
Journal of Tourism Analysis, (32,2), 2025, 221-253. https://doi.org/10.21138/ 10.53596/e0jbbr87

Tourist motivations for choosing platform-
mediated free tours: An application of extended planned

behaviour theory

Motivaciones turisticas para elegir free tours mediados por
plataformas: Una aplicacion de la teoria del comportamiento

planificado ampliada.

Jorge Rivera Garcia’
Eneko Ibarnia Caspistegui?
Julie Wilson®
Pau Obrador*

! Universitat Oberta de Catalunya https://orcid.org/0000-0003-1868-647X
2 Universitat Oberta de Catalunya https://orcid.org/0000-0002-4189-2979
3 Universitat Oberta de Catalunya https://orcid.org/0000-0003-2802-7275
* Newcastle Business School https://orcid.org/0000-0001-5619-7074

Resumen

Los free tours mediados por plataformas tienen una gran presencia en las principales ciudades
culturales de Europa. Sin embargo, a pesar de su importancia, siguen estando poco explorados en
la literatura académica, incluso cuando en algunos casos contribuyen al sobredesarrollo turistico
(overtourism). Esta investigacion analiza las caracteristicas de este fendmeno turistico investigando
las motivaciones de los consumidores y su interaccion con este tipo de tours. Para ello, se utiliza
un enfoque cuantitativo basado en la teoria del comportamiento planificado (TPB) de Ajzen,
ampliamente reconocida por su eficacia en la prediccion de diversas intenciones vy

comportamientos. Se construyé un modelo de ecuaciones estructurales (SEM) para arrojar luz
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sobre los determinantes de la eleccion de los turistas por los free tours mediados por plataformas.
Nuestro modelo ampliado de la TPB incluye la confianza en las plataformas mediante eWOM, los
valores de sostenibilidad y los constructos de lealtad en linea. Los resultados ofrecen informacion
valiosa sobre los procesos de toma de decisiones de los turistas y validan la eficacia de la TPB
para explicar una proporcion significativa de la varianza en las intenciones de compra de free tours

basados en plataformas en linea.

Palabras clave: free tours mediados por plataformas; teoria del comportamiento planificado;

confianza; eWOM; lealtad; turismo sostenible
Abstract

Platform-mediated free tours are highly prominent in major European cultural cities. However,
despite their significance, they remain underexplored in academic literature, even though they
contribute to overtourism in some cases. This research explores the characteristics of this tourism
phenomenon by investigating consumers’ motivations and interactions with it. This is accomplished
through a quantitative approach using Ajzen’s well-established theory of planned behaviour (TPB),
which has demonstrated its efficacy in predicting various intentions and behaviours. A structural
equation model (SEM) was constructed to shed light on the determinants of tourists’ choice of
platform-mediated free tours. Our extended TPB model includes trust in the platform eWOM,
sustainability values and online loyalty constructs. The results provide insight into tourists’
decision-making processes and validate the TPB’s efficacy in explaining a substantial portion of the

variance in purchase intentions for online platform-based free tours.

Key words: platform-mediated free tour; theory of planned behaviour; trust; eWOM; loyalty;

sustainable tourism.

1 Introduction

In recent years, the tourism landscape has been significantly altered by short-term rental platforms,
most notably Airbnb (Pastor & Rivera-Garcia, 2020; Priporas et al., 2017). Under the platform
economy, short-term rental platforms have diversified into new lucrative ventures, such as
platform-mediated free tours (Leal & Medina, 2018; Rivera et al., 2023), a phenomenon that has
gained notable prominence in cities with high tourist traffic (Garcia & Ruiz, 2022). This trend

globally affects traditional tourism intermediation and reshapes contractual and employment



dynamics, especially involving guides and digital platforms for free tours. In some cities, it is
associated with socio-spatial impacts, leading local authorities to address issues like urban

overcrowding (Ortega, 2022).

Despite their significance, free tours remain underexplored in the literature (Rivera et al., 2023).
There is a lack of research on the extent of tourism activity within the pay-what-you-want
framework (Koerts, 2017), the motivations behind choosing these tours over regulated, fixed-price
ones led by certified guides, and the resulting socio-spatial impacts. To address this research gap,
this paper explores the motivations and behaviours of free tour consumers by developing a new
research framework based on the theory of planned behaviour (TPB), a well-established model for
predicting a wide range of intentions and actions (Ajzen, 1991; Sun et al., 2022). The aim is to
analyse the motivations that drive visitors to choose free tours, beyond the obvious cost benefits.
A quantitative approach is used to develop a unique TPB-based structural equation model (SEM)
with four additional constructs that may influence behaviour. These additional variables include
sustainability values (environmental, economic and social) and trust as antecedents of the TPB

variables, and digital platform loyalty as a moderator.

Applying the TPB in this context helps tourism platforms enhance tourists' trust, loyalty, and
behavioural intentions, leading to more effective marketing and improved customer satisfaction.
Understanding these motivations is also crucial for policymakers, as free tours influence visitor
flows, urban tourism dynamics, and potential overtourism. Insights from this study can guide the
development of low-cost tourism products, better visitor management strategies, and fairer
regulatory frameworks to balance the benefits of free tours while addressing challenges like unfair
competition with traditional operators. Additionally, this research advances the conceptual

understanding of platform-based tourism and contributes to empirical studies in this growing field.
2 Literature Review

2.1 Platform-mediated free tours: A new model in the tourism industry

Platform-mediated free tours have emerged as a popular and disruptive model in urban tourism
(Nilsson & Zillinger, 2022). Unlike conventional licensed and pre-paid guided tours, free tours
operate on a “pay-what-you-want” basis, meaning that participants are not charged a fixed price
but instead leave a voluntary tip at the end (Garcia & Ruiz, 2022). These tours are primarily offered

in urban destinations with high tourist footfall and are particularly attractive to budget-conscious



travelers, solo tourists, and digital-native generations seeking flexible and experience-driven
tourism options (Navalon-Garcia & Minguez, 2021). One of the key characteristics of free tours is
that the guides are often independent freelancers rather than officially certified professionals. In
many destinations, there is no requirement for tour guides to be accredited, leading to concerns
about professionalism and accuracy of the information provided (Koerts, 2017). Despite this, free
tours have gained traction due to their perceived authenticity, social engagement, and informal
storytelling approach, which differs from the scripted narratives of traditional tours (Gutierrez-
Duarte & Roldan-Martinez, 2020).

The growth of free tours has been driven by digital platforms such as Sandemans, Guruwalk,
Civitatis, and Freetouring, which connect independent guides with tourists in a peer-to-peer service
exchange under the ‘sharing economy’ umbrella (Juana, 2017). These platforms facilitate booking,
customer reviews, and marketing but do not directly employ guides, instead functioning as
intermediaries (Morozov, 2015). As a result, they have been criticized for creating an asymmetrical
power dynamic where guides must pay commission fees per customer, yet lack job security and

formal employment benefits (Leal Londofio & Medina, 2018).

While free tours provide an accessible and low-cost option for travelers, their rapid expansion has
raised concerns about their broader impact on urban tourism. Critics argue that they contribute to
issues such as overtourism, gentrification, and the commercialization of public spaces (Morales-
Pérez et al., 2022). The absence of formal regulations has also led to tensions with certified tour
guides and local tourism authorities, resulting in attempts to regulate or restrict free tours in cities

like Barcelona, Amsterdam, and Prague (de Waal & Arets, 2022).

Despite these challenges, free tours continue to evolve, incorporating new themes such as
historical walking tours, street art experiences, and gastronomic routes, demonstrating their
adaptability within the platform economy (Pastor & Rivera-Garcia, 2020). This model has often
been compared to Airbnb’s impact on the hospitality sector, as both disrupt traditional tourism

services through platform mediation and deregulation (Pastor & Rivera-Garcia, 2020).

2.2  The theory of planned behaviour

The theory of planned behaviour (TPB) has become the most frequently utilised social-

psychological model in tourism research (Ulker-Demirel & Ciftci, 2020). Numerous studies have



confirmed the robustness of the TPB as an explanatory and predictive model for specific
behaviours, including sustainable tourism activities (Liu & Park, 2024). However, according to
available research, it has not yet been used to study the attitudes that lead visitors to book free
tours over regulated, predetermined-price tours. Ajzen and Fishbein’s (1975) theory of reasoned

action (TRA) suggests that behaviour is driven by intention to act, which in turn is influenced by

attitudes and subjective norms. Criticised for assuming voluntary action (Ulker &

Ciftci, 2020), Ajzen’s (1991) TPB extends the TRA to include perceived behavioural control,
thereby improving behaviour prediction. The TPB identifies three determinants of intention (WILL):
attitude towards behaviour (ATTI), subjective norms (NORM) and perceived behavioural control
(CONT) (Doll & Ajzen, 1992). The theory posits that positive attitudes, supportive social norms and
high perceived control increase the intention to act. These factors’ significance varies by context
(Ajzen, 1991), with direct experience fostering more stable attitudes and intentions. Perceived
control, akin to self-efficacy, is fundamental in shaping competence and willingness to engage in

challenging tasks (Ajzen & Kruglanski, 2019).
2.3  Applying the TPB in tourism: Trust in the platform’s eWOM

Research has shown that behavioural intention is influenced by three key constructs of the Theory
of Planned Behaviour (TPB): attitude, subjective norms, and perceived behavioural control (Ajzen,
1991). These factors shape the way individuals evaluate and decide whether to engage in a
particular behaviour, particularly in the context of digital platforms. Given the nature of platform-
mediated free tours, which rely on online visibility, peer reviews, and perceived ease of access,

these constructs become critical in explaining why tourists choose to book such tours.

A fundamental determinant of behavioural intention is attitude, which reflects a tourist’s overall
evaluation of the experience. This evaluation is shaped by the perceived benefits of free tours, such
as their affordability, flexibility, and authenticity compared to conventional guided tours. Prior
research has consistently demonstrated that attitude plays a significant role in influencing tourists’

behavioural intentions in tourism-related decisions (Meng et al., 2024).

H1: Tourists' behavioural intention to book a platform-mediated free tour is positively influenced

by their attitude.

In addition to attitude, subjective norms—the perceived social pressure to perform or avoid a

behaviour—play a significant role in shaping tourists' decision-making (Ajzen, 1991). In the digital



era, subjective norms are heavily influenced by online reviews, social media recommendations, and
peer feedback, which help build credibility and drive consumer behaviour (Confente, 2015; Reza &
Samiei, 2012). As free tours operate in an environment where visibility and reputation are highly

dependent on electronic word-of-mouth (eWOM), we propose that:

H2: Subjective norms positively influence tourists’ behavioural intention to engage in platform-

mediated free tour bookings.

Another key determinant of behavioural intention is perceived behavioural control (PBC), which
refers to a tourist’s confidence in their ability to successfully book and participate in a free tour
(Nimri et al., 2020). This includes aspects such as the ease of accessing the booking platform,
availability of tours, and convenience of the process. Studies in tourism behaviour suggest that a
high level of PBC enhances the likelihood of engaging in a specific action (Khuong & Duyen, 2017).

Thus, we propose:

H3: Tourists’ perceived control positively influences their behavioural intention to book a platform-

mediated free tour.

Furthermore, subjective norms not only influence direct booking intentions but also shape tourists’
overall attitudes towards free tours. When a behaviour is widely accepted or encouraged within an
individual's social circle, it reinforces a positive perception of the experience. In this regard, we

hypothesise that:

H4: Tourists’ attitude toward booking a platform-mediated free tour is positively influenced by

subjective norms.

While TPB’s core variables provide a robust framework to explain behavioural intentions, prior
research suggests that incorporating additional factors—such as trust—can significantly enhance
its predictive power (Ajzen, 2005; Jeng, 2019). In digital tourism platforms, trust acts as a key
determinant of consumer decision-making, influencing whether tourists perceive a platform as
reliable, credible, and safe to use. Since platform-mediated free tours rely on user-generated
reviews and ratings, trust plays a fundamental role in shaping tourists' attitudes towards booking.

Based on this, we hypothesise that:

HS5: Tourists’ positive attitude toward booking a platform-mediated free tour is influenced by their

trust in the platform, including reviews from other online consumers.



In addition to influencing attitudes, trust in a platform’s reputation can also shape subjective norms,
as potential tourists may perceive social pressure to book a highly rated free tour. Positive reviews
and word-of-mouth create an expectation that certain tours are the preferred choice, reinforcing

decision-making patterns. Therefore, we propose:

H6: Tourists’ subjective norms or social pressure to book a platform-mediated free tour are shaped

by trust in the platform and reviews from other online consumers.

Finally, perceived behavioural control can also be affected by trust in the platform’s reliability. When
a platform has a strong online reputation and numerous positive reviews, potential tourists may
feel more confident about navigating the booking process, reducing perceived risk and uncertainty

(M&hlmann, 2015; Mao & Lyu, 2017). Accordingly, we hypothesise that:

H7: Tourists’ perceived control over booking a free tour is influenced by their trust in the platform,

including reviews from other online consumers.

This study builds upon these relationships by extending the TPB framework to integrate trust and
eWOM as additional influencing factors, aiming to provide a more comprehensive model of tourist
decision-making in the platform economy. By incorporating these elements, the proposed model

offers deeper insights into how digital trust and peer influence shape consumer choices in tourism.
2.4 Sustainable values in the platform economy

The relationship between sustainability and consumer behaviour has been widely debated,
particularly regarding the gap between favourable attitudes and actual behaviour. Prothero et al.
(2011) and Méohlmann (2015) found that participation in collaborative consumption platforms
fosters positive attitudes towards environmental sustainability. In particular, collaborative platforms
are designed to enhance sustainability across three dimensions: environmental (ENVI), social
(JUST), and economic (ECON) (Phipps et al., 2013). Within this framework, consumer values play

a critical role in shaping attitudes and decision-making processes.

One of the key dimensions influencing consumer decisions is economic sustainability. Tourists
engaging in collaborative consumption models—such as platform-mediated free tours—often do
so because they perceive a financial advantage, cost-effectiveness, or equitable resource
distribution. Hamari et al. (2016) suggest that economic sustainability motivations can be a strong
driver for participation in collaborative economy platforms, particularly for those prioritising

affordability and accessibility. Consequently, we hypothesise that:



H8: Tourists’ economic sustainability values positively determine their attitude towards booking a

platform-mediated free tour.

Beyond economic considerations, social sustainability plays an equally significant role in shaping
consumer attitudes. Collaborative consumption is often linked to ethical consumerism, fair labour
practices, and the redistribution of economic benefits across communities (Horlings, 2015). The
attractiveness of platform-based tourism lies not only in its affordability but also in its ability to
empower independent tour guides, promote cultural exchange, and foster local engagement. This
aligns with previous research suggesting that a commitment to social justice can influence
consumers’ attitudes towards sustainable travel options (Garay et al., 2019). Based on this, we

propose that:

H9: Tourists’ commitment to social justice determines their attitude towards booking a platform-

mediated free tour.

Finally, environmental sustainability is a core motivation for many travellers opting for platform-
mediated services. Free walking tours are often marketed as eco-friendly alternatives to motorised
sightseeing, as they reduce carbon footprints and promote pedestrian-friendly tourism (Navalén &
Minguez, 2016). However, the real impact of free tours must be critically assessed, considering
factors such as group size, participant behaviour, and the environmental management practices of
digital platforms. Sann et al. (2024) demonstrated that the attractiveness of sustainable alternatives
significantly mediates the relationship between behavioural intention and tourism choices,
reinforcing the need to examine the role of environmental awareness in consumer decision-making.

Therefore, we hypothesise that:

H10: Tourists’ environmental values and awareness positively determine their attitude towards

booking a platform-mediated free tour.

Despite its growing relevance in academia, policy, and practice, the influence of sustainability
values on tourist decision-making remains underexplored. This study builds upon Garay et al.'s
(2019) model, incorporating a refined perspective on sustainability values as key drivers of
consumer attitudes towards platform-mediated free tours. Additionally, M&himann (2015)
highlights that rising scepticism towards capitalist systems and increasing anti-consumption
movements have fuelled interest in more sustainable and ethically sourced tourism experiences.
Understanding these intrinsic motivations provides a more nuanced perspective on how values

shape the perception of sustainable tourism alternatives in the platform economy.



2.5 Loyalty: An influence of past experience

According to the academic literature, experience is an important moderating variable. Several
studies have examined the occurrence of past experience prior to engaging in a particular behaviour
and have assessed its relationship with subsequent behavioural intentions and loyalty (Corrons,
2018). Further studies have shown that past experience strongly influences subsequent intentions
(Broekhuizen & Huizingh, 2009; Jayawardhena et al., 2007; May et al., 2005) and helps to reduce
uncertainty and build loyalty (Hernandez et al., 2010).

In studies using the TPB, various authors have pointed out that past experience and past behaviour
can relatively explain sustainability behaviour (Gao et al., 2016; Garay et al., 2019; Sandve & @gaard,
2013) and that individuals’ experiences influence responsible behaviour in their personal lives
(Chan & Hon, 2020). Some authors have reflected the particular relevance of this aspect in their
research by including past behaviour as an additional variable in their model extensions (Lam &
Hsu, 2006; Oh & Hsu, 2001).

Although past experience has been included as a moderating variable in various studies on the
adoption of sustainable practices in non-tourism research (Mundaca, 2021; Urgal et al., 2011),
there is no evidence of its impact on behavioural intentions to use online free tour booking
platforms, particularly with sustainability connotations. Given the significant attention researchers
have given to this variable (Chan & Hon, 2020; Gao et al., 2016; Garay et al., 2018; Lam & Hsu,
2006; Oh & Hsu, 2001; Sandve & @gaard, 2013), past experience-derived loyalty has been included

as a moderating variable in the extended TPB model. This inclusion allows for the analysis of

behaviour based on varying levels of prior practices. Consequently, the following

hypothesis is proposed:

H11: Loyalty plays a moderating role in tourists’ behavioural intention to book a platform-mediated

free tour.

The resulting research model (Figure 1) comprises 11 hypotheses: seven structural, three

measurement, and one reflecting the moderating effect analysed.



Figure 1. The proposed model based on the TPB

Source: authors

3 Methodology

3.1 Survey design and scale measurement

This study aims to explore the motivations driving users to trust online platforms offering free
walking tours compared to conventional paid tours. Survey items are presented as statements,
with respondents indicating their level of agreement or disagreement on a seven-point Likert scale,
ranging from (1) strongly disagree to (7) strongly agree. For internet-administered surveys, many
authors recommend a seven-point scale to reduce excessive interpolation (Matas, 2018). Multi-
item scales were used for variable measurement to adequately capture the domain of the
established constructs and thus assess motivation based on Ajzen’s (1991) TPB, trust in eWOM
and the tourism sustainability variables. This study adopted and adapted existing validated items to
assess predictor constructs of behavioural intention, specifically WILL (Zeithaml et al., 1996), ATTI
(Bhattacherjee, 2002; Garay et al., 2019; George, 2004; Taylor & Todd, 1995), NORM and CONT
(Bhattacherjee, 2002; George, 2004; Taylor & Todd, 1995), and TRUS, ENVI, JUST and ECON from
Doney and Cannon (1997), Flavian and Guinaliu (2006) and Roy et al. (2001).



Before distributing the survey to the study population, a pre-test was conducted in July 2023 with
a sample of 25 respondents, representative of the final target population. The purpose of the pre-
test was to assess the clarity, wording, and structure of survey items, ensuring that all questions
were interpreted correctly and the format was user-friendly for both online and in-person
respondents. Minor adjustments were made to improve question comprehension and sequencing.
The results of the pre-test confirmed the validity and reliability of the measurement scales, leading
to the final survey version used in data collection. The final survey, administered in August 2023,
had three sections: five socio-demographic questions, a section on online channel loyalty, and 24

items covering TPB dimensions, tourism sustainability, and trust in e WOM.
3.2 Data collection and analysis

The Google Forms survey was available in Spanish, English, French, and German and was
distributed both online and in person. Online distribution channels included social media and email,
ensuring broader outreach to potential respondents. In-person distribution took place at the start
and end points of free tours in six major European cities: Barcelona, Madrid, Malaga, Paris,
Diisseldorf, and Berlin, from August to December 2023. Surveys were administered both daily and
on weekends, ensuring coverage of different tourist profiles. Data collection followed a random
approach, with surveys distributed per individual rather than per group to avoid response biases

and ensure diverse perspectives among participants.

To facilitate participation, printed flyers containing introductions in all four languages (indicated by
corresponding national flags) were provided at free tour locations. These flyers featured QR codes
linking directly to the survey, allowing participants to complete it conveniently on their mobile
devices. The selection of cities was based on convenience sampling, prioritizing high-tourism hubs
with an active presence of platform-mediated free tour operators. A total of 372 fully completed

responses were collected: 299 in Spanish, 48 in English, 17 in French, and eight in German.

A preliminary qualitative analysis was conducted to enhance the theoretical and empirical basis of
the research by consulting qualified experts. This process identified three distinct dimensions
related to sustainability, rather than a single construct. Each dimension was validated with three
items, forming constructs that serve as antecedents to behavioural intention. Subsequently,
descriptive analysis and exploratory factor analysis (EFA) were performed using SPSS 26.0 to verify

the reliability and validity of the measurement items.



In the third step, the research model was analysed using structural equation modelling (SEM) with
AMOS 24.0, and a confirmatory factor analysis was performed to test the goodness of fit. The
discriminatory and convergent validity of the measurement model was examined using the
statistics Normed x2, GFI, TLI, IFl, NFl, CFI and RMSEA, to then examine the causal and
measurement relationships among the constructs and test the proposed hypotheses (Gerbing &
Anderson, 1988; Hair et al., 2014). In the fourth step, two sub-samples were used to assess
behavioural intention, taking into account past experience. A metric invariance test was conducted

to analyse this proposed moderating effect (Byrne, 2009).
4 Results

4.1 Respondents’ demographic characteristics

The demographic characteristics of the sample (see Table 1) show a bias towards Spanish
nationality (over 74%, n=277). Most were aged between 18 and 39 (51%) and a significant
proportion were university graduates (46%). The sample showed a significant tilt towards higher
education, with 26.88% holding a bachelor’s degree and 19.89% holding a master’s, engineering
or doctoral degree. Advanced and intermediate vocational education were also well represented,

comprising 20.43% and 9.14% of respondents respectively.

These demographic characteristics underscore the prominence of young, digitally adept, and well-
educated individuals in online travel planning and collaborative consumption. Their comfort with
digital platforms and preference for low-cost, flexible travel options drive their engagement.
Consistent with M6himann (2015), research indicates that women and young adults with at least a
bachelor's degree are the primary respondents, with younger generations showing higher

engagement in online travel planning, especially in collaborative consumption services.

Table 1. Respondents’ demographic characteristics (n = 372)

Category n (%)
Male 179 48.11
Gender Female 181 48.65
Prefer not to say + Other 12 3.22
18-29 years 82 22.04
Age 30-39 years 110 29.57
40-49 years 98 26.34




50-59 years 54 14.52
60-69 years 24 6.45
70 or older 4 1.08
Spanish 277 74.46
French 22 5.91
Portuguese 12 3.23
Nationality Mexican 9 2.42
German 9 2.42
Italian 5 1.34
Other 38 10.22
Primary school education 7 1.88
Secondary school education 81 21.77
Intermediate vocational
34 9.14
education
Education
level Advanced vocational education 76 20.43
Bachelor’s degree (or
100 26.88
equivalent)
Master’s degree, engineerin
9 9 9 74 19.89
degree or PhD

Source: authors

4.2 Mesurement model

EFA was used to uncover latent data structures and reduce dimensionality. The suitability of this
approach was assessed and validated through a series of psychometric tests. Confirmatory factor
analysis (CFA) was then performed to test the adequacy of the overall measurement model. As
shown in Table 2, the results showed a satisfactory fit to the data (x* = 549.979, df = 222, x* /
df =2.477, GFI =0.909, TLI =0.938, IFI =0.949, NFI=0.924, CFl =0.948, RMSEA = 0.064,),
meeting the cut-off values (Byrne, 2006; Hair et al., 2014). All items loaded above 0.50 on their
assigned factors and were significantly associated with their specific constructs (p < 0.01). These
results provided evidence for the unidimensionality of each scale. The scale items were also

reliable, as evidenced by Cronbach’s alpha values greater than 0.70.



Table 2. CFA measurement results

Constructs and items A o AVE CR
Booking a city tour
Behavioural intention 0.856 0.745 0.872
When | need to book a city tour, the internet is my first choice. 0.722
| recommend using the internet to book a free tour to anyone who 0.734
asks me for advice, including friends and family. '
| write positive reviews of free tours on the internet to help others. | 0.568
The experience of a free tour booked over the internet
Attitude 0.953 0.890 0.961
It's common sense. 0.742
It’s an idea | like. 0.848
It’s a good, smart idea. 0.819
Environmental sustainability 0.711 0.633 0.799
It’s good for the environment because it’s on foot. 0.682
It doesn’t contribute to overcrowding in the destination I’m visiting. | 0.905
It doesn’t harm the destination I’m visiting through overcrowding. | 0.909
Social justice 0.882 0.720 0.885
It allows me to help the people involved in free tours (web platform 0.767
employees and guides). :
It brings social benefits to the local community of the city where 0.719
the free tour takes place. .
It's good for my conscience to know that I’'m helping the people 0,673
involved (web platform employees and guides). :
Economic sustainability 0.707 0.711 0.778




It brings economic benefits to those involved (customers, web

0.686
platform and guides).
It brings economic benefits to the local host community. 0.765
It brings greater benefits to those involved than conventional paid 0,651
tours. )
Booking a free tour over the internet
Subjective norms 0.945 0.862 0.948
The people whose opinions | value are in favour of me using the 0.837
internet to book a free tour. :
Most people | value think it’s right to book a free tour online. 0.785
I’'m expected to use the internet to book a free tour. 0.769
Using the internet to book a free tour
Perceived control 0.984 0.954 0.984
It's something | control. 0.892
| can do it because | have the resources, knowledge and ability to 0.899
do it. '
I’m capable of doing it. 0.880
Opinions of other tourists on free tour websites
Trust 0.872 0.729 0.887
They are truthful and honest and that’s why | trust them. 0.811
| believe that free tour websites would not intentionally publish 0,673
anything that could harm their users. :
| trust them completely for my free tour bookings. 0.773

Source: authors

The composite reliability (CR) of the measures, which indicates the internal consistency of multiple

indicators for each construct, ranged from 0.778 to 0.984, exceeding the threshold recommended

by Bagozzi and Yi (1988) and Hair et al. (2014). Convergent validity was also confirmed by




estimating the average variance extracted (AVE) for the measures. All AVE values, ranging from
0.633 to 0.954, exceeded the recommended value of 0.50 (Fornell & Larcker, 1981). Furthermore,
the AVE value for each construct was greater than the squared correlation between the constructs

(Hair et al., 2014), indicating that discriminant validity was achieved (see Table 3).

Las imagenes deberan enviarse en archivos separados (JPEG, TIFF) cuando sean demasiado
pesadas, con una resolucion minima de 300 ppp. La reproduccion de las figuras se realizara en

color.

Table 3. AVE and inter-construct correlations

WILL | ATTI NORM | CONT | TRUS ECON | JUST | ENVI AVE
WILL 0.836 0.745
ATTI 0.875 | 0.944 0.890
NORM | 0.762 | 0.805 | 0.927 0.860
CONT | 0.754 | 0.759 | 0.729 0.976 0.954
TRUS | 0.654 | 0.752 | 0.774 0.517 | 0.854 0.729
ECON 0.635 | 0.694 | 0.564 0.556 | 0.573 | 0.792 0.711
JUST 0.695 | 0.783 | 0.719 0.591 0.728 | 0.756 | 0.848 0.720
ENVI 0.324 | 0.297 | 0.265 0.231 0.230 | 0.612 | 0.268 | 0.795 | 0.633

Source: authors

4.3 Structural model evaluation

Structural equation modelling (SEM) analyses were performed using maximum likelihood
estimation. The results shown in Table 4 indicate that the model provided a good fit to the data
(x2=681.349, df=239, x* / df=2.851, GFI=0.894, TLI=0.910, IFI=0.923, NFI=0.902,
CFl =0.922, RMSEA = 0.072) according to the specifications of Byrne (2006) and Hair et al. (2014).



It should be noted that behavioural intention, the dependent variable under investigation in this
study, has an explained variance (R?) of 77.1%. This means that the research model accounts for
77% of the variance in behavioural intention, which is significantly higher than the commonly
reported 40% for the TPB (Armitage & Conner, 2001; Rise et al., 2010). Attitude, as a direct
antecedent of behavioural intention, has an R? of 75.8%, while subjective norms and perceived
control have R? values of 62.9% and 32.5% respectively. Furthermore, the direct antecedent
variables of attitude show high R? ratios, with social justice providing 72.6%, economic sustainability

over 58% and environmental sustainability a staggering 160%.

The model shows that nine of the ten hypotheses are supported. Only Hypothesis 2, the influence
of subjective norms on behavioural intention, is rejected with a factor () of 0.001 at a significance
level of p > 0.986. This means that subjective norms do not exert a direct or positive influence on
platform users’ behavioural intention to book a free tour. The two remaining causal relationships -
attitude (8 = 0.735) and perceived control (£ = 0.247) — exert a direct and positive influence on
behavioural intention at a significance level of p < 0.001. Subjective norms act in the same way (8
=0.518), exerting a direct and positive influence on attitude. In this regard, trust, as an antecedent
of the main variables of the TPB model, has a significant relationship with attitude (£ = 0400),
subjective norms (£ = 0.793) and perceived control (£=0.570). When analysing the three
measurement relationships established in the research model, the results indicate that users’
attitude towards booking a free tour online is positively determined by the influence of values such
as social justice (£ = 0.852), environmental sustainability (£ = 1.269) and economic sustainability

(8=0.763), all at a significance level of p < 0.001.

Table 4. Results of the structural model assessment

Hypothesis yij p-value Result

H1: Attitude — Intention 0.735 Frx Supported
H2: Subjective norms — Intention 0.001 0.986 Not supported
H3: Perceived control — Intention 0.247 o Supported
H4: Subjective norms — Attitude 0.518 o Supported
H5: Trust — Attitude 0.400 Frx Supported




H6: Trust — Subjective norms 0.793 e Supported
H7: Trust — Perceived control 0.570 b Supported
H8: Environmental values — Attitude | 1.269 e Supported
H9: Social justice — Attitude 0.852 b Supported
H10: Economic values — Attitude 0.763 e Supported

Note: Goodness-of-fit statistics for the structural model: x2 = 681.349, df = 239, x? / df = 2.851, GFl = 0.894,
TLI =0.910, IFI = 0.923, NFI = 0.902, CFI = 0.922, RMSEA = 0.072. *** p-value < 0.001

4.4 Moderating effect of loyalty

Finally, path differences between experienced (n = 214) and novice (n = 158) users of platform-
mediated free tours were examined to explore the moderating effect of loyalty. A permutation test
assessed the measurement invariance of construct items across these subgroups. Results showed
no significant difference in the c-value of permutation structures between the subgroups,
confirming compositional invariance. Additionally, mean permutation values and the variance of

mean permutation differences were within the 95% confidence interval bounds.

Table 5. Multigroup analysis. Moderating effect of Loyalty

Hypothesis Experienced Novice z:‘::rences Result
H1: ATTI — WILL 0.734*** 0.751*** 0,017 Not supported
H2: NORM — WILL 0.039 -0.100 -0,139 Supported
H3: CONT — WILL 0.235*** 0.301*** 0,066 Not supported
H4: NORM — ATTI 0.511** 0.593*** 0,082 Not supported
H5: TRUS — ATTI 0.403*** 0.316*** -0,087 Not supported
H6: TRUS — NORM 0.753*** 0.836*** 0,083 Not supported
H7: TRUS — CONT 0.532*** 0.652*** 0,12 Supported
H8: ENVI — ATTI 1.369*** 1.156*** -0,213 Supported
H9: JUST — ATTI 0.809*** 0.865*** 0.056 Not supported
H10: ECON — ATTI 0.786*** 0.738*** -0,048 Not supported

Note: *** p-value < 0.001



The results suggest that loyalty has a marginally significant effect on the decision to book free
tours via online platforms, with most hypotheses showing only slight increases in factor loadings.
However, H7, which examines the impact of trust on perceived control, is more relevant among
beginners. Although H2 also shows a difference in load, this hypothesis is rejected for both groups,
aligning with the overall sample analysis. Increased load on H8 among experienced consumers
indicates higher environmental awareness when using free tours compared to beginners. Overall,
the findings partially support the hypothesis that loyalty influences the decision to book platform-

mediated free tours.
5 Discussion and Conclusions

5.1 Discussion

The aim of this study was to analyse behavioural intention to understand consumers' decision-
making processes when booking platform-mediated free tours, beyond just the price factor. Given
the complexity of assessing behavioural intention towards intangible aspects like trust in a platform
and perceived sustainability (Ajzen & Fishbein, 1977; Bamberg, 2003; Garay et al., 2019), it was
essential to adapt and extend the TPB, which is typically used to examine the beliefs underlying

attitudes, social norms, and perceived behavioural control.

Structural equation modelling was used to develop a measurement model based on existing
literature, identifying seven structural and three measurement relationships, plus one moderating
effect. The results supported nine hypotheses and rejected one. The moderating effect hypothesis
(H11) on loyalty in booking platform-mediated free tours had only a marginally significant impact,
indicating that while loyalty plays a role in decision-making, trust and sustainability remain stronger
determinants. This model enhances understanding of behavioural intentions regarding

sustainability and platform usability.

Contrary to prevailing literature (Ajzen, 1991; Doll & Ajzen, 1992; Mao & Lyu, 2017), the factorial
weight of the NORM-WILL relationship was found to be insignificant. This indicates that subjective
norms (Hypothesis 2), or individuals' beliefs about social pressure and the importance of others'
opinions, do not significantly influence consumers’ behavioural intentions to book platform-
mediated free tours, despite the TPB's commonly claimed influence. However, subjective norms
significantly affect attitude (Hypothesis 4), and attitude positively influences intention (Hypothesis

1), suggesting that while subjective norms may not directly impact booking intentions, they



contribute to a positive attitude towards the behaviour, thereby increasing the likelihood of booking

a platform-mediated free tour.

These findings align partially with Garay et al. (2019), who emphasized the mediating role of attitude
between subjective norms and behavioural intention, noting that individuals' attitudes towards an
activity are shaped by perceptions of social expectations, which then influence their intentions.
Garay et al. suggested that sustainability attitudes directly impact social norms, but rejected a direct
influence of subjective norms on attitudes. This contrasts with the current results, which show that
subjective norms directly influence attitudes and, through these attitudes, indirectly affect
behavioural intentions. This discrepancy supports Ajzen’s (1991) assertion that the importance of
attitudes, subjective norms, and perceived behavioural control varies by context, highlighting the

complex interplay between these dimensions and the need for further research.

Despite having the lowest factorial weight of all accepted hypotheses, perceived behavioural control
(Hypothesis 3), or visitors' self-perceived ability to book these activities, plays a crucial role in
explaining variance in their behaviour. This suggests that greater perceived control over performing
the behaviour enhances the intention to do so. This supports previous studies (Armitage & Conner,
2001; Mao & Lyu, 2017; Méhimann, 2015; Nimri et al., 2020; Reeve, 2010; Reza & Samiei, 2012)
and establishes this dimension as vital for developing competence, efficacy, and capacity (Reeve,
2010). These findings align with Ajzen and Kruglanski (2019), who found that low levels of
perceived control lead individuals towards simpler tasks and uncomplicated plans, such as booking

a platform-mediated free tour.

Ter et al. (2017) argue that while trust in the platform economy is influential, its underlying
mechanisms remain complex and require further investigation. This study confirms that trust
significantly and positively affects attitudes towards booking platform-mediated free tours
(Hypothesis 5), aligning with Mao and Lyu (2017) and Meng et al. (2024), who found that trust,
particularly from eWOM, shapes purchase decisions. It also supports Navalon and Minguez's
(2016) assertion that platforms offering free tours gain market penetration by establishing a
positive reputation. Additionally, trust significantly influences subjective norms (Hypothesis 6),
consistent with Reza and Samiei (2012), who demonstrated that greater trust in information
sources affects perceptions of social expectations. Similarly, Mao and Lyu (2017) found that trust,

shaped by eWOM, influences repurchase intentions on tourism platforms like Airbnb.



Our findings contrast with Ter et al. (2017), who suggested a more limited impact of trust, as they
show that trust positively influences perceived control (Hypothesis 7). This aligns with Jeng (2019),
Méhlmann (2015), and Mao and Lyu (2017), who identified positive relationships between trust,
perceived usefulness, ease of use, and purchase decisions. This indicates that higher trust
enhances an individual’s perception of control over performing a behaviour. Nimri et al. (2020) also
confirmed the strong impact of perceived behavioural control on booking intentions, especially for

green hotels, supporting the broader literature on trust and perceived control.

Garay et al.’s (2019) decomposed TPB model facilitated our exploration of consumers’ attitudes
towards the inclusion of sustainability factors in platform-mediated free tours, based on their
perceptions of the benefits of adopting sustainability innovations (Hypotheses 8, 9 and 10).
Environmental values (Hypothesis 8), social justice (Hypothesis 9) and economic values
(Hypothesis 10) all significantly and positively influence attitudes, suggesting that individuals
prioritising these values have a more positive attitude towards booking such tours. Our model
confirms that attitudes are explained by these factors, which is consistent with Garay et al.’s (2019)
claim that motivations to behave sustainably are influenced by whether the expected benefits are
directed towards oneself, others or the biosphere. The positive impact of environmental values also
supports Khuong and Duyen (2017) and Abbasi et al. (2021), who highlighted the influence of
perceived value, service quality, and destination image on satisfaction. These findings build on Lam
and Hsu’s (2006) exploration of the links between travel motivation and attitudes, integrating the

impact of sustainability values.

Although loyalty (H11) was included in the model as a potential determinant of booking intentions,
its impact was only marginally significant. This suggests that while consumers might develop a
sense of loyalty towards a particular platform, this loyalty does not strongly dictate booking
behaviour. Instead, trust in the platform (H5-H7) and sustainability values (H8-H10) play a more
decisive role. This finding aligns with previous studies in the platform economy, which indicate that
consumer trust and perceived value often outweigh loyalty in shaping behavioural intentions
(M6hlmann, 2015; Meng et al., 2024). Future research should explore whether loyalty gains more
relevance in long-term platform engagement or if other variables, such as pricing incentives and

service differentiation, mediate its effect.

5.2 Theoretical contributions



The first theoretical contribution of this study is its demonstration of the value in further refining
and decomposing the TPB to enhance its predictive power regarding consumers’ behavioural
intentions towards emerging activities in the tourism sector. By linking these activities to
consumers’ underlying beliefs about attitudes, social norms, and perceived behavioural control,
this approach enriches the TPB and offers predictive insights into consumer intentions within the

evolving platform tourism industry.

Additionally, this research contributes uniquely through its contextual focus. Unlike most
established traveller behaviour models, which are predominantly developed in Western contexts
(Hsu & Huang, 2012), this study applies a TPB-based model to platform-mediated free tours.
Academic literature on this specific topic is limited, and, to the authors' knowledge, no prior studies
have explored consumer purchase behaviour and intentions in this context. Given the growing
importance of this activity compared to traditional tours (Garcia & Ruiz, 2022; Navalon & Minguez,
2016; Nilsson & Zillinger, 2022) and its socio-spatial and labour impacts in major European cultural
capitals (Rivera et al., 2023), this research fills a gap in the tourism literature. It provides valuable
insights for marketers and destination managers to better understand and manage market
characteristics and contributes to destination governance by addressing the impacts associated
with this activity (Rivera et al., 2023).

Subjective norms indirectly influence free tour consumers through attitudes. To positively influence
potential consumers, destination governance managers, guide associations and neighbourhood
groups should consider this indirect influence. Leveraging the significant impact of sustainability
variables on attitudes can aid in this effort. Perceived behavioural control is also a key predictor of
behavioural intention, so stakeholders in destination governance and guiding activities should
emphasise that booking a conventional tour with a certified guide is as easy and under one’s control

as booking through a free tour platform.
5.3 Practical implications

The findings of this study offer valuable management implications for industry professionals and
stakeholders involved in platform-mediated guided tours. The study empirically shows how these
tours can shape potential tourists’ attitudes and visit intentions. This detailed understanding of the
effects of platform-mediated activities on consumer behaviour can aid destinations in strategically

incorporating these products into their management models.



Previous research highlights transparency, security, and usability as crucial factors for building
trust in digital platforms. Managers should prioritise technologies that ensure high levels of
transparency and security to foster trust. Additionally, developers should focus on enhancing
usability and integrating personalised features in digital shopping experiences. Personalised
elements such as recommendations, notifications, and customisable settings can reduce distrust,
boost engagement, and provide a more satisfying user experience, potentially leading to higher

conversion rates.

An intriguing finding from this study is that, while subjective norms do not directly influence
behavioural intentions, they significantly shape individuals’ attitudes towards the behaviour. In other
words, social expectations may not directly dictate engagement intentions but do impact attitudes,
which then influence behavioural intentions. To address resistance to behavioural change, focusing
on customers' perceived ease of use is crucial. Ensuring that platform-mediated experiences are
user-friendly and intuitive is key to building trust and enhancing the perceived usefulness of the
technology. Tourism organisations and developers should actively seek user feedback and

continuously refine their platforms based on this input and technological advancements.

This study underscores the significance of tourists' attitudes towards platform-mediated tourism
experiences, as positive attitudes can enhance actual visit intentions. Perceived usefulness is
crucial in shaping these attitudes. To foster favourable attitudes, tourism organisations should
highlight the benefits of platform-based experiences. Effective marketing strategies could focus on
unique experiences, convenience, cost-effectiveness, and sustainability. For instance, emphasising
opportunities for local insights and personalised experiences can attract tourists. Additionally,
tourism staff should promote responsible behaviour during guided tours, demonstrating how
actions like reducing carbon footprints and preserving cultural heritage benefit the environment

and local communities.

This approach is likely to appeal to environmentally conscious travellers and encourage positive
attitudes towards platform-mediated tourism. Furthermore, to address the negative relationship
between subjective norms and visit intentions, marketers should encourage users to share their
experiences on social media. This can enhance visibility and credibility, creating a positive

subjective norm that motivates others to try the platform.

Trust is identified as a critical factor affecting attitudes, subjective norms, and perceived control in

platform-mediated tourism experiences. Values related to environmental protection, social justice,



and economic sustainability also positively influence attitudes towards these behaviours. These
insights highlight the importance of managing perceptions and trust to foster behavioural

intentions.

The marginal significance of loyalty in booking decisions suggests different responses to marketing
efforts among experienced users and beginners. Beginners, who are more influenced by trust,
benefit from marketing that emphasizes transparency, reliable service, and strong customer
support. Highlighting user reviews and offering guarantees can build trust. Conversely, experienced
users, who show higher environmental awareness, respond better to sustainability-focused

marketing that showcases eco-friendly practices and conservation efforts.

Tailoring marketing campaigns to each group is crucial: informative content and community-
building for beginners, and sustainability appeals for experienced users. Continuous improvement
based on user feedback and strategic partnerships with environmental organisations can further
enhance engagement and loyalty. A nuanced approach addressing the distinct needs of beginners
and experienced users is most effective for driving bookings and loyalty in platform-mediated free
tours. Future research should continue to explore these dynamics to navigate the evolving platform-

mediated tourism landscape effectively.
5.4 Limitations and further research

Despite its contributions, this research has several limitations, suggesting areas for further study.
Firstly, the dataset is focused primarily on Spain, which introduces regional bias. This limits
understanding of how behavioural dependence might vary by nationality or region. Broader field
experiments in diverse geographical areas could offer insights into these variations. For instance,
future research could explore whether the influence of subjective norms on intention differs
significantly across countries and whether the relationship between intention, attitude, and

perceived behavioural control operates similarly across different regions.

While this study attempts to refine the TPB by incorporating sustainability and trust-related
constructs, further research is needed to examine how these factors evolve over time and across
different consumer profiles. Future research should explore whether loyalty gains more relevance
in long-term platform engagement or if other variables, such as pricing incentives and service
differentiation, mediate its effect. Although the TPB is useful for explaining sustainability
perceptions leading to attitudes, broader implications for decision-making on similar platforms

should be considered. We agree with Garay et al. (2019) that further research is needed to



understand the socio-cognitive determinants of pro-sustainability behaviour. An open question is

the interplay between behavioural intention, subjective norms, and perceived control.

This paper provides a detailed analysis of these relationships as multidimensional concepts,
breaking down NORM and CONT into measurable variables for a more nuanced understanding.
Future research could benefit from demonstrating the advantages of decomposing NORM into sub-
variables, such as normative beliefs and motivations (Ajzen & Fishbein, 2005) or internal and
external influences (Garay et al., 2019). This approach could enhance the model’s explanatory

power and offer deeper insights into the underlying logic.

Acknowledgments

This work has been funded by the Agencia Estatal de Investigacion (Ministerio de Ciencia e Innovacion.
Gobierno de Espafia) within the framework of the EPTUR project (PID2020-118757RB-100 / AEl /
10.13039/501100011033).



References

Abbasi, G. A., Kumaravelu, J., Goh, Y.-N., & Dara Singh, K. S. (2021). Understanding the intention
to revisit a destination by expanding the theory of planned behaviour (TPB). Spanish Journal
of Marketing - ESIC, 25(2), 282-311. https://doi.org/10.1108/SIME-12-2019-0109

Ajzen, 1. (1991). The theory of planned behavior. Organizational behavior and human decision

processes, 50(2), 179-211.

Ajzen, I., & Fishbein, M. (1975). A Bayesian analysis of attribution processes. Psychological bulletin,
82(2), 261.

Ajzen, I., & Fishbein, M. (1977). Attitude-behavior relations: A theoretical analysis and review of
empirical research. Psychological Bulletin, 84(5), 888-918. https://doi.org/10.1037/0033-
2909.84.5.888

Ajzen, |., & Fishbein, M. (2005). The influence of attitudes on behavior. The handbook of attitudes,
173(221), 31. https://www.researchgate.net/profile/Dolores-
Albarracin/publication/325114583_THE_INFLUENCE_OF_ATTITUDES_ON_BEHAVIOR _The_|
nfluence_of_Attitudes_on_Behavior/links/5af852fa4585157136e795d5/THE-INFLUENCE-OF-
ATTITUDES-ON-BEHAVIOR-The-Influence-of-Attitudes-on-Behavior.pdf

Ajzen, I., & Kruglanski, A. W. (2019). Reasoned action in the service of goal pursuit. Psychological
Review, 126(5), 774-786. https://doi.org/10.1037/rev0000155

Akoglu, L., Chandy, R., & Faloutsos, C. (2013). Opinion Fraud Detection in Online Reviews by
Network Effects. Proceedings of the International AAAI Conference on Web and Social Media,
7(1), Article 1. https://ojs.aaai.org/index.php/ICWSM/article/view/14380

Armitage, C. J., & Conner, M. (2001). Efficacy of the Theory of Planned Behaviour: A meta-analytic
review. British Journal of  Social Psychology, 40(4), 471-499.
https://doi.org/10.1348/014466601164939

Arndt, J. (1967). Role of product-related conversations in the diffusion of a new product. Journal
of Marketing Research, 4(3), 291-295.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the

academy of marketing science, 16, 74-94.



Bamberg, S. (2003). How does environmental concern influence specific environmentally related
behaviors? A new answer to an old question. Journal of Environmental Psychology, 23(1),
21-32. https://doi.org/10.1016/S0272-4944(02)00078-6

Bhattacherjee, A. (2002). Individual trust in online firms: Scale development and initial test. Journal

of Management Information Systems, 19(1), 211-241.

Broekhuizen, T., & Huizingh, E. K. (2009). Online purchase determinants: Is their effect moderated

by direct experience?. Management Research News, 32(5), 440-457.

Byrne, B. M. (2009). Structural Equation Modeling with AMOS: Basic concepts, applications and

programming. Routlege.

Confente, I. (2015). Twenty-Five Years of Word-of-Mouth Studies: A Critical Review of Tourism
Research. International  Journal of Tourism  Research, 17(6), 613-624.
https://doi.org/10.1002/jtr.2029

Chan, E. S., & Hon, A. H. (2020). Application of extended theory of planned behavior model to
ecological behavior intentions in the food and beverage service industry. Journal of

Foodservice Business Research, 23(2), 169-191.

Corrons, A. F. (2018). Andlisis de la influencia de los valores humanos y las actitudes en el proceso
de adopcion de redes virtuales de intercambio no monetario. Enfoques actitudinal,
motivacional y panarquico [Universitat Jaume .
https://www.tdx.cat/handle/10803/46117 3#page=1

de Waal, M., & Arets, M. (2022). From a Sharing Economy to a Platform Economy: Public Values
in Shared Mobility and Gig Work in the Netherlands. The Sharing Economy in Europe, 241-
261. https://doi.org/10.1007/978-3-030- 86897-0

Doll, J., & Ajzen, I. (1992). Accessibility and stability of predictors in the theory of planned behavior.
Journal of personality and social psychology, 63(5), 754.

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer-seller
relationships. Journal of Marketing, 61(2), 35-51.

Flavian, C. & Guinaliu, M. (2006). Consumer trust, perceived security and privacy policy: Three
basic elements of loyalty to a web site. Industrial Management & Data Systems, Vol. 106 No.
5, pp. 601-620. https://doi.org/10.1108/026355706 10666403



Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable

variables and measurement error. Journal of marketing research, 18(1), 39-50.

Gao, Y. L., Mattila, A. S., & Lee, S. (2016). A meta-analysis of behavioral intentions for environment-
friendly initiatives in hospitality research. International Journal of Hospitality Management,

54, 107-115.

Garay, L., Font, X., & Corrons, A. (2019). Sustainability-oriented innovation in tourism: An analysis
based on the decomposed theory of planned behavior. Journal of Travel Research, 58(4),

622-636.

Garcia, J. R., & Ruiz, R. P. (2022). Free Walking Tours. In Encyclopedia of Tourism Management
and Marketing. Edward Elgar Publishing. https://www.elgaronline.com/view/nIm-
book/9781800377479/b-9781800377486.free.walking.tours.xml

George, J. F. (2004). The theory of planned behavior and Internet purchasing. Internet research,
14(3), 198-212.

Gerbing, D. W., & Anderson, J. C. (1988). An Updated Paradigm for Scale Development
Incorporating Unidimensionality and Its Assessment. Journal of Marketing Research, 25(2),
186-192. https://doi.org/10.1177/002224378802500207

Gutiérrez-Duarte, M., & Roldan-Martinez, A. (2020). Informal Economy and Intrusiveness Under

the Protection of Collaborative Tourism? The Case of Free Tours. InDret, 2, 139-170.

Hair Jr, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural
equation modeling (PLS-SEM): An emerging tool in business research. European Business
Review, 26(2), 106-121. https://www.emerald.com/insight/content/doi/10.1108/EBR-10-
2013-0128/full/

Hamari, J., Sjoklint, M., & Ukkonen, A. (2016). The sharing economy: Why people participate in
collaborative consumption. Journal of the association for information science and technology,
67(9), 2047-2059.

Han, H., Hsu, L.-T. J., & Sheu, C. (2010). Application of the theory of planned behavior to green
hotel choice: Testing the effect of environmental friendly activities. Tourism Management,
31(3), 325-334. https://lwww.sciencedirect.com/science/article/pii/S0261517709000557



Hernandez, B., Jiménez, J., & Martin, M. J. (2010). Customer behavior in electronic commerce:
The moderating effect of e-purchasing experience. Journal of Business Research, 63(9-10),
964-971. https://doi.org/10.1016/j.jbusres.2009.01.019

Horlings, L. G. (2015). The inner dimension of sustainability: personal and cultural values. Current

Opinion in Environmental Sustainability, 14, 163-169.

Hsu, C. H. C., & Huang, S. (Sam). (2012). An Extension of the Theory of Planned Behavior Model
for Tourists. Journal of Hospitality & Tourism Research, 36(3), 390-417.
https://doi.org/10.1177/1096348010390817

Hu, N., Zhang, J., & Pavlou, P. A. (2009). Overcoming the J-shaped distribution of product reviews.
Communications of the ACM, 52(10), 144-147. https://doi.org/10.1145/1562764.1562800

Jayawardhena, C., Tiu Wright, L., & Dennis, C. (2007). Consumers online: intentions, orientations,
and segmentation. International Journal of Retail & Distribution Management, 35(6), 515-
526.

Jeng, C.-R. (2019). The Role of Trust in Explaining Tourists’ Behavioral Intention to Use E-booking
Services in Taiwan. Journal of China Tourism Research, 15(4), 478-489.
https://doi.org/10.1080/19388160.2018.1561584

Juana, R. de. (2017, August 14). GuruWalk: Los free tours se apuntan a la economia colaborativa
- MuyPymes. https://www.muypymes.com/2017/08/14/guruwalklos-free-tours-se-apuntan-

la-economia-colaborativa

Khuong, M. N., & Duyen, H. T. M. (2017). The Effects of Destination Image, Perceived Value, and
Service Quality on Tourist Return Intention through Destination Satisfaction—A Study in Ho
Chi Minh City, Vietnam. International Journal of Innovation, Management and Technology,
8(5), 401-408. http://www.ijimt.org/vol8/761-ER0041.pdf

Kluckhohn, C. (2017). Mirror for man: The relation of anthropology to modern life. Routledge

Koerts, D. (2017). Amsterdam: Interpreting the city in “free” walking tours. 5th International

Research Forum on Guided Tours, 112.

Lam, T., & Hsu, C. H. (2006). Predicting behavioral intention of choosing a travel destination.
Tourism Management, 27(4), 589-599.
https://www.sciencedirect.com/science/article/pii/S0261517705000208



Leal Londofio, M. del P., & Medina, F. X. (2018). Turismo y economia colaborativa: El caso de los
recorridos  gratuitos a pie en Barcelona. Cuadernos de Turismo, 41.
https://doi.org/10.6018/turismo.41.327051

Liu, H., & Park, K. S. (2024). Exploring the impact of metaverse tourism experiences on actual visit
intentions: An integrated model of presence, the Technology Acceptance Model, and the

Theory of Planned Behavior. International Journal of Tourism Research, 26(1), €2616.

Mao, Z., & Lyu, J. (2017). Why travelers use Airbnb again? An integrative approach to
understanding travelers’ repurchase intention. International Journal of Contemporary
Hospitality Management, 29(9), 2464-2482. https://doi.org/10.1108/IJCHM-08-2016-0439

Mariné-Roig, E. (2017). Measuring destination image through travel reviews in search engines.
Sustainability, 9(8), 1425. https://www.mdpi.com/2071-1050/9/8/1425

Matas, A. (2018). Disefio del formato de escalas tipo Likert: Un estado de la cuestion. Revista
electronica de investigacion educativa, 20(1), 38-47.
https://www.scielo.org.mx/scielo.php?pid=S1607-40412018000100038&scrip

May So, W. C., Danny Wong, T. N., & Sculli, D. (2005). Factors affecting intentions to purchase via
the Internet. Industrial Management & Data Systems, 105(9), 1225-1244.

Meng, B., Zhang, J., & Choi, K. (2024). The formation of parasocial relationships in tourism social
media: A rational and emotional trust-building process. International Journal of Tourism
Research, 26(3), €2650. https://doi.org/10.1002/jtr.2650

Morales-Pérez, S., Garay, L., & Wilson, J. (2022). Airbnb’s contribution to sociospatial inequalities
and geographies of resistance in Barcelona. Tourism Geographies, 24(6-7),978-1001.
https://doi.org/10.1080/14616688.2020.1795712

Morozov, E. (2015). Where Uber and Amazon rule: Welcome to the world of the platform. the
Guardian, 7. https://www.theguardian.com/technology/2015/jun/07 /facebook-uber-

amazonplatform-economy

Mundaca, J. A. (2021). Valores del empresario, orientacion emprendedora, capital social, cultura
organizacional, orientacion al mercado, capacidad de innovacion y competitividad empresarial

de las MYPES de la region Lambayeque. Universidad Nacional Pedro Ruiz Gallo.



Mdéhimann, M. (2015). Collaborative consumption: determinants of satisfaction and the likelihood

of using a sharing economy option again. Journal of Consumer Behaviour, 14(3), 193-207.

Navalon-Garcia, R., & Minguez, C. (2021). Tourist guides and free tours: A controversial
relationship. Tourist Studies, 21(3), 486-506. https://doi.org/10.1177/14687976211016073

Navalon-Garcia, R., & Minguez Garcia, M. del C. (2016). E/ desarrollo del fendmeno de los tours
gratuitos (free tours) en los destinos culturales. El caso de la ciudad de Madrid: Colaboracion

0 negocio. 15.

Nilsson, J. H., & Zillinger, M. (2022). Free guided tours. En Encyclopedia of Tourism Management
and Marketing (pp. 338-340). Edward Elgar Publishing.

Nimri, R., Patiar, A., Kensbock, S., & Jin, X. (2020). Consumers’ Intention to Stay in Green Hotels
in Australia: Theorization and Implications. Journal of Hospitality & Tourism Research, 44(1),
149-168. https://doi.org/10.1177/1096348019862602

Oh, H., & Hsu, C. H. (2001). Volitional degrees of gambling behaviors. Annals of Tourism Research,
28(3), 618-637.

Ortega, M. (2022, April 28). Barcelona promete actuar contra las aglomeraciones de turistas en
Ciutat Vella. Ara en Castellano. https://es.ara.cat/sociedad/barcelona/barcelona-promete-

actuar-aglomeraciones-turistas-ciutat-vella_1_4354729.html

Pastor, R., & Rivera-Garcia, J. (2020). Airbnb y la intermediacion turistica. ;Competicion o
coopeticion? Percepcion de los agentes de viajes en Espafa. Revista Empresa y Humanismo,
107-132. https://doi.org/10.15581/015.XXIIl.2.107-132

Phipps, M., Ozanne, L. K., Luchs, M. G., Subrahmanyan, S., Kapitan, S., Catlin, J. R., Gau, R,
Naylor, R. W., Rose, R. L., & Simpson, B. (2013). Understanding the inherent complexity of
sustainable consumption: A social cognitive framework. Journal of Business Research, 66(8),
1227-1234.

Priporas, C.-V., Stylos, N., Vedanthachari, L. N., & Santiwatana, P. (2017). Service quality,
satisfaction, and customer loyalty in Airbnb accommaodation in Thailand. International Journal
of Tourism Research, 19(6), 693-704. https://doi.org/10.1002/jtr.2141



Prothero, A., Dobscha, S., Freund, J., Kilbourne, W. E., Luchs, M. G., Ozanne, L. K., & Thagersen,
J. (2011). Sustainable Consumption: Opportunities for Consumer Research and Public Policy.
Journal of Public Policy & Marketing, 30(1), 31-38. https://doi.org/10.1509/jppm.30.1.31

Reeve, J. (2010). Motivacion y emocion.(5ta Ed). México DF: Mac Graw-Hill. Interamericana

editores SA de CV.

Reza Jalilvand, M., & Samiei, N. (2012). The impact of electronic word of mouth on a tourism
destination choice: Testing the theory of planned behavior (TPB). Internet Research, 22(5),
591-612. https://doi.org/10.1108/10662241211271563

Rise, J., Sheeran, P., & Hukkelberg, S. (2010). The Role of Self-identity in the Theory of Planned
Behavior: A Meta-Analysis: SELF-IDENTITY META-ANALYSIS. Journal of Applied Social
Psychology, 40(5), 1085-1105. https://doi.org/10.1111/j.1559-1816.2010.00611.x

Rivera-Garcia, J., Fernandez-Villaran, A., & Pastor-Ruiz, R. (2023). Examining the impact of the
platform economy on Spain’s cultural destinations through the lens of free tours. International
Journal of Tourism Cities. https://www.emerald.com/insight/content/doi/10.1108/IJTC-05-
2023-0089/full/html

Christine Roy, M., Dewit, O., & Aubert, B. A. (2001). The impact of interface usability on trust in
web retailers. Internet research, 11(5), 388-398.

Sandve, A., & @gaard, T. (2013). Understanding corporate social responsibility decisions: Testing
a modified version of the theory of trying. Scandinavian Journal of Hospitality and Tourism,
13(3), 242-256.

Sann, R., Jansom, S., & Muennaburan, T. (2024). An extension of the theory of planned behaviour
in Thailand cycling tourism: The mediating role of attractiveness of sustainable alternatives.
Leisure Studies, 43(1), 47-61. https://doi.org/10.1080/02614367.2023.2182346

Sann, R., Lai, P.-C., & Chen, C.-T. (2021). Review papers on eWOM: Prospects for hospitality
industry. Anatolia, 32(2), 177-206. https://doi.org/10.1080/13032917.2020.1813183

Sirakaya-Turk, E., Oshriyeh, O., Iskender, A., Ramkissoon, H., & Mercado, H. U. (2024). The theory
of sustainability values and travel behavior. International Journal of Contemporary Hospitality
Management, 36(5), 1597-1626.



Sun, S., Law, R., Schuckert, M., & Hyun, S. S. (2022). Impacts of mobile payment-related attributes
on consumers’ repurchase intention. International Journal of Tourism Research, 24(1), 44-
57. https://doi.org/10.1002/jtr.2481

Taylor, S., & Todd, P. (1995). Decomposition and crossover effects in the theory of planned
behavior: A study of consumer adoption intentions. International Journal of Research in
Marketing, 12(2), 137-155. https://doi.org/10.1016/0167-8116(94)00019-K

Ter Huurne, M., Ronteltap, A., Corten, R., & Buskens, V. (2017). Antecedents of trust in the sharing

economy: A systematic review. Journal of Consumer Behaviour, 16(6), 485-498.

Ulker-Demirel, E., & Ciftci, G. (2020). A systematic literature review of the theory of planned
behavior in tourism, leisure, and hospitality management research. Journal of Hospitality and

Tourism Management, 43, 209-219.

Urgal, B., Quintas, M. A., & Arévalo, R. (2011). Conocimiento tecnolégico, capacidad de innovacion
y desempefio innovador: el rol moderador del ambiente interno de la empresa. Cuadernos
de Economia y Direccion de La Empresa, 14(1), 53-66.
https://doi.org/10.1016/j.cede.2011.01.004

Xu, F., Niu, W., Li, S., & Bai, Y. (2020). The Mechanism of Word-of-Mouth for Tourist Destinations
in Crisis. SAGE Open, 10(2), 2158244020919491.
https://doi.org/10.1177/2158244020919491

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of service

quality. Journal of Marketing, 60(2), 31-46.

Zhou, S., Yan, Q., Yan, M., & Shen, C. (2020). Tourists’ emotional changes and eWOM behavior on
social media and integrated tourism websites. International Journal of Tourism Research,
22(3), 336-350. https://doi.org/10.1002/jtr.2339



