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Abstract:

The notion of word of mouth communications has received considerable
attention from both academics and practitioners for many decades. This
was mainly due to the fact that it has been recognized as a powerful
marketing communication medium, and as it 1s considered a reliable,
trustworthy, and credible source of information. In the same vein, the
snowballing use of web-mediated communications has amplified the
impact that word mouth has on information adoption and purchase
decisions. In view of this, the primary aim of this research has been
directed towards the investigation of the effect of word of mouth and its
dimensions, argument quality, valence, volume, and type of word of mouth
on hotels' booking decisions. For that, a sample of 370 Algerian tourists
from the east of the country was targeted through a questionnaire. As to the
findings, there was a significant influence of the argument quality, word of
mouth valence, volume, and electronic word of mouth on the hotel's
booking decision. Likewise, there were no significant differences in the
influence of word of mouth on booking decisions depending on gender,
age, and tourists' past experiences. We also found that there was a
significant difference in the influence of word of mouth on hotel's booking

decisions with regards to the educational level of the respondents.

The study was terminated with some recommendations concerning this
topic, and finally, we conclude with some suggestions for future research

on the word-of-mouth effect.

Keywords: word of mouth, argument quality, valence, volume, electronic

word of mouth, booking decision, hotel's services
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' David Stokes and Wendy Lomax (2002), "Taking control of word of mouth marketing: the case
of an entrepreneurial hotelier", journal of small business and enterprise development, vol 9,
number 4, pp. 349-357.

* Litvin, S. W et al, (2008), "Electronic word-of-mouth in hospitality and tourism management",
Tourism Management, 29(3), 458-468
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" Francis Buttle (1998), "word of mouth: understanding and managing referral marketing",
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Decision-making in Healthcare Market, International journal of business and management
invention, 2(5), 55-64.

* brown and Reingen (1987), "Social Ties and Word-of-Mouth Referral Behavior", Journal of
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Whyte, Jr., The Web of Word of Mouth, Fortune magazine, 1954.
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Berlin, 2009.
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"'N. Albarq (2014), "Measuring the Impacts of Online Word-of-Mouth on Tourists’ Attitude and
Intentions to Visit Jordan: An Empirical Study", International Business Research, Vol. 7,
No. 1, pp 14-22.

2 Wirtz and Chew (2002),"The effects of incentives, deal proneness, satisfaction and tie strength
on word-of-mouth behaviour", International journal of service industry management, 13(2),
ppl41-162.

3 Bickart, B., & Schindler, R. M. (2001), "Internet forums as influential sources of consumer
information", Journal of Interactive Marketing, 15(3), pp31-40.
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Featherman and Pavlou (2003), "Predicting e-services adoption: a perceived risk facets
perspective", International Journal of Human-Computer Studies, vol 59 , pp 451-474

* Garbarino and Strahilevitz (2004), "Gender differences in the perceived risk of buying online

and the effects of receiving a site recommendation”, Journal of Business Research, vol 57,
pp768-775

Locander and Hermann (1979), " The Effect of Self-Confidence and Anxiety on Information
Seeking in Consumer Risk Reduction", Journal of Marketing Research, Vol. 16, No. 2 , pp.
268-274
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test of the information exchange hypothesis", Journal of Experimental Social Psychology,
Volume 3, Issue 1, January 1967, Pages 75-84

? Robert C. Brooks (1957), "Word-of-Mouth" Advertising in Selling New Products", Journal of
Marketing, Vol. 22, No. 2, pp. 154-161

* Neuner et al (2005), " Compulsive buying in maturing consumer societies: An empirical re-
inquiry", Journal of Economic Psychology, vol 26, pp 509-522
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Effects of Advertising on Brand Choice Decisions", Marketing Science 27(3), pp. 334-355
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' Cheung et al (2008), " The impact of electronic word-of-mouth The adoption of online opinions
in online customer communities", Internet Research, Vol. 18 No. 3, pp. 229-247

? George Silverman, The secrets of word-of mouth marketing: how to trigger exponential
sales through runaway word of mouth, Amacom, New York, 2001.
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Growth, Brand Strategy (198), pp. 45-47
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Marketing Journal, Vol.18, pp.145-150
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> Ennew et al., (2000), "Managing Word of Mouth Communication: Empirical Evidence from
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23, No. 4, pp. 448-472

So-Hyun Lee et al (2013)" A mixed methods approach to electronic word-of-mouth in the
open-market context", International Journal of Information Management, vol.33, pp 687—
696

59



Glaie Gada agin Lad 2LV LSl Al 4y 5SNV) Gluagilly oY) daay Gladl 138

o dabs dgag S sl dusuge dedd (mie Jpa el dualgilly Jelal
AliS e ol 638 (pana g JISE) Bae AT A g yIIY A8 glaiall S o 43l) 3 5LEY) s Laa g
¢(zapak.com :Jis) 4d8lall claiia ¢(xanga.com :JEall daw Je) gl S g : Jia
Amazon.com; ) Axidh aull adlse ((Epinions.com) eY¥) as Al s

facebook.com; ) elia¥) Jeualgll adlgay  JLAY) a8l ¢(ebay.com...
aa8nil) cleadl) (a.L\S:L\ Aalaial) Sl Lay.a;} sl cﬁ\}d\ v ) Adls) 41(twi‘[‘[el‘_c()1n

gt G (tripadvisor.com; Booking.fr; Travigo.com... ) die dpabudl Cilea sl

Oobiiay Aaddl) apiiy Ladiall ladally Gl Lo JS Jss 4y #lay) duajd 3Ll 5,851 038
peny bl J8 Lo Alaje 8 5508 Lpeal b adlsall oda oiad LS e apad gued
iy L Wle daidl oda e saalsiad)l colagilly calideilli cellginall dauilly culasladll
) atiy aapeS llgiil
A g ySIV g Aaisl) A8 ghaial) AaSh (AN 1 ALY ullaal)
Ciliats 5yl 360 Win g8 ¢Ayig pSIVI 48 ghaial) A aladi o) ¢ Lail) dapdal il
Cabidal (5 kit GUAl cClsall o aanll 3 dpaglil) A8 ghaid) AW ks e g8 B
LBl il Al o ggdall 138 g bty ) Cilsal
LS A g A Y]
Gob o LAY e S ST aay JLaY) Al Ay SV A ghaiall AN
el Jilas P G ol 4n) leas etV PA o Sy Loe ST Lslagladl Lyl

L pdgl) LY 3l en (Hung & Li) iy dus Flilgd) Jie 4l

! Cheung and Lee, 2012, What drives consumers to spread electronic word of mouth in online
consumer-opinion platforms, Decision Support Systems, Vol 53, pp 218-225

? Subramani, M. R., & Rajagopalan, B. (2003), " Knowledge-sharing and influence in online
social networks via viral marketing", Communications of the ACM, 46(12), 300-307

60



55 lasteall Jalil) Bl sy Conans Alaiy) Agyhall oda o Aig SN 48 shaiall
ek VA G laladyl saie Slesles Jali ) canidl sBasY) G caalany)
shidl LN 4y i A aalsl) i) s o) ) ladll e dADle
Oexdinsall CSa Cuipi¥ alle 8 jseendly Gpaaluall (o 3l AS LAy 4 yiSIY)
S Ala) Al daaliY) sl o saalgially 5 laslad) ) Jseasl
ey Al clageaall of aaall 138 Gen (Subramani & Rajagopalan) casay «<lly
Glaaiall & 5 cpsliall A0l saaliall Juail) Ciles paes ) Al Jlayy 2yl
G ALy o) v Johud) sgall @b dge s e Ja b sl Y Al
Ols A Al o3 i san Lo 3 J<y A leas Aagleall L vie ol caals Al
Oasa a8 c(pma () (o L daglaall o)y (e Jlally d3gald) 48 glaial) 4l JBU ey
e Amaly Aagd Caagin i A pSN) gl AN e lghasaa LY 13
Sl gadl e el S elp V) cediie
o= i) bl dage A ) Ll
Gaaal 53 e Lo Wle Ll iy Zagleall jacae g Alaall dayn b DAY )
A8 ghaial) ALN o 4 Gl Y laad clgade (e Aaglaall i A0S sae o pSall 558

Aramendia—) i mhll 13a ecad (ol e Al Gk e L hal A g ySTYY

" Hung & Li (2007), "The influence of eWOM on virtual consumer communities: Social capital,
consumer learning, and behavioral outcomes", Journal of advertising research, vol.47, No 4,
pp 485-495.
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(2014), Phd thesis, Clemson University, United States, Page 40.

? Ricci, Francesco, and Fabio Del Missier. Supporting travel decision making through
personalized recommendation.' Designing personalized user experiences in eCommerce.
Springer, Dordrecht, 2004. 231-251
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1 Decrop A, Snelders D. 2005. A grounded typology of vacation decision-making. Tourism
Management 26(2): 121-132
2 Anténia Correia, Metin Kozak, and Jodo Ferradeira, ‘Impact of Culture on Tourist
Decision-making Styles’, International Journal of Tourism Research, 13.5 (2011), 433-46.
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2 Lee, K. H., Packer, J., & Scott, N. (2015). Travel lifestyle preferences and destination activity
choices of Slow Food members and non-members. Tourism Management, 46, 1-10.
? Michael R. Solomon, Consumer Behavior Buying, Having, and Being, Op-cit, p 285.
* Schiffman & Wisenblit, op-cit, 114.
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' Gitelson, R., & Kerstetter, D. (1995). The influence of friends and relatives in travel decision-
making. Journal of Travel & Tourism Marketing, 3(3), 59-68.
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126



Masl Alla ol ellgiaal @byl Al e leadp calig 8 KA ALl ) of
a5 miladl Lllall dpnaca sl cdalpnd) sl o pasallS lggalsy (Al LA
Labudl claadd) Jlaa G Al LAY Jalya A Gl

Mas) Lleal 1kt il e dad) o and elile Lol Hlad) Z3lall (e WU
Oo i ) il sally seaiall lajlicl zilkaill sda e Baty Y ejaS Jhall )l
L) daglay Ls il cliiad) HLaeY] e 38V ae co bl dilany HLall L3S agh 4DIS
Ay satll Crsall e paed) (3 bapeas S LAl LA A5 ddee o aas okl 13 e
Al Clagleal) e Ganal) cdalally et 1 U abilly Cuat dauld Jale Gued ana
Jaie gl Loalls dlaall ani e 4y Lo ohplll Tuals dlall g pall i dalal
LN Mas) e of yiine (Correia) 4n) 53 Gl f8Y) & Ll e sl il Gaua
Pelpall as Lo s bl QLA 8 Lo dabe by dhaulal dabe DB e sl
alaally clplail) aalY Adlsd) alllaall & ki EOE) clledl & S Juadll
N dalal) Ao il lapdl) (e Szad Aape JS; Adlial)
A LAY MAS) 38 La Aa e 1 JgY) cullaal)

o ) Ausald) e Aabud) Gladll cpeca hal MA3) J8 L dlage 25 L Qe
Al Jilad) e desana o DA A3 (e Losale s cepill <y g 5 J8 4l
oLl ladads (g1 e By W losa IS s gy Aasipall Jalgalls Agasl) L) ey

Jas crfinlll e apsall (3 38Uy B8y (3008 ) 338l CDED (e Ae gana cDUasl
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America and Africa", International Journal of Culture, Tourism and Hospitality Research,
Vol. 2 Iss 4 pp. 330 - 373
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* Correia, A. and Crouch, G. (2004), “A study of tourist decision processes: Algarve, Portugal”,
in Crouch, G., Perdue, R., Timmermans, H. and Uysal, M. (Eds), Consumer Psychology of
Tourism, Hospitality and Leisure, Vol. 3, CABI Publishing, Wallingford. p121.

3 Frutos, S. M. M., Giones, F., & Miralles, F. (2014, June). Social Media engagement as an e-
commerce driver, a consumer behavior perspective. In 2014 9th Iberian Conference on
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2008, p. 721.

' Wayne D. Hoyer et al, Consumer Behavior, Sixth Edition, Cengage Learning, 2012, p186.

* Hawkins & Mothersbaugh, Consumer Behavior. Building Marketing Strategy, Eleventh ED.
McGraw-Hill Irwin, 2010, p. 500-501.
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' Michael R. Solomon, Consumer Behavior Buying, Having, and Being, Op-cit, p 340
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24(3), 503-523
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* Jeng & Fesenmaier (2002), "Conceptualizing the travel decision-making hierarchy: A review of
recent developments", Tourism analysis, 7(1), 15-32

? Philip L. Pearce, op-cit, p 27.
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! Fritsch, A., & Sigmund, H. (2016). Review platforms in hospitality. In: Roman Egger et al.,
Open tourism: Open innovation, crowdsourcing and co-creation challenging the tourism
industry, Springer, p 229-238
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https://www.tourism.gov.mv/dms/document/b2b714d0c0425d9c9a77bbae2575bf 1c.pdf
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! Hwang, J., Park, S., & Woo, M. (2018). Understanding user experiences of online travel review
websites for hotel booking behaviours: An investigation of a dual motivation theory. Asia
Pacific Journal of Tourism Research, 23(4), 359-372
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' Martin & Lueg, op-cit.
? Ladhari & Michaud (2015). eWOM effects on hotel booking intentions, attitudes, trust, and
website perceptions. International Journal of Hospitality Management, 46, 36-45.
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