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Abstract

Since the outbreak of the COVID-19 pandemic, tourism among many sectors, has been
negatively affected. Can tourism be encouraged and sustained through digital solutions? This
research focuses on some important antecedents of online travel inspiration, as well as some
key outcomes. A survey with a sample of 249 individuals reveals that while openness to
experience and desire and/or intent to visit a destination do not affect online travel inspiration
associated with a specific destination, travel risk perception and previous visit to that
destination are key determinant factors. In addition, this study shows that people’s online
travel inspiration affects their emotions, willingness to participate in online co-creation
experiences and behavioral intentions to interact with an online platform that offers an
alternative to physical travelling. The main contribution of this study is the examination of the
construct “online travel inspiration” during a time of crisis, such as the COVID 19 outbreak,
while it also offers suggestions to practitioners in the tourism field regarding the creation of
inspirational activities online.
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Introduction

Tourism is a globally large industry that employed 330 million in 2019 (World Travel
and Tourism Council, 2019), and the digital transformation in tourism has begun years ago.
The so-called Internet of Things (IoT), Artificial Intelligence (Al), augmented and virtual reality,
location-based services and block chain technologies are some of the sector’s key tools which
have facilitated its entrance to the era of the Fourth Industrial Revolution, an era defined by
digitalization. But the digital transformation is also obvious through simpler, everyday means,
like social media. Social networking sites have undoubtedly altered “the way tourism
experiences are planned, consumed, evaluated and marketed” (Gretzel, 2018, p.1).

Being a sector with massive dimensions, tourism is at the same time particularly
vulnerable to exogenous, uncontrollable forces. Economic crises, terrorism, epidemics,
military conflicts, and environmental issues are some of those threatening for the tourism
industry factors (Aramberri & Butler, 2004). In the first months of 2020, Covid-19 occurred
and disrupted the way tourism businesses and destinations work, imposing new rules and
conditions.

The swift technological developments that is the Zeitgeist of our era, has also
equipped mankind with valuable tools, such as the IoT, 5G networks and Al, to name a few,
that can help address Covid-19 related issues (Ting, Carin, Dzau, & Wong, 2020).

As Yang, Zhang, and Chen (2020) recently confirmed, outbreaks of infectious diseases
like Covid-19 upset the development of the tourism sector, since people reduce or even
completely avoid traveling. For this reason, since January 2020 the globe experiences a rapid
shift from largely growing tourism flows to significantly lower ones, and despite the removal
of travel bans, fear and uncertainty seem to dampen people’s willingness to travel.

In this peculiar context, digital communication plays a vital role in connecting people
with destinations and travel experiences. Along with technological advancement, destinations
around the world began creating their own platforms (Zhang, Gordon, Buhalis & Ding, 2017),
providing potential visitors with useful information and material, as well as customized
content that helps them build their own tourism experiences and transforms consumers into
“prosumers”, as they actively produce and consume experiences (Dredge, Phi, Mahadevan,
Meehan, & Popescu, 2018). This has allowed people to be inspired and dream of destinations
they cannot physically visit, as well as helping them stay in touch with their favorite places,
without leaving the comfort of their homes, during the pandemic (Tsiros, 2020).

It would be of great interest to examine what antecedents may lead to Online Travel
Inspiration, and how that form of inspiration may affect conative, cognitive and behavioral
outcomes, firstly because, Online Travel Inspiration is a new addition to the literature, that
involves the aspects of digital means and the tourism industry, having the important concept
of inspiration as its basis. Also, the main variable and its antecedents and consequences offer
valuable insights for professionals in the digital marketing and tourism industry, during these
uncertain times for the industry.

BACKGROUND OF THE STUDY
Online Travel Inspiration

Inspiration is perceived as the motivational state that drives individuals to transmute
new ideas into actions (Dai, Wang and Kirillova, 2022; Thrash, Moldovan, Oleynick and
Maruskin, 2014). Others define it as “a customer’s temporary motivational state that
facilitates the transition from the reception of marketing-induced idea to the intrinsic pursuit
of a consumption-related goal” (Bottger, Rudolph, Evanschitzky, & Pfrang, 2017, p. 129).
However, this psychological conceptualization of inspiration is too general (Dai et al. 2022)



and tourism is a special consumption context, in which the experience itself is the core product
(Dai et al. 2022), as well as diverging from traditional consumption patterns based on
problem-solving and utilitarian functionalities, it involves pursuing “fantasies, feelings, and
fun” (Hirschman & Holbrook, 1982, p. 135). Therefore travel inspiration is defined here as the
individual’s temporary motivational state to pursue fantasies and emotions, that translates a
travel-related stimulus to the essential search of travel-relevant consumption goals. It is also
assumed that online travel inspiration can both be deemed as an antecedent variable to
motivation in the travelling and hospitality related processes, as well as an outcome, triggered
by travel-related content.

Cunha (2019) supports this assumption, by identifying inspiration as the very first
stage of a tourist’s journey, with post-travel phase being the last one. Introducint the online
travel inspiration in this context in the COVID-19 era, it most likely will be seen as the first
stage before realization.

Within the tourism industry, Destination Management Organizations (DMOs) rely on
digital means for the destination marketing during the last few years (Hays, Page, Buhalis,
2013; Mariani, Felice, Mura, 2016). Destination marketing is about differentiating a place from
others and making it appear more attractive, for the purpose of developing tourist activity
(Quinn, 2013). Oliveira and Panyik (2014) showed that digital channels offer the valuable
opportunity to DMOs to be more effective in their destination marketing and build their
branding strategies online, with the help of their audiences and their meaningful content,
allowing them not having to spend too much money. Plus, ICT enable people to access tourism
experiences independent of their location (Bethapudi, 2013). Giannopoulos and Mavragani
(2011) postulated that ONTS (Official National Tourism Sites) are leaders in using ICT, and
empbhasis is placed on the websites’ characteristics of visual appearance, quality/ variety of
information, ease of use, interactivity, but also personalization. This is even more important
now, that the globe faces serious economic problems due to Covid-19.

Apart from social media, mobile apps are on the rise, having the power to influence
tourist behaviors (Kim & Kim, 2017), and to benefit people’s travel experiences by providing
them with information, social connection, sense of safety and so on (Wang, Fesenmaier, &
Park, 2012). Especially younger people use them throughout all stages of their tourism
journey, from inspiration to post-travel phase (Cunha, 2019). A variety of marketing
campaigns based on personalization can reinforce this view, including the very successful “No
need to fly- Around the world in Germany” campaign, launched in 2018.

Online interactive platforms can also influence the first phase of a customer’s journey
in tourism and evoke travel inspiration. Neuhofer, Buhalis, and Ladkin (2014) presented the
example of a platform named PixMeAway, a search engine that responds to people’s
increasing need for experiences that has been observed in the last decades (Pine & Gilmore,
1999). In this platform, attractive visuals, personalized suggestions, and high interactivity
inspire potential travelers and help them find their ideal destination.

Researchers (lzogo et. Al, 2020; Béttger et.al, 2017) agree that customer inspiration is
a new concept in marketing, that needs more research to reveal interrelations and better
understand this concept.

Travel Risk Perception

Naturally, it is expected that Covid-19 highly influences people’s cognitive behavior,
namely their perceptions, as it happens usually with crises and risky situations (Lepp & Gibson,
2003; Wen, Huimin, & Kavanaugh, 2005; Cahyanto, Wiblishauser, Pennington-Gray, &
Schroeder, 2016). According to Yang and Nair (2014), perceived risk refers to a known
probability, that determines human behavior and influences intentions and attitudes (Dillard,



Ferrer, Ubel & Fagerlin, 2012). Nazneen, Hong & Din (2020) found that people’s concerns over
hygiene and safety have been increased, and that social media reinforce worries related to
the novel coronavirus, whereas Giancarlos, Ayako, and Kiyoshi (2020) proved the importance
of Covid-19 as a factor of travel behavior change.

Perceived risk in tourism can be defined as the perception of the probability to get
exposed to beyond acceptable danger that can eventually affect travel decisions (Chew &
Jahari, 2014). Tourism is a sector that is vulnerable to increased risk perceptions, as its main
characteristics are perishability, intangibility, inseparability, and variability (Gronroos, 1990)
and it is very prone to be influenced by external factors. Obviously, health and well-being is
one of the most important travel risk categories (Simpson & Siguaw, 2008).

Based on the literature, the first potential antecedent to consider is travel risk
perception, which is affected by Covid-19 (Nazneen et.al, 2020; Neuburger & Egger, 2020),
and has the power to lead to behavioral change (e.g. Giancarlos et. al, 2020). It would be useful
to examine if it is a factor that affects people’s travel inspiration, the first step in the tourism
consumption process. Therefore we postulate that H1: Travel risk perception affects online
travel inspiration.

Openness to Experience

Personality, being a distinctive individual characteristic that affects uses of media
(Rubin, 1993), consists of the following Big Five characteristics: Agreeableness,
conscientiousness, extraversion, neuroticism, and openness to experience (McCrae, Costa,
Del Pilar, Rolland, & Parker, 1998). Openness to experience is, according to Islam, Rahman,
and Hollebeek (2017) “an individual’s readiness to accept novelty or new ideas” (p.512) and
influences online CE.

Linking this to the context of online consumer behavior, openness to experience,
along with extraversion, are positively related to heavier use of social media applications, as
highly open people seek novelty and stimuli that excite their curiosity, so they appreciate
various online activities (Correa et. Al, 2010; Amichai-Hamburger & Vinitzky, 2010), while
Marbach, Lages and Nunan (2016) agreed that the personality trait of openness to experience
is positively related to online engagement.

Bottger et. al (2017) suggest a conceptual framework, according to which, source
characteristics (how inspirational the promotional source is) and individual characteristics,
such as one’s openness to experience, are the two key factors that affect a person’s inspiration
as a customer. They also suggested that customer inspiration has emotional, attitudinal, and
behavioral consequences, and it has been found that it influences inspiration (Thrash & Elliot,
2003; Bottger et.al, 2017).

Based on the above: H2: An individual’s openness to experience affects online travel
inspiration.

Previous Travel Experience at a Destination, Intent, and Desire to Visit the
Destination

Hsu and Crotts (2006), for instance, have used the following segmentation to examine
the travel tendencies of mainland Chinese residents: Previous travel experience at a
destination, intent, and desire to visit the destination. They state that identifying and targeting
previous visitors is beneficial from a marketing point of view, while monitoring people’s
intentions is also crucial, as it is the best way to predict behaviors. Additionally, Jiménez



Barreto, Rubio, and Campo Martinez (2018) have suggested that previous physical
experiences at a destination do influence users’ online experiences.

The threefold of previous visit, desire, and intent to visit a destination could affect
users’ online travel inspiration; Individuals’ previous experience at a destination is related to
their online experience (Jiménez -Barreto et. al, 2018), to their influence by tourism marketing
actions (Choe et.al, 2014) and their interest towards the destination (Milman and Pizman,
1995). For example, visitors’ desire to attend a festival affected their behavioral intentions
(Song, You, Reisinger, Lee, & Lee, 2014), therefore, visitors’ desire to visit the destination could
affect their online travel inspiration. Since Hsu and Crotts (2006) included intention to visit the
destination in their study and it is found that desire and intention are closely related (Koo
et.al, 2016), intention to visit the destination will also be incorporated. Therefore, H3: Online
travel inspiration about a destination is affected by previous visit intention, desire to visit and
previous visit to that destination.

Emotions

Emotion can be defined as a psychological state or a feeling (Plutchik, 1980) and they
have a great value as far as tourism experiences are concerned, as they have a powerful effect
on people’s post-consumption behaviors, such as their intention to recommend or their
satisfaction (Gnoth, 1997).

Online experiences in general (e.g. Zhang et.al, 2017), and inspiration in a brand-
customer context (Bottger et.al, 2017), are found to lead to emotional consequences so it is
expected that the same will apply in terms of online travel inspiration.

Therefore, H4: Online travel inspiration affects individuals’ emotions about the
destination.

Willingness to Participate in Online Co-Creation Experiences

Co-creation implies that the consumer becomes an active participant and creator of
the experience instead of being a passive recipient of information (Morgan, Elbe, & Curiel,
2009). Consumers have started placing value on the experiences that are co-created by
different actors (Plé, 2015). Thus, the value of a product or service is now subjectively
perceived by every customer, so it becomes value-in-context (PIé, 2015).

According to Assiouras et al. (2019), co-production is valuable for tourism, as it has a
twofold importance: Firstly, it can increase re-visit intentions, but it can also lead to positive
customer citizenship behavior, such as favorable feedback and advocacy. Plus, because
tourism now operates as an ecosystem with different actors who have distinctive roles and
co-creation is highly valued, synergies to confront global challenges, like the pandemic we are
going through, can be fostered (Giannopoulos, Skourtis, Kalliga, Dontas- Chrysis, & Paschalidis,
2020). Lastly, it has been found that there is a direct relationship between a website’s quality,
users’ attitudes toward the website and their willingness to participate in online co-creation
experiences (Jiménez-Barreto & Campo-Martinez, 2017).

Individuals’ willingness to participate in online co-creation experiences, which is a
frequently studied outcome of people’s experience in online platforms (Elsharnouby and
Mahrous, 2015), and a valuable construct in the field of tourism (Assiouras et.al), could
potentially be affected by online travel inspiration. So, H5: Online travel inspiration affects
individuals’ willingness to co-create



Behavioral intentions

Behaviors are also researched in relation to traveling and online means. Chen and Tsai
(2007) highlight that tourist behaviors include the selection of a destination, future
evaluations, and behavioral intentions. Behavioral intentions are viewed as “the causal
antecedents of corresponding behavior” according to the theory of planned behavior (TPB)
(Ajzen, 2012, p. 450). Chen and Tsai (2007) clarify that behavioral intentions refer to intentions
to revisit a place or recommend it to others. In alignment with this statement, Chen and Chen
(2010) present some categories of behavioral intentions in the tourism field and they mention
the intention to revisit a destination, to recommend or share positive comments about it with
others. It is, thus, clear that behavioral intentions can take distinctive forms and depend on
the context. As Hsu and Crotts (2006) mention, intention is “an individual’s expectation about
his/her behavior in a given setting” (p.280), so it is again clear that the context plays indeed
an important role.

Elements such as users’ satisfaction (Chen & Chen, 2010), trust (Gu, Lee & Suh, 2009)
or destination image (Chen & Tsai, 2007) play a role in the formation of behavioral intentions,
and it is useful to now examine online travel inspiration instead. Taking into account the online
nature of the experience, behavioral intentions relevant to the platform rather than the actual
destination are to be evaluated in particular.

H6: Online travel inspiration affects individuals’ intentions to (re)visit the destination.

METHODOLOGY

To test the above six (6) hypotheses a survey was employed, with a sample of 249
participants (157 female, 89 male, 1 binary and 2 did not reveal their gender), that were
recruited through social media networking platforms and were asked to complete a
guestionnaire relating to the use of an online inspiration platform for a tourist destination.

The online travel inspiration ten-item scale used in this study, is the one by Bottger
et.al (2017) (a=0,949). Travel risk perception was measured with a 11-item scale by Nazneen
et.al (2020) (a=0,887). Openness to experience Lee and Ashton (2018) (o= 0.840).
Respondents’ previous visits, intent or/and desire to visit Greece were binary scales, following
the example of Hsu and Crotts (2006). The emotional outcomes a 12-item semantic-
differential scale was used (Ruiz-Mafe et.al, 2018) (a=910). For willingness to participate in
online co-creation experiences , a 3-item scale (a=0,901) was used (Jiménez-Barreto &
Campo-Martinez, 2018). Intentions to visit/revisit the destination was measured by Gu et.al’s
(2009) 3-item scale (a=0.922).

The questionnaire ended with the questions regarding demographics. The response
anchors for the Likert-type scales ranged from 1 (= Strongly disagree) to 7 (=Strongly agree).

RESULTS

A simple linear regression was used to test if travel risk perception significantly
predicts travel inspiration. The regression equation for predicting online travel inspiration
based on travel risk perception is: Online travel inspiration= (0.152 x Travel risk perception) +
4,168. The regression was statistically significant (R? = 0,23, F (1, 245) = 5,839, p = 0.016). It
was found that travel risk perception significantly predicted travel inspiration.

A simple linear regression was used to test if openness to experience significantly
predicts travel inspiration, giving a result with no statistical significance (p =0.202, p =0.112).



Independent samples t-tests were performed to evaluate if desire, and intent to visit
a country affect are an antecedent of travel inspiration, without producing any statistically
significant results. There was no significant effect for whether participants desired to visit the
country or not, t(80) = 0,082, p = .0,935, despite people, who desired to visit (M = 5,0125, SD
=1,07) attaining higher scores than individuals who didn’t desire to visit (M = 4,95, SD = 0,49).
Similarly, there was no significant effect for whether participants intended to visit the country
or not, t(80) = 0,361, p =.0,719, despite people, who intended to visit (M = 5,02, SD = 1,08)
attaining higher scores than individuals who didn’t intend to visit (M = 4,87, SD = 0,94).
Another independent t-test was performed to examine if a respondent’s previous visit to the
country led to a different level of travel inspiration compared to people who hadn’t visited
the country before, revealing that people who hadn’t visited the country before, were more
inspired by the online platform providing online travel experience (M = 5,72, SD = 0,52)
compared to the participants who had visited the country before (M = 4,84, SD = 1,09),
demonstrating significantly higher online travel inspiration scores t(80) = -3,122, p = .003.

A simple linear regression was used to test if travel inspiration significantly predicts
willingness to co-create. The regression equation for predicting willingness to co-create based
on travel inspiration is: willingness to co-create = (0.714 x Travel Inspiration) + 0,662. The
regression was statistically significant (R? = 0,370, F (1, 245) = 144,112, p < 0.001) revealing
that travel inspiration significantly predicted individuals’ willingness to co-create.

Another simple linear regression was used to test if travel inspiration significantly
predicts positive emotional outcomes towards the destination. The regression equation for
predicting emotions based on travel inspiration is: Emotions = (0.526 x Travel Inspiration) +
2,588. The regression was statistically significant (R? = 0,423, F (1, 245) = 179,682, p < 0.001).
It was found that travel inspiration significantly predicted positive emotional outcomes
towards the destination.

Finally, a simple linear regression was used to test if travel inspiration significantly
predicts intentions to (re)visit the destination. The regression equation for predicting
intentions to (re)visit based on travel inspiration is: intentions to (re)visit = (0.738 x Travel
Inspiration) + 0,904. The regression was statistically significant (R?> = 0,418, F (1, 245) =
175,800, p < 0.001). It was found that travel inspiration significantly predicted intentions to
(re)visit the destination.

CONCLUSIONS and DISCUSSION

Based on the findings of this research the first hypothesis is accepted, which is in par
with the literature, indicating that travel risk perception related to Covid-19 highly influences
attitudes and behaviors towards traveling (Nazneen et. al, 2020; Giancarlos et.al, 2020). Plus,
the link between travel risk perception and travel motivation has also been established, in the
study of Jia et.al (2018).

As for the second hypothesis, that openness to experience affects online travel
inspiration, the result was not the expected. Knowing that openness to experience is a factor
that influences online Consumer Engagement (Islam et.al (2017), a variable that presents
similarities with online travel inspiration and that openness to experience is positively related
to the desire to explore new things (McCrae & Costa, 1991), it was expected that openness
would also affect inspiration.

Findings further showed that people’s previous visit to the country affected online
travel inspiration. Jiménez- Barreto et.al (2018) have shown that previous physical experience
at a destination is closely related to users’ online experience, whereas Hsu and Crotts (2006)
found that it was an influential factor for the variables under study, so there was a high



possibility that it could be an influential factor for online travel inspiration as well. This finding
supports preceding research in similar contexts.

The outcomes of online travel inspiration extend previous studies: online travel
inspiration leads to more positive emotions about the destination. The importance of
emotional outcomes of tourism experiences (Gnoth, 1997), and their effect on sharing travel
experiences online (Yan et.al, 2018) has been previously supported, extending this further to
include the construct of online travel inspiration and experiences. Also, willingness to
participate in online co-creation experiences is another consequence of online travel
inspiration. This significantly extends the current body of knowledge, as willingness to co-
create has been only associated with design and quality features (Jiménez-Barreto & Campo-
Martinez, 2017; Elsharnouby & Mahrous, 2015). Finally, the intention to (re)visit the
destination can be predicted by the online travel inspiration and this could be potentially
attributed to reasons, such as the value and satisfaction tourists receive are key influential
factors for behavioral intentions (Chen & Chen, 2010), while Chen and Tsai (2007) have shown
that destination image affects behavioral intentions. Online travel inspiration is now another
factor to consider as an antecedent of behavioral intentions. To sum up, this study confirms
the part of the conceptual model that focuses on online travel inspiration and its
consequences and reveals the need for more research on its antecedents.



Statement of Key Contributions

The key contributions of this research is the gain of a deeper understanding of a new,
yet highly pertinent construct in the field of tourism marketing and consumer behavior,
considering the dearth of research on online travel inspiration, or online inspiration and travel
inspiration, particularly during a time of fear and uncertainty on the part of the consumer of
tourism services and goods, and the overall dire impact this pandemic has had on the tourism
industry. More specifically the revelation that travel risk perception significantly predicts
online travel inspiration and the fact that there is a positive relationship between the two
constructs, indicates that individuals that are more fearful of the dangers and risks associated
with traveling can be inspired through the use of online platforms. This extends current
knowledge that restricted tourism marketing communication recommendations to people
with higher tolerance for risk, such as novelty seekers (Lepp & Gibson, 2003) to how to target
consumer groups that are not prone to take risks. Furthermore, this research indicates that
new visitors of a tourist destination are more likely to show higher online travel inspiration
levels, leading to more positive behavioral, attitudinal and affective outcomes, which further
guides relevant-decision making. Finally, the outcomes of positive feelings towards the
destination, intention to (re)visit it and willingness to co-create, solidify the positive effect of
online travel inspiration as a tool to overcome the negative effects of COVID-19 and
potentially the effects risk-related situations (such as the situation in Ukraine), particularly
among non-risk-taking individuals, such as families, elderly, vulnerable groups etc.



REFERENCES

Ajzen, 1. (2012), “The theory of planned behavior”, in P.A.M Lange, A.W. Kruglanski, and E.T.
Higgins (Eds), Handbook of Theories of Social Psychology (pp. 438-459). Sage. doi:
10.4135/9781446249215.n22

Amichai-Hamburger, Y., & Vinitzky G. (2010). “Social network use and personality”. Computers
in Human Behavior, 26(6), 1289-1295. doi: 10.1016/j.chb.2010.03.018

Aramberri, J., & Butler R. (2004). “A vulnerable industry: Global and National Issues”. In J.
Aramberri & R. Butler (Eds), Tourism Development: Issues for a Vulnerable Industry. Chanel
View Publications.

Assiouras, |., Skourtis G., Giannopoulos A., Buhalis D., & Koniordos M. (2019). “Value co-
creation and customer citizenship behavior”. Annals of Tourism Research, 78, 2-11. doi:
10.1016/j.annals.2019.102742

Bethapudi, A. (2013). “The role of ICT in tourism industry”. Journal of Applied Economics and
Business, 1(4), 67-79.

Bottger, T. (2015). Inspiration in marketing: Foundations, process, and application. (doctoral
dissertation). University of St. Gallen, Switzerland.

Bottger, T., Rudolph, T., Evanschitzky, H., & Pfrang, T. (2017). “Customer inspiration:
Conceptualization, scale development, and validation”. Journal of Marketing, 81, 116-131.
doi: 10.1509/jm.15.0007

Cahyanto, I., Wiblishauser M., Pennington-Gray L., & Schroeder A. (2016). “The dynamics of
travel avoidance: the case of ebola in the US”. Tourism Management Perspectives, 20, 195—
203. doi: 10.1016/j.tmp.2016.09.004

Chen, C.F. & Chen F.S. (2010). “Experience quality, perceived value, satisfaction, and
behavioral intentions for heritage tourists”. Tourism management, 31, 29-35. doi:
10.1016/j.tourman.2009.02.008

Chen, C.F., & Tsai D.C. (2007). “How destination image and evaluative factors affect behavioral
intentions?” Tourism Management, 28, 1115-1122. doi: 10.1016/j.tourman.2006.07.007

Chew E.Y.T., & Jahari S.A. (2014). “Destination image as a mediator between perceived risks
and revisit intention: A case of post-disaster Japan”. Tourism Management, 40, 382-393.
doi: 10.1016/j.tourman.2013.07.008

Choe, Y., Fesenmaier D., & Stienmetz J. L (2014). “Prior experience and destination advertising
response”. Tourism Analysis, 19(3), 351-359. doi: 10.3727/108354214X14029467968600

Correa, T., Hinsley A.W., de Zuiiiga H.G. (2010). “Who interacts on the Web? The intersection
of users’ personality and social media use”. Computers in Human Behavior, 26, 247-253.
doi: 10.1016/j.chb.2009.09.003

Cunha, M.N. (2019). “The tourism journey, from inspiration to post-travel phase, and the
mobile technologies”. African Journal of Hospitality, Tourism and Leisure, 8(5), 1-17.

Dai, F., Wang D. & Kirillova K. (2022). “Travel inspiration in tourist decision making”. Tourism
Management, Volume 90, 104484. doi: https://doi.org/10.1016/j.tourman.2021.104484.

Dillard, A.., Ferrer R.A., Ubel P.A., & Fagerlin A. (2012). “Risk perception measures’
associations with behavior intentions, affect, and cognition following colon cancer
screening messages”. Health Psychology, 31(1), 106-113. doi: 10.1037/a0024787

Dredge, D., Phi G., Mahadevan R., Meehan E. & Popescu E.S. (2018). “Digitalization in Tourism:
In-depth analysis of challenges and opportunities. Low Value procedure GRO-SME-17-C-
091-A for Executive Agency for Small and Medium-sized Enterprises (EASME)” Virtual
Tourism Observatory. Aalborg University, Copenhagen.

Elsharnouby, T.H., & Mahrous A.A. (2015). “Customer participation in online co-creation
experience: the role of e-service quality”. Journal of Research in Interactive Marketing,
9(4), 313-336. doi: 10.1108/JRIM-06-2014-0038



https://doi.org/10.1016/j.tourman.2021.104484

Giancarlos, P., Ayako T., & Kiyoshi T. (2020). “Travel behavior changes during the Covid-19
pandemic in Japan: analyzing the effects of risk perception and social influence on going-
out self-restriction”. Transportation Research Interdisciplinary Perspectives, 7, 100181—
100181. doi: 10.1016/j.trip.2020.100181

Giannopoulos, A., & Mavragani E. (2011). “Traveling Through the Web: A First Step Toward a
Comparative Analysis of European National Tourism Websites”, Journal of Hospitality
Marketing & Management, 20, 718—739. doi: 10.1080/19368623.2011.577706

Giannopoulos, A., Skourtis G., Kalliga A., Dontas-Chrysis D.M. & Paschalidis D. (2020). “Co-
creating high-value hospitality services in the tourism ecosystem: Towards a paradigm
shift?” Journal of Tourism, Heritage & Services Marketing, 6 (2), 3-8.
doi:/10.5281/zenod0.3822065

Gnoth, J. (1997). “Tourism motivation and expectation formation”. Annals of Tourism
Research, 24 (2), 283-304. doi: 10.1016/5S0160-7383(97)80002-3

Gretzel, U. (2018). “Tourism and social Media”. In C. Cooper, S. Volo, W.C. Gartner, & N. Scott
(Eds.), Sage Handbook of Tourism Management (415-433). Retrieved September 9, 2020,
from https://www.researchgate.net/publication/333666608 Tourism and Social Media

Gronroos, C. (1990). “Service management: A management focus for service competition”.
International Journal of Service Industry Management, 1(1), 6-14. doi:
10.1108/09564239010139125

Gu, J.C,, Lee S.C., & Suh Y.H. (2009). “Determinants of behavioral intention to mobile banking”.
Expert Systems with Applications 36, 11605- 11616. doi: 10.1016/j.eswa.2009.03.024

Hays, S., Page S.J., & Buhalis D. (2013). Social media as a destination marketing tool: Its use by
national tourism organizations. Current Issues in Tourism, 16, 211-239. doi:
10.1080/13683500.2012.662215

Hirschman, E. C., & Holbrook M. B. (1982). “Hedonic consumption: Emerging concepts,
methods and propositions”. Journal of Marketing, 46(3), 92.

Hsu, C., & Crotts J.C. (2006). “Segmenting mainland Chinese residents based on experience,
intention, and desire to visit Hong Kong”. International Journal of Tourism Research, 8, 279-
287. doi: 10.1002/jtr.575

Islam, J., Rahman Z., & Hollebeek L.D. (2017). “Personality factors as predictors of online
consumer engagement: an empirical investigation”. Marketing Intelligence and Planning,
35(4), 510-528. doi: 10.1108/MIP-10-2016-0193

Izogo, E. E., Mpinganjira M., & Ogba F. N. (2020). “Does the collectivism/individualism cultural
orientation determine the effect of customer inspiration on customer citizenship
behaviors?” Journal of Hospitality and Tourism Management, 43, 190-198. doi:
10.1016/j.jhtm.2020.04.001

Jia, K.Y., Rahman S., Kassim N., & Shabbir M.S. (2018). “The influence of sensation seeking,
travel motivation and social media networks towards risk perception among Malaysians to
travel internationally”. International Journal of Engineering & Technology, 7, 348-356. doi:
10.14419/ijet.v7i4.25.27013

Jiménez Barreto, J, Rubio N, & Campo Martinez, S (2018). “The online destination brand
experience: Development of a sensorial-cognitive—conative model”. International Journal
of Tourism Research, 21, 245-258. doi: 10.1002/jtr.2258

Kim, D. & Kim S. (2017). “The role of mobile technology in tourism: patents, articles, news,
and mobile tour app reviews”. Sustainability, 9(11), 2082. doi: 10.3390/s5u9112082

Lee, K., & Ashton M. C. (2018). “Psychometric properties of the HEXACO-100". Assessment,
25, 543-556.

Lepp, A., & Gibson H. (2003). “Tourist roles, perceived risk, and international tourism”. Annals
of Tourism Research, 30(2), 606-623. Doi: 10.1016/S0160-7383(03)00024-0

Marbach, J., Lages C. R. and Nunan D. (2016) “Who are you and what do you value?
Investigating the role of personality traits and customer perceived value in online customer



https://www.researchgate.net/publication/333666608_Tourism_and_Social_Media

engagement”. Journal of Marketing Management, 32 (56), 502-525. doi:
10.1080/0267257X.2015.1128472

Mariani, M.M., Di Felice M., & Mura M. (2016). “Facebook as a destination marketing tool:
Evidence from Italian regional destination management organizations”. Tourism
Management, 54, 321-343. doi: doi.org/10.1016/j.tourman.2015.12.008

McCrae, R. R., & Costa P. T. (1991). “Adding liebe und arbeit: The full five factor model and
well-being”.  Personality and Social Psychology Bulletin, 17(2), 227-232.
doi:10.1177/014616729101700217

McCrae, R.R., Costalr.,, P. T., Del Pilar G. H., Rolland J. P., & Parker W. D. (1998). “Cross-cultural
assessment of the five-factor model: The revised NEO personality inventory”. Journal of
Cross-Cultural Psychology, 29(1), 171-188. doi: 10.1177/0022022198291009

Milman, A., & Pizman A. (1995). “The role of awareness and familiarity with a destination: The
central  Florida case”. Journal of Travel Research, 33, 21-27. doi:
10.1177/004728759503300304

Morgan, M., Elbe J., & Curiel J. E. (2009). “Has the experience economy arrived? The views of
destination managers in three visitor-dependent areas”. International Journal of Tourism
Research, 11, 201-216. doi:10.1002/jtr

Nazneen, Shama, Hong Xu and Ud Din Nizam (2020). “COVID-19 Crises and Tourist Travel Risk
Perceptions” (May 4). Available at SSRN: https://ssrn.com/abstract=3592321 or
http://dx.doi.org/10.2139/ssrn.3592321

Neuburger, L. & Egger R. (2020). “Travel risk perception and travel behavior during the COVID-
19 pandemic 2020: a case study of the DACH region”. Current Issues in Tourism, doi:
10.1080/13683500.2020.1803807

Neuhofer, B., Buhalis D., & Ladkin A. (2014). “A typology of technology-enhanced tourism
experiences”. International Journal of Tourism Research, 16, 340-350. doi:
10.1002/jtr.1958

Oliveira, E. and Panyik E. (2014). “Content, context, and co-creation: digital challenges in
destination branding with references to Portugal as a tourist destination”, Journal of
Vacation Marketing, 21(1), 53—74.

Pine, B. J., & Gilmore J. H. (1999). The experience economy: work is theatre & every business a
stage. Harvard Business School Press.

Plé, L. (2015). “Studying customers’ resource integration by service employees in interactional
value co-creation”. Journal of Services Marketing, 30(2), 152-164. doi: | 10.1108/JSM-02-
2015-0065

Plutchik, R. (1980). “A general psychoevolutionary theory of emotion”. In R. Plutchik & H.
Kellerman (Eds.), Emotion: Theory, research, and experience: Theories of emotion (Vol.1,
pp. 3-33). New York: Academic.

Quinn, B. (2013) Key Concepts in Event Management, Sage, London.

Rubin, A. M. (1993). “Audience activity and media use”. Communications Monographs, 60(1),
98-105. doi: 10.1080/03637759309376300

Ruiz-Mafe, C., Chantzipanagiotou K., & Curras-Perez R. (2018). “The role of emotions and
conflicting online reviews on consumers' purchase intentions”. Journal of Business
Research, 89, 336-344. doi: 10.1016/j.jbusres.2018.01.027

Simpson, P.M., and Siguaw J.A. (2008). “Perceived travel risks: The traveler perspective and
manageability”. International Journal of Tourism Research, 10, 315-327. doi:
10.1002/jtr.664

Song, H. J., You G.-)., Reisinger Y., Lee C.-K., & Lee S.K. (2014). “Behavioral intention of visitors
to an oriental medicine festival: an extended model of goal directed behavior”. Tourism
Management, 42, 101-113. doi: 10.1016/j.tourman.2013.11.003

Thrash, T.M., & Elliot A.J. (2003). “Inspiration as a psychological construct”. Journal of
Personality and Social Psychology, 84, 871- 889. doi: 10.1037/0022-3514.84.4.871



Thrash, T. M., Moldovan E. G., Oleynick V. C., & Maruskin L. A. (2014). “The psychology of
inspiration”. Social and Personality Psychology Compass, 8(9), 495-510.

Ting, D.S.W., Carin L., Dzau V. & Wong T.Y. (2020). “Digital technology and COVID-19”. Natural
Medicine, 26, 459-461. doi: 10.1038/s41591-020-0824-5

Tsiros, G. (2020). “From Google to government: Steve Vranakis on Greece’s tomorrow”.
Retrieved October 19, 2020, from https://www.greece-is.com/from-google-to-
government-steve-vranakis-on-greeces-tomorrow/

Wang, D., Fesenmaier D. R., & Park S. (2012). “The role of smartphones in mediating the
touristic  experience”.  Journal of Travel Research,51(4), 371-387. doi:
10.1177/0047287511426341

Wen, Z., Huimin G., & Kavanaugh R.R. (2005). “The impacts of SARS on the consumer behavior
of Chinese domestic tourists”. Current Issues in Tourism, 8(1), 22-38. doi:
10.1080/13683500508668203

Yang, C.L., Nair V. (2014). “Risk perception study in tourism: Are we really measuring perceived
risk?”  Procedia - Social and Behavioral Sciences, 144, 322-327. doi:
10.1016/j.sbspro.2014.07.302

Yang, Y., Zhang H., and Chen X. (2020). “Coronavirus pandemic and tourism: Dynamic
stochastic general equilibrium modeling of infectious disease outbreak”. Annals of Tourism
Research. Ann Tour Res. 2020 Jul; 83:102913. doi: 10.1016/j.annals.2020.102913

Zhang, H., Gordon S., Buhalis D., & Ding X. (2017). “Experience value Cocreation in destination
online platforms”. Journal of Travel Research, 57 (8), 1093-1107. doi:
10.1177/0047287517733557




