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Abstract
This study identifies the influence of interdisciplinary variables on tourist online 
purchasing intention, such as consumers’ online purchasing experience, novelty-
seeking behavior, perceived ease of use, risk taking, tourism service and destination 
characteristics. The study population includes international tourists who purchased 
Yazd sightseeing tours. Using convenience sampling, 386 visitors were chosen to 
complete the variable scale questionnaire. The data were analyzed using Smart-
PLS and SPSS software. Results indicated that “prior experience,” “ease of use,” 
“risk taking”, and “novelty-seeking behavior” have a direct and meaningful effect 
on “online purchasing attitude” and have an indirect effect on “tourist online pur-
chasing intention” with the mediating role of online purchasing attitudes. Further-
more, “tourism services and destination characteristics” and online purchasing atti-
tudes directly and significantly affect tourists’ online purchasing intentions. Moving 
between disciplines improves the quality of industry-relevant research and makes it 
more practical and valuable. The identified interdisciplinary variables influencing 
tourists’ online purchasing intentions are valuable for the destination marketing of 
World Heritage Cities.
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Introduction

Tourism destinations compete with one another to be distinguished and strive to 
provide unique experiences for visitors (Najjarzadeh et al. 2022). Meanwhile, des-
tination marketing has always been essential for developing tourism destinations 
(Breda et al. 2006). In recent years, the proliferation of the Internet of Things and 
social media has changed how companies and suppliers engage with and reach 
out to their customers. This rapid expansion of marketing channels offers unri-
valed brand awareness-building opportunities (Godey et al. 2016). Furthermore, 
as information and smartphone technology have advanced, consumers’ experi-
ences of sharing information on social media have changed (Wu et al. 2017). Dif-
ferent factors shape intentions toward purchasing online. Novelty-seeking is an 
individual’s essential characteristic, defined as the drive to seek out novel stimuli, 
and is strongly associated with human attitudes (Hirschman 1980). Like novelty-
seeking, perceived ease of use is regarded as a significant individual belief that 
encourages consumer adoption and utilization of technologies.

On the one hand, individuals face risk when a decision, action, or behavior 
can result in various potential outcomes, which is essential to comprehend how 
internet consumers make decisions (Hasan and Rahim 2008). On the other hand, 
online purchasing may depend on the quality of the consumer experience, which 
can be obtained through prior purchases and influences subsequent purchases 
(Mohseni et al. 2018). In addition, products and services have a variety of charac-
teristics that serve as crucial indicators of how they are perceived and evaluated 
(Jacoby et al.1971).

World heritage cities are excellent examples of tourism destinations’ unique 
and distinguishing characteristics, playing a vital role as pull factors for visi-
tor arrivals, contributing to the competitiveness of the destination (Mariani and 
Guizzardi 2020). Yazd, located in the center of Iran in West Asia, has been the 
last city designated a UNESCO World Heritage Site since 2017 (UNESCO 2017). 
This site includes the city’s historic core, known for its distinctive adobe archi-
tecture and pre-Islamic settlement (3000 BC) (Rastegar et  al. 2021). Therefore, 
proper international online destination marketing efforts are required for the city 
of Yazd, one of the leading tourism destinations in Iran. In this regard, destina-
tion managers and policymakers must know the influential variables that impact 
international tourists’ intentions to purchase online.

Several studies have examined the factors influencing tourists’ intentions 
to purchase online. For example, Facebook and social media’s impact on digi-
tal consumer purchases have been the main subjects of previous research (Yang 
2012). Other researchers have revealed the impact of brand and brand-forming 
factors (Ju and Koo 2014), user psychological characteristics (San Martín and 
Herrero 2012), website quality factors (Punnasuparom and Choibamroong 2020), 
perceived usefulness and trust (Jin et al. 2020), etc. on tourists’ online purchas-
ing intentions. However, few studies examined variables such as “risk taking,” 
“prior experience,” “perceived ease of use,” “novelty-seeking,” “online purchas-
ing attitude,” and “services and destination characteristics” concerning tourists’ 
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intentions to purchase online. Therefore, considering the significance of tourism 
destination marketing for World Heritage Cities, this study examines the effect 
of the mentioned variables on tourists’ intention to make online purchases. This 
allows destination marketers to develop appropriate strategies to sell the online 
products and services offered by World Heritage Cities.

Literature review

Consumer experience

De Keyser et al. (2015) define the consumer experience as a multidimensional con-
struct based on various market actors’ cognitive, emotional, physical, sensory, and 
social responses. The consumer experience provided by innovative retailers is being 
altered through virtual reality applications, enabling shoppers to interact with differ-
ent touchpoints in an innovative way (Diemer et al. 2015). The customer experience 
is also based on a consumer’s level of satisfaction, trust, and commitment following 
a purchase (Lemon and Verhoef 2016). This can be accomplished by employing var-
ious online and offline touchpoints that provide a customized customer experience 
at various stages of the purchase journey (Kumar et al. 2016). Kumar et al. (2016) 
pointed out that touchpoints could be either customer-initiated (such as checking 
online reviews about a specific restaurant) or firm-initiated (such as content or pro-
motions available online or on websites). It is suggested that:

H1: Experience has an indirect effect on tourists’ online purchasing intention.

Novelty‑seeking

Novelty-seeking is a curiosity drive that opposes the desire for familiarity, which is 
the degree of contrast between present perception and previous experience (Som and 
Badarneh 2011). Novelty-seeking in tourism is believed to be innate (Sthapit et al. 
2021) and has been shown to play an integral role in the choice of destinations (Feng 
and Jang 2004). It is a broad personality trait marked by a proclivity for impulsive 
responses and exploratory behavior in pursuing novel and rewarding stimuli (Bid-
well et al. 2015). It is strongly related to human attitudes (Hirschman 1980). This 
definition is based on the understanding that travelers want to try something new or 
unique. According to Crompton (1979) and Petrick (2002), novelty-seeking is a cru-
cial element of a tourist’s motivation to travel and influences the tourist’s decision-
making. Previous research has examined whether the novelty-seeking trait trans-
lates into individual differences in tourist behavior (e.g., Lee and Crompton 1992; 
Goodrich et al. 1995; Van Trijp et al. 1996; Correia et al. 2008). Specific novelty-
seeking in tourism is a significant determinant of travel preferences (Assaker and 
Hallak 2013) and tourist behavior (e.g., Basala and Klenosky 2001). Therefore, the 
following hypothesis is suggested:
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H2: Novelty-seeking behavior has a significant effect on tourist online pur-
chasing intention.

Perceived ease of use

According to Davis (1989), perceived ease of use is the degree to which a per-
son believes the system requires little or no mental effort. Ease of use can also be 
described as a consumer’s perception of a product, specifically when the product 
or service is simple to learn and use, reducing the burden on memory and increas-
ing satisfaction. E-commerce retailing requires, as part of its important quality char-
acteristics, the usability of a mobile app and the clarity of its functions and navi-
gation (Campbell-Grossman et  al. 2018). Prior research has shown that the effect 
of perceived behavioral control on consumers’ intention to use social networks for 
financial transactions is significantly amplified by ease of use (Hansen et al. 2018). 
Therefore, the following hypothesis can be proposed:

H3: Perceived ease of use indirectly affects tourists’ online purchasing inten-
tion.

IoT risk taking

Knowledge of IoT risks may be gained through personal experience with breaches or 
malfunctions of IoT devices. As many consumers can attest, IoT devices can behave 
inconsistently with their expected use (Liptak 2017). Big Data’s value might lead 
mobile app developers to gather more personal data from users than they disclose 
in their privacy policies, which might mislead users. Moreover, the collected data is 
often not adequately protected and exposes individuals to the potential risks associ-
ated with social engineering (Wijesekera et al. 2015). Personal losses sustained from 
realized IoT risks and knowledge of the losses sustained by others via media, educa-
tion, social contacts, etc., heighten consumers’ awareness of IoT risks and encour-
age a more critical evaluation of IoT devices. 66% of IT professionals consider the 
risk associated with online devices to be the primary barrier to adoption within their 
organizations. (Gilchrist 2017). It is suggested that:

H4: Risk has an indirect effect on tourist online purchasing intention.

Attitude toward buying online

Attitude consensus is a central concept in multiple rigid-body systems, intended to 
bring all rigid-body agents to the same attitude (Zhang et al. 2018). Online group 
buying (OGB) has gained significant popularity globally (Edelman et al. 2011). By 
sharing information, resources, and/or knowledge embedded within social networks, 
consumers promote the same interests and trust and engage in online purchasing to 
receive attractive incentives and price discounts (Pappas 2016). Studies on online 
purchasing behavior are deemed necessary as it is attributable to the growth of 
e-commerce, which bridges customer relations and marketing strategy (Close and 
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Kukar- Kinney 2010). Aspects of perceived risks (Hong and Cha 2013), novelty-
seeking behavior (Assaker et al. 2011), perceived ease of use (Hansen et al. 2018), 
and experience of online purchasing (De Keyser et al. 2015), can influence e-com-
merce since these variables correlate with the long-term sustainability of e-retail-
ers. It is essential to investigate the determinants of consumers’ attitudes toward an 
online purchase, particularly regarding risks, novelty-seeking behavior, perceived 
ease of use, and buying experience. Therefore, the following hypothesis can be 
proposed:

H5: Attitude toward online purchasing directly affects tourists’ online purchas-
ing intention.

Tourism destination characteristics

Two approaches are closely linked to the conceptualization of destination products, 
stepping away from the conceptual background of basic marketing theories: com-
plementary and substitute products (Kotler et  al. 2017). The first category recog-
nizes that each destination offers unique products that can potentially complement 
one another to attract tourists with diverse vacation interests or motivations. The 
substitute category contains products with comparable attributes. Visitors can sub-
stitute one destination for another in their choice sets. Regardless of their inherent 
differences, destinations with either product category can participate in cross-bor-
der cooperative marketing programs. Research on repeat visits has also revealed a 
correlation between the safety and stability of a destination and tourists’ intentions 
to return (Alegre and Cladera 2006). Understanding tourists’ destination choices is 
essential to developing efficient tourism policies and strategies. In the literature, it is 
widely acknowledged that choosing a tourist destination is a complex process that 
is influenced by many factors, such as motivation (Battour et al. 2017), visit experi-
ence (Masiero and Qiu 2018), and, most importantly, destination image (Zhang et al. 
2018). It is suggested that:

H6: Tourism destination characteristic directly affects tourist online purchas-
ing intention.

Tourism service characteristics

There are inherent challenges in defining and classifying services, including tour-
ism. This is partly due to the difficulties in identifying, measuring, and evaluating 
intangible aspects of services. Intangible characteristics include the attitude and 
knowledge of sales representatives, customer service representatives, the timeli-
ness of communication, and response to service failures (Hirata 2019). Market-
ing has evolved due to the traditional dichotomy between services and products. 
Many manufacturers emphasize the added service they provide in support of their 
products; conversely, service providers are attempting to provide more tangible 
aspects of their products. Second, the advancement of information and commu-
nication technologies has the potential to "… alleviate the applicability of most 
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of the IHIP (intangibility, heterogeneity, inseparability, and perishability) service 
characteristics" (Moeller 2009). It is suggested that:

H7: Tourism service characteristics directly affect tourist online purchasing 
intention.

Tourist online purchasing intention

Online purchasing intention refers to an individual’s propensity to purchase a 
product or service through the Internet and is frequently used to determine cus-
tomers’ actual purchasing behavior (Kamalul Ariffin et  al. 2018). Besides, pur-
chasing behavior affects consumers’ efforts and is essential to predict it (Kim 
2018). Nowadays, online influencers, whether personal or service, and destina-
tion characteristics have a new role in marketing. The perceived attractiveness 
of influencers influences purchasing intentions. As a result, tourism destinations 
can use online communication channels for promotional activities to present the 
features of a destination and its products and services, create and strengthen the 
brand image, and inspire the idea of a superior experience in the minds of travel-
ers, influencing them to choose the destination (Makian 2022). Businesses’ mar-
keting strategies have changed in the era of social media, from promoting custom-
ers to make purchases in-store to encouraging a more interesting and beneficial 
relationship. This is significant since it is a common and influential source of 
information for tourists seeking destination-specific information (Khan and Abir 
2022). Therefore, tourism marketers need to pay more attention to social network-
ing sites and online platforms to capitalize on opportunities to influence consum-
ers’ purchasing intentions. The conceptual model for this research, based on the 
proposed hypotheses, is presented in Fig. 1.

Fig. 1  Research conceptual 
model
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Research method

Statistical community and sampling method

The study’s statistical population includes all international tourists who pur-
chased the Yazd tour package. According to Cochran’s formula (Krejcie and 
Morgan 1970), at a confidence level of 95%, the minimum sample is equal to 
384 based on an unlimited population. In this regard, using the convenience sam-
pling method, 386 tourists were chosen. The study’s data were collected between 
September 2019 and February 2020, before the coronavirus outbreak in Iran. 
Questionnaires in English were distributed to international tourists visiting Yazd 
tourist sites, such as the historical context, Daulat Abad Garden, Jame Mosque, 
Atshakdeh, and Zoroastrian crypt.

Measurement tools

A standard questionnaire based on five Likert scales was used to collect data. In 
addition, to ensure the validity of measurement scales, Cronbach’s alpha value 
was calculated, as shown in Table 1. The accepted value of Cronbach’s alpha is 
0.7 indicating acceptable reliability for the measurement scales. SPSS and Smart-
PLS software were used to assess the validity and reliability of the research meas-
urement model. The composite reliability criterion (CR) was introduced by Werts 
et al. (1974). The optimal value of this criterion is greater than or equal to 0.7. 
According to Table 1, the CR value for each structure is higher than 0.7, indicat-
ing appropriate internal stability for the measurement model. Convergent validity, 
on the other hand, is the first validity studied to confirm the validity of meas-
urement models. It means that the set of references explains the main structure. 
Fornell and Larker (1981) suggest using the average variance extracted (AVE) 
as a measure of convergent validity. AVE values greater than 0.5 indicate that 
the measurement model is valid (Hair et al. 2011). Structured equation modeling 
(SEM) was used for data analysis. The normality of the variables was investigated 
by the Kolmogorov–Smirnov test (K–S). Since some variables were non-normal, 
the PLS method was applied for SEM.

Furthermore, the variance of the inflation (VIF) index was used to detect the 
presence of alignment in this study. The variance inflation factor evaluates the 
severity of multiple lines in a normal regression analysis. This index indicates 
how much the change in the estimated coefficients for alignment has increased. 
To examine the discriminant validity, the degree of relationship between a struc-
ture and its characteristics compared to the relationship of that structure with 
other structures is shown by the Fornell–Larcker matrix. To calculate this matrix, 
the square root of the AVE of the latent variables in the present study, which are 
located in the original diameter of the matrix, must be greater than the correlation 
value of those located in the lower and left cells of the original diameter (Fornell 
and Larcker 1981).
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Data analysis

Statistical Package for the Social Sciences (SPSS V22) and Linear Structural Rela-
tions (Smart-PLS) software were used for data analysis. Structural hypothesized 
relationships between the test path analysis model and the fit index of the final 
model were reported. To assess the indices and validity of the model, Cronbach’s 
alpha and composite reliability were used. In Table 2, the results of reliability and 
convergent validity are presented.

Finding

Participants’ demographic information

Women represented 27.5% of respondents, followed by men representing 72.5%. 
With 210 individuals (54.4%), the age group of 40–31 years had the most partici-
pants. The group of 60–51  years old (5.4%) has the lowest total frequency. The 
majority of participants in this study, 169 (43.8%), held a bachelor’s degree, while 
14 held post-graduate degrees (3.6%) (see Table 3).

Relationship between research variables

The indices obtained in the PLS software show the fitness quality. In this regard, 
these indices are numbers between one and zero. A value closer to one and greater 
than 0.5 indicates a good and complete fit. The general criterion for the least-squares 
method is considered; this criterion is called Goodness of Fit (GOF). Results are 
presented in Table 4.

In this study, the relative index is higher than the absolute index. The results show 
that the goodness index value depends more on the internal than the outer model. As 

Table 2  Discriminant validity

Research variables 1 2 3 4 5 6 7 8

1. Experience in online purchasing 0.851
2. Novelty-seeking behavior 0.687 0.886
3. Perceived ease of use of purchasing 

online
0.568 0.768 0.811

4. Risk 0.429 0.590 0.677 0.777
5. Attitude toward purchasing online 0.389 0.405 0.569 0.594 0.845
6. Tourism destination characteristics 0.570 0.308 0.455 0.438 0.724 0.796
7. Tourism services characteristics 0.516 0.416 0.412 0.330 0.602 0.627 0.772
8. Intent to purchase online tourism prod-

ucts and services
0.428 0.364 0.388 0.248 0.544 0.433 0.537 0.792



 SN Bus Econ (2023) 3:5656 Page 12 of 21

shown in Table 4, the internal model index is 0/824. Hence, it can be concluded that 
the study model is appropriate.

The path coefficients in Fig.  2 represent the intensity of the relationship. The 
numbers in the endogenous variable circles represent the amount of R2 that dem-
onstrates the influence of independent variables on a dependent variable. Moreover, 
numbers on the arrows of latent variables indicate the factor loads. The first test 
evaluated path coefficients and factor loads at a meaningful level of 0.95. Variable 
factor loads greater than 0.7 are acceptable. This indicates that the correlation coef-
ficient of the apparent variables in the estimation of the latent variable is related to 
their ability and thus indicates that the validity of the model structure is accepted.

The number determined by the arrows in Fig. 3 represents the T value. We tested the 
hypothesis at a reliability level of 95% and a large, equal absolute value of 1.96, indicat-
ing a significant relationship between the variables.

Table 3  Descriptive statistics

Demographical variables F. percent Frequency

Gender Women 27/5 106
Men 72/5 280

Education  level Diploma 9/1 35
Associate degree 3/6 14
Bachelor 43/8 169
Master 38/1 147
Ph.D 5/4 21

Age 21–30 32/9 127
31–40 54/4 210
41–50 7/3 28
51–60 5/4 21

Marital  status Single 34/5 133
Married 65/5 253

Occupation Student 3/6 14
Public employee 21/8 84
Private employee 29/3 113
Freelancer 45/3 175

Table 4  Fitness Indices of 
Model

Type of indices Model 
indices 
quantity

Absolute index 0/678
Relative index 0/694
Outer model index 0/722
Internal model index 0/824
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Fig. 2  Path coefficients and factor loads of the research model

Fig. 3  Structural model and significance value
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In the next step, the blindfolding test was implemented based on the amount of Q2, 
and the validity of the structural parameters of the path model was investigated. Q2 
indicates the predictive relevance of the path model for this specific construct. The Q2 
values are shown in Table 5, indicating that they are greater than zero. This shows that 
the general policy analysis structure and model variables have significant validity. In 
addition, the value for the two endogenous variables is more than 0.15, meaning that 
the independent variables are reliable predictors of dependent variables (Henseler et al. 
2009) and a good fit for the research’s structural model.

In PLSR, the "beta" values are the regression coefficients that can be multiplied by 
your X data to give you your predicted Y data. This can indicate how strongly each x 
variable contributes to each latent variable. Table 6 is adjusted according to the beta 
value.

The study’s approval criteria are based on the T statistic, which must be greater than 
1.96. The results of the analysis of the hypotheses are presented in Table 7.

Table 5  Results of the 
blindfolding test

Research variables 1-SSE/SSO

Attitude toward buying online 0/2849
Intent to purchase tourism products and services 0/3567

Table 6  Hypothesized path according to the Beta coefficient

Hypothesized paths β

Attitude toward Buying online

Intent to purchase

tourism products

and services

0.591

Experience of buying online Attitude toward Buying online 0.460

tourism destination characteristic

Intent to purchase

tourism products

and services

0.443

Perceived ease of

use of Buying online
Attitude toward Buying online 0.383

Novelty-seeking behavior Attitude toward Buying online 0.338

Risk Attitude toward Buying online -0.263

tourism 

Services characteristic

Intent to purchase

tourism products

and services

0.231
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Discussion

This study investigated the effect of interdisciplinary variables, such as purchas-
ing experience, novelty-seeking behavior, perceived ease of use, IoT risk taking, 
and tourism service and destination characteristics, on the online purchasing 
intentions of tourists. According to the research findings, prior experience has a 
direct and significant effect on online purchasing attitudes and an indirect effect 
on tourist online purchase intention with a T value of 6.057, the same as Kumar 
et al. (2016) research findings. Novelty-seeking behavior with a T value of 7.065 
was shown to have a direct and meaningful effect on online purchasing attitude 
and an indirect effect on tourist online purchasing intentions, which is similar 
to Lee and Crompton 1992; Goodrich et al. 1995; Van Trijp et al.1996 findings. 
Also, perceived ease of use directly influences online buying attitudes and indi-
rectly affects tourist purchase intention, with a T value of 4.383. This finding is 
similar to Hansen et  al. (2018) research findings. With a T value of 3.225, IoT 
risk directly influences attitudes toward attitudes. Gilchrist (2017) found that IoT 
risk indirectly affects tourists’ online purchase intentions and is considered the 
primary barrier to consumers’ adoption of online retail. Tourism service and des-
tination characteristics, with a T value of 5.589 and 4.231, respectively, indicate 
a strong and direct influence on tourists’ online purchasing intentions. Finally, 
the online purchasing attitude has the strongest and most direct effect on tourist 
buying intention, with a T value of 10.112. Although having an online purchas-
ing attitude has the greatest influence on tourist online purchase intentions, tour-
ism services and destination characteristics also play an important role in tourist 
behavior and online purchase intentions. All findings supported all hypotheses, as 
well as previous research in various disciplines concerning these variables.

Conclusion and study’s implications

The findings of this study provide a comprehensive and multidisciplinary per-
spective on tourists’ online purchasing intention, as well as the variables that sig-
nificantly influence tourists’ behavior in the tourism and hospitality industries. 
When managing or marketing a tourism destination or product/service, deci-
sion-makers and policymakers must consider multiple aspects. Modern market-
ing efforts contribute to a destination’s competitive identity to gain market share 
(Nematpour et  al. 2022). Meanwhile, in this changing and evolving era, having 
a product- or service-oriented marketing approach or simply relying on con-
sumer behavior cannot achieve desired results and success in tourism destination 
marketing. As a result, marketing executives require a bilateral or multilateral 
approach that considers service or destination characteristics, consumer behavior 
and marketing tools. This makes the findings of this study applicable to destina-
tions with World Heritage City designations, such as Yazd.
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According to the significant relationship between novelty-seeking behavior and 
tourist intention (Kim and Kim 2015), marketers must determine the target market 
of international tourists wishing to explore Yazd’s novel and hidden attractions. In 
this sense, a destination that provides new products and services can provide a novel 
experience due to its specific geographical characteristics, different cultural back-
ground, special shopping opportunities, different language, new foods, and distinc-
tive leisure activities (Weaver et al. 2009). On the other hand, tourists are less likely 
to buy online if IoT risks are high. So, it is suggested that destination marketing 
managers provide a precise and secure gate for online purchasing (e.g., an official 
destination website), preparing multiple and simple ways for tourists to learn about 
and select their tourism products and services. This is because the usefulness of 
online information and perceived ease of use positively influence tourists’ behavio-
ral intentions (Marasco et al. 2018).

In addition, regarding the beneficial influence of prior experience on tour-
ist online purchasing intention, tourism service providers and destination manag-
ers can shape and represent visitors’ positive experiences by asking them to write 
about them on websites and social media platforms. This may be the most effective 
way to create a valuable experience for potential visitors. In this regard, the role of 
user-generated content is significant for the City of Yazd because online content is 
a primary source of information about various geographical features, such as cities, 
towns, and local attractions, and has a significant influence on tourists’ expectations 
regarding their destination of choice (Ana et  al. 2013). Additionally, destination 
managers must provide high-quality, cost-effective, and valuable services, focusing 
on developing Yazd-specific services and describing them clearly on online plat-
forms to attract potential tourists. These studies and findings greatly benefit future 
destination marketing and planning because they allow future purchase intentions to 
be predicted. This facilitates tourism destinations’ marketing efforts, including prod-
uct and service providers, by determining the factors influencing tourists’ intentions 
to purchase online.

Limitations and future research

There are some limitations to the study’s model. Firstly, the online purchasing inten-
tion of tourists is influenced by numerous factors. Only six variables were considered 
in this study, while other potential influences were ignored. Therefore, researchers 
are encouraged to consider additional factors in future studies. In addition, research 
has been conducted regarding Yazd’s incoming tourists. The results cannot be gen-
eralized to other cities in other regions or countries; therefore, future research can 
examine this study’s model in other cities with a world heritage designation.
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