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Abstract “ 

This study delves into the ramifications of social media and real-life interactions on the purchasing 

behaviors and recommendation tendencies of consumers utilizing budget airline services. Employing the 

Theory of Reasoned Action, the research explores how offline social dynamics (like interpersonal 

relationships and external influences) influence customer attitudes towards online purchases. It suggests 

that these factors amplify intentions for repeat online purchases and positive word-of-mouth 

communication, both conventional and electronic, within the realm of budget services. Through structural 

equation modeling, the study evaluates a conceptual model using a cohort of Internet users who have 

engaged with budget airline services. Results indicate that interpersonal offline influences, such as those 

from friends, relatives, and family, significantly influence intentions for repeat online purchases and 

traditional word-of-mouth but not electronic word-of-mouth. Conversely, external offline influences, like 

media or expert opinions, only impact consumer intentions to recommend future purchases through social 

networking travel sites, without affecting intentions for repeat online purchases or traditional word-of-

mouth communication. Additionally, the study underscores the impact of Consumer-to-Consumer (C2C) 

information exchanges on attitude, subsequently shaping intentions for repeating purchases and both forms 

of word-of-mouth communication. 

 

Keywords: low-cost airline services, theory of reasoned action, online C2C exchanges, word of mouth, 

social media, multichannel communication. ” 

 

1. INTRODUCTION 

The“tourism industry has been significantly impacted by the evolution of social media, influencing both 

consumer behavior and marketing strategies adopted by tourist organizations. Social media now plays a 

pivotal role in shaping travel planning for consumers and is extensively utilized by tourism companies to 

enhance their online presence and advertise their offerings (Xiang & Gretzel, 2010).Tourists are 

increasingly reliant on social media as a significant source of information that influences their preferences, 

emotions, actions, and decisions regarding travel providers and destinations.(Casaló et al., 2011); (Tham 

et al., 2013). Travel sites like forums, chats, blogs, and travel communities let people compare prices for 

tourism services, share information, and check ratings for destinations and providers ((El-Gohary, 2012); 

(Tham et al., 2013)). Through extensive access to information and social networking opportunities, they 

support consumer empowerment by facilitating electronic sharing of opinions and knowledge(Johnson & 

Grier, 2013)). In this setting, Consumer-to-Consumer (C2C) information sharing entails either passive or 
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active communication between consumers. This exchange of information acts as a source of knowledge 

and improves competency throughout the purchasing process, including before and after the purchase 

((Gruen et al., 2005);(Gruen et al., 2006)). Consumers have more confidence in these platforms than they 

do in traditional communication channels, They view this information as dependable, impartial, and up-

to-date. Social media's rise and evolution have significantly transformed marketing approaches in the 

tourism industry for marketers (Hays(Hays et al., 2013);(Kang & Schuett, 2013)). Comments on travel-

related social networking sites like Flyertalk help airlines and other companies in the industry gain 

valuable insights into their customers' preferences and opinions. However, the convenience of comparing 

websites and intense price competition often leads online consumers to switch between different service 

providers((Taegoo et al., 2009);(Tham et al., 2013)) or to communicate positive or negative information 

to other consumers ((Verhagen et al., 2013). Tourism companies that conduct business online must exert 

extra effort to ensure customer satisfaction and retention, aiming to establish long-term relationships and 

enhance positive feedback (Blas et al., 2014). Previous studies on social networking sites ((Filieri & 

McLeay, 2013);(Godes & Silva, 2012)) The primary focus has been on two key subjects. First, it examined 

the features of social networking platforms and customer feedback that enhance their credibility and value 

for users (such as source reliability, comment length, number of reviews, etc.)(Ho & Lee, 2007). Secondly, 

Academic studies have examined the reasons and traits of people, such as altruism, self-improvement, and 

inquisitiveness, that promote engagement on websites ((Hennig‐Thurau et al., 2004);(Munar & Jacobsen, 

2014)). Despite the increasing amount of research dedicated to social media, there are still gaps in the 

tourism field that require further investigation. One area of interest is the potential impact of social 

networking travel sites on tourist companies ((Casaló et al., 2010);(Xiang & Gretzel, 2010), Little is 

currently understood about the results of customer engagement on these platforms. Understanding these 

results is crucial for businesses and researchers, as it would enable them to assess the impact of information 

gathered from social networking sites on actual consumer actions. We suggest that involvement in social 

networking travel platforms plays a significant role in two distinct outcomes: individual customer behavior 

(intentions to buy travel services) and social customer behavior (intentions to recommend travel services 

through offline channels and social networking travel sites). Additionally, the rapid growth of 

multichannel retailing has highlighted the need for "the academic literature to develop a comprehensive 

theory of how channels interact."(Avery et al., 2012). Fernández-Sabiote and Román (forthcoming) 

emphasized that the study of multichannel customer behavior is in its initial phase, offering various 

opportunities for further exploration and development. Prior studies have underscored the significant 

impact of word-of-mouth communications on consumer decision-making regarding tourism services 

((Luo & Zhong, 2015);(Qu & Lee, 2011); (Xiang & Gretzel, 2010)), but it remains uncertain whether this 

influence differs based on the specific channel through which consumer recommendations are shared. 

Additionally, while there has been more focus on the impact of social media on purchasing behavior for 

medium and high-cost items (Kim & Ko, 2012), There is an ongoing question about whether social factors 

have any impact on inexpensive products, especially when the perceived risk is low and price appears to 

be the primary motivation for the purchase. 

The aim of this paper is to assess the combined impact of online and offline social influences on customer 

behavior in relation to tourism services, using a multichannel approach. Referring to the Theory of 

Reasoned Action(TRA)(Ajzen & Fishbein, 1969), We suggest two particular research goals. First, we 

examine the impact of in-person social pressures on both individual (e.g., purchases) and social (e.g., 

word-of-mouth and electronic word-of-mouth) customer behavior. Second, we investigate the influence 
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of online consumer-to-consumer information sharing on attitudes and subsequently on both individual 

(e.g., purchases) and social (e.g., word-of-mouth and electronic word-of-mouth) customer behavior. Our 

focus is on low-cost airline services as they have experienced significant growth rates since the 

deregulation of the air travel market, thereby stimulating international tourism development ((El-Gohary, 

2012)(Graham, 2013)). This paper makes two main contributions to the existing research. Firstly, it 

utilizes a multichannel approach by combining online and offline social influences, and evaluates the 

impact of other consumers on customer decision-making in the tourism industry. It demonstrates the 

significance of each information channel on individual and social customer behavior, indicating that 

information from one channel can influence another. Secondly, it investigates customer behavior 

concerning low-cost airline services to determine if the influence of other customers is significant for 

decisions where low fares are considered as the primary factor by customers. 

 

2. CONCEPTUAL FRAMEWORK 

2.1. Low-cost airline industry 

The deregulation of the air travel industry has opened up new possibilities for airlines, especially budget 

carriers, leading to a significant increase in their customer base.((Akamavi et al., 2015);(Graham, 

2013);(Linz, 2012)). Euromonitor International states that budget airlines remain the most prosperous 

segment in the aviation industry. During times of financial instability, travelers seek to reduce expenses 

without compromising on service quality ((Akamavi et al., 2015);(Taegoo et al., 2009)). According to the 

2012 report from the World Tourism Organization, there was a significant increase in budget air travel in 

Europe, which is notable"way in which the low cost phenomenon has changed the way Europeans travel 

and the impact this has made on the tourism sector (p. 32). TThe success of low-cost airlines is rooted in 

their overall corporate strategy, which focuses on minimizing operational expenses and maximizing fleet 

usage(Akamavi et al., 2015). This strategy, along with their variety of affordable prices and ongoing 

initiatives to minimize maintenance expenses, has enabled these airlines to experience swift expansion 

(Linz, 2012).The market share and revenue of low-cost airlines are influenced by three factors(Lin & 

Huang, 2015), attracting new customers, boosting sales to existing customers, and retaining current clients. 

For these airlines, making initial sales to potential customers and securing repeat purchases from existing 

ones are crucial for survival and long-term profitability. Like any other service industry, the continuity of 

the low-cost market share may hinge largely on purchase intentions(Akamavi et al., 2015). Low-cost 

airlines can secure sustained success by addressing the factors influencing online buying intentions (Lin 

& Huang, 2015).A recent research on budget airlines highlights the impact of social factors on the decision 

to buy tickets online (Escobar‐Rodríguez & Carvajal-Trujillo, 2014). Social factors lead individuals to 

intend to buy their airline tickets directly from low-cost airlines websites because people in their circle 

(friends, family, and colleagues) believe they should. Low-cost airlines need to focus on these influential 

connections as they impact the intention of purchasing low-cost services online. 

Social elements greatly influence online purchase intent, prompting budget airlines to utilize social media 

platforms for promotional and operational purposes. However, certain airlines have demonstrated greater 

activity in their endeavors to expand their customer base (Akamavi et al., 2015). Southwest Airlines, for 

instance, is among the biggest global airlines and incorporates all social media platforms into its 

communication strategy to make better use of them. On the other hand, Ryanair, Europe's largest low-cost 

airline, only started considering the use of social media as part of their strategic approaches in 

2013(Euromonitor, 2014),The influence of social media continues to pose a significant challenge for 
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airlines and necessitates a fundamental shift in the culture of airline companies to realize lasting 

advantages. 

2.2. The Theory of Reasoned Action 

The TRA (Ajzen & Fishbein, 1969) a widely embraced framework for forecasting consumer intentions(see 

(Sheppard et al., 1988), for a meta-analysis). An individual's actions are influenced by their intention to 

engage in that behavior, which is determined by two psychological factors: the person's attitude towards 

the behavior and their subjective norms or normative social influences (Fornell & Larcker, 1981) An 

attitude is the positive or negative emotions (evaluative affect) an individual has about engaging in a 

specific behavior, which stems from their judgment of expectancy value. Subjective norms indicate a 

person's belief regarding whether important individuals to them think they should or should not engage in 

the particular behavior (refer to Figure 1). The Theory of Reasoned Action has garnered significant 

empirical support through various studies on tourism services and has been used to analyze diverse 

behaviors including online travel purchases (Ho & Lee, 2007), meeting participation (Lee & Back, 2005) 

and ethnic/healthy food experiences(Chou et al., 2012). These studies suggest that individual behavior is 

generally influenced more by personal attitudes towards a specific behavior than by the perception of 

social influence to engage in that behavior. While having numerous strengths, TRA also has limitations to 

consider. Firstly, TRA does not identify consistent precursors of attitude, as these can differ based on the 

phenomenon under study. In the context of Information Technologies, these precursors have 

predominantly focused on the characteristics of the technology being examined (perceived ease of use, 

perceived usefulness, etc.). Secondly, prior TRA research extensively explored the impact of subjective 

norms within interpersonal settings(Langdridge et al., 2007), but only a small number of studies consider 

the impact of additional external sources such as media and experts on consumer behavior ((Bhattacherjee, 

2000);(Cheng et al., 2006);(Li, 2011)). Finally, Most of the existing research on TRA has focused 

primarily on analyzing the factors that lead to specific intentions such as purchasing, while overlooking 

the consideration of other related individuals' intentions. Our research model aims to address these 

limitations. This model is innovative in that it extends beyond traditional offline focus by examining how 

online information exchanges between customers influence attitudes using a multichannel approach. 

Additionally, our research model incorporates interpersonal and external influences as subjective norms 

and encompasses three customer behavioral intentions: individual behavior (online repurchase) and social 

behavior.Figure 1. TRA. ”  “     

 

Figure 1. TRA 
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2.3. Antecedents of online repurchase intentions of low-cost airline services Offline social influences 

and online purchasing 

(Bhattacherjee, 2000) Subjective norms are viewed as a combined element that encompasses two types of 

offline influences: interpersonal and external. Interpersonal influences refer to the impact of friends, 

family members, colleagues, and knowledgeable individuals who are familiar to the prospective adopter. 

((Bhattacherjee, 2000);(Roca et al., 2006)). External offline influences can be described as information 

from mass media, expert viewpoints, and other non-personal sources that influence adopters when they 

make a deliberate decision to accept something ((Bhattacherjee, 2000) p. 413). These two aspects of 

subjective norms are believed to impact the intention to repurchase online in the context of low-cost airline 

services. The following hypotheses are put forth: 

H1: Interpersonal influences have a positive effect on consumer repurchase intentions of low-cost 

airline services. 

H2: External influences have a positive effect on consumer repurchase intentions of low-cost airline 

services. 

Attitude towards online purchasing and online C2C exchanges" “ 

Previous research has shown that according to the Theory of Reasoned Action models, there is a direct 

impact of attitude on an individual's intentions to make online purchases (e.g.(Fenech & O’Cass, 

2001);(Keen et al., 2004)). Attitude in this study is defined as "consumers' favorable inclination towards 

buying low-cost airline services on social networking travel sites." Consumers display a positive attitude 

toward using social networking travel sites to purchase low-cost airline services, mainly because they can 

acquire price advantages by comparing fares from various airlines. The cost savings resulting from direct 

sales to consumers via the Internet, point-to-point service, and non-refundable tickets are what set apart 

the price benefits offered by low-cost airlines ((Escobar‐Rodríguez & Carvajal-Trujillo, 2014); (Kim & 

Ko, 2012)). Despite the ongoing presence of travel agents and call center bookings, an increasing number 

of consumers have a favorable inclination toward directly purchasing affordable airline services online. 

Thus, based on the TRA, we propose that: 

H3: Positive consumer attitude towards online purchases on social networking travel sites has a 

positive effect on their repurchase intentions of low-cost airline services" 

It has been previously detailed that customer behavior analysis should not solely focus on offline social 

influences. Social media platforms allow customers to discover other consumers' viewpoints, share their 

own contributions, and cultivate social interactions(Adjei et al., 2009). Online consumer engagements also 

offer insights into products and services, serving as valuable endorsements (Gruen et al., 2005). They 

decrease the uncertainty of the purchase, influence customer emotions, and enable them to make more 

efficient decisions ((Hennig‐Thurau et al., 2010); (Söderlund & Rosengren, 2007)). As a result, online 

customer-to-customer exchanges have become a vital source of information in the purchasing 

process(Moe & Trusov, 2011). Online C2C information exchanges have a significant impact on travel 

services, particularly because the intangible nature of these services means they cannot be assessed prior 

to consumption, due to the inseparability of their production and consumption(Klein, 1998). Customers 

seek impartial and supplementary information before making a decision, aiming to understand the 

advantages of the service and its potential value to them (Vermeulen & Seegers, 2009). Online consumer 

interactions have a significant influence on customers' decisions related to travel (e.g.(Xiang & Gretzel, 

2010); (Zhang et al., 2010)). Online C2C information exchanges can influence customer attitudes as they 

share the thoughts and satisfaction levels of individuals who have used the service (see(Vermeulen & 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR240216857 Volume 6, Issue 2, March-April 2024 6 

 

Seegers, 2009), regarding travellers’ attitudes to hotels). We propose that online C2C transactions enhance 

customer perception of purchasing low-cost airline services online: 

H4: Online C2C exchanges have a positive effect on consumer attitude towards online purchases on 

social networking travel sites" 

Antecedents of social communications on low-cost airline services 

 The classic version of the TRA states that intentions are the most effective way to analyze customer 

behavior. However, alternative research has discovered that factors influencing the intention to repurchase 

do not consistently have the same impact on actual repurchasing behavior (Mittal & Kamakura, 2001). 

They believe that focusing solely on future repurchase intentions limits the understanding of customer 

behavior, so additional factors like social customer behavior (word-of-mouth or electronic word-of-

mouth) need to be considered. Word-of-mouth is described as an individual's intent to share their personal 

experiences and opinions about a company or product with other consumers(Hennig‐Thurau et al., 2004). 

Prior studies have shown that online customer behavior is impacted by both personal connections like 

family, friends, and colleagues, as well as offline mass media. This influence is reflected in the electronic 

version of word-of-mouth, known as e-WOM (Bronner & Hoog, 2010); (Brown & Reingen, 1987)). These 

factors shape the way people live, altering their beliefs, mindset, and viewpoints. Consumers are highly 

driven to follow the guidance of those they look up to and adjust their actions based on their suggestions. 

As a result, when a company's actions are approved by a customer's important social circles, it is likely 

that positive word-of-mouth will follow (Cheng et al., 2006). We propose the following hypotheses: 

H5: Interpersonal influences have a positive effect on willingness to engage in positive WOM about 

online purchases of low-cost airline services. 

H6: External influences have a positive effect on willingness to engage in positive WOM about online 

purchases of low-cost airline services" 

"As already demonstrated by (Cheng et al., 2006) Theory of Planned Behavior(Ajzen & Fishbein, 1969), 

TRA is seen as valuable for gaining a deeper insight into the factors influencing word-of-mouth 

communication. Within the tourism sector, several research works have explored how customer attitudes 

and satisfaction relate to both loyalty and word-of-mouth endorsements. It is suggested that customers 

with positive/negative perceptions of a specific service are more inclined to share their experiences with 

other consumers in a positive/negative manner(Sánchez‐García & Pérez, 2011). As (Cheng et al., 2006) 

In the context of the hospitality sector, it has been observed that brand attitude plays a crucial role in 

influencing negative word-of-mouth. We suggest that this association also holds true for generating 

positive WOM in the context of low-cost airline services. As a result, we posit the following hypothesis:" 

H7: Consumers’ positive attitude towards online purchases on social networking travel sites has a 

positive effect on their willingness to engage in positive WOM." " 

The rise of the Internet and social media has sparked a transformation in word-of-mouth marketing, 

providing new opportunities for sharing purchase experiences. Consumers can now readily share their 

thoughts, reviews, and emotions with the wider online community, giving them a previously 

unprecedented level of influence ((Inversini et al., 2010); (Mauri & Minazzi, 2013)).Despite the disparities 

between the conventional notion of word-of-mouth and the modern concept of electronic word-of-mouth 

(e-WOM), participants in both settings demonstrate a remarkably similar range of motivations(Hennig‐

Thurau et al., 2004).These similarities indicate that word-of-mouth mechanisms operate similarly on the 

internet, implying that the factors driving electronic word-of-mouth may closely resemble those of 

traditional word-of-mouth(Gruen et al., 2006). So, we suggest that the impact of attitudes and interpersonal 
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and external factors on word-of-mouth communication(Cheng et al., 2006) can be converted into 

electronic word-of-mouth. As a result, we establish the following connections: 

H8: Interpersonal influences have a positive effect on the willingness to engage in positive e-WOM 

about online purchases of low-cost airline services. 

H9: External influences have a positive effect on the willingness to engage in positive e-WOM about 

online purchases of low-cost airline services. 

H10: Customers’ attitude towards online purchases on social networking travel sites has a positive 

effect on their willingness to engage in positive e-WOM about online purchases of low cost airline 

services."” 

 

3. METHODOLOGY 

A rising "number of papers are derived from corporate data (see, for example,(Godes & Silva, 2012); 

(Moe & Trusov, 2011)), Consumer surveys are also effective for understanding motivations and attitudes. 

This study aims to analyze consumer behavior and perceptions that are not easily observable, making a 

survey the most suitable method for data collection. Information was gathered via a survey containing 

closed-ended questions as part of our research. 

A series of preliminary trials for the questionnaire were conducted through face-to-face interviews to 

identify and address any potential issues or uncertainties that may arise during the data collection process. 

The surveys were distributed to 20 students and 20 technology experts who had experience in purchasing 

airline tickets and were active users of social media travel platforms, mirroring the target sample. 

Respondents were instructed to complete the questionnaire and provide feedback. As a result, redundant 

questions were removed, and some scales were adjusted to enhance clarity and minimize 

misinterpretations. Research concepts were measured using multiple items adapted from previous studies 

(refer to Table 1). All variables utilized a 7-point Likert scale where participants rated their perception on 

a scale from 1 (lowest) to 7, with survey items obtained from prior research sources (see Table 1). In line 

with standard practices in Internet and social networking research data collection, online surveys were 

selected (e.g.(Bagozzi & Dholakia, 2006);(Steenkamp & Geyskens, 2006)). Consumers participated in the 

survey using a web page created specifically for this study. 

The study focused on internet users, aged 15 and above, who had bought inexpensive airline tickets in the 

past month and maintained a profile on at least one travel-related social networking site. Initially, 2947 

individuals were approached for participation, of which 1149 agreed to take part. To mitigate selection 

bias, sampling quotas based on gender and age were set beforehand. “Navegantes en la Red” 

study(Asociación para la Investigación, 2013), which is the primary directory of e-commerce in the 

country under review. As a result, we ensured that the sample accurately represented the typical online 

shopper. Ultimately, we chose 441 respondents who had exclusively bought low-cost airline services in 

the preceding month, comprising our focus group. Similarly, we sought to prevent any influence from 

customers who had purchased other standard or high-priced services.” “ 

The study data was acquired using a singular collection approach; thus, in order to avoid common method 

bias, we adhered to the suggestions in (MacKenzie & Podsakoff, 2012), During the process of collecting 

and analyzing data, several measures were taken. To begin with, participant responses were kept 

anonymous during data collection to ensure confidentiality, and the specific purpose of the study was not 

revealed to prevent influencing participants' answers. Additionally, questionnaire items related to 

dependent variables were positioned after indicators for independent variables. Furthermore, participants 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR240216857 Volume 6, Issue 2, March-April 2024 8 

 

had limited access to their previous responses in order to avoid any bias in their subsequent answers. 

Finally, Harman's single factor test was used for statistical validation of the absence of common method 

bias in the data (Hays et al., 2013) The examination revealed that all measures do not load onto a sole 

factor(Podsakoff et al., 2003). Thus, it is confirmed that there is no common method bias. 

The demographic profile of the participants consists of a significant female representation at 42.4%, with 

the majority falling within the 25–49 age bracket, particularly in the 25–34 (34.9%) and 35–49 (32.7%) 

categories. The highest proportion holds university degrees at 71.2%. When examining the interview 

findings, it is worth noting that a large percentage, specifically 89.1% of respondents, reported daily online 

activity, demonstrating their status as heavy Internet users. All participants had purchased airline tickets; 

additionally, hotel reservations were made by 79.1% while event ticket purchases stood at 60%. In terms 

of their experience with airlines services, a considerable number (46·6%) had utilized low-cost services 

over two years ago and more than half (55·4%) spent over €300 on airline tickets last year.  All constructs 

evaluated in the proposed model exhibit an average score exceeding mid-point on a scale from one to 

seven; notably high scores are observed for Online repurchase intentions (6·21), Attitude towards social 

networking travel sites usage(6·04), and positive Word-of-Mouth recommendations (5·27). Concerning 

influences from both online and offline environments - interpersonal influences demonstrated higher 

average importance ratings than External influences as well as Online Consumer-to-Consumer 

information exchanges. 

 

Analysis and results 

Table 1. Measurement of the variables 
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3.1 Validation of the measuring scales 

In order to ensure the trustworthiness and accuracy of the measurements, a Confirmatory Factor Analysis 

was conducted on all the multi-item constructs in our framework using Structural Equation Modeling with 

robust maximum likelihood estimation method via statistical software EQS 6.1(Bhattacherjee, 2000). The 

findings are presented in Table 2. The results indicate that our measurement model is well-suited to the 

data: S-Bχ2 = 261.95, df = 188, p = .000; RMSEA = 0.048; NFI = 0.961; NNFI = 0.975; CFI = 0.980. 

The scales' reliability was assessed using the Composite Reliability Coefficient and the Average Variance 

Extracted. In all instances, the outcomes exceeded the suggested threshold of 0.6 (Bagozzi & Dholakia, 

2006) and 0.5 (Fornell & Larcker, 1981), respectively. In terms of convergent validity, the standardized 

loadings exceeded 0.5 and were found to be statistically significant at the 99% confidence 

level(Steenkamp & Geyskens, 2006) an R2 value greater than 0.30. Table 2 demonstrates the strong 

internal reliability of the constructs. Two methods were used to demonstrate the distinctiveness of the 

measures (see Table 3). First, none of the 99% confidence intervals for the individual components in the 

correlation matrix of latent factors included a value of 1.0 (Anderson & Gerbing, 1988). Secondly, the 

common variance between sets of constructs was consistently lower than the related AVE (Fornell & 

Larcker, 1981). The measures utilized in this study demonstrate adequate reliability, convergent validity, 

and discriminant validity based on these criteria. 

Results 

To study the main factors influencing intentions to make online purchases and social communication 

behavior, we utilized SEM and robust maximum likelihood estimation.(Bhattacherjee, 2000). This 

analysis allows for the concurrent assessment of the variables, offering a deeper understanding of the 

dynamic relationships within the model(Bhattacherjee, 2000)). The suggested model has been evaluated 

based on these standards: general model quality (χ2/df, RMSEA, NFI, NNFI, and CFI) and the statistical 

importance of the proposed variables (Akamavi et al., 2015) The suggested model underwent path analysis 

using EQS 6.1 software. Table 4 presents the empirical estimates for the primary effects in the model. The 

results demonstrate that our model fits the data well: S-Bχ2 = 647.38, df=196, p=.00; RMSEA=.091; 

NFI=.904; NNFI=.909; CFI=.923. These findings suggest that our extensive framework effectively 

predicts online tourist behavior related to low-cost airline services. ” “ 

Table 2. Internal consistency and convergent validity of the theoretical construct measures” 
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“Table 3. Discriminant validity of the theoretical construct measures 

 
Notes: Interpersonal Impact; Outside Forces; Perspective; Consumer-to-Consumer Interactions (C2C), 

verbal recommendations, online word of mouth; Intention to Repurchase. The bold numbers in the 

diagonal indicate the Average Variance Extracted, while above the diagonal it displays the shared 

variances. Below the diagonal, you can find the 95% confidence interval for estimated factor correlations. 

Interpersonal factors strongly impact the likelihood of repeat purchases for budget airline services (β1 = 

.13; p < .05) and word-of-mouth recommendations (β5 = .19; p < .01). This supports H1 and H5. As 

(Taegoo et al., 2009) stated,Others' viewpoints, such as those of family, friends, and colleagues, may shape 

individuals' perceptions of the value of Business to Consumer (B2C) eCommerce in the airline sector. 

Specifically, opinions about particular low-cost airline offerings are believed to impact consumers' 

inclination to advocate for these services and their intent to use them again. This finding aligns with 

previous studies on this topic ((Bhattacherjee, 2000); (Liao et al., 2007)) stating that in non-hierarchical 

settings such as the online purchase of low-cost airline tickets, interpersonal influences play a role in 

determining loyalty. However, contrary to the proposed hypothesis (H8), interpersonal influences do not 

impact e-WOM (β8 = −.11; p > .05). This outcome could be attributed to the composition of the sample, 

which consists of individuals familiar with sharing comments in travel communities. The consumer 

experience of exchanging information on travel services in Web 2.0 environments is significantly different 

from offline communication channels. On social networking travel platforms, customers can easily access 

detailed information on air-related products and thereby receive more personalized and differentiated 

services such as itinerary management and air fare simulators. Additionally, information obtained through 

interpersonal influences tends to be more personal and private, often being conveyed within the same 

physical environment and context where it was received. 

Table 4. Structural model results. 

 
In line with our expectations stated in H9, outside factors are positively associated with e-WOM (β9 = 

.47; p < .01). However, external influences do not impact online repurchase intentions (H2: β2 = −.06; p 
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> .05), or WOM (H6: β6 = 0.06; p > .05). Therefore, information obtained from offline mass media or 

tourism leaders (external influences) is more likely to be shared through e-WOM than traditional WOM. 

Customers who frequently use social networking travel sites base their decision to purchase low-cost 

airline services on interpersonal factors and their own judgment, using external influences primarily to 

share their recommendations in digital channels. Thus, information concerning external influences tends 

to consist of neutral, general public opinions that are disseminated and provided as a reference so 

individuals can establish themselves as experts in front of large audiences. 

Online customer-to-customer exchanges have a significant and positive impact on customers' attitude 

towards purchasing low-cost airline services online (H4: β4 = .24; p < .01). This attitude in turn 

significantly influences three important aspects of customer behavior: repurchase intentions (H3: β3 = .73; 

p < .01), word-of-mouth recommendations (H7: β7 = .56; p <. 01), and electronic word-of-mouth sharing 

(H10: β10 =.12; p<.05). As a result, attitudes towards online purchases on social networking travel sites 

not only affect customers' repurchase intentions but also influence their inclination to share their opinions 

about the low-cost travel service both offline and through social media platforms like e-WOM(H10) which 

is consistent with previous research in the airline industry.((Taegoo et al., 2009);(Sanz et al., 2013)),which 

have been empirically demonstrated to affect loyalty towards online travel services. Therefore, marketing 

strategies focused on shaping more positive customer perceptions (attitudes) can be highly impactful for 

most budget airline marketers. 

Our results also validate that online consumer-to-consumer transactions influence individual purchasing 

behavior for low-cost services (purchase intentions) and social customer behavior in the consumer's offline 

surroundings, as well as within the travel community (e-WOM), indirectly through attitude. Consequently, 

online C2C exchanges have a 0.18 impact on repurchase intentions, 0.13 on WOM, and 0.03 on e-WOM. 

This outcome aligns with findings from other research methodologies ((Godes & Silva, 2012); (Moe & 

Trusov, 2011). In summary, people are inclined to share information they find online in person. Analyzing 

how this information from different sources affects purchasing and electronic word-of-mouth can 

influence consumer loyalty, especially in the budget travel industry where pricing is a key factor in airline 

selection.” 

 

4. DISCUSSION AND CONTRIBUTIONS 

This study examined how social media and offline settings influence tourists' online purchasing and 

recommendations for tourism services. The research findings indicate that interpersonal influences impact 

repurchase intentions and word-of-mouth recommendations, but they do not have an effect on electronic 

word-of-mouth (e-WOM). This outcome may be attributed to the personal and private nature of 

information obtained directly from family and friends, which is typically only shared with individuals in 

this type of relationship through traditional means. “ 

Without disclosing it on the Internet (e-WOM), customers are willing to share information from external 

influences in online platforms, but they do not base their purchasing decisions on it or pass it along to 

close offline connections. Therefore, e-WOM should stem from consumers’ interactions in social media 

(C2C) or offline mass media, while WOM is shaped by consumers’ interactions (C2C) and interpersonal 

influences offline. Our findings also demonstrate that consumer attitude impacts repurchase intentions, 

WOM, and e-WOM, which is influenced by online C2C exchanges. Similarly, the results indicate that 

C2S exchanges through social networking travel sites generate more opinions in this medium (e-WOM) 

and affect purchase intentions of tourism companies. This study has established a connection between 
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information received from other customers (online C2C) and the intention to share their own experiences( 

WOM and e-WOM). 

Our primary contribution to the general research body is two-fold. First, this paper addresses specific gaps 

in social media studies and the original TRA formulation by integrating online and offline environments 

to explore the impact of various consumer influences on customer behavior. The paper presents a 

multichannel approach to illustrate how different social environments influence consumer intentions 

regarding purchasing and expressing their opinions. Future studies on social influences and consumer 

behavior in travel services should consider interactions within a multichannel environment where 

information obtained online is transmitted offline, as well as vice versa.” 

Secondly, this paper concentrates on affordable tourism services. Existing studies of these services have 

primarily examined the cost structure of companies and their contribution to a country's economy. (e.g. 

(Blas et al., 2014); (Rey et al., 2011)).The affordability of the services is considered a key factor 

influencing consumer choices, with little attention given to other factors affecting customer purchasing 

decisions. Our research delves deeper into the drivers of customer behavior in tourism services and 

suggests that future studies should take into account not only how customers perceive pricing and 

promotions, but also the combined impact of online and offline social influences As (Bagozzi & Dholakia, 

2006) noted, Decision-making for consumers is significantly influenced by social processes. Our findings 

highlight the relevance of social influences for tourism companies, even within a low-cost services 

framework. 

 

5. MANAGERIAL IMPLICATIONS “ 

This study offers several managerial implications related to the impact of social influences, both offline 

and online, on customer behaviour in low-cost airline services.” 

Low-cost airline businesses should combine both online and offline efforts to enhance positive word-of-

mouth. By implementing these unified communication strategies, airlines can garner favorable 

recommendations from customers and non-customers alike, ultimately fostering a strong brand image that 

encourages referrals. Additionally, it would be beneficial for airlines to analyze the behavior of referrers 

and understand the settings in which they share their opinions at different times. Attention directed towards 

referrers is crucial as they significantly impact consumer purchasing decisions and promote positive 

information dissemination through word-of-mouth and electronic WOM (e-WOM(Wang et al., 2016)). 

Airline companies ought to launch initiatives aimed at promoting the sharing of consumer knowledge 

within their customer communities in order to cultivate a more positive perception of online 

purchasing(Bigné et al., 2016). The attitude toward online purchases on social networking platforms 

significantly impacts both the intention to buy travel services and social interaction behavior. Therefore, 

it is crucial for marketers in the online travel industry to carefully consider the factors that contribute to a 

favorable attitude. Research has demonstrated that engaging in consumer-to-consumer exchanges online 

directly influences customer attitudes positively(Pietro & Pantano, 2013). Consequently, airlines should 

integrate or facilitate social media features such as blogs, forums, and chats on their websites for seamless 

exchange of information among customers. These tools not only offer guidance on purchasing budget-

friendly airline services but also influence potential and existing customers' perceptions while ultimately 

driving sales up. 

Airline companies should encourage customers to serve as social liaisons or points of reference for others. 

In-person influencers, including friends, family members, colleagues, and experts, play a crucial role in 
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shaping online behaviors and traditional word-of-mouth marketing.(Bigné et al., 2016) Airlines can 

incentivize existing customers to share their positive buying experiences by recommending the online 

purchase of air travel tickets to others. Promoting online reviews on airlines' websites will enhance airline 

credibility and stimulate purchasing behavior. 

 

References 

1. Adjei, M., Noble, S., & Noble, C H. (2009, November 13). The influence of C2C communications in 

online brand communities on customer purchase behavior. Springer Science+Business Media, 38(5), 

634-653. https://doi.org/10.1007/s11747-009-0178-5 

2. Ajzen, I., & Fishbein, M. (1969, October 1). The prediction of behavioral intentions in a choice 

situation. Elsevier BV, 5(4), 400-416. https://doi.org/10.1016/0022-1031(69)90033-x 

3. Akamavi, R K., Mohamed, E S A., Pellmann, K., & Xu, Y. (2015, February 1). Key determinants of 

passenger loyalty in the low-cost airline business. Elsevier BV, 46, 528-545. 

https://doi.org/10.1016/j.tourman.2014.07.010 

4. Anderson, J C., & Gerbing, D W. (1988, May 1). Structural equation modeling in practice: A review 

and recommended two-step approach.. American Psychological Association, 103(3), 411-423. 

https://doi.org/10.1037/0033-2909.103.3.411 

5. Asociación para la Investigación. (2013, February 2). http://www.aimc.es/-Navegantes-en-la-Red-

.html 

6. Avery, J., Steenburgh, T J., Deighton, J., & Caravella, M. (2012, May 1). Adding Bricks to Clicks: 

Predicting the Patterns of Cross-Channel Elasticities over Time. SAGE Publishing, 76(3), 96-111. 

https://doi.org/10.1509/jm.09.0081 

7. Bagozzi, R P., & Dholakia, U M. (2006, March 1). Antecedents and purchase consequences of 

customer participation in small group brand communities. Elsevier BV, 23(1), 45-61. 

https://doi.org/10.1016/j.ijresmar.2006.01.005 

8. Bhattacherjee, A. (2000, July 1). Acceptance of e-commerce services: the case of electronic 

brokerages. Institute of Electrical and Electronics Engineers, 30(4), 411-420. 

https://doi.org/10.1109/3468.852435 

9. Bigné, E., Andreu, L., Hernández, B., & Ruiz, C. (2016, January 28). The impact of social media and 

offline influences on consumer behaviour. An analysis of the low-cost airline industry. Current Issues 

in Tourism, 21(9), 1014-1032. https://doi.org/10.1080/13683500.2015.1126236 

10. Blas, S S., Mafé, C R., & Pérez, I P. (2014, February 19). Key drivers of services website loyalty. 

Taylor & Francis, 34(5), 455-475. https://doi.org/10.1080/02642069.2014.871530 

11. Bronner, F., & Hoog, R D. (2010, January 7). Vacationers and eWOM: Who Posts, and Why, Where, 

and What?. SAGE Publishing, 50(1), 15-26. https://doi.org/10.1177/0047287509355324 

12. Brown, J J., & Reingen, P H. (1987, December 1). Social Ties and Word-of-Mouth Referral Behavior. 

Oxford University Press, 14(3), 350-350. https://doi.org/10.1086/209118 

13. Casaló, L V., Flavián, C., & Guinalíu, M. (2010, December 1). Determinants of the intention to 

participate in firm-hosted online travel communities and effects on consumer behavioral intentions. 

Elsevier BV, 31(6), 898-911. https://doi.org/10.1016/j.tourman.2010.04.007 

14. Casaló, L V., Flavián, C., & Guinalíu, M. (2011, March 1). Understanding the intention to follow the 

advice obtained in an online travel community. Elsevier BV, 27(2), 622-633. 

https://doi.org/10.1016/j.chb.2010.04.013 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR240216857 Volume 6, Issue 2, March-April 2024 14 

 

15. Cheng, S., Lam, T., & Hsu, C. (2006, February 1). Negative Word-of-Mouth Communication 

Intention: An Application of the Theory of Planned Behavior. SAGE Publishing, 30(1), 95-116. 

https://doi.org/10.1177/1096348005284269 

16. Chou, C., Chen, K., & Wang, Y. (2012, September 1). Green practices in the restaurant industry from 

an innovation adoption perspective: Evidence from Taiwan. Elsevier BV, 31(3), 703-711. 

https://doi.org/10.1016/j.ijhm.2011.09.006 

17. El-Gohary, H. (2012, October 1). Factors affecting E-Marketing adoption and implementation in 

tourism firms: An empirical investigation of Egyptian small tourism organisations. Elsevier BV, 33(5), 

1256-1269. https://doi.org/10.1016/j.tourman.2011.10.013 

18. Escobar‐Rodríguez, T., & Carvajal-Trujillo, E. (2014, August 1). Online purchasing tickets for low 

cost carriers: An application of the unified theory of acceptance and use of technology (UTAUT) 

model. Elsevier BV, 43, 70-88. https://doi.org/10.1016/j.tourman.2014.01.017 

19. Euromonitor. (2014, May 2). http://www.euromonitor.com/low-cost-carriers-exploring-new-

territories/report 

20. Fenech, T O., & O’Cass, A. (2001, November 1). Internet users’ adoption of Web retailing: user and 

product dimensions. Emerald Publishing Limited, 10(6), 361-381. 

https://doi.org/10.1108/eum0000000006207 

21. Filieri, R., & McLeay, F. (2013, March 25). E-WOM and Accommodation. SAGE Publishing, 53(1), 

44-57. https://doi.org/10.1177/0047287513481274 

22. Fornell, C., & Larcker, D F. (1981, August 1). Structural Equation Models with Unobservable 

Variables and Measurement Error: Algebra and Statistics. SAGE Publishing, 18(3), 382-382. 

https://doi.org/10.2307/3150980 

23. Godes, D., & Silva, J C. (2012, May 1). Sequential and Temporal Dynamics of Online Opinion. 

Institute for Operations Research and the Management Sciences, 31(3), 448-473. 

https://doi.org/10.1287/mksc.1110.0653 

24. Graham, A. (2013, June 1). Understanding the low cost carrier and airport relationship: A critical 

analysis of the salient issues. Elsevier BV, 36, 66-76. https://doi.org/10.1016/j.tourman.2012.11.011 

25. Gruen, T W., Osmonbekov, T D., & Czaplewski, A J. (2006, April 1). eWOM: The impact of 

customer-to-customer online know-how exchange on customer value and loyalty. Elsevier BV, 59(4), 

449-456. https://doi.org/10.1016/j.jbusres.2005.10.004 

26. Gruen, T W., Osmonbekov, T., & Czaplewski, A J. (2005, March 1). How e-communities extend the 

concept of exchange in marketing: An application of the motivation, opportunity, ability (MOA) 

theory. SAGE Publishing, 5(1), 33-49. https://doi.org/10.1177/1470593105049600 

27. Hays, S G., Page, S J., & Buhalis, D. (2013, April 1). Social media as a destination marketing tool: its 

use by national tourism organisations. Taylor & Francis, 16(3), 211-239. 

https://doi.org/10.1080/13683500.2012.662215 

28. Hennig‐Thurau, T., Gwinner, K P., Walsh, G., & Gremler, D D. (2004, February 1). Electronic word-

of-mouth via consumer-opinion platforms: What motivates consumers to articulate themselves on the 

Internet?. SAGE Publishing, 18(1), 38-52. https://doi.org/10.1002/dir.10073 

29. Hennig‐Thurau, T., Malthouse, E C., Friege, C., Gensler, S., Lobschat, L., Rangaswamy, A., & Skiera, 

B. (2010, August 1). The Impact of New Media on Customer Relationships. SAGE Publishing, 13(3), 

311-330. https://doi.org/10.1177/1094670510375460 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR240216857 Volume 6, Issue 2, March-April 2024 15 

 

30. Ho, C., & Lee, Y. (2007, December 1). The development of an e-travel service quality scale. Elsevier 

BV, 28(6), 1434-1449. https://doi.org/10.1016/j.tourman.2006.12.002 

31. Inversini, A., Marchiori, E., Dedekind, C., & Cantoni, L. (2010, January 1). Applying a Conceptual 

Framework to Analyze Online Reputation of Tourism Destinations. , 321-332. 

https://doi.org/10.1007/978-3-211-99407-8_27 

32. Johnson, G D., & Grier, S A. (2013, March 1). Understanding the influence of cross-cultural 

Consumer-to-Consumer Interaction on consumer service satisfaction. Elsevier BV, 66(3), 306-313. 

https://doi.org/10.1016/j.jbusres.2011.08.010 

33. Kang, M., & Schuett, M A. (2013, January 1). Determinants of Sharing Travel Experiences in Social 

Media. Taylor & Francis, 30(1-2), 93-107. https://doi.org/10.1080/10548408.2013.751237 

34. Keen, C., Wetzels, M., Ruyter, J D., & Feinberg, R A. (2004, July 1). E-tailers versus retailers. Elsevier 

BV, 57(7), 685-695. https://doi.org/10.1016/s0148-2963(02)00360-0 

35. Kim, A J., & Ko, E. (2012, October 1). Do social media marketing activities enhance customer equity? 

An empirical study of luxury fashion brand. Elsevier BV, 65(10), 1480-1486. 

https://doi.org/10.1016/j.jbusres.2011.10.014 

36. Klein, L R. (1998, March 1). Evaluating the Potential of Interactive Media through a New Lens: Search 

versus Experience Goods. Elsevier BV, 41(3), 195-203. https://doi.org/10.1016/s0148-

2963(97)00062-3 

37. Langdridge, D., Sheeran, P., & Connolly, K. (2007, July 25). Analyzing Additional Variables in the 

Theory of Reasoned Action. Wiley-Blackwell, 37(8), 1884-1913. https://doi.org/10.1111/j.1559-

1816.2007.00242.x 

38. Lee, M J., & Back, K. (2005, August 1). A review of economic value drivers in convention and meeting 

management research. Emerald Publishing Limited, 17(5), 409-420. 

https://doi.org/10.1108/09596110510604832 

39. Li, D C. (2011, August 12). Online social network acceptance: a social perspective. Emerald 

Publishing Limited, 21(5), 562-580. https://doi.org/10.1108/10662241111176371 

40. Liao, C., Chen, J., & Yen, D C. (2007, November 1). Theory of planning behavior (TPB) and customer 

satisfaction in the continued use of e-service: An integrated model. Elsevier BV, 23(6), 2804-2822. 

https://doi.org/10.1016/j.chb.2006.05.006 

41. Lin, H., & Huang, Y. (2015, October 1). Using analytic network process to measure the determinants 

of low cost carriers purchase intentions: A comparison of potential and current customers. Elsevier 

BV, 49, 9-16. https://doi.org/10.1016/j.jairtraman.2015.07.004 

42. Linz, M. (2012, July 1). Scenarios for the aviation industry: A Delphi-based analysis for 2025. Elsevier 

BV, 22, 28-35. https://doi.org/10.1016/j.jairtraman.2012.01.006 

43. Luo, Q., & Zhong, D. (2015, February 1). Using social network analysis to explain communication 

characteristics of travel-related electronic word-of-mouth on social networking sites. Elsevier BV, 46, 

274-282. https://doi.org/10.1016/j.tourman.2014.07.007 

44. MacKenzie, S B., & Podsakoff, P M. (2012, December 1). Common Method Bias in Marketing: 

Causes, Mechanisms, and Procedural Remedies. Elsevier BV, 88(4), 542-555. 

https://doi.org/10.1016/j.jretai.2012.08.001 

45. Mauri, A., & Minazzi, R. (2013, September 1). Web reviews influence on expectations and purchasing 

intentions of hotel potential customers. Elsevier BV, 34, 99-107. 

https://doi.org/10.1016/j.ijhm.2013.02.012 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR240216857 Volume 6, Issue 2, March-April 2024 16 

 

46. Mittal, V., & Kamakura, W A. (2001, February 1). Satisfaction, Repurchase Intent, and Repurchase 

Behavior: Investigating the Moderating Effect of Customer Characteristics. SAGE Publishing, 38(1), 

131-142. https://doi.org/10.1509/jmkr.38.1.131.18832 

47. Moe, W W., & Trusov, M. (2011, June 1). The Value of Social Dynamics in Online Product Ratings 

Forums. SAGE Publishing, 48(3), 444-456. https://doi.org/10.1509/jmkr.48.3.444 

48. Munar, A M., & Jacobsen, J K S. (2014, August 1). Motivations for sharing tourism experiences 

through social media. Elsevier BV, 43, 46-54. https://doi.org/10.1016/j.tourman.2014.01.012 

49. Pietro, L D., & Pantano, E. (2013, July 1). Social network influences on young tourists: An exploratory 

analysis of determinants of the purchasing intention. Journal of Direct, Data and Digital Marketing 

Practice, 15(1), 4-19. https://doi.org/10.1057/dddmp.2013.33 

50. Podsakoff, P M., MacKenzie, S B., Lee, J Y., & Podsakoff, N P. (2003, January 1). Common method 

biases in behavioral research: A critical review of the literature and recommended remedies.. American 

Psychological Association, 88(5), 879-903. https://doi.org/10.1037/0021-9010.88.5.879 

51. Qu, H., & Lee, H. (2011, December 1). Travelers’ social identification and membership behaviors in 

online travel community. Elsevier BV, 32(6), 1262-1270. 

https://doi.org/10.1016/j.tourman.2010.12.002 

52. Rey, B., Myro, R., & Galera, A. (2011, May 1). Effect of low-cost airlines on tourism in Spain. A 

dynamic panel data model. Elsevier BV, 17(3), 163-167. 

https://doi.org/10.1016/j.jairtraman.2010.12.004 

53. Roca, J C., Chiu, C., & Martínez, F J M. (2006, August 1). Understanding e-learning continuance 

intention: An extension of the Technology Acceptance Model. Elsevier BV, 64(8), 683-696. 

https://doi.org/10.1016/j.ijhcs.2006.01.003 

54. Sánchez‐García, I., & Pérez, R C. (2011, December 1). Effects of dissatisfaction in tourist services: 

The role of anger and regret. Elsevier BV, 32(6), 1397-1406. 

https://doi.org/10.1016/j.tourman.2011.01.016 

55. Sanz, C R R C., Blas, S S., Ortega, B H., & Brethouwer, M. (2013, March 1). Key drivers of consumer 

purchase of airline tickets: A cross-cultural analysis. Elsevier BV, 27, 11-14. 

https://doi.org/10.1016/j.jairtraman.2012.10.010 

56. Sheppard, B H., Hartwick, J., & Warshaw, P R. (1988, December 1). The Theory of Reasoned Action: 

A Meta-Analysis of Past Research with Recommendations for Modifications and Future Research. 

Oxford University Press, 15(3), 325-325. https://doi.org/10.1086/209170 

57. Söderlund, M., & Rosengren, S. (2007, March 1). Receiving word-of-mouth from the service 

customer: An emotion-based effectiveness assessment. Elsevier BV, 14(2), 123-136. 

https://doi.org/10.1016/j.jretconser.2006.10.001 

58. Steenkamp, J E., & Geyskens, I. (2006, July 1). How Country Characteristics Affect the Perceived 

Value of Web Sites. SAGE Publishing, 70(3), 136-150. https://doi.org/10.1509/jmkg.70.3.136 

59. Taegoo, K., Kim, W G., & Kim, H B. (2009, February 1). The effects of perceived justice on recovery 

satisfaction, trust, word-of-mouth, and revisit intention in upscale hotels. Elsevier BV, 30(1), 51-62. 

https://doi.org/10.1016/j.tourman.2008.04.003 

60. Tham, A., Croy, G., & Mair, J. (2013, January 1). Social Media in Destination Choice: Distinctive 

Electronic Word-of-Mouth Dimensions. Taylor & Francis, 30(1-2), 144-155. 

https://doi.org/10.1080/10548408.2013.751272 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR240216857 Volume 6, Issue 2, March-April 2024 17 

 

61. Verhagen, T., Nauta, A., & Feldberg, F. (2013, July 1). Negative online word-of-mouth: Behavioral 

indicator or emotional release?. Elsevier BV, 29(4), 1430-1440. 

https://doi.org/10.1016/j.chb.2013.01.043 

62. Vermeulen, I., & Seegers, D. (2009, February 1). Tried and tested: The impact of online hotel reviews 

on consumer consideration. Elsevier BV, 30(1), 123-127. 

https://doi.org/10.1016/j.tourman.2008.04.008 

63. Wang, T., Yeh, R K., Chen, C., & Tsydypov, Z. (2016, November 1). What drives electronic word-

of-mouth on social networking sites? Perspectives of social capital and self-determination. Telematics 

and Informatics, 33(4), 1034-1047. https://doi.org/10.1016/j.tele.2016.03.005 

64. Xiang, Z., & Gretzel, U. (2010, April 1). Role of social media in online travel information search. 

Elsevier BV, 31(2), 179-188. https://doi.org/10.1016/j.tourman.2009.02.016 

65. Zhang, Z., Ye, Q., Law, R., & Li, Y. (2010, December 1). The impact of e-word-of-mouth on the 

online popularity of restaurants: A comparison of consumer reviews and editor reviews. Elsevier BV, 

29(4), 694-700. https://doi.org/10.1016/j.ijhm.2010.02.002 

https://www.ijfmr.com/

