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Abstract

Research objectives:

The main objective of this fesearch is fo investigate the impact of oniine word-of-mouth on
purchase intention. This research is aiming to explain whether determinants for acceplance of
online  word-of-mouth (Susceptibility of anline reviews-Gengral Credibility-General

persuasiveness) affect bocking intention via online booking websites(bookr‘ng—TripAdvr'soh
Trivago).
Research methodology:

The survey method was used for data collection in this research. A self-administerag

questionnaire was distributed fo a sampie of 372 from onfing booking web sifes users,

Research Results:

It was found that there is g significant and pesitive refationship between determinants for
acceptance of online word-of-mouth {Susceptibility to online reviews-General Credibility-

General persuasiveness) and booking intention via oniine booking websites.
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1- Introduction:

Word of mouth communicalion is a key drivar in shaping both consumer's aftitudes and
behavioral intentions (Jalivand et al, 2012). Research has shown that Online WOM
communication is more influential than communication through other sources such as editorial
recommendations or advertisements because it is perceived to deliver more accurate relizble
information (Gruen et al., 2008). Consumers trust peer consumers more than companies and
are willing to assess products and services according fo their experience and personal opinions
before making any decision (Lee and Koo, 2012), consumers would search for a more cfedr‘ble
source of information like WOM information when they perceive high risk with their purchase
{Wagenheim and Bayon, 2004). Consequently, this type of communication is considered more,

persuasive through higher perceived credibility and trustworthiness {Mayziin, 2006).' ’

With the spread of the internet worldwide inferpersonal communication has been
profoundly reshaped fram the traditional face to face commnication to a more virtual way of
communication calied Ofiline word-of-mouth, whera éonsumers have got a very good
oppartunity o share and exchange information about their consumption experience and {o
spread advice regarding products and services using social networking platforms and consumer
reviows siles (Xia anc Bechwati, 2008), which in tum can be taken inte censideration whan

collecting pre~purchase information to be able to take the right decisicn {Lee and Koo, 2012).

The rezlization of the importance of online reviews leads to their increased papularity
among travelers (Liu and park, 2013), A ot of web sites specialized in tourism and hospitality
indusiry flourish on the web {e.g.. Trip Advisor, booking.com, Trivago. Hotels.com, Expedia,
yelp.com, City Search, Orbitz). These platicrms enable users to exchange information, opinions
or recommendations concerning certain destinations, Hotels and other related tourism services
(Liu and Park, 2015). These onfing platiorms provide excellent tasis for tourisls to document

and share their travei experience such as expressing the level of satisfaction about hotel stay

experience (Filieri and Mcleay, 2013).
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2-previous studies:
2~-1: previous studies related to online word-of-mouth:

Eun Kyoo Kim (2007} was the pioneer in this field, The main purpose of this study is to
examine the factors affect consumers to be involved in Onfine WOM in the hotel industry. this
study also focuses on consumer motivations to read and utilize Online WOM regarding hotels.
Specifically, The Relationship betwean consumers’ motivations for reading online WOM and
their Online buying Behavior are examined fo determine the strength and significance of the
influences of these motives. This study provided four positive WOM categories and four
negative WOM caiegories for engaging in WOM communication. Positive WOM communication
molives consist of Aftruism, Product involvement, Seif enhancement, and Helping the company.
Altruism explains the act of doing sarething for others without anticipating any compensation in
return; consumers intend to help others to have a satisfying purchase experience. Product
involvement explains consumers’ mofives o vent the pleasant feefings about purchase
experisnces by providing @ WOM, The purchase that is perceived relatively important or
relevant generales excitemant. Self enhancement explains consumers’ intension fo snhance
their image among ofhers and to be perceived as an intelligent shopper by sharing their
positive consumption experiences, Consumers also desire to haip the company by convincing
others to treat with a particufar company. This motive may be part of altruism; however, a
separate category was identified because the idea is to help the company rather than the
receiver of the WOM. Negalive WOM communication motives consist of Altruismn, Anxiety
reduction, Vengeance, and Advice seeking. Similar fo aftruism for positive WOM motives,
negative alfryism is when a censumer intends to prevent others from having unpleasant
experiences or problems that they had faced. The purpose is to help others by waming them
about negative resuits of a particular purchase. A consumer desires o reduce anxiety by
venting hisfher anger. Consumers can reduce anger or frustration by expressing the negative

feelings or sharing dissalisfying experiences with glhers. Vengeance is concernad when a
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consumer feacts to the negative consumption experiences by revenge from the company, The

motive is 1o prevent others from dealing the company by sharing negative experiences.

DongHes kim (2012) studied the main drivers of online WOM, the case of upscaia café,
the research has been designed to deepen understanding of online Word-Of-Mouth behavior
beyond the concept thai onlne WOM simply refiects perceived qualily evaluation. More

specifically, the main objectives of the study include:

1- Investigation of seli-relevant values consumers are likely to give e WOM:
reflecled appraisal of self, conspicuous presentalion, and image congruency
motives about the likelthood consumers engage in WOM.

2- Datermining the strength and direction of the refafionship between motivations
and onfine WOM.

Anum safeem and Abida Ellahi (2017) studied the influence of e~WOM on purchase
intention of fashion products on social networking sites. The study investigates the outcome of
online WOM on purchase intention on face book users.it also identifies the major factors
influencing the onlina WOM 1o buy fashion products, The findings confirm that online WOM is
an affective facior influencing purchase intention of fashion brands. The findings atso confirm
the role of trustworthiness, expertness, informational influence and high fashion involvement as
major factors influencing e-WOM, Findings from the study help 1o assist the company that use
social networking sites like face book for promotion of their products in targating the factors that

have major influence on purchase intention of fashion products.

2-2: previous studies related to purchase intention:

Rashida Bashir et al (2017) studied Factors Influencing the Purchase Intensicn ‘of Young
Females of Pakistan, he tried 1o determine the impact of family, peers and sosial networking
media on purchase intension of young females of Pakistan. he determined ihe impact of future
purchase intension on young females purchzse decision. Results revealed that famity and

social media are the most influential factors among peers. Young females purchase intentions
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are more infiuenced by their families and the socisl media. The sesulte show that due to the
modern technology used in Pakistan the young femaies are more influenced by the social

media. Future purchase intention is very influential factor on purchase decision.

Eui~Bang Lee et al (2017) investigated the purchase intention within the context of
smartphone advertising, which is unlike any other form of advertising. The study investigates
the characteristics of recent mobile édvertisements like brand attitude and context awareness
valug, which have not bsan mentioned iﬁ studies on non-mobile adve_rﬁsements. The
outcomes are as follows: Together with entertainment, information, excitemant, and
personalization in non-mobile advertisements, timing and location in mobile advertisements are
the main factors for establishing consumers’ purchase intention, Further, although mobiie
advertisements’ conlext awareness valué strongly affects consumers’ adverlising attitude and
brand attitude, purchase intention receives greater impact from brand attitude than from

advertising atlitude becauss the products/services lack feel and touch,

Leila MORADI et al’ (2017) proposed a model that aggregate two facsts namely,
website and consumer-side factors in conjuaction with purchasing intention from websites
related 1o tourism. The study revesied thal website and consumer factors strongly associate
will purchasing intentior: from tourism websites. Website navigability and security {website
characteristics, as wall as experience {consumer-side factor) are proven to have a significant
impact on tha pqn:chase behaviors of fourists, However, qualily of the websiie doss not interact
with purchase intention. Furthermore, the study indicates that only high-quality website cannat
guarantee continuance purchasing behavior. Consequently, underlying factors ‘sush as richnass

of infermation and trust need further investigation.
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3- Research problem and questions:

Fram the hotel’s perspectives, the impact of online WOM could be classified as
opportunity and threat, because if hotels analyze and manage these impacts properly, they can

oblain competitive advantages in their business (Dic'kinger. 2010}

Analysis of the information ob!ained from online Word-of-Mouth can  allow
improvement in the quality of products | s;awicés. the i_dentiﬂcation.of customer needs and
implementation of new palicies (Loureiro and Késténholz. 2011). Positive comments can
enhance the reputation for the hotel as well as the poséibiliiy of abtaining price premiums, on
the other hand negative comments can reduce consumer inferest in the services offered by the

hotel, which can affect its price competitiveness and profits fLoureiro and Kastenholz, 2011),
According to what have been illustrated the research problem can be staled as:

Negative Reviews {(Online WOM) on online booking websites can decrease booking
intentions for hotels and as a result decrease the level of sales and profitability and this

wilf lead to bad brand Image which may oblige the hotel management to leave the

market.

Research question:

Accordingly, the research question could be as follows:

1. To what extent online WOM affect booking intention?

3- Research objectives:

The aim of this research is to examine the determinants of online WOM
information on social media which influence consumers’ purchase intentions.

The research seeks to Achieve the following objectives:
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1- To review literature based upon online WOM behavior on social media, online
WOM behavior on other platforms, and the jimpact of online WOM on
purchase intention, including the antecedents of purchase intention.

2- To develop theoretical models to explain the determinants of online WOM
information on social media which influence consumers’ purchase intention.

3. To empirically assess the relationships hypothesized in the theoretical models
in order to answer research questions.

4 To discuss the results and findings and position them within the existing
online WOM literature.

5. To draw theoretical contributions and managerial implications for academics
and practitioners in regard to the influence of online WOM in social media on

consumers’ purchase intentions.

5-Reseach Hypotheses:

The main hypothesis of this research is that: there is no significant relationship between

online word-of-mouth and booking intention.
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6- Research variables and Measurement:

My willingness to book an accommedation
from this website is high

| Measurement .|
« Susceptibility to online Bambauer- | Five-point likert
Teviews sachse and scale.
* General credibility Mangold L=strongly
¢ General persuasiveness (2011) disagree
2=strongly agree
The probability that 1 would consider booking
an accommodation from this website is high, ; A
A 1T were to book an accommodation, 1 would Five-point likert
consider booking it from this website, scale,
The likelihood of my booking an | Ponteetal. I=strongly
accommodation from this website is high. (2015) disagree

Z=strongly agree

Sourze: made by researcher

7~ Research Design and methodology:

it can be understood that this research was conducted with z positivism paradigm. From

the methadological perspective, quantitative methods are more employable to examine the

ralationships between independent and dependent variables and to lest the hypotheses

through collected data {Saunders et al., 202},

This research develops a theorstical model and associaied hypotheses based on the

current literature with the purpose of testing them to ascertain whether (hey are confirmed or

rejected. This study, therefore, has developed measurement instruments for each of the six

variables (susceptibility to online reviews, General credibility, General persuasiveness, Cognitive

image, Affective image and booking intention) used to statistically assess the impact of online

WOM on oniineg booking websites, Thus, the adopted approach in this research is considered

as Dreductive approach.
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A: Research population and sampling unit:
The population under investigation includes all users of three online booking websites

(Baoking, Trip Advisor, Trivago). Because these websites are the most popular in Egypt

according to the exploratory study.

"Downloads.:
More than 100 million downloads,
More than 100 million downioads. | One million reviews.

More than 50 million downloads. | 302.000 review.

This statistic is collected from the actual number of downloads and reviews on April 22

(2021).

However, it is not practical for this study to research on the whole population due to tims,

money, and access limilations (Brymanr and Bell, 2011): therefore, a representative sample was
selecled.

The survey method applied in this study is a sample survey since the poputation studied

is extensive and distributed across the geographical area of Egypt.

this study applied convenience sémpling because of its high efficiency in terms of time,
money and efforl. Convenience sampling encourages researchers to ascess the data through
the easiest subjects, such as studenis, locals or Intarnet users. Moreover, convenience

sampling gives countenance to purposive sample sefection which meets the aim and objectives

of this study (Saunders et al., 2013).

B: Sample size:
The sample size was determined according lo the sample size formula (Malhotra, 201.4).

N = z*n(1 - n) = (sample error)*

where, n= sample size, n= population proportion, z= 1.96 for a 95 percent confidence level and

5 percent level of significance.
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Because the population proportion was unknown, a common procadure s to assume the
worsl case (where the population variance is at its maximum) when the populstion proportion is
equal to 0.50. n=0.50, n (1-ny = 0.25. the formula for sample size then simplifies to n=
2%(0.25) / (sample srror)2. Thus, if the population proportion is to be estimated within an error

of 0.05 at a 95 percent confidence tavel, the needed sample size n=(1.96)2% then'n =

384.16
In this study the sample size required to achieve siatistical significance has been

determined 1o 384 respondents.

C: Questionnaire development:
Develaping instrument measurements is anciher critical issue for researchers as it has a

direct influence on the reliability and validity of the collected data. For this reason, Bryman and
Bell (2011) recommend using existing measures which were aleady tested by previous
researchers. In this siudy, éherefore, the measures were drawn from the existing |iterature and

medified through considering the research aim ang objectives,

There are some useful recommendations mads by previous ressarchers to design. more
user-friendly questionnaires which helps researchers to achieve high response rates through
reliable and valid data. According 1o Bryman and Bell (2011}, a) using a cover letter and
Providing clear instructions for participants, b) avaiding long questions and preparing as short a
questionnai}e as possible and ¢} ereating appealing layouts, are among the key points for more
efficient questionnaire designs. Consequently, this study has considered the abovementioned
recommendations during the design precess of the questionnaire. In addition, special al;ention

was given to lhe development of instrument measurements,

The instrument of coliecting data for this study was a questionnaire that consisted of four
major parts. (A); online WOM, (B): brand image, {C). booking intention and (d): asked for

personat information,
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The questionnaire of this study was designed using a _rpulli—izem approach; each
construct therefore was measured with severaf iterms in order to improve validity and reiiabilily.
All variables were carried out using the Likert scale (Bryman and Beli, 2011). A five-point
rating scale is useﬁ wherg 1 = strongly disagree, 2 = disagree, 3 = nautral, 4 « agree, 5 =
slrﬁngly agree. Furthermore, this study included both posilive and negalive questions to ensure

that the participants read and answer each question carefully {Saunders et al., 2012).

8~ Data Analysis:
This section consists of:
- Reliability tests. -
- Validityl_es{s.
- Correlation test.
- Regression test,

A: Reliability test:
Reliability snalysis was conducied to investigate the internal consistency of the

quéstionnaire. The internal consistency reliability means the extent to which there Is
cohesiveness among the questionnaire’s items that has been used in the field study. The
coefficients of Cronbach Alpha (&) were calculated to measure the internal consistency
reliability. According to Field (2009) the acceptable vaiues of Cronbach Alpha coefficients .

range from (.60 to 0,95 Scale iterns with corrected item—tota} correlation below (.30 should be

gliminated.

The results of-reliability ‘aralysis revealed that most of ifem - total correlations were
above 0.30 for all items in the questionnaire. On the other Hand, alpha coefficients were mare
A than (.40 for all scales_ysed in the questionnaire which is -acceplable and assure the internal
consistency between items in the questionnaire. Also, Validity is required in order to insure the

adequacy of the measurement’s instruments.
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Reliability Assessment of Online WOM.
Table (1): Reliability of Susceptibility to online reviews)

Corrected
Onlize WOM Item ltem-Total Cronbach's Alpha
Correlation
I often read other consumers' online
product  previews to  know what 900
products/brands make good impression to
others
f:;:?:ihmty to-online product i1 ake sure [ buy the right
product/brand, 1 often read other o0
consumer’ online product reviews. 933
[ frequently gather information from
bnline consumer product reviews B61
before | buy a certain product/brand
Source: statistical analysis
Table (2): Reliability of General credibility
Online Item Corrected ltem-
WOM . Total Corratation |  Cronbach's Altha
I trust the information provided online 603
General Personal identity {real photo, real name, real
credibility  Jaddress) of the reviewer makes ontine reviews 756 873
more credible
The experience of the reviewer makes online
reviews more credible ' 72
Reviews made by peers are more credible 788

Source: statistical analysis

Table {3): Reliability of General Persuasiveness

Online WOM

ltern

( Corrected tem- ' Cronbach's

Total Correlation

Alpha
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Review length (number of sentences) has an impact gn
my persuasiveness of Online reviews ' 5% 18
Review polarity (Review stars) has an impact on my
persuasiveness of online reviews 78
Gsneral fWealth of information including (product features,
Persuesiveness lxnression Jogic) has an impact on my persuasiveness 765
pf online reviews,
Emotional factor of online reviews (including
happiness, hope, anxiety, and disgust) has an impaci 780
on my persuasiveness of online reviews
The detailed Description used in reviews has an impact ‘
on my persuasiveness of online reviews. Bt
Currentness of online reviews {up to date) has an
impact on my persuasiveness of online reviews 809
Source: statistical analysis
Tabie {4} Reliahility of Booking Intention
Corracted
Booking flem Hem-Tolat Cronbach's
Intention Corrslation Algha
The probability thai I wouid consider booking an
accommodation from online websites is high ‘ 093
If I were to book an accommodation. I would consider
booking it from online websites 923 986
The Likelihood of my booking an accommodation from
onfine websites js high 926
My Willingness to book an accommodation from online o5

websites is high.

Source: stafistical analysis .

The previcus tables indicate that the Aipha coefficients for each variabla construct lested

for raliabifity was found to be largsr than the accepted minima! ieve! required of .60 Cronbach's

Alpha, the last column in that table shows the change in Alpha coefficient

of these items were delaled. Deleting any of these items will decrease of

of the measure if any

Alpha coefficient,
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which is not acceptable. So, there is-no need to exclude any of them, the results of reliability
analysis revealed that most of item - total correlations were above {0.30) for all items in the
guestionnaire.  On the other hand, alpha coefficients were more than {.60) for ali scales used
in the questionnaire, which is acceptable, and assure the internal consistency between items in

the guestionnaire. So, all the statements of this questionnaire are reliable and have high

degree of internal consistency.

B: Validity test (exploratory factor analysis):

in this section, factor analysis employed for the existing scales used in this study.
According to Field (2009), this technique has three main uses: first, to understand the structure
of a set of variables. Second, to construct a guestionnaire to measure an underlying variable
(e.g., in this study we will measure Ontine WOM and Bocking intention affect. Third, to reduce

a data set to a more manageable size while retaining as much of the original information as

possible.

The main purpose for conducting such technique is to simplify the data by reducing the

number of variables in predictive regression models.

Table (5) Rotated Component Matrix of Online WOM scale

buy a certain product/brand

Component
ITtems 1 2
1. T often read other comsumers’ online  product previews to know what
! products/brands make good impression to others 782
2. To make sure [ buy the right product/brand, 1 ofien read other consumer’
online product reviews &1
3. 1frequently gather information from online consumer product reviews before [ 8

Reviews made by peers are more credibie

—2

4. Ttrust the information provided online 756

5. Persenal identity (real photo, real name, real address) of the reviewer makes
| online reviews more credibls o7
6. Thie experience of the seviewer makes online reviews more credible 733
£32
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[ & Review length (number of sentences} has an impact on my persnasjveness of
Online reviews 80
- 8. Review polarity (Review stars) has an impact on my persuasiveness of onling -
Teviews
10. Wealth of information including {product features, expression logic) has an
impact on my persuasiveness of online reviews B50
11, Emotional factor of enline reviews {including happiness, hope, znxiety, and
disgust) has an impact on my persuasiveness of online reviews | o
12. The detailed Description used in reviews has an impact on my persuasiveness
of online reviews 760
13, The detailed Description used in reviews has an impact on my persuasiveness
of oniline reviews 92
Eigenvalues 8.74 3.883 1.082
Variance percentage % 35.59% 23.033 20.782)
[Accumulative percentage %o 35509  58.63% 79.414
KMO 827
Barflett's Test .00

Source: statistical analysis

The previous table shows that all loading factors are more than (0.60), so ail statements

in the questionnaire will be included. The results of the pravious teble can be summarized as

follows

The first extracted factor which is loading on general persuasivenaess that involves 6
items {8,9,10.11,12,13) and explains 35.59% of total varlance that means no need to

delete any statement.

The second extracted factor which is loading on susceptibility to online reviews that
involvas 3 items {1,2,3) and explains 23.03% of total variance that means no need to

delete any statement,

The third extracted factor which is loading on generai credibility that involves 4 items

{4.5.6,7) and explains 20.78% of total variance that means no need lo delete any

statement.
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C: Correlation test:

Table (7): Correlation matrix between the variables of the study

Onllne WOM.-{:

SRR [lity: eneraj Eersuaslvz%a

Scurce: statistical analysis

D: Regression analysis:
- Mulliple regression anaiysis is used to identify the relationship between the two sets of

variables under investigation by using Enter method.
- Online word-of-mouth contains the following variables:
1. Susceptibility to onfine reviews
Genaral credibility

3. (Genera persuasiveness

Table {8): Relationship between Online word~of-mouth and booking intention.

(Outputs of Multipie Regression Analysis)

e ——————— Ebitep—— - e
; Model Unstandardized F Standardized T Sig.
: Coefficiants Coefficients
| 3 Std. Errar Beta
F (Constant) 354 .162 2.192 029
h — m -

" Susceptibility to online reviaws 408 064 379 6.194 600
!_Eenaraf cradibility 351 Q77 2492 4.531 .000
L&neral Persuasiveness 214 0BG A73 2673 608
i R 781°

R square - 610

or 3-368
. F 181.071
! Sig. .000°
[
i 2. Dependent Variable: y _

Source: statistical analysis
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Fram the above table, it is clear that the total correlation {R) equals (0.781). this
correfation is very strong. The ceefficient of determination (R square) equals (0.610). and this
indicates that independent variables explain {(61%) of any change in booking intention, In

addition, the regression mode! is statistically significant when the F test is significant at level of
confidence {0.95). ’
Results of muttiple fegression analysls show that there are three variables representing

the most important constructs of Online WOM (susceptibility fo online reviews, General

credibility, and Generai persuasr’veness} and are related to the Booking Intention,

These three variables are ranked according to the high values of Beta which reflacts their

importance as follows:

L. susceptibility to online reviews (:371)
2. general credibiity (.292) and

3. General persuasiveness {-173)
Hypotheses tests
Null hypothesis: beta coefficients are equal to zero {B=0)
The alternative hypothesis: bets coefficients are not equal to zero {B#0)

The previous table shows the values of independent variables coefficient ang found that
the model variables are statistically sigrificant at a confidence level (0.95). As a result, the nui)
hypothesis is Tejected and the alternative hypothesis that the independent variables have reat
value cosfficients different from zero is accepted that means Online woard-of-mouth has z real

impact on booking intention.
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Results:
The null hypathesis is refecied and the alternative hypothesis that there is a significant
effect of Online word-of-mouth on booking intentton is accepted,
Regression equation
y= B+ BLX1HBIX 2+ L,
Whan:
y: dependent variable
X1: first independent variable

X2: second independent variable

Booking Intention = (1.354+.406 susceptibillty to online reviews + .35 General

credibility + .214 General persuasiveness

9~ Research Discussion and conclusign:

The figld study revealed a number of key findings. In this part, a brief of those finding is
demonstrated,
[-The result of testing the first hypothesis revealed that there i3 a significant and

positive impact of online word-of-mouth on bocking intention. Thig indicates that online

WOM explain (61%) of any change in booking intention.

The findings show lf)at etactronic word of mouth has a significant and positive influence
on the consumers’ purchasing intention. These findings are consistent with those of Liu et al,
(2006); Setiawan (2014); Jallvand and Samisi {2012). and Jaliivand et al., {2012). So. if a
person has a posilive attitude foward an online review, that will increase the receiver's
purchase intention to products and services discussed favorably in that review. This result

indicates that online WOM is an important type of communication which cannot be deniad dus

it is significant effect on the consumer hehavior which might be more than the taditional
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communication toofs {Trusov et al., 2009). And this finding is consislent with Jalilvand and
Samiei (2012} who found that orline WOM among tourists has a significant, positive and direct
impact toward visiting destination, In a service industry such as tolrism industry, regardless of
prior travel experience with a tourism destination, the tourists’attitude toward visiting a
destination is a strong indicator of intended cheice of that destination. It is important to say that
positive online WOM plays an important role in increasing tourist’s trave! intentions, creating a

favorahle _irhage of the destination, and reducing promational expenditures,

The fieid study reveaied a number of key findings related to the first hypothesis.

First, Susceptibillty to online reviews is the most important dimensicn of online WOM
and comes first before persuasion and credibility of online WOM, And this consistent with
previous studias (Jie chen et al, 2015) who concluded that consumers with high susceptibility
to oniine reviaws tend to follow the lead of other users to achieve a sense of security, In terms
of informalion ssarch, for instance, these individuals may believe that others have provided
them with credible information regarding a brand valus. They confirm fo buy the brand as a
safe means of avoiding risk or Joss: thus, consumers with high susceptibifity to informational
influence may prefer online WOM source of informaticn when they believe that they have
capability to draw their own conglusions regarding brand attributes and services, hased on

commeris and suggestions made by groups of knowledgeable and sawy individuals (Bickart &

Schindler, 2001).

So, this study reveaied that the influence of others is an important determinant of one’s
decision-making. Consumers with high susceptibility to informational influence are more likely
to take information from online WOM into account over information from a manufacturerjretailer

when forming thair brand attitude,

Second, persuasiveness of online reviews is an importan! determinant of acceptance
of online WOM and then has an importan!l impact on tooking intention. Persuasiveness of

onfine reviews is & vital factor in the process of booking decision.

This study determinad six important factors that have a great impact on persuasiveness

ol online WOM (Review length, review polarily, wealth of information, the emotional factor of
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online reviaws, the detaited description used in the revisw, and finally the Recensy of online
reviews)

this research has found that consumers’ review ratings are considerad very helpful by
other consumers in making purchasing decisions and this consistent with (Lee et af., 2013;
Satehan and Kim, 2016). These ratings reflect the positive, neufral, or negative evaluation of
the quality of a product or service by the review writer (Mudambi and Schuff, 2010). As raview
ratings are the overall judgment of writers about the qualily of a product or service, based on
congruity theory, which argues that people prefer to have consistency between their thoughts
and actions (Csgood and Tannenbaum, 1953).

This study has found that the length of a review is a crifical predictor of its performance
and this consistent with (Mudambi and Schuff, 2010; Schindler and Bickart, 2012). Short
reviews often lack a comprehensive assessment of product fzatures. In contrast, longer revisws
often contain deep analyses of the product that are likely to receive more attention from users.
This could be due to the fact that longer reviews often reduce consumer’s search costs
(Johnson, 1996; Liu ef af., 2012; Salehan and Kim, 2016). the length of a raview signifies how
invelved the reviewer is in writing a review. Il is plausible to expect that users will find more
credible a revigwer who has spent more time in weiting a long review about & product/ service
rather than a raviewar who has spent less time in writing a couple of fines about hisfher
experience. So long reviews can be perceived as more diagnostic information by consumer
because they are more likely to contain mere information of the service that a consumer is
considering buying.

this research has fourd that emotional factors used In online reviews (inchuding
happiness, hope, anxisty, and disgust) are considered very helpful by other consumers in
making purchasing decisions and this consistent with (Ahmad and laroche ,2015; Rimé et al.
1992). Rimeé et al. 1992 slaled that emotions are natural responses from peopie toward an
emotionally arousing event, where social sharing of emotions is an interpersonal process in
which people will initiate a sel of behaviors sush as chatting about a particular event or object
and their associated responses énd feelings. According to the theory of social sharing of
emotions {Rime et al., 1992}, people willingly share their emotions with others as a way to get
support, lo arouse empathy, and (o get social atlention. Thus, when an emotionally arousing

incident accurs, peopie become keen lo share their feelings about that incident with others.
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this research has found that Recensy or currency of online reviews is considered very
helpful to customers in making purchasing decision and this result is consistent with {Wang &
Strong, 1996). A review is rapidly available after the contributer has submitted it to a website
publishing consumer review. For example, TripAdvisor takes an average of two days to check
review that do not break guidelines befors publishing them online. Cansumers with an internat
cennection can access the reviews of a recent experienpe a customer has Had with a service,
A recent account about a consumption experience can be more diagnostic for a consumer {o
assess the quality and performance of a service availabla in the marketplace because it
provides an averview of its current state of the art er actual performance. Services may be
subject to frequent changes, for example accommodation can undergo through renovation or
managerial changes, which can have a huge impact on the perceived quality of the service
offered aver time. Charo et al. (2015) found that up to date online reviews refated to food
discussion are more likely to ba adopted by consumers and can influence their perception of a
brand or product, in-addition, a significant impact of e-WOM on band image and purchase
intention was established,

This research has found that wealth of information is very hefpful to other consumers in
the decision~making process and this consistent wiih Ghaose and Ipairotis {2011) who stated
that weaith of information, including the language style of the eniine review, product fealures,
the sentiment of the reviewer, the sentence pattern of the online review, and axpression logic
have a great impact on acceptance the online review.

Third, credibifity of online review is an important determinant for acceptance of online
WOM and this consistent with {Litvin et al., 2008) Wha stated online review sites often provide
a vast amourt of travel-reiated information avaitable with a high level of interactivity and
customization. They often contain first-hand information from experienced travelers about
various aspects related 1o travelfing, from hotels, airlines, local traﬁspoﬁaiion, and destination to
information about travellers themselves, such as travellers’ Information exchange sites,
parlicipation in onfine forums or raview sies, Internet users tend to consider this type of
information as mare trustwordly and credible than information from more commercial sourcas,
such as travel agents or travel-service providers {Crotts. 1999; Litvin et al., 2008). So it is
noted that noted that infarmation and recommendation from other customers are very impartant
to potentia! customers for an experiential producl. Given the vary intangible and experiential

nature of travel-related services to a prospeclive travelier who has never been o a trave
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destination previously, it is reasonable that travetlers are absorbing the information provided by

other travellers through the online review (Sparks and Browning, 201 1)
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