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[bookmark: _Toc228894741]Abstract
This study seeks to analyse the nature of electronic word-of-mouth (eWOM) in the tourism industry, its operational mechanisms, its impact on the process by which consumers make their decisions at various stages of the tourism journey and how tourism businesses strategically use eWOM to influence consumer perceptions, trust and purchase intentions. With the increased role of digital platforms in tourism, the dynamics of these platforms are of critical importance to the academic and managerial setting of tourism. Towards this end, a literature review was carried out in a systematic manner reviewing 50 peer-reviewed articles retrieved on Scopus and Google Scholar. The chosen articles were analysed and synthesised with the help of a thematic analysis methodology as guided by the main theoretical approaches such as the Information Adoption Model, Elaboration Likelihood Model, Trust Theory, and Uncertainty Reduction Theory.
The results indicate that eWOM is a multi-dimensional phenomenon. It is first created based on the experiential, emotional and motivational reactions of tourists and propagated quickly through online platforms mediated by social and algorithmic forces. Second, its impact on decision-making is different at different points of the travel journey: it is a source of cognitive information in the pre-travel stage, a trust-building and risk-reducing mechanism during the decision stage, and a feedback mechanism that shapes post-travel behaviour and future eWOM generation. Third, tourism organisations are increasingly adopting eWOM as a strategic approach to business by addressing the quality of content, their credibility through influencers and verified reviews, and using eWOM as an instrument to the business and in decision making. Nonetheless, the results also show that not all companies have organised strategies to fully take advantage of the strategic opportunities provided by eWOM.
The research has also made a contribution to the theory; it has integrated various theories and provided a comprehensive view of eWOM in tourism and it has also highlighted the necessity to consider technological and social dynamics. In practice, it implies that tourism companies need to be more systematic, proactive when it comes to eWOM strategies in order to become more competitive, build trust and influence consumer behaviour in more digital and information-saturated environments.
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Chapter 1: Introduction
1.1 [bookmark: _Toc228894745]Research Background and Problem Context
Electronic word-of-mouth (eWOM) has become a core source of information in tourism and has influenced how travellers make judgments and choices of destinations, accommodation, and experiences in a multi-platform digital environment that extends beyond traditional review websites to include online travel agencies, social media platforms, and visually oriented digital media. The nature of tourism products makes them highly intangible with no ability to assess before consumption, which exacerbates perceived risk and information asymmetry in the traveller; consequently, online reviews and peer generated information are widely used as a means of supporting decision making and reducing uncertainty in the traveller (Dinh et al., 2025).
[image: Figure 1]
[bookmark: _Toc228893852]Figure 1 eWOM in Tourism Sector (Chen, 2024)
In this regard, eWOM has emerged as a determinant factor in shaping the tourist behaviour due to the fact that eWOM offers experiential knowledge of the previous consumer, which potential traveller uses to assess the quality of the services offered, their credibility, and the attractiveness of the destination, before making purchase decisions. The general agreement among empirical studies is that eWOM has an influence on travel decisions in a mediated process in which perceived usefulness and credibility of reviews mediate their impact on travel decisions (Ke et al., 2025).
Nevertheless, despite the commonly accepted significance of eWOM in tourism decision making, the empirical data is still rather scattered and uncongruent. The meta-analysis which synthesised 64 empirical studies found that the constructs related to trust including trust in eWOM, eWOM adoption and perceived usefulness have the strongest relationship with booking intention, although the strength of these associations varies significantly across different platforms and geographical research settings (Ke et al., 2025). In a similar manner, bibliometric research shows that the body of the eWOM tourism literature has grown exponentially but has become increasingly fragmented with studies focusing on various thematic clusters including destination evaluation, behavioural intention, credibility, and platform specific characteristics (Dinh et al., 2025). Consequently, the current literature contains useful information but does not provide integrative synthesis that could provide explanations of how various informational cues and contextual conditions influence tourist reactions to eWOM within the broader context of the digital ecosystem.
Another area of controversy regards the role of review valence. Some articles indicate that a negativity bias exists, i.e. that negative reviews have a more significant impact on consumer decision making than positive ones, especially in high-risk decision making such as accommodation booking, where travellers are trying to avoid potential losses (El-Said, 2020). Other researchers refute this supposition by showing that very positive reviews can also lead to scepticism among users, because overly positive or exaggerated ratings can result in the perceived authenticity and consequently their persuasive power (Roman, Riquelme and Iacobucci, 2024). These conflicting results underline the fact that the influences of eWOM are contingent upon contextual moderators like traveller involvement, perceived risk, specific behavioural outcome being measured, including intention, choice, or post exposure evaluation.
The other incomplete discussion revolves around the relative significance of the heuristic cues and diagnostic information in online reviews. Heuristic cues including star ratings, the number of reviews, and popularity indicators can present easily digestible information that can guide travellers in time constrained decision making. On the other hand, when travellers seek to reduce uncertainty and get more careful with the quality of their arguments and evidence experiences, diagnostic information such as detailed narratives, quality of their arguments, and experience of evidence may have a more prominent role (Almutairi, 2024). There is also a difference in the empirical studies on whether review length is informational or not, where some scholars argue that the length of the review is informational or not whereas others argue that review length is irrelevant when one considers credibility cues or even platform validation strategies.
The development of digital tourism ecosystem has only complicated the reliability and interpretation of eWOM. Recent technological changes, especially the growing use of artificial intelligence in the planning and creation of online reviews, have changed how online reviews are produced and distributed. Although a large percentage of the consumers are ready to employ AI assisted tools to plan their travel and younger travellers increasingly rely on algorithmically mediated sources of information (Booking.com, 2023; Topham, 2025), the credibility of eWOM has become more controversial with the spread of the fake or manipulated reviews and the appearance of the AI generated review content. Large volumes of suspicious or AI generated reviews have been reported by major tourism platforms, which raises concerns about the authenticity of information and can change the ways travellers interpret online review signals (Tripadvisor, 2025; Tuomi et al., 2025).
Therefore, despite the fact that eWOM still has significant influence on the process of making tourist decisions, the circumstances in which it can influence the decision-making process have remained contentious. The empirical evidence on cross platform consultation behaviour among travellers, along with differences in platform environments, informational cues, review valence and perceptions of authenticity have resulted in divergent empirical findings (Paget, 2024). Within such a fast-changing digital environment that is characterised by a falling trust and an increasing reliance on algorithms, a systematic review is needed to synthesise the available empirical evidence, reconcile conflicting findings, and provide a better understanding of how eWOM currently influences the decision-making process of tourists.
[bookmark: _Toc228894746]1.2 Aim of the Study
The objective of the study is to conduct a systematic literature review on the development of electronic word-of-mouth (eWOM) in the tourism sector and to discuss its effects on the decision-making process of the tourists.
[bookmark: _Toc228894747]1.3 Research Question
· How is electronic word-of-mouth (eWOM) generated and circulated within the tourism industry across digital platforms?
· What impact does electronic word-of-mouth (eWOM) have on tourists’ decision-making processes before, during, and after travel consumption?
· How do tourism businesses strategically utilise electronic word-of-mouth (eWOM) to influence consumer perceptions, trust, and purchase intentions?
[bookmark: _Toc228894748]1.4 Research Objectives
· To examine the processes through which electronic word-of-mouth (eWOM) is generated and circulated within the tourism industry across digital platforms.
· To analyse the influence of electronic word-of-mouth (eWOM) on tourists’ decision-making processes at different stages of the travel journey.
· To investigate how tourism businesses strategically leverage electronic word-of-mouth (eWOM) to shape consumer perceptions and influence purchase intentions.
[bookmark: _Toc228894749]1.5 Rationale and Significance of the Study
The rapid growth of online platforms and the growing level of dependence on electronic word-of-mouth have radically changed the way tourists consider, select, and experience travel products and as a result, eWOM has become a key determinant of competitive advantage in the tourism sector (Paget, 2024). Although there is a lot of research done on the topic, the available results are scattered and even conflicting, which restricts their theoretical consistency and practical use. This research study is therefore significant as it is a systematic review of the recent empirical studies to help them see the role of eWOM in tourist decision making and suitability of the existing theoretical frameworks to explain the current trends (Ke et al., 2025). The study is timely, as it addresses the current issues such as the use of information on various platforms and AI-mediated content, which is useful not only to academics but also to practitioners who need to have conceptual clarity and those who need to develop credible and effective eWOM strategies (Topham, 2025).
Because the research about electronic word-of-mouth (eWOM) in tourism is quite fragmented, interdisciplinary, and even contradictory, a systematic review approach is especially fitting. Before the inception of the current period of the internet, traditional narrative reviews used a more subjective approach in identifying, selecting, and synthesising studies, which is less transparent, replicable, and structured (Dinh et al., 2025). This method allows consolidating dispersed empirical data, facilitating cross platform and context cross comparison and facilitating the creation of more robust theoretical and practical conclusions about the role of eWOM in tourist decision making.
[bookmark: _Toc228894750]1.6 Outline of the Dissertation
The chapter 1 presented the research background, research problem, objectives, research questions, and overall significance of studying the development of the electronic word of the mouth (eWOM) and its effects on the tourist decision making.
In order to develop the theoretical and conceptual basis of the study, Chapter 2 has reviewed and critically analysed existing academic literature concerning electronic word of mouth, digital tourism platforms, and tourist decision making.
The methodology approach taken in the research was explained in chapter 3, including systematic review design, search strategy, inclusion and exclusion criteria, data extraction process, and ethical considerations.
The results of the chosen studies were presented and thematically synthesised in chapter 4 chapter and discussed in terms of their implications on the existing literature on eWOM and tourist decision making.
Chapter 5 gave a summary of the most important findings of the study, the theoretical and practical implications, the limitations, and recommendations of the future research work.


[bookmark: _Toc228894751]Chapter 2: Literature Review
[bookmark: _Toc228894752]2.1 Introduction
This chapter reviews the existing literature on electronic word-of-mouth (eWOM) in the tourism industry, focusing on its generation, circulation, and influence on tourist decision making across digital platforms. It examines key theoretical frameworks that explain eWOM adoption, processing, and trust formation, as well as empirical studies on traveller motivations, platform dynamics, and business strategies. The chapter identifies areas of agreement and disagreement in the literature, highlights emerging challenges such as AI-generated content and platform credibility, and outlines research gaps that justify the need for a systematic review to synthesise current findings and provide a coherent understanding of eWOM’s role in contemporary tourism.
[bookmark: _Toc228894753]2.2 Definition of the Key Concepts
[bookmark: _Toc228894754]2.2.1 Electronic Word-of-Mouth (eWOM)
Electronic word-of-mouth refers to any positive or negative statement made by consumers about products, services, or organisations that is shared through internet-based platforms and is accessible to a wide audience (Harris and Prideaux, 2017). In the tourism context, eWOM typically appears in the form of online reviews, ratings, comments, blogs, and social media posts where travellers share their experiences with destinations, hotels, restaurants, or travel services. These user-generated communications play a crucial role in reducing information asymmetry and shaping travel-related perceptions and behaviours (Reyes-Menendez et al., 2020; Malik and Gautam, 2024).
[bookmark: _Toc228894755]2.2.2 Tourist Decision-Making
Tourist decision-making refers to the cognitive and behavioural process through which travellers search for information, evaluate alternatives, and ultimately select tourism products or destinations. This process often involves several stages, including information search, evaluation of options, booking intention, and post-purchase evaluation. In digital environments, eWOM significantly influences these stages by providing experiential information from previous travellers that can shape trust, perceived value, and travel intentions (Abubakar, 2016; Sousa and Fortes, 2023).
[bookmark: _Toc228894756]2.2.3 Digital Tourism Platforms
Digital tourism platforms are online environments where tourism-related information is created, shared, and accessed by travellers and businesses. These platforms include review websites, online travel agencies, social media networks, and other digital channels that facilitate interaction between consumers and tourism service providers. They function as key ecosystems for the generation and circulation of eWOM, enabling tourists to exchange experiences and influencing travel planning and booking behaviour (Li and Liu, 2023; Dinh et al., 2025).
[bookmark: _Toc228894757]2.2.4 Consumer Perceptions
Consumer perceptions are subjective interpretations and judgments travellers make about tourism products or destinations, based on the information available to them. Within the framework of eWOM, judgments are informed by the believability, usefulness, and authenticity of online reviews and ratings, which shape the attitudes, trust and perceived risk of travelers when making their travel choices (Ke et al., 2025; Almutairi, 2024).
[bookmark: _Toc228894758]2.2.5 Purchase Intention
Purchase intention refers to the probability that a consumer will select or book a specific tourism product, which can be a destination, a hotel or a travel service. The eWOM has been extensively acknowledged in tourism research as an important factor to determine booking intention because travellers tend to base their final travel decision on the experience and evaluation of other consumers (El-Said, 2020; Pham et al., 2025).


[bookmark: _Toc228894759]2.3 Theoretical Framework
The impact of electronic word-of-mouth (eWOM) on the decision making of tourists requires a multidisciplinary theoretical approach as the adoption of online information involves cognitive evaluation, persuasion processes, the formation of trust, and reduction of uncertainty. 
[bookmark: _Toc228894760]2.3.1 The Information Adoption Model (IAM)
[image: Information adoption model. | Download Scientific Diagram]
[bookmark: _Toc228893853]Figure 2 The Information Adoption Model (Sussman and Siegal, 2003)
The Information Adoption Model (IAM) offers a valuable conceptual basis on which the way people judge and adopt online information is understood. It is suggested that people choose to accept and utilise information mainly on perceived information quality, source credibility and perceived usefulness. This framework is especially applicable in the context of tourism since travellers usually give online reviews when direct product evaluation cannot be finalised prior to consumption. Intangible products Travel services (accommodation, destinations or tourism experiences) are intangible products that have high perceived risk levels; consequently, prospective tourists rely heavily on information provided by other travellers to determine the reliability and value of tourism products. 
[bookmark: _Toc228894761]2.3.2 The Elaboration Likelihood Model (ELM)
[image: The Elaboration Likelihood Model of Persuasion Explained]
[bookmark: _Toc228893854]Figure 3 Elaboration Likelihood Model (Petty and Cacioppo, 1986)
As a complement to IAM, the Elaboration Likelihood Model (ELM) describes individual processes of considering persuasive information based on two cognitive routes: the central route and the peripheral route. This theory also claims that people use central processing when they critically assess the content and arguments of information, and peripheral processing when people rely on simple cues or heuristics like popularity indicators, star ratings or the number of reviews (Petty and Cacioppo, 1986). Empirical studies are supportive of this point of view, demonstrating that both diagnostic cues (detailed narratives and arguments) and heuristic cues (ratings and popularity concepts) can influence the perceptions and behavioural intentions in tourists based on the conditions of a situation (Almutairi, 2024; Zheng, Wang and Mao, 2025). This dual-processing approach thus assists in understanding why empirical evidence of the effects of eWOM differs across platforms and research situations.
[bookmark: _Toc228894762]2.3.3 Trust Theory
[image: Examining the Effects of eWOM, Trust Inclination, and Information Adoption  on Purchase Intentions in an Accelerated Digital Marketing Context]
[bookmark: _Toc228893855]Figure 4 Trust Theory (Mayer, Davis and Schoorman, 1995)
Another important theoretical approach towards determining the efficacy of eWOM in the tourism industry is the Trust Theory. Trust has been extensively identified as a component of online consumer behaviour since digital platforms tend to lack face-to-face interaction and real-life validation of products (Mayer, Davis and Schoorman, 1995). To illustrate, empirical studies have shown that eWOM can reinforce destination trust as well as have a strong impact on travel intention when travellers believe that the reviews are genuine and credible (Abubakar, 2016). On the same note, research indicates that the trust associated with online reviews mediates the relationship between eWOM characteristics and tourism-related behavioural outcomes such as booking intention and destination choice (Sousa and Fortes, 2023; Pham et al., 2025). In this regard, trust is a major psychological process by which eWOM is able to affect tourist behaviour within digital tourism sites.
[bookmark: _Toc228894763]2.4 Generation and Circulation of Electronic Word-of-Mouth in Digital Tourism Platforms
[image: The conceptualization of electronic Word-of-Mouth (EWOM) and company  practices to monitor, encourage, and commit to EWOM - a service industry  perspective | Semantic Scholar]
[bookmark: _Toc228893856]Figure 5 Electronic Word of Mouth (Malik and Gautam, 2024)
Electronic word-of-mouth (eWOM) has become a focal point where travellers exchange experiences and influence each other in their decision making in the tourism industry. In contrast to the old-fashioned word-of-mouth, eWOM is fast, ubiquitous, and indelible, as it appears across online review platforms, social media, and even digital travel agencies, which allows user-generated content to reach high numbers of people and directly influence travel planning and booking behaviour (Malik and Gautam, 2024; Reyes-Menendez et al., 2020). There is a general consensus among scholars that eWOM decreases information asymmetry in tourism, where products are intangible and cannot be fully evaluated before consumption, and provides travellers with information about the quality of the services, the attributes of the destination, and the perceived risks (Harris and Prideaux, 2017; Abubakar, 2016).
Functional and psychological motivation are the major factors that lead to the creation of eWOM. Empirical research indicates that tourists tend to create reviews when experiences have a strong emotional reaction, like satisfaction, delight, or frustration, and when travellers perceive the experiences as unique or meaningful (Lam et al., 2025; Hoang et al., 2022). Also, there are the motivations to guide other travellers, to be socially recognised, or to enhance their social identity within the digital communities (Li and Liu, 2023). These results indicate that eWOM production is not simply informational but relational and identity-oriented and reflects the need to inform others as well as the desire to engage in online social networks.
The circulation of eWOM is highly mediated through digital tourism platforms, which mediate, filter, and present content created by users. Online review sites and booking portals, as well as on social media networks, serve as channels that dictate which reviews are visible and influential based on algorithmic ranking, indicators of popularity, and measures of user engagement (Zheng, Wang and Mao, 2025; Dinh et al., 2025). It is also enhanced by the presence of multi-modal content including text, ratings, images, and videos which further increase the spread of eWOM and the development of attitudes towards places and services by tourists (Reyes-Menendez et al., 2020).
Although these points of consensus exist, significant points of disagreement are evident in the literature. To begin with, there is no consensus between scholars regarding which motives (informational motives (helping other travellers) or social and emotional motives (self-expression, social recognition)) are the dominant drivers of eWOM generation (Malik and Gautam, 2024; Li and Liu, 2023). Second, it is controversial whether platforms have an influence: some studies focus on the role of traditional platforms of review and booking as they are integrated with purchase decisions (Almutairi, 2024), whereas other studies stress on the growing role of social media in the motivation to travel and destination image (Dinh et al., 2025). Third, the impact of eWOM content characteristics, including valence, length and extremity, are inconsistent across studies, with some showing evidence of the negativity bias whilst others provide evidence of extreme positivity can trigger scepticism (Román, Riquelme and Iacobucci, 2024; El-Said, 2020).
Overall, although the literature confirms that eWOM is in the centre of the tourism information exchange and it shapes the process of decision-making by travellers, it also reveals a high level of fragmentation, inconsistencies and emerging issues. The existence of disagreements on motivation drivers, platform influence, content features, and technological mediation, coupled with unexplored areas such as cross-platform circulation, and generational differences all demonstrate why there is a need to have a systematic review. To develop a coherent explanation of how eWOM is created and disseminated within the fast-changing digital tourism ecosystem, such a review is necessary to unify existing empirical evidence, overcome contradictions, and have a coherent understanding of how eWOM is created and spread within the rapidly changing digital tourism ecosystem.
[bookmark: _Toc228894764]2.5 Impact of Electronic Word-of-Mouth on Tourist Decision-Making Across the Travel Journey
Electronic word-of-mouth (eWOM) has been highly recognised as a vital element that affects tourist decision making at all the stages of the travelling process, including pre-travel planning, on-site experience evaluation, and post-travel behaviour. Most of the tourism products are intangible and high-involvement, and thus the travellers have to rely on the peer-generated online information to reduce uncertainty and evaluate the option (Harris and Prideaux, 2017; Malik and Gautam, 2024). eWOM facilitates the sharing of reviews, ratings, and an experience on digital platforms, which consequently influence perceptions of destinations, services and overall travel value (Reyes-Menendez et al., 2020; Rahman and Mia, 2025). Such information not only assists in initial decision making, but also plays a part in the wider tourism information ecosystem, which impact future choice of the traveller.
Empirical studies indicate that during the pre-travel phase, most travellers seek online reviews as much as possible to make comparisons on destinations, accommodation, and tourism services before making bookings. Research findings always indicate that the perceived credibility, usefulness, and authenticity of eWOM have a strong impact on the trust that tourists have in destinations and their intentions to book the destinations (Abubakar, 2016; Sousa and Fortes, 2023). The meta-analytic results further suggest that the constructs related to trust, such as perceived usefulness and eWOM adoption, mediate the relationships between online reviews and booking intention, with platform type and regional setting modulating these effects (Ke et al., 2025). It is also observed that eWOM plays a role in destination image development, observed quality judgments, which are critical in stimulating the desire to travel in risk-sensitive tourism scenarios (Tan, 2023; Goyal and Taneja, 2023).
eWOM still plays a role in the decision-making of tourists at the consumption stage where mobile technologies and location-based platforms enable travellers to gain access to real-time reviews and recommendations. It is empirically proven that on-site eWOM influences the decision to go to restaurants, attractions, and services that positively affect satisfaction levels, as well as perceived value of the travel experience (Hoang et al., 2022; Royali et al., 2025). Favourable reviews in this phase can enhance confidence and make one to consider travelling to the destination, or rather change the destination or service options. These dynamic underlines the perpetual role of eWOM beyond the pre-travel decision making, and implies that digital reviews influence behaviour and perceptions in the situational context.
Generation of eWOM, even after travelling, has been found to influence the tourism ecosystem, such as revisit intention, loyalty, and recommendations. Research shows that satisfied travellers often make positive reviews, which in turn influence the decision of future travellers (Lam et al., 2025; Pham et al., 2025). This feedback loop shows that eWOM not only informs consumer behaviour but also plays a part in co-creating destination reputation and service evaluation across the digital environment (Reyes-Menendez et al., 2020; Rahman and Mia, 2025).
Although there is this general agreement, there are still a number of disagreements as to the effects of eWOM. One of the biggest controversies is the issue of the valence of the reviews: some studies show that there is indeed a negativity bias in a review, and that negative reviews have a stronger impact on the decisions of the tourists, due to its perceived riskiness (El-Said, 2020); other studies, however, indicate that highly positive or extreme reviews may also affect perceptions, though excessive positivity can also result in a decrease in credibility and persuasive power (Román, Riquelme and Iacobucci, 2024). The relative effectiveness of heuristic versus diagnostic cues is another point of contention, some evidence indicating that star rating and number of reviews are used to guide quick decision making by high-involvement tourists (Almutairi, 2024), but detailed, argument-rich reviews are considered more important to high-involvement tourists (Zheng, Wang and Mao, 2025). Moreover, the presence of the technological advances like AI-generated reviews introduces the uncertainties related to the authenticity of the eWOM, challenging the traditional beliefs about the reliability of the reviews and the trust that the consumers place in the reviews (Tuomi et al., 2025).
The combination of these disagreements, with the fragmentary nature of the existing studies across platforms, contexts, and stages of the travel journey. Although individual studies contribute to formulating valuable insights, the difference in platform influence, review valence, and informational cues, and the new issues of AI-mediated content, results in inconsistent empirical results which restrict generalisability. This makes a systematic review necessary so as to consolidate on the available evidence, clarify the contradicting results and to provide a detailed understanding of how eWOM can influence the decision making of tourists before, during and after consumption of travelling services.
[bookmark: _Toc228894765]2.6 Strategic Utilisation of eWOM by Tourism Businesses
The electronic word-of-mouth (eWOM) has increasingly become a key element in the perception of consumers, creation of trust, and development of purchasing intentions (Tourism Business, 2010). Empirical research shows that eWOM is not only a mirror of consumer experience but also a marketing and reputation management tool that when strategically exploited by tourism providers can become a marketing and reputation management tool (Malik and Gautam, 2024; Reyes-Menendez et al., 2020). The tourism enterprises are able to interact with the eWOM in various ways such as actively encouraging the satisfied customers to leave a review, responding to online feedback, emphasising the positive testimonials, and using user-generated content in the promotional campaigns. These are aimed at increasing the perceived credibility and authenticity, which, according to research, are key determinants of consumer trust and booking behaviour in tourism (Abubakar, 2016; Pham et al., 2025).
An active approach to creating and increasing desirable eWOM by post-experience interaction is one of the common strategies. Research demonstrates that companies encourage satisfied travellers to make detailed reviews on sites like TripAdvisor, Google Reviews, and social media, and thus produce the positive consumer experiences to be more visible (Lam et al., 2025; Hoang et al., 2022). This not alone enhances the reputation of the destination or service but also builds on trust as potential tourists tend to look at the genuine peer experience when considering intangible travel products. Likewise, strategic response management, where businesses respond to reviews, handle complaints, or provide clarification of misinformation can improve the perceptions of integrity and credibility, reducing uncertainty among potential consumers and creating purchase intentions (Sousa and Fortes, 2023; Royali et al., 2025).
Another way in which tourism businesses capitalise on the interaction between eWOM content and platform attributes to influence consumer behaviour is through the manipulation of the interaction between eWOM content and platform characteristics to affect consumer behaviour. Studies point at the fact that reviews which are promoted or ranked by the algorithm can disproportionately attract attention, i.e. the content that is carefully curated can have a stronger impact on tourist perception than isolated reviews (Zheng, Wang and Mao, 2025). Moreover, companies are starting to incorporate multimedia reviews, such as images and videos posted by tourists, into their marketing projects, thus, increasing the degree of realism in experience and perceived credibility (Reyes-Menendez et al., 2020). Cross-platform eWOM is particularly crucial in terms of the strategic utilisation in the present-day digital tourism ecosystem, where travellers tend to consult various sources when making choices (Dinh et al., 2025). This underscores the need to ensure a well-coordinated eWOM strategies across review sites, social media, and booking platforms to have the maximum visibility and influence.
On the whole, although it is evident that a variety of strategies is employed by the tourism businesses to use eWOM to shape consumer perceptions, build trust and generate purchase intentions, the literature is highly fragmented and inconsistent. The success of such strategies seems to depend on a number of factors, such as the valence of the review, the type of content, the characteristics of the platform, as well as the emergent AI-mediated dynamics. Most empirical studies tend to focus on specific platforms, destinations or particular aspects of eWOM which limits the generalisability of results on the broader tourism ecosystem (Ke et al., 2025; Lam et al., 2025). Hence there is an acute need to have a systematic review which can incorporate these different findings, reconcile the conflicting evidence, and identify patterns and moderators which explain when and how tourism business organisations can best harness the eWOM to shape consumer behaviour. The proposed synthesis would offer both theoretical enlightenment and practical advice on how to strategically manage eWOM in an even more complicated digital tourism context.
[bookmark: _Toc228894766]2.7 Research Gap
Although there is a lot of literature on the electronic word-of-mouth (eWOM) in tourism, there are still a lot of gaps that can be used to justify the need to have a systematic review. Although the research confirms that eWOM is a key factor in the decision-making process in the travel sector, there is a gap in understanding the mechanisms through which it is generated and distributed to a variety of digital platforms, especially in terms of cross-platform interactions, multi-modal content, and algorithmic influences (Lam et al., 2025; Li and Liu, 2023; Zheng, Wang and Mao, 2025; Dinh et al., 2025). In a similar way, eWOM is known to affect the tourist behaviour; however, its influence in various steps of the travel journey, such as initial inspiration and information search, booking and post-experience evaluation, has not been fully explored, with some studies showing inconsistent results on the roles of review valence, content characteristics, and heuristic versus diagnostic cues (Ke et al., 2025; Román, Riquelme and Iacobucci, 2024; Almutairi, 2024). Moreover, the existing body of research on the strategic utilisation of eWOM by tourism business to influence consumer perceptions and purchase intentions is limited, especially in the context of the emerging challenges, such as AI-generated content and decreased trust in online reviews (Reyes-Menendez et al., 2020; Pham et al., 2025; Tuomi et al., 2025). These gaps suggest a disjointed evidence base with unresolved contradictions, which highlights the need to have a systematic review to integrate the existing findings, clarify how eWOM is generated and circulated, assess its impact on the decision-making process of tourists, and how businesses can effectively harness eWOM within the dynamic digital tourism ecosystem.


[bookmark: _Toc228894767]Chapter 3: Research Methodology
[bookmark: _Toc228894768]3.1 Introduction
Research methodology is a systematic framework of methods and procedures used to identify, select and analyse information in order to address a research problem in a rigorous and transparent way (Owens, 2021; Brignardello-Petersen, Santesso and Guyatt, 2024). It can be used in the context of a systematic review to ensure that the process of identifying, evaluating, and synthesising existing studies is carried out in a structured, reproducible, and unbiased manner, which enhances the reliability and validity of findings (Wormald and Evans, 2017). This chapter is aimed at outlining and justifying the methodological approach that is adopted to study the development of electronic word-of-mouth (eWOM) and its influence on the decision-making process of tourists. It defines the research design and outlines the methods used to collect, select and analyse pertinent literature.
[bookmark: _Toc228894769]3.1 Research Design
This research project follows a qualitative research design where a systematic literature review is conducted with the aim of exploring the evolution of electronic word-of-mouth (eWOM) and its effect on tourist decision making. A systematic review is a structured and transparent approach that identifies, evaluates, and synthesises existing research to provide comprehensive and reliable insights into a given topic (Brignardello-Petersen, Santesso and Guyatt, 2024; Wormald and Evans, 2017).
The positivist-oriented pragmatist approach guides the research and promotes objectivity, transparency, and replicability in conducting the review. The systematic approach ensures that selection and analysis of studies are carried out based on predefined criteria, eliminating bias and increasing the credibility of the findings (Owens, 2021). The methodological rigour is further enhanced by using an established reporting framework, like PRISMA, which facilitates consistency and clarity in documenting the review process (Page et al., 2021).
To analyse the patterns, themes, and relationships within the chosen studies, a qualitative synthesis is used to allow a deep understanding of the way eWOM can influence tourist behaviour. The design is suitable because it allows the incorporation of various empirical evidence and theoretical approaches in the literature on tourism and digital marketing.
[bookmark: _Toc228894770]3.2 Systematic Review Protocol
This study aims to complete a systematic literature review on how electronic word-of-mouth (eWOM) is developed in the tourism industry and to understand its implications on the decision-making process of tourists. To do this, it is necessary to have a structured and transparent review process to ensure credibility, replicability, and comprehensiveness of the findings (Brignardello-Petersen, Santesso and Guyatt, 2024).
The study follows the PRISMA (Preferred Reporting Items to Systematic Reviews and Meta-Analyses) framework in order to conduct the review process. PRISMA offers a standardised methodology to identify, screen, and select pertinent studies, thus increasing methodological rigour and transparency (Page et al., 2021). It makes sure that every step of the review process, starting with the initial search of the databases and ending with the final inclusion of the results, is properly documented and justified, minimising the risk of bias and enhancing the dependability of the synthesis. To guarantee relevance and quality, there were certain inclusion and exclusion criteria that were developed before the literature search.
[bookmark: _Toc228893861]Table 1 Inclusion and Exclusion Criteria
	Criteria
	Inclusion Criteria
	Exclusion Criteria

	Topic Relevance
	Studies focusing on eWOM in tourism and its impact on tourist decision making
	Studies unrelated to tourism or not addressing eWOM

	Publication Type
	Peer-reviewed articles
	Non-peer-reviewed and gray literature

	Timeframe
	Studies published within 2015-2026
	Studies published outside this period

	Language
	Articles published in English
	Non-English publications

	Methodology
	Empirical and theoretical studies relevant to eWOM
	Studies lacking clear methodology or insufficient data

	Accessibility
	Full-text available
	Abstract-only or inaccessible full-text studies


[bookmark: _Toc228894771]3.3 Data Sources and Search Strategy
[bookmark: _Toc228894772]3.3.1 Selection of Databases
Scopus and Google Scholar were used as literature search tools in order to have an all-inclusive coverage of the relevant studies. Scopus was chosen because it indexes many high-quality, peer-reviewed journals in lots of different disciplines, which facilitates systematic and structured searching. Google Scholar was added to extend the search to additional academic materials and grey literature and minimise the risk of not finding any relevant studies (Bramer et al., 2018; Kolaski, Logan and Ioannidis, 2023).
[bookmark: _Toc228894773]3.3.2 Search Keywords and Strings
The search term was created in an organised approach in order to be comprehensive and relevant to the research aims. Initially, key concepts were identified from the research questions: electronic word-of-mouth (eWOM), tourism, and tourist decision making. Existing literature was then reviewed to compile synonyms, variations and related concepts of each concept, to capture the entire range of relevant studies (Bramer et al., 2018; Kolaski, Logan and Ioannidis, 2023). The last search query in Scopus was:
TITLE-ABS-KEY (("electronic word of mouth" OR "e-word of mouth" OR ewom OR "online word of mouth" OR "internet word of mouth" OR "digital word of mouth" OR "online reviews" OR "user-generated content") AND ("touris*" OR "travel*" OR "hospitality" OR "hotel*" OR "destination*" OR "trip*" OR "vacation*") AND ("decision making" OR "decision-making" OR "purchase decision*" OR "booking decision*" OR "consumer behavio*r" OR "customer behavio*r" OR "purchase intention*" OR "behavio*r intention*" OR "consumer perception*" OR trust OR "satisfaction"))
This string was put on the Scopus database using the field TITLE-ABS-KEY which searches terms in the title, abstract, and keywords of the articles. It used Boolean operators (OR, AND) and truncation symbols (*), to include synonyms and variations, maximise coverage, and reduce chances of omitting relevant literature (Bramer et al., 2018; Randles and Finnegan, 2023). This strategy helped to ensure that all the studies that were relevant to eWOM in tourism and its effect on tourist decision making processes were captured to be screened and included.
[bookmark: _Toc228894774]3.4 Study Selection Process
In selecting studies, a systematic approach was applied to make sure that only relevant and high-quality studies were included in the systematic review, guided by the PRISMA framework (Page et al., 2021).
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[bookmark: _Toc228893857]Figure 6 Study Selection Process by PRISMA framework (Page et al., 2021)
In Scopus, the search string was used to identify 1,879 studies initially. To guarantee the relevance and quality of the material, filters were used, such as the publication year between 2021 and 2025, document type limited to journal articles, and language to English. Once these filters were used, the number of studies was reduced to 896, which were further considered. The rest 36 studies were found in Google Scholar, making it a cumulative total of 932 studies. After removing 12 duplicate records, 920 unique articles were further screened against the predefined inclusion and exclusion criteria. This procedure led to the number of 134 articles being chosen to undergo the full-text evaluation. Among them, 17 articles were not available, and 117 studies underwent a thorough evaluation of relevance and the quality of the methods used. After careful consideration, 50 studies were identified as being appropriate to include in the systematic review, which gives the evidence base to analyse eWOM and how it influences the process of tourist decision making. To sum up, the PRISMA flow diagram successfully visualise the study selection process and illustrate the number of studies at each stage of screening and inclusion (Page et al., 2021).
[bookmark: _Toc228894775]3.5 Data Extraction
Data were extracted within the framework of a structured system to promote consistency and accuracy in the extraction of relevant information in the selected studies (Buechter et al. 2023; Schmidt et al. 2023). A data extraction form had been created and tested to systematically capture key variables in each study to enable an organised comparison and synthesis. The variables obtained were the author(s) and year of publication, study location, research method, sample characteristics, key findings in relation to electronic word-of-mouth (eWOM), and its influence on tourist decision-making. These variables were selected to give a full view of the contexts of the studies, methodologies employed and effects of eWOM observed on tourist behaviour, which enables thematic analysis and narrative synthesis. All the data extracted were stored in a centralised database to ensure accessibility, traceability and easy analysis. The data were tabularised and thus it was possible to sort, compare and cross-reference the studies. Such a systematic data extraction and organisation guaranteed transparency, reproducibility, and reliability in data extraction and organisation, supporting a strong synthesis and evidence-based conclusions (Buechter et al., 2023; Schmidt et al., 2023).
[bookmark: _Toc228894776]3.6 Quality Assessment
Quality of the studies included has been checked in order to ascertain the credibility, reliability and relevance of the evidence used in this review. This appraisal was carried out based on the Critical Appraisal Skills Programme (CASP) tool, which offers a structured set of criteria on which the study design, methodological rigour, data analysis, and the clarity of findings can be evaluated (Long, French and Brooks, 2020). All the studies were evaluated by some key requirements, such as the clarity of research goals, the appropriateness of research methods, the transparency of data collection and analysis, and the validity of conclusions (Appendix 1). Moreover, a risk of bias evaluation was conducted to determine the possible sources of systematic error such as selection bias, reporting bias, and publication bias. Such studies that have an ambiguous approach, have small samples, or lack data transparency are carefully considered to determine their impact on the overall results (Kolaski, Logan and Ioannidis, 2023). Reliability and validity were achieved through use of consistent appraisal criteria in all the studies, cross-checking of extracted data and recording of decisions to be included or excluded. This procedure increases the levels of trust in the synthesised results and makes sure that the conclusions drawn based on the review are based on high-quality and trustworthy evidence (Long, French and Brooks, 2020; Brignardello-Petersen, Santesso and Guyatt, 2024).
[bookmark: _Toc228894777]3.7 Data Analysis and Synthesis
The qualitative thematic approach was used to synthesise the data across the identified studies (Randles and Finnegan, 2023). To begin with, a coding procedure was utilised to methodically determine patterns, recurring ideas, and key points as they relate to eWOM and tourist decision-making. The codes were then grouped into more general themes, including the types of eWOM platforms, factors influencing consumer trust, and behavioural consequences of online reviews (Appendix 2). It used a narrative synthesis to integrate and summarise the results across studies, highlighting similarities, differences, and emerging trends in the literature (Buechter et al., 2023). It was also carried out through a comparative study to investigate differences depending on the location of the study, the methodology employed and the characteristics of the sample used to provide a subtle insight into the influence of eWOM on tourist behaviour in various settings. Through this method, a holistic interpretation and evidence-based conclusions can be drawn about the effects of eWOM on tourist choices.
[bookmark: _Toc228894778]3.8 Ethical Considerations
Ethical considerations in research are the principles and practices that guarantee the integrity, honesty and responsibility of the researcher during the study (Suri, 2020). Ethical behavior was observed in the scope of this systematic review as the use of the secondary material was carried out carefully and transparently. All forms of information were duly credited and proper citation and reference was used throughout to avoid plagiarism and proper credit was given to original authors of information (Grigis et al., 2025). The review was also written in compliance with the scholarly requirements as it included proper bibliographic information and also observed the conventional rules of referencing. Also, data management procedures were provided to guarantee transparency, reproducibility and traceability of information extracted. All these measures would help to maintain ethical standards and help to increase the credibility and reliability of the findings of the systematic review.
[bookmark: _Toc228894779]3.9 Limitations of the Methodology
Although this study has adhered to a rigorous systematic review approach, the study has a number of methodological limitations. The potential concern is publication bias, in which the results of the studies are those of significant or positive findings, which are more likely to be published, thus affecting overall conclusions (Owens, 2021). The limitation of databases is also a challenge since the search was limited to Scopus and Google Scholar, which may have excluded relevant research that is indexed in other databases or grey literature sources (Bramer et al., 2018). The limitation of language bias is also present since only English-language sources were used, which could exclude valuable research that has been conducted in other languages (Randles and Finnegan, 2023). Lastly, time constraints restricted the extent of the review, such as the number of years to be reviewed and the scope of full-text analysis, which could have an impact on the thoroughness of the study. These restrictions should be considered when interpreting the findings with caution and in order to provide future research directions.
[bookmark: _Toc228894780]3.10 Chapter Summary
This chapter described the research methodology used to develop a systematic review of the development of electronic word-of-mouth (eWOM) and its effect on tourist decision-making. It described the research design, the PRISMA-based review framework, search strategy, and database selection, as well as inclusion and exclusion criteria. To provide transparency and rigour, the study selection process, data extraction process, quality assessment, and thematic data analysis were described. Ethical issues such as appropriate citation and responsible use of secondary data were taken into consideration. Lastly, the methodological limitations, like publication bias, database and language limitations and time limitations, were recognised to place the findings of the study in context.


[bookmark: _Toc228894781]Chapter 4: Findings & Discussion
[bookmark: _Toc228894782]4.1 Introduction
This chapter presents the findings and discussion derived from the systematic review of 50 relevant academic articles examining the role of electronic word-of-mouth (eWOM) in the tourism industry. The chapter begins with a structured summary of the selected studies, followed by the identification of key themes aligned with the research questions. These themes are then explored through a narrative synthesis, integrating empirical and conceptual insights across the literature.
The discussion critically analyses how eWOM is generated and disseminated across digital platforms, its influence on tourists’ decision-making processes, and the ways in which tourism businesses strategically utilise eWOM to shape consumer perceptions, trust, and behavioural intentions. By synthesising findings across diverse methodological approaches and theoretical frameworks, this chapter provides a comprehensive understanding of the multidimensional impact of eWOM within contemporary tourism contexts.
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[bookmark: _Toc228894783]4.2 Summary of the Key Literature on Electronic Word-of-Mouth in Tourist Decision Making
[bookmark: _Toc228893862]Table 2 Key Characteristics of the Articles Chosen for the Systematic Review
	ID
	Author(s) & Year of Publication
	Industry
	Country
	Methods
	Findings (Aligned RQ)

	1
	Abubakar (2016)
	Medical tourism / destination marketing
	Cyprus
	Survey (n = 216 tourists); Regression analysis
	RQ2: eWOM increases destination trust and travel intention; trust mediates, gender moderates.

	2
	Almutairi (2024)
	Hospitality / hotels
	Saudi Arabia
	Survey (n = 400 respondents); Structural Equation Modelling (SEM); Descriptive statistics
	RQ2: eWOM shapes hotel booking intention through trust, review valence, and realism; volume is insignificant.

	3
	Berné Manero et al. (2023)
	Hospitality / hotels
	Italy
	Survey; SEM
	RQ3: eWOM supports managerial decisions, service innovation, and performance through intellectual capital.

	4
	Beyari and Garamoun (2024)
	Hospitality / hotels
	Saudi Arabia
	Survey; SEM
	RQ3: Strategic eWOM via social media and influencers improves brand quality and purchase intention.

	5
	Çelik and Aslan (2024)
	Destination marketing / social media (Instagram)
	Not specified
	Survey; SEM
	RQ2: eWOM affects visit intention through information adoption driven by argument quality and information need.

	6
	Chen (2025)
	Tourism decision-making / social media / digital consumer behaviour
	Global / conceptual
	Case analysis of TikTok, Instagram, Xiaohongshu, BeReal, Facebook and YouTube
	RQ1: eWOM spreads via algorithms, UGC, and viral sharing. RQ2: Social media shapes tourist decisions through passive exposure, emotions, herd behaviour, and instant booking. RQ3: Marketers can use emotional content, influencers, and targeting to drive demand.

	7
	Chen and Law (2016)
	Hospitality and tourism
	Global
	Literature review
	RQ1: eWOM spreads rapidly via social media, shaping reputation through positive and negative UGC.

	8
	El-Said (2020)
	Hospitality / hotels
	Not specified
	Survey (n = 432 customers with online booking experience); Quantitative analysis
	RQ2: eWOM affects booking intention asymmetrically; negative reviews matter more, moderated by brand image, price, and star rating.

	9
	Goyal and Taneja (2025)
	Wellness tourism / destination marketing
	Not specified
	Survey; Structural Equation Modelling (SEM)
	RQ2: eWOM shapes destination image, satisfaction, and post-travel eWOM; COVID-19 risk moderates effects.

	10
	Handyastuti et al. (2020)
	Destination marketing / tourism
	Indonesia
	Survey; Multiple linear regression
	RQ2: eWOM strongly influences travel decisions through message intensity and content; Instagram is most influential.

	11
	Harris and Prideaux (2017)
	Hospitality and tourism
	Global
	Conceptual (book chapter)
	RQ1: eWOM spreads through digital connectivity beyond traditional WOM. RQ2: It shapes behaviour through credibility, trust, and information quality.

	12
	Harun et al. (2023)
	Ecotourism
	Malaysia
	Conceptual (TPB)
	RQ2: eWOM influences destination choice through attitudes, subjective norms, and perceived behavioural control.

	13
	Hoang et al. (2022)
	Ecotourism / destination marketing
	Vietnam
	Conceptual / empirical discussion (sample not specified)
	RQ2: Positive eWOM strongly affects destination selection; credible experience-based reviews shape eco-tourism perceptions.

	14
	Huong and Hoan (2023)
	Destination marketing
	Vietnam
	Survey; SEM
	RQ2: eWOM influences tourist attitudes directly and indirectly through destination image.

	15
	Hussain et al. (2024a)
	Tourism marketing / social media / destination branding
	Arabian Gulf region
	Secondary data analysis using social media analytics tools (VidIQ, TubeBuddy, Social Blade)
	RQ2: Tourism YouTube content is positively linked to tourist arrivals and destination choice. RQ3: Creator traits support influencer and video marketing strategies.

	16
	Hussain, Wang and Li (2024b)
	Rural mountain tourism / sustainable tourism / social media
	Not specified
	Literature review; Survey analysis; Technology Acceptance Model (TAM); Statistical testing
	RQ2: Social media strongly influences rural mountain tourism decisions during COVID-19; perceived risk is strongest, with trust and value also important. RQ1: Community participation aids information sharing.

	17
	Jyoti et al. (2026)
	Tourism (cross-sector)
	India and Vietnam
	Survey; Factor analysis; SEM; t-tests
	RQ2: eWOM positively affects purchase intention, with cultural differences in quality, volume, and integrity perceptions.

	18
	Kilic et al. (2022)
	Tourism / hospitality / social media
	Zimbabwe (Victoria Falls case) / broader tourism context
	Handbook chapter; Literature-based review; Case illustration using user-generated content
	RQ1: Social media enables sharing of UGC, reviews, and travel experiences. RQ2: It strongly shapes planning, search, and destination choice. RQ3: Firms use it strategically to shape perceptions.

	19
	Lam et al. (2025)
	Hospitality / homestay tourism
	Vietnam
	Survey (n = 223 Gen Z tourists); PLS-SEM
	RQ1: eWOM arises from tourism experiences, satisfaction, and delight. RQ2: Sharing intention is driven by emotions and moderated by need for uniqueness.

	20
	Li and Liu (2023)
	Tourism platforms / social media
	China
	Survey (n = 552 tourism platform users); Structural Equation Modelling (SEM); System dynamics modelling
	RQ1: eWOM is driven by usefulness, social identity, participation, and tourism experience, encouraging content creation and sharing.

	21
	Litvin et al. (2018)
	Hospitality and tourism
	Global
	Conceptual / retrospective review
	RQ1: eWOM has become a dominant communication channel spread through digital and mobile platforms.

	22
	Malik and Gautam (2024)
	Tourism / destination marketing
	Not specified
	Survey (sample size not specified); PLS-SEM
	RQ2: eWOM influences destination choice through engagement, credibility, trustworthiness, and helpfulness; engagement is strongest.

	23
	Martins, Martins and Morais (2025)
	Destination marketing / social media tourism
	Cape Verde
	Survey (n = 259 intending visitors); Non-probability convenience sampling; Chi-square tests
	RQ2: Social media shapes tourist decisions and destination perceptions; platform use varies by age and education. RQ3: Marketers should tailor strategies by segment.

	24
	Meenakshy et al. (2024)
	Destination marketing
	India
	Survey; PCA; CFA; SEM
	RQ1: eWOM is shared through personal and public networks driven by destination experience and satisfaction.

	25
	Nanggong and Mohammad (2020)
	Cultural tourism
	Indonesia
	Survey; PLS-SEM
	RQ1: eWOM is generated from tourism experiences, influencing sharing behaviour and destination image.

	26
	Nguyen (2025)
	Ecotourism
	Vietnam
	Survey; PLS-SEM
	RQ2: eWOM adoption driven by information quantity and ranking influences purchase intention via attitudes and norms.

	27
	Nguyen and Nguyen (2024)
	Hospitality / OTA
	Vietnam
	Survey; EFA; CFA; SEM
	RQ2: eWOM improves destination image and travel intention, especially when supported by contextual cues (e.g. COVID-19).

	28
	Nguyen et al. (2025)
	Destination marketing / tourism
	Vietnam
	Survey; SEM (SMART-PLS)
	RQ2: eWOM shapes decisions through trust and perceived risk; higher trust lowers risk and increases travel intention.

	29
	Nilashi et al. (2022)
	Online travel platforms / social media
	Global
	Survey; Cluster analysis; SEM
	RQ2: eWOM affects tourism product acceptance via importance, interaction, and appraisal; strengthened by internet use and involvement.

	30
	Ouyang et al. (2017)
	Hospitality / travel accommodation
	China
	Survey (n = 525 consumers); Multiple regression analysis
	RQ2: eWOM influences revisit intention through engagement, perceived value, motivation, and satisfaction; trade-offs moderate effects.

	31
	Pham et al. (2025)
	Hospitality / tourism
	Vietnam
	Survey (n = 351 visitors); PLS-SEM (SmartPLS)
	RQ2: eWOM drives behaviour through cognitive, affective, and normative pathways.

	32
	Pourfakhimi et al. (2020)
	Hospitality and tourism
	Global
	Conceptual; Meta-synthesis
	RQ3: Influencers, verified reviews, and digital content enhance eWOM credibility and support sustainable tourism engagement.

	33
	Rahman and Mia (2025)
	Sustainable tourism
	Bangladesh
	Mixed-methods
	RQ3: Tourism firms use eWOM via social media and review platforms to shape behaviour and support sustainable marketing.

	34
	Reyes-Menendez et al. (2020)
	Hospitality and tourism
	Global
	Systematic literature review (n = 14 studies; Web of Science)
	RQ3: eWOM is used for service improvement in hotels but remains informal and unstructured.

	35
	Rogala and Wawak (2025)
	Hospitality / hotels
	Not specified
	Multiple case study; Interviews
	RQ2: eWOM helpfulness and booking intention depend on extreme reviews, consumer traits, and brand reputation; familiarity moderates effects.

	36
	Román et al. (2024)
	Hospitality / hotels
	Not specified
	Survey/experimental design (sample not specified)
	RQ2: eWOM influences destination choice via credibility, quality, and valence, mediated by trust and image; moderated by eco-consciousness and experience.

	37
	Royali et al. (2025)
	Ecotourism
	Not specified
	Conceptual study
	RQ1: eWOM is generated from perceived and actual quality, motivating tourists to share experiences online.

	38
	Sánchez-González and González-Fernández (2021)
	Hospitality / hotels
	Not specified
	Survey; Quantitative analysis
	RQ2: eWOM affects booking intention through trust, usefulness, and adoption; platform type and geography moderate effects.

	39
	Shen et al. (2025)
	Tourism and hospitality (cross-sector)
	Global
	Meta-analysis (n = 64 studies)
	RQ2: eWOM drives purchase intention via usefulness and information adoption based on credibility, argument quality, and emotion.

	40
	Song et al. (2021)
	Hospitality / social networking
	Malaysia
	Survey; SEM
	RQ2: eWOM (quality, quantity, credibility) builds destination trust, which mediates visit intention.

	41
	Sousa and Fortes (2023)
	Destination marketing / tourism
	Not specified
	Survey (sample not specified); PLS-SEM
	RQ2: eWOM (quality, quantity, credibility) builds destination trust, which mediates visit intention.

	42
	Sun et al. (2024)
	Hospitality / restaurants
	Not specified
	Survey; SEM
	RQ2: eWOM dispersion affects purchase intention via curiosity; moderated by content type and regulatory focus.

	43
	Tan (2023)
	Sustainable tourism / destination marketing
	Vietnam
	Survey (n = 197 tourists); CFA; SEM
	RQ2: eWOM drives green destination choice through destination image, attitudes, and subjective norms.

	44
	Tselempi et al. (2025)
	Destination marketing
	Greece and Denmark
	Survey of 147 young travellers; PLS-SEM
	RQ2: eWOM increases visit intention via information quality and source credibility, with limited cultural variation.

	45
	Tuomi et al. (2025)
	Hospitality / restaurants
	Global
	Online participants evaluating AI vs human reviews; Sample size: n = 800
	RQ2: AI-generated eWOM challenges trust and credibility; negative reviews are seen as more trustworthy and strongly influence decisions.

	46
	Vidosavljević and Đurić (2025)
	Destination marketing
	Serbia
	Survey; Regression analysis
	RQ2: eWOM shapes visit intention through trust and attitudes, with trust strengthening effects.

	47
	Vu Dinh et al. (2025)
	Destination marketing / tourism
	Global
	Bibliometric analysis (n = 109 studies); Mixed-methods (Biblioshiny, CiteSpace; PRISMA guidelines)
	RQ1: eWOM has evolved across digital platforms. RQ2: It shapes tourist behaviour and destination perception, including green and cross-cultural contexts.

	48
	Wang (2015)
	Destination marketing
	China
	Survey of 195 Chinese
	RQ2: eWOM influences behaviour via dual processing routes of argument quality and source credibility.

	49
	Widyastuti and Putri (2023)
	Destination marketing
	Indonesia
	Survey (n = 130); PLS-SEM
	RQ2: eWOM indirectly affects visit decisions through destination image as a mediator.

	50
	Zheng et al. (2025)
	Wine tourism / online reviews
	Global (TripAdvisor data)
	Secondary data analysis (n = 7,942 reviews); Web scraping; Regression analysis
	RQ1: eWOM dissemination is shaped by textual and identity cues; RQ2: complexity reduces effectiveness while peripheral cues increase endorsement.


 
[bookmark: _Toc228894784]4.3 Generation and Circulation of Electronic Word-of-Mouth (eWOM) Across Digital Platforms in the Tourism Industry (RQ1)
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[bookmark: _Toc228893858]Figure 7 Generation and Circulation of Electronic Word-of-Mouth in Tourism (Author)
[bookmark: _Toc228894785]Theme 1: eWOM Generation through Tourist Experience, Satisfaction, & Motivations
One of the common themes in the literature is that eWOM is more of a lived experience of tourists and the psychological/emotional reactions thereof. Such studies as Zheng et al. (2025), Meenakshy et al. (2024), Lam et al. (2025), Nanggong and Mohammad (2020), and Li and Liu (2023) all boil down to the concept that eWOM is not something that is randomly generated; it is a post-consumption behaviour built on the basis of experiential evaluation.
Primary triggers to content creation are tourist satisfaction and emotional outcomes, which includes delight, enjoyment, or disappointment. In particular, Lam et al. (2025) are keen to point out that not only satisfaction but also heightened emotional states (e.g., delight) are associated with an increased probability of tourists sharing their experience online. In a similar vein, Meenakshy et al. (2024) note the importance of emotional satisfaction as a key factor behind the eWOM generation, especially in both the personal (e.g., messaging apps) and the social (e.g., review platforms) digital spaces.
In addition to emotions, cognitive evaluations are of paramount importance as well. As shown by Sanchez-Gonzalez and Gonzalez-Fernandez (2021), both perceived and objective quality of services encourages tourists to take part in eWOM. The more the tourists perceive value or quality be it in the accommodation, service delivery or in the destination features, the more the tourists would be willing to share such perceptions with other people.
This explanation is further elaborated by motivational constructs. According to Li and Liu (2023), there are a number of intrinsic and extrinsic motivations to create eWOM, which include perceived usefulness, expressing social identity, and participating engagement. Tourists can be the creators of the content not only to inform others but also to establish their own presence in the digital communities. This is in line with the bigger picture that eWOM is informational as well as self-expressive.
Also, Zheng et al. (2025) introduce another variable cue of identity, where users who reveal more about their identity (e.g., profile transparency) are more likely to produce more engaging and credible content. This brings out the fact that not only what is experienced, but also who expresses it can be involved in eWOM generation.
Overall, eWOM creation in tourism is a multi-layered process that is motivated by both experiential, emotional, cognitive, and social motivations. All these factors make individual travelling experiences publicly manifested digital stories.
[bookmark: _Toc228894786]Theme 2: Digital Dissemination Mechanisms and Platform Evolution
The second significant theme is the distribution of eWOM in an ever-changing and increasingly complicated digital ecosystem. It is consistent in the literature that the pace, magnitude, and form of eWOM distribution have been completely remodeled by technological advancement and diversification of platforms.
According to Vu Dinh et al. (2025), the mechanisms of eWOM dissemination have significantly changed across the digital platforms, reflecting the transition of the simple web-based review to the active, interactive, and rich-with-media environments of the social media, travel apps, and video sharing platforms. The development has enhanced the scope and immediacy of eWOM, which allows sharing and global publicity in real time.
Previous background literature by Litvin et al. (2018) and Harris and Prideaux (2017) places eWOM in the context of the overall transformation of the system of communication. Litvin et al. (2018) define eWOM as the predominant communication process that is supported by electronic and mobile technologies and in which information disseminates quickly regardless of geographical distance. Harris and Prideaux (2017) introduce another concept of so-called electronic proximity where, despite geographical distinctions, the information spreads fast. This essentially differentiates eWOM and traditional word-of-mouth (WOM) which is limited by physical and social boundaries.
The social media sites are at the centre of this process of dissemination. Chen and Law (2016) focus on the fact that eWOM can spread very fast, and to do it, the system needs to allow user-generated content, i.e. reviews, ratings, blogs, and social posts. The interactive feature of such platforms such as likes, shares, comments, and reposts generates a multiplier effect, making individual opinions more visible.
Moreover, it is spread both on personal and social networks. According to Meenakshy et al. (2024), tourists share experience in closed groups (e.g., WhatsApp, Messenger) and on publicly available platforms (TripAdvisor, Instagram). This dual-channel distribution extends the range of influence, to both trusted contacts and anonymous audiences.
Notably, the eWOM circulation is also influenced by algorithmic systems, which are integrated into digital platforms. Though not always explicitly stated, the studies like Zheng et al. (2025) suggest that engagement metrics (likes, shares) have an impact on the content visibility, therefore, reinforcing some types of eWOM over others.
Broadly speaking, the process of eWOM dissemination in tourism is defined by fast, networked and technology driven that go far beyond the conventional interpersonal communication. Mobile technology, social media, and platform algorithms have integrated eWOM to become omnipresent and extremely powerful.


[bookmark: _Toc228894787]Theme 3: Content Characteristics, Social Influence, and Credibility in Circulation
The third theme is concerned with the qualitative nature of eWOM, i.e. how message characteristics, social cues and credibility considerations influence the circulation and effects of eWOM.
Zheng et al. (2025) give a subtle insight into the role of textual and peripheral cues in determining the effectiveness of eWOM. They discover that although textual richness and identity disclosure can have positive effects on engagement, overly complex content can have negative effects on message effectiveness. It implies that the absence of clarity and accessibility is the key to unsuccessful dissemination. Also, peripheral cues, including user profile, ratings, and visual cues, are heuristic indicators that determine user endorsement and sharing behaviour.
The elements of credibility and trust seem to be the key factors determining the impact of eWOM. Harris and Prideaux (2017) underline that perceived credibility, information quality and trustworthiness play a significant role in determining the extent of engagement of eWOM by consumers. In contrast to conventional marketing communications, eWOM is usually considered to be more authentic since it is created by other consumers, as opposed to organisations. But this perceived authenticity is dependent on the trustworthiness of the source.
Mechanisms of social influence further influence the circulation of eWOM. The availability of likes, comment and share acts as social proofs to attract more users to view and share content. This is in line with the results of Zheng et al. (2025) in which a higher level of engagement is linked to a higher level of visibility and endorsement.
Li and Liu (2023) contribute to this debate by emphasising the importance of the social identity and the community involvement. People tend to post and share more when they feel they are part of an online community or when they believe that they are gaining socially by participating. This means that the circulation of eWOM is not an informational one but a socially embedded circulation.
Also, the character of content, positive or negative makes a contribution to pattern of dissemination. According to Chen and Law (2016), positive and negative user-generated content helps to build the destination reputation, and it tends to be viral as people tend to notice it and share it with other people.
Lastly, there are new trends that are emerging (green eWOM and cross-cultural variations) and which are likely to affect the spread of eWOM. The messages related to sustainability, such as, are becoming popular and are based on more global issues.
In short, message design, credibility, social dynamics, and the contextual relevance are the main factors that influence the circulation of eWOM not only based on the technological infrastructure but also significantly determined by the message design, credibility, social dynamics, and contextual relevance. The combination of these factors predetermines what content is distributed and the process of making a purchase decision by the consumer.
In general, in the tourism sector, eWOM is created via a highly dynamic combination of experiential, emotional and motivational variables, and propagated through the rapidly changing digital platforms. Its circulation is also determined by the characteristics of content, credibility and mechanisms of social influence. These themes combined depict that eWOM is not a mere by-product of tourism experiences but a structured, dynamic and influential communication system within digital ecosystems.
[bookmark: _Toc228894788]4.4 The Influence of eWOM on Tourists’ Decision-Making Processes at Different Stages of the Travel Journey (RQ2)
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[bookmark: _Toc228893859]Figure 8 The Influence of eWOM on Tourists’ Decision-Making Processes (Author)
[bookmark: _Toc228894789]Theme 1: Cognitive–Informational Influence of eWOM in the Pre-Travel Stage
In the early phase of the travelling experience, eWOM mostly serves the role of information-processing system that influences the awareness, knowledge-system, and early-stage destination-evaluations of tourists. Cognitive appraisal is predominant in this stage as the tourists actively seek, interpret and evaluate online information and then form intentions.
One of the key trends throughout the literature is that the quality, amount, and structure of information play a critical role in determining whether eWOM will be adopted and influences the decision. These studies, including Nguyen and Nguyen (2024), Çelik and Aslan (2024), and Song et al. (2021) demonstrate that the quality of argumentation and the richness of information can improve perceived usefulness, which, in turn, leads to information adoption and, consequently, to decision-making. This corresponds with the dual-processing views (Wang, 2015), in which tourists consider both central (argument quality) and peripheral (source credibility) routes when assessing eWOM.
Notably, the amount of information and ranking systems also influence the initial perceptions. Large amounts of review and high-ranking positions make the product visible and perceived to be relevant, which directly affects the purchase intention and indirectly influences attitudes and subjective norms (Nguyen and Nguyen, 2024). On the same note, uncertainty and variability in eWOM information can provoke curiosity and exploration behaviour, which can result in more in-depth processing of information (Sun et al., 2024).
Establishment of destination image is another critical process at this stage which is a cognitive schema by which tourists process available information. In the case of eWOM, the results of studies, including Widyastuti and Putri (2023), Huong and Hoan (2023), and Nguyen et al. (2025), confirm that eWOM has a significant impact on destination image, which in turn mediate the relationship between information exposure and travel intention. This suggests that eWOM does not directly evoke decisions but rather, it operates through mental images of destinations.
Also, user characteristics (neediness of information and level of involvement) affect perceived usefulness and relevance (Çelik and Aslan, 2024; Ouyang et al., 2017). Greater involvement among the tourists increases the likelihood that they engage in information processing as well as basing decision support on eWOM.
Generally, eWOM at pre-travel stage is a knowledge building and perception shaping system where the characteristics of the information (quality, volume, credibility) cause cognitive judgments which ultimately lead to the formation of attitudes, norms and destination image that inform subsequent decisions.
[bookmark: _Toc228894790]Theme 2: Trust, Credibility, and Risk Reduction in the Decision and Booking Stage
With tourism shifting more towards actual decision-making and booking, eWOM ceases to be solely concerned with cognitive processing of information and shifts to the formation of trust and reduction of risk. At this point, tourists want some form of assurance and eWOM is an important tool of lessening the uncertainty surrounding intangible tourism products.
One of the key findings of the literature is that trust is a key mediating variable between eWOM and behavioural intention. Stable results on the effect of high-quality and credible eWOM on destination trust, and the associated high visit and booking intentions, are always consistent in studies like Sousa and Fortes (2023), Abubakar (2016), Royali et al. (2025), and Vidosavljević and Đurić (2025). This points out that information on its own cannot do anything, its impact requires that it is perceived to be reliable.
Very similar with trust is the notion of perceived reduction in risk. Nilashi et al. (2022) show that eWOM leads to a decrease in perceived risk especially in uncertain situations like crisis, which also increase travel intention. This supports the notion that eWOM is an alternative to first-hand experience in that it offers information that is socially validated.
But, credibility is not a universal aspect in all forms of eWOM. Making an important nuance, Tuomi et al. (2025) reveal that AI-generated reviews challenge perceptions of credibility, whereas negative ones are perceived as more trustworthy no matter their origin. This is in line with El-Said (2020), who determines that negative eWOM has a greater impact on the decisions made on booking than positive reviews, which have a disproportionately large effect.
Moreover, a review valence, realism, and helpfulness have a significant impact on the decision to make a booking. Almutairi (2024) emphasises that the effect of sheer volume is less significant than that of realism and trustworthiness of reviews, whereas Román et al. (2024) demonstrate that extreme reviews and perceived usefulness of reviews interact with consumer characteristics and brand reputation to shape the booking intention.
This is also the stage at which social and normative pressures are more eminent. EWOM has been shown to affect decision-making processes via cognitive (beliefs), affective (emotions), and normative (social pressure) processes, which is consistent with other behavioural theories like the Theory of Planned Behaviour. This can be further reinforced by channel engagement (Malik and Gautam, 2024), which implies that depending on the platforms that eWOM is consumed on can enhance its impact.
At a nutshell, at decision and booking stage, eWOM works as a credibility, valence, and perceived reliability building and risk-reducing mechanism, whereby credibility, valence, and perceived reliability determine whether tourists translate intention into actual booking.
[bookmark: _Toc228894791]Theme 3: Affective, Experiential, and Feedback Influence in the Post-Travel Stage
The eWOM influence on the decision-making process is not the end of the eWOM influence, as there are the experience evaluation, satisfaction, and behavioural feedback loops, which in turn feed back into the eWOM ecosystem.
One of the processes in this stage is the influence of such factors as satisfaction and perceived value on future behaviours. As demonstrated by Pham et al. (2025), eWOM indirectly affects revisit intention by engaging, creating perceived value, and being motivating. Likewise, Goyal and Taneja (2025) reveal that eWOM influences destination image, which in turn impacts on tourist satisfaction which then drives post-travel eWOM intentions. This shows that eWOM does not just impact decision-making but also is reinforced by the consequences of decision-making.
Post-travel is also typified with affective reactions, whereby the tourists assess their experiences on an emotional and cognitive level. These reviews determine whether or not they will participate in additional eWOM, including in writing reviews or sharing experiences. This forms a feedback process, and former consumers will be sources of information to potential tourists.
Also, the destination image and expectations developed during the pre-travel phase, are re-evaluated after the actual experience. When the expectations are matched with the reality, positive reinforcement will take place and this will lead to satisfaction and further involvement. Otherwise, negative eWOM can be created, which, according to the previous results, can have a disproportionately great impact on future tourists.
Social and contextual aspects are still involved in this phase. As an example, contextual risks (COVID-19) (Goyal and Taneja, 2025; Nguyen et al., 2025) and eco-consciousness (Royali et al., 2025) moderate the interpretation and sharing of experiences. This implies post-travel eWOM cannot be entirely experiential and needs to be influenced by slightly wider environmental and personal influences.
Furthermore, cultural differences and individual differences also play a role in the interpretation and creation of eWOM. Jyoti et al. (2026) outline that the cross-cultural differences observed in the perception of quality, volume and integrity of eWOM is context-dependent.
Finally, post-travel stage can be seen as a part of the eWOM cycle where the tourists shift their roles as the consumers of information towards the producers of the information. Their experiences also add to the continuous stream of eWOM which has an impact on future travellers and contributes to the digital information ecosystem.
[bookmark: _Toc228894792]4.5 Strategic Use of eWOM by Tourism Businesses to Influence Consumer Perceptions, Trust, and Purchase Intentions (RQ3)
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[bookmark: _Toc228893860]Figure 9 Strategic Use of eWOM by Tourism Businesses (Author)
[bookmark: _Toc228894793]Theme 1: Strategic Management of eWOM Content to Shape Consumer Perceptions
Tourism enterprises can strategically use eWOM by proactively affecting the quality, framing and visibility of user-generated content to influence how consumers perceive destinations, services and brands. Although a consumer is the source of eWOM, companies are coming into the limelight as an enabler and a curator of the eWOM.
One of the core strategies is to increase the quality, usefulness and realism of the content since they are the key factors in the adoption of eWOM and its effects on the perception. Studies have always demonstrated that high quality, detailed and experience-based reviews have a significant influence on destination image and destination attitudes. Expanding upon this Nguyen (2025) explicitly shows that a business can strategically capitalise on review credibility and content depth in order to positively influence attitudes and destination image, especially within a niche market segment, such as ecotourism.
In addition to excellence, companies also impact the amount and exposure of content. The review quantity can be encouraged by encouraging the customers to leave the reviews, either through the post-stay prompt, or through engagement strategies or integrating the platform. This is consistent with previous results that the amount of information and its ranking has a significant influence on perception and intention.
The other important mechanism is the strategic creation of destination image. Various researchers indicate that eWOM is a major input in the image formation that subsequently leads to behavioural outcomes. The businesses are thus trying to magnify the positive experiential stories (e.g., authenticity, sustainability, uniqueness) in line with their brand positioning. Beyari and Garamoun (2024) emphasise the fact that multi-channel eWOM strategies, in both social media and digital platforms, increase perceived brand quality, which reinforces the positive consumer perceptions.
Nevertheless, there is more to perception management than spreading positive material. Correspondingly, firms have to strategically manage negative eWOM, which has been found to have an impact on consumer judgement, which is disproportionately strong in comparison with other effects of eWOM. Reputational damage can be counteracted by some effective response strategies, including engaging in dialogue as soon as possible, service recovery, and transparency.
In general, tourism firms plan to use eWOM in a strategic way, through the management of content ecosystems, where the matching of quality, quantity, and narrative are managed to create a favourable destination image and consumer perception.
[bookmark: _Toc228894794]Theme 2: Building Trust through Structured and Authentic eWOM Strategies
The second important theme is the strategic application of eWOM to generate consumer trust, which is a key mediator of the perception-purchase intention relationship. Since tourism products are intangible and, therefore, uncertain, trust is needed to reduce uncertainty and eWOM is actively used by businesses as a trust-building tool.
Among the most critical strategies is the improvement of the credibility indicators in eWOM. According to Rahman and Mia (2025), the perceived credibility can be enhanced greatly when verified reviews, influencer endorsements, and authentic digital contents are used. The mechanisms assist consumers to differentiate between credible information and potentially misleading or low-quality information, which is all the more urgent in the context of the growing popularity of AI-generated reviews and fake content in the market.
One of the strongest strategic tools is the influencer marketing. Through the cooperation of credible influencers, tourism businesses will be able to increase the reach of eWOM without sacrificing credibility. As trusted mediators, influencers will integrate their personal experience and persuasive messages, which will further strengthen trust and engagement.
Also, companies use the functionality of the platform and the engagement strategy to build credibility. Social proof includes a high level of engagement (likes, comments, shares), which helps to increase the level of trust in the information provided. Further credibility is enhanced by ensuring that the message is consistent across the touchpoints, whether it is a review platform, social media or a travel app (Beyari and Garamoun, 2024).
Risk reduction is also strictly connected with trust-building. With clear, detailed and credible eWOM, businesses lower an apparent risk, especially when it comes to high-involvement choices like travel planning. Nguyen (2025) and previous research indicates that trust not only increases attitudes but directly causes behavioural intentions.
Nonetheless, although it is critical, the strategic management of trust by eWOM is not necessarily completely institutionalised. According to Rogala and Wawak (2025), most tourism businesses employ eWOM to improve their services, however, in many cases, it is informal and not structured, which poses a gap between potential and practice.
Overall, tourism businesses can strategically use eWOM to instill trust by increasing credibility, leveraging influencers, ensuring authenticity, and creating a consistent and multi-channel engagement, although the degree of strategic sophistication can differ among organisations.
[bookmark: _Toc228894795]Theme 3: Leveraging eWOM for Behavioural Influence and Purchase Intentions
The third theme relates to how tourism businesses can strategically leverage eWOM to have a direct impact on purchasing intentions and overall organisational performance, such as marketing performance and service innovation.
On the consumer level, eWOM is employed to influence booking, visit and purchase intentions by influencing key mediating variables that include trust, attitudes and destination image. The main point is that when eWOM is perceived to be useful, credible and relevant it results in increased levels of information adoption which in turn translate to behavioural intention. Strategic initiatives are then directed towards the optimal perceived usefulness and engagement by optimising content and managing platforms.
Reyes-Menendez et al. (2020) build upon this view by showing that tourism businesses strategically leverage eWOM as a key component of digital marketing ecosystems, especially through social media and review platforms, to affect consumer behaviour and support broader marketing goals, such as positioning as a sustainability-conscious business. This is an indication of the move towards considering eWOM as a passive response, and as a means of active marketing.
At higher level, eWOM is also used to make managerial decisions and innovations. As Berné Manero et al. (2023) emphasise, eWOM can serve as an important part of organisational intellectual capital, as it helps to obtain information about customer preferences, quality of the services, and emerging tendencies. This data can be analysed by businesses to deliver a better service, create new services, and increase the performance of the business.
Moreover, eWOM is also connected with the formation of the post-purchasing behaviour and the long-term involvement. It helps to generate repeat visitation and continued advocacy and creates a self-reinforcing loop of content and influence.
Strategically, this implies that tourism businesses are not only utilising eWOM to influence both immediate purchase decision-making but also to maintain a long-term relationship and competitive advantage. But the success of these strategies will be determined by how much business enterprises incorporate eWOM into their formal decision-making processes, a practice that as indicated earlier is still in the offing.
[bookmark: _Toc228894796]Discussions
The results of this study give a comprehensive understanding of how the electronic word-of-mouth (eWOM) functions in tourism context by combining the generation and circulation of this word-of-mouth, its impact on the entire travel decision-making process and how tourism businesses can use it strategically. Interpreting the results in terms of the Information Adoption Model (IAM), Elaboration Likelihood Model (ELM), Trust Theory, and Uncertainty Reduction Theory (URT), the findings do not only support the prior theoretical assumptions but also, reveal significant nuances and tensions that extend the theoretical frameworks further.
One significant finding is that eWOM has its theoretical basis in the experiential and emotional reactions of tourists which has become a post-consumption behaviour based on the levels of satisfaction, perceived quality and social motivation. This is very much in line with IAM which assumes that people are adopting information depending on the perceived usefulness and credibility. It is shown in the literature that tourists tend to be more inclined to rely on eWOM when it is perceived as informative, relevant and experience-based, which confirms previous results that perceived usefulness is a key determinant of information adoption (Reyes-Menendez et al., 2020; Ke et al., 2025). Yet, the results go beyond what IAM is about; the adoption of information is also affected by emotional and identity-related factors. As an example, tourists engage in and share eWOM as a way of reducing uncertainty and to express identity and social belonging, which may suggest that IAM underestimates the social and affective aspects of information use in tourist situations.
The spread of eWOM is another factor that makes the IAM perspective more complicated, emphasising the importance of digital platforms and algorithm systems. Although IAM presupposes that people assess information by considering its inherent properties, the results show that the visibility and reach are also defined by such engagement metrics as likes, shares, and rankings. This indicates that the issue of quality and credibility is not the sole factor influencing the adoption of information but also the exposure mediated by a platform, which contravenes the implicit assumption of the model that access to information is equal. In that regard, IAM is still applicable yet it needs to be extended to consider the structural impact of digital ecosystems.
The results also have a strong implication of the Elaboration Likelihood Model, especially on how tourists process eWOM differently in various situations. During the pre-travel phase, the tourists are involved in both central and peripheral processing as they evaluate the content of the detailed review and also use the information available as a heuristic clue (rating and volume of reviews). This is in line with the argument and cue-based persuasion distinction by ELM (Petty and Cacioppo, 1986). Empirical data also confirms the fact that the quality of arguments affects perceived usefulness, and peripheral signals like popularity and ranking have a role to play in terms of attitudes and intentions (Almutairi, 2024; Zheng et al., 2025).
Nevertheless, the results indicate that the relative significance of the given processing pathways depends on the context. To illustrate, tourists experiencing more risk or engagement will use more central processing, whereas in cases of information overload, peripheral cues are of greater influence to the tourists. This is in support of ELM but also highlights its dynamism in the digital tourism setting where the volume of information can often force the consumer to switch between information processing modes. Besides, the fact that the heuristic processing is disproportionately favored in the modern digital context implies that the peripheral cues might be exaggerated to a degree that is not anticipated by the ELM, raising the question whether the modern digital environment disproportionately encourages the use of heuristic processing.
The Trust Theory is highly justified at every phase of the travelling process. The results have been consistent with trust being a key mediator between eWOM characteristics and behavioural effects especially during the decision and booking phase. When they consider reviews to be credible and authentic, tourists are more likely to translate intentions into bookings in line with prior studies that identify trust as a key determinant of online consumer behaviour (Abubakar, 2016; Sousa and Fortes, 2023). In addition, strategic application of eWOM by tourism organisations is highly geared towards achieving trust by credibility indicators like verified reviews, influencer promotions, and open conversation.
However, the results also reveal the weaknesses in Trust Theory. The growing availability of AI-generated reviews, and manipulated content undergoes challenges to the position that eWOM can be trusted innately. According to Tuomi et al. (2025), consumers are increasingly becoming more sceptical especially where authenticity is in doubt. Moreover, the observation that negative (as opposed to positive) reviews are most frequently perceived as being more credible than their positive counterparts is indicative that the trust is not evenly distributed among the types of content but is instead dependent on perceived risk and bias. This suggests that Trust Theory might require more subtle conceptualisations of credibility, such as how scepticism and information asymmetry in online contexts relate to credibility.
Uncertainty Reduction Theory comes into the picture especially in the explanation of why tourists heavily depend on eWOM when making a decision. The intangible and experiential characteristics of tourism products are typified by high levels of uncertainty, and eWOM is one of the key mechanisms that help to reduce perceived risk. The results indicate that tourists are actively involved in information-seeking behaviour to minimise ambiguity by seeking multiple reviews, comparing information, and relying on credible sources (Berger and Calabrese, 1975).
Nevertheless, the results also indicate that, uncertainty is not necessarily decreasing when linearity is applied. Sometimes the uncertainty may be increased, instead of being decreased, by the presence of conflicting reviews, information overload, and doubts about authenticity. To illustrate, when eWOM is highly dispersed, this may prompt curiosity but will also introduce ambiguity, which will require further mental effort to process. It means that although URT can be used to explain the desire to find eWOM, it can be overly simplistic to explain the consequences of information search in the complex digital environment.
These theoretical views are further expanded by the strategic use of eWOM by tourism businesses. Companies proactively stimulate the creation of reviews, control the visibility of the content, and use the multi-channel platform to create a positive image of the product or service and influence the desire to buy. These practices are consistent with IAM and Trust Theory as they focus on the quality and credibility of information, as well as on ELM due to the use of both detailed information and heuristic information (ratings and influencer endorsements). Also, when the businesses supply the transparent and reliable information, they help in reducing the uncertainty, thus supporting URT.
Although such alignments are made, the results show that there is a gap between the potential and practical implementation in theory. The eWOM is often informally and reactively managed by many tourism businesses, without formalised strategies that can be used to maximise the advantages of the eWOM. This implies that as much as current theories explain the manner in which eWOM can affect consumers, they have little to say about how companies can manage eWOM in a systematic way as a strategic resource. Moreover, the two-sided nature of eWOM, as an authenticity-controlling dichotomy, introduces naturally existing tensions between authenticity and control, which cannot be fully resolved under the existing theoretical frameworks.
One more valuable input of the results is the discovery of eWOM as a self-reinforcing system, which is cyclical. During the post-travel phase, tourists create new eWOM, which is based on their experiences and which impacts future travellers. The scope of this feedback loop is beyond the scope of IAM, ELM, Trust Theory, and URT, which primarily focus on the processes at the individual level, rather than on system-level processes. Consequently, there is a need to have more integrative models that reflect the dynamic and interactive nature of eWOM in digital tourism ecosystems.
Finally, the results support the applicability of IAM, ELM, Trust Theory, and URT in explaining the impact of eWOM on tourist behaviour and also sheds light on crucial limitations and areas of expansion. eWOM is not merely an informational phenomenon but a technologically mediated phenomenon that is socially embedded and strategically managed. It has a multi-dimensional influence, which transforms throughout the travel experience as well as influenced by consumer behaviour and organisational practices. Future studies ought hence shift towards more holistic models that incorporate the aspects of cognitive, social, technological and strategic aspects of eWOM that will be more reflective of the complexities of the contemporary tourism landscapes.


[bookmark: _Toc228894797]Chapter 5: Conclusion and Findings
[bookmark: _Toc228894798]5.1 Overview
This study set out to research how electronic word-of-mouth (eWOM) is generated and distributed within the tourism industry, the impact it has on consumer perceptions, trust and purchase intentions, and how tourism businesses strategically use eWOM to shape consumer perceptions, trust and purchase intentions. Using a systematic review of 50 articles, the results are a complex and integrated conceptualisation of eWOM as a dynamic multi-dimensional phenomenon that is embedded within digital tourism ecosystems.
[bookmark: _Toc228894799]5.2 Summary of Key Findings
The initial important finding is that eWOM is more of a consumer generated and experience-based phenomenon, a byproduct of emotional, cognitive and social responses of tourists to their traveling experiences. Satisfaction, perceived quality, emotional involvement, and expression of identity are some of the factors that motivate tourists to create and share eWOM. This further proves that eWOM is not incidental but it is based on post-consumption-evaluation and social interaction. Meanwhile, its circulation is not entirely organic. Digital platforms, features of social media, and algorithm systems are critical determinants of what is visible and spreads eWOM, making some types of content more visible and spreadable through engagement metrics like likes, shares, and rankings. This points out that eWOM functions under a hybrid system, that incorporates consumer agency and technological mediation.
The second important discovery is associated with the stage-specific effect of eWOM on the decision-making of tourists. The findings reveal that eWOM has various functions throughout the travel process. During the pre-travel stage it acts as a source of cognitive information, which in the case of the destination image enables awareness, attitudes, and the destination image to be formed through the quality, credibility, and usefulness of the information. During decision and booking stage, eWOM is a trust formation mechanism and risk alleviation where credibility and authenticity are paramount in transforming intention into actual booking behaviour. During the post-travel phase, eWOM plays a role in the evaluation of satisfaction, revisit intention and additional content creation and this forms a feedback loop that sustains the eWOM ecosystem. This conclusion highlights the fact that eWOM is not a one-point impact but a process that has a continuous effect on a variety of consumer behaviour stages.
The third important result is that the pivotal mechanism by which eWOM affects behaviour is trust. In the literature, trust always mediates the correlation between eWOM characteristics (e.g., quality, credibility, valence) and behavioural responses (visit and purchase intention). Intimately connected with this is the role of uncertainty reduction since tourists use eWOM to reduce the perceived risk where there is no direct experience available. Nevertheless, the results also have significant complexities. Negative reviews are more likely to have a more significant impact than positive ones, and a novel issue is the fake reviews or AI-generated reviews that undermine the credibility of eWOM as a source of information, indicating that trust is becoming more and more fragile and situational.
The fourth important piece of evidence relates to strategic use of eWOM by tourism companies. The findings indicate that companies are starting to appreciate eWOM as strategic asset as opposed to simple consumer feedback. The strategies used by businesses to impact consumer perception include promoting high-quality and authentic reviews, boosting the amount and visibility of content, and shaping destination image with curated narratives. Also, companies use strategies that increase credibility like verified reviews, influencer partnerships, and multi-channel engagement to establish trust and perceived risk are minimised. Other than marketing, eWOM also serves as a source of managerial information, informing service improvement, innovation and strategic decision-making.
Nevertheless, the findings reveal that it appears that the strategic management of eWOM is not well developed in most organisations. eWOM in a number of cases is informally and reactively managed as opposed to being managed using structured and proactive ways. This implies that there is a distance between theory and practice, which constrains the full potential of eWOM as a means of competition.
[bookmark: _Toc228894800]5.3 Theoretical Contributions
The study adds value to the literature in ways that it combines various theoretical perspectives such as the Information Adoption Model, Elaboration Likelihood Model, Trust Theory and Uncertainty Reduction Theory into a single framework. The results substantiate these theories, as well as expand on them. To illustrate, the Information Adoption Model presents the way tourists rate information; however, in the given study, the emotional and social aspects are also key factors. In the same way, the use of both central and peripheral processing to validate the Elaboration Likelihood Model is justified by the fact that it is the digital platforms that affect the standard.
It has been shown that Trust Theory is strongly reinforced, and it confirms that credibility is a central factor in shaping behaviour and Uncertainty Reduction Theory explains motivation to use eWOM. Nevertheless, the results also reflect the weaknesses of these theories, especially, their weak points in terms of consideration of the algorithmic influence, the information overload and the changing challenges of authenticity in online environments. In this way, the research contributes to a more holistic conceptualisation of eWOM, which highlights the cognitive, emotional, social, and technological aspects of eWOM.
[bookmark: _Toc228894801]5.4 Practical Implications
In terms of management, the results indicate that tourism companies need to be more strategic and systematic in the management of eWOM. This involves proactively solicitation of customer reviews, increasing the quality and the authenticity of the content, and engaging customers in a variety of digital platforms. The development of trust through transparency and responding to negative feedback constructively and using influential figures should also be a priority among businesses.
Moreover, companies no longer need to see eWOM as a promotional tool and should start using them as a source of strategic intelligence. Customer reviews can be analysed to give important insights on what consumers prefer, the quality of the service and new trends to support innovation and competitive advantage. Notably, companies should as well establish the ability to deal with risks related to eWOM, such as misinformation and negative feedback, by having monitoring and response mechanisms in place.
[bookmark: _Toc228894802]5.5 Limitations and Future Research
Although it has contributed to it, this study has its limitations. The use of secondary data based on published articles could result in publication bias and due to the emphasis on English-language studies, the generalisability may be limited. Also, the study unites various perspectives, but it is not empirically investigating the proposed relationships. Future studies ought to examine the strategic management of eWOM in more detail as to how organisations can come up with structured frameworks and capabilities of leveraging eWOM effectively. A further reason to study the role of emerging technologies (artificial intelligence and algorithmic recommendation systems) in the dynamic of eWOM is also necessary. Lastly, the cross-cultural research may offer some additional information on how eWOM is perceived and used in various situations.
[bookmark: _Toc228894803]5.6 Conclusion
To sum up, this study has shown that eWOM is an influential and complicated phenomenon, which is at the center of modern tourism. It is created via tourist experience, mediated by digital platforms, influences decision making across multiple stages and is becoming a strategic resource used by businesses. Nevertheless, its usefulness is determined by the interactions among credibility, trust, and technological mediation. The capacity of tourism businesses to eWOM in a strategic manner will become more and more critical to the process of shaping consumer behaviour and achieving sustainable competitive advantage.
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	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y

	Vidosavljević & Đurić (2025)
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y

	Vu Dinh et al. (2025)
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y

	Wang (2015)
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y

	Widyastuti & Putri (2023)
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y

	Zheng et al. (2025)
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y


Legend: Y = Yes, N = No, CT = Can’t tell

[bookmark: _Toc228894807]9.2 Appendix 2: Thematic Analysis of the Key Findings of the Included Articles
[bookmark: _Toc228893864]Table 4 Thematic Analysis of Generation and Circulation of eWOM Across Digital Platforms in the Tourism Industry (RQ1)
	Theme
	Sub-theme
	Code
	Studies

	Theme 1: Generation of eWOM through Experience, Satisfaction & Motivations
	Experiential & Emotional Triggers
	Satisfaction drives eWOM creation
	Zheng et al. (2025); Meenakshy et al. (2024); Lam et al. (2025)

	
	
	Emotional intensity (delight, disappointment) increases sharing
	Lam et al. (2025); Meenakshy et al. (2024)

	
	
	Post-consumption experience shapes content
	Nanggong & Mohammad (2020); Li & Liu (2023)

	
	Cognitive Evaluation of Quality
	Perceived quality encourages sharing
	Sanchez-Gonzalez & Gonzalez-Fernandez (2021)

	
	
	Objective service quality influences eWOM
	Sanchez-Gonzalez & Gonzalez-Fernandez (2021)

	
	
	Perceived value drives contribution
	Li & Liu (2023)

	
	Motivational Drivers
	Intrinsic motivations (self-expression, identity)
	Li & Liu (2023)

	
	
	Extrinsic motivations (usefulness, engagement)
	Li & Liu (2023)

	
	
	Community participation encourages contribution
	Li & Liu (2023)

	
	Identity & User Characteristics
	Identity disclosure increases engagement
	Zheng et al. (2025)

	
	
	Profile transparency enhances credibility
	Zheng et al. (2025)

	
	
	User characteristics influence content generation
	Zheng et al. (2025)

	Theme 2: Digital Dissemination Mechanisms & Platform Evolution
	Platform Transformation
	Shift to interactive, multimedia platforms
	Vu Dinh et al. (2025)

	
	
	Real-time global dissemination enabled
	Vu Dinh et al. (2025)

	
	
	Social media expands reach and immediacy
	Chen & Law (2016)

	
	Communication System Evolution
	eWOM as dominant digital communication
	Litvin et al. (2018)

	
	
	Electronic proximity reduces distance barriers
	Harris & Prideaux (2017)

	
	
	Faster diffusion vs traditional WOM
	Litvin et al. (2018); Harris & Prideaux (2017)

	
	Social-Media & Network Effects
	User-generated content drives spread
	Chen & Law (2016)

	
	
	Engagement features amplify visibility
	Zheng et al. (2025)

	
	
	Multiplier effect via likes/shares/comments
	Chen & Law (2016)

	
	Dual-channel Distribution
	Private networks (e.g., messaging apps)
	Meenakshy et al. (2024)

	
	
	Public platforms (e.g., review sites)
	Meenakshy et al. (2024)

	
	
	Combined reach broadens influence
	Meenakshy et al. (2024)

	
	Algorithmic Influence
	Engagement metrics affect visibility
	Zheng et al. (2025)

	
	
	Algorithms reinforce popular content
	Zheng et al. (2025)

	
	
	Platform systems shape dissemination patterns
	Zheng et al. (2025)

	Theme 3: Content Characteristics, Social Influence & Credibility in Circulation
	Content Design & Message Features
	Textual richness enhances engagement
	Zheng et al. (2025)

	
	
	Excessive complexity reduces effectiveness
	Zheng et al. (2025)

	
	
	Clarity improves dissemination
	Zheng et al. (2025)

	
	Credibility & Trust
	Perceived credibility drives engagement
	Harris & Prideaux (2017)

	
	
	Trustworthiness determines influence
	Harris & Prideaux (2017)

	
	
	Authenticity vs organizational content
	Harris & Prideaux (2017)

	
	Social Influence Mechanisms
	Likes/shares act as social proof
	Zheng et al. (2025)

	
	
	Engagement increases visibility
	Zheng et al. (2025)

	
	
	Social endorsement drives circulation
	Zheng et al. (2025)

	
	Community & Social Identity
	Community belonging increases sharing
	Li & Liu (2023)

	
	
	Social identity motivates participation
	Li & Liu (2023)

	
	
	Social benefits reinforce engagement
	Li & Liu (2023)

	
	Content Valence & Trends
	Positive/negative content shapes reputation
	Chen & Law (2016)

	
	
	Emotional content increases virality
	Chen & Law (2016)

	
	
	Emerging trends (e.g., green eWOM, culture)
	Zheng et al. (2025)


[bookmark: _Toc228893865]
Table 5 Thematic Analysis of the Influence of eWOM on Tourists’ Decision-Making Processes at Different Stages of the Travel Journey (RQ2)
	Theme
	Sub-theme
	Code
	Studies

	Theme 1: Cognitive–Informational Influence of eWOM (Pre-Travel Stage)
	Information Quality & Structure
	Argument quality improves usefulness
	Nguyen & Nguyen (2024); Çelik & Aslan (2024); Song et al. (2021)

	
	
	Information richness enhances adoption
	Nguyen & Nguyen (2024); Song et al. (2021)

	
	
	Central & peripheral processing (dual-route)
	Wang (2015)

	
	Information Volume & Visibility
	High review volume increases visibility
	Nguyen & Nguyen (2024)

	
	
	Ranking systems influence perception
	Nguyen & Nguyen (2024)

	
	
	Information variability triggers exploration
	Sun et al. (2024)

	
	Destination Image Formation
	eWOM shapes destination image
	Widyastuti & Putri (2023); Huong & Hoan (2023); Nguyen et al. (2025)

	
	
	Destination image mediates intention
	Nguyen et al. (2025)

	
	
	Cognitive schema development
	Widyastuti & Putri (2023)

	
	User Characteristics & Involvement
	High involvement increases processing
	Çelik & Aslan (2024)

	
	
	Information need affects usefulness
	Ouyang et al. (2017)

	
	
	Personal relevance drives adoption
	Çelik & Aslan (2024)

	Theme 2: Trust, Credibility & Risk Reduction (Decision/Booking Stage)
	Trust Formation
	Trust mediates eWOM → intention
	Sousa & Fortes (2023); Abubakar (2016); Royali et al. (2025)

	
	
	Credible eWOM builds destination trust
	Sousa & Fortes (2023)

	
	
	Reliability determines influence
	Abubakar (2016)

	
	Risk Reduction
	eWOM reduces perceived risk
	Nilashi et al. (2022)

	
	
	Social validation substitutes experience
	Nilashi et al. (2022)

	
	
	Crisis context amplifies reliance
	Nilashi et al. (2022)

	
	Credibility & Review Valence
	Negative reviews more influential
	El-Said (2020)

	
	
	AI reviews reduce credibility
	Tuomi et al. (2025)

	
	
	Realism & helpfulness shape decisions
	Almutairi (2024)

	
	Social & Normative Influence
	Social pressure affects booking
	Malik & Gautam (2024)

	
	
	Platform engagement enhances impact
	Malik & Gautam (2024)

	
	
	TPB-based cognitive–affective–normative effects
	General theory support

	Theme 3: Affective, Experiential & Feedback Influence (Post-Travel Stage)
	Satisfaction & Value Outcomes
	eWOM influences perceived value
	Pham et al. (2025)

	
	
	Satisfaction drives revisit intention
	Pham et al. (2025)

	
	
	Image → satisfaction → behaviour loop
	Goyal & Taneja (2025)

	
	Affective Evaluation & Feedback
	Emotional evaluation shapes reviews
	Pham et al. (2025)

	
	
	Tourists become eWOM contributors
	General finding

	
	
	Experience sharing forms feedback loop
	Goyal & Taneja (2025)

	
	Expectation vs Experience
	Confirmation leads to positive eWOM
	General finding

	
	
	Mismatch leads to negative eWOM
	El-Said (2020)

	
	
	Image re-evaluated post-visit
	Nguyen et al. (2025)

	
	Contextual & Individual Moderators
	COVID-19 risk affects perception
	Goyal & Taneja (2025)

	
	
	Eco-consciousness moderates sharing
	Royali et al. (2025)

	
	
	Cultural differences affect interpretation
	Jyoti et al. (2026)


[bookmark: _Toc228893866]
Table 6 Thematic Analysis of the Strategic Use of eWOM by Tourism Businesses to Influence Consumer Purchase Intentions (RQ3)
	Theme
	Sub-theme
	Code
	Studies

	Theme 1: Strategic Management of eWOM Content to Shape Consumer Perceptions
	Content Quality & Usefulness
	High-quality reviews enhance perception
	Nguyen (2025)

	
	
	Detailed, experience-based content improves attitudes
	Nguyen (2025)

	
	
	Content realism increases adoption
	Nguyen (2025)

	
	Content Volume & Visibility
	Review quantity increases visibility
	Zheng et al. (2025)

	
	
	Ranking and exposure influence perception
	Chen & Law (2016)

	
	
	Customer prompting increases review generation
	Meenakshy et al. (2024)

	
	Destination Image Management
	eWOM shapes destination image
	Beyari & Garamoun (2024)

	
	
	Positive narratives reinforce brand positioning
	Beyari & Garamoun (2024)

	
	
	Multi-channel strategies enhance perception
	Beyari & Garamoun (2024)

	
	Negative eWOM Management
	Negative reviews have stronger impact
	Zheng et al. (2025)

	
	
	Timely response reduces reputational damage
	Chen & Law (2016)

	
	
	Service recovery and transparency restore trust
	Meenakshy et al. (2024)

	Theme 2: Building Trust & Credibility through Structured and Authentic eWOM Strategies
	Credibility Enhancement
	Verified reviews increase trust
	Rahman & Mia (2025)

	
	
	Authentic content improves reliability
	Rahman & Mia (2025)

	
	
	Credibility cues reduce misinformation risk
	Rahman & Mia (2025)

	
	Influencer-Based Trust Building
	Influencers act as trusted mediators
	Zheng et al. (2025)

	
	
	Personal storytelling enhances persuasion
	Chen & Law (2016)

	
	
	Influencer reach increases engagement
	Meenakshy et al. (2024)

	
	Platform & Engagement Strategies
	Social proof (likes, shares) builds trust
	Beyari & Garamoun (2024)

	
	
	Cross-platform consistency enhances credibility
	Beyari & Garamoun (2024)

	
	
	Multi-channel engagement strengthens trust
	Beyari & Garamoun (2024)

	
	Risk Reduction Mechanisms
	Credible eWOM lowers perceived risk
	Nguyen (2025)

	
	
	Detailed information reduces uncertainty
	Nguyen (2025)

	
	
	Trust directly influences behavioural intention
	Nguyen (2025)

	
	Strategic Maturity & Gaps
	eWOM use often informal/unstructured
	Rogala & Wawak (2025)

	
	
	Gap between potential and practice
	Rogala & Wawak (2025)

	
	
	Need for formalised eWOM strategies
	Rogala & Wawak (2025)

	Theme 3: Leveraging eWOM for Behavioural Influence, Purchase Intentions & Strategic Decision-Making
	Consumer Behaviour Influence
	eWOM affects booking and purchase intention
	Reyes-Menendez et al. (2020)

	
	
	Perceived usefulness drives adoption
	Zheng et al. (2025)

	
	
	Trust and attitudes mediate behaviour
	Chen & Law (2016)

	
	Digital Marketing Integration
	eWOM as core marketing tool
	Reyes-Menendez et al. (2020)

	
	
	Social media amplifies behavioural impact
	Reyes-Menendez et al. (2020)

	
	
	Supports sustainability positioning
	Reyes-Menendez et al. (2020)

	
	Managerial Decision-Making
	eWOM informs service improvement
	Berné Manero et al. (2023)

	
	
	Acts as organisational knowledge asset
	Berné Manero et al. (2023)

	
	
	Enables innovation and trend identification
	Berné Manero et al. (2023)

	
	Post-Purchase & Loyalty Effects
	eWOM drives repeat visitation
	Zheng et al. (2025)

	
	
	Encourages advocacy and engagement
	Chen & Law (2016)

	
	
	Creates feedback loop of influence
	Meenakshy et al. (2024)

	
	Strategic Competitive Advantage
	eWOM supports long-term positioning
	Zheng et al. (2025)

	
	
	Enhances organisational performance
	Chen & Law (2016)

	
	
	Integration into decision-making remains limited
	Rogala & Wawak (2025)
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