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Purpose – In recent years, social networks have been extensively used by both individuals and 
companies. In particular, prior to the purchase of services, customers may be able to decide to 
buy by considering the messages posted in social networks. Therefore, it is very important to 
know how effective these messages on pre-purchase decisions of the customers. The purpose of 
this study is to search the influence level of electronic word-of-mouth marketing (e-wom) on the 
purchase decisions of the customers related to tourism services.  

Design/methodology/approach –The survey was conducted in both face to face and on the 
internet. A total of 485 people have been reached. T-test, ANOVA and regression methods were 
used for the analysis of data.  

Findings – According to the analysis results, the trust in e-wom, the quality of e-wom and the 
willingness of customers to obtain information have a positive impact on the intention to 
purchase tourism services. 

Discussion – Businesses operating in the tourism sector should carefully review the feedback 
made with E-WOM for their services and resolve the problems. Thus, by reducing negative 
feedback in particular, customers ' intentions to purchase tourism services can be positively 
affected. 

 

Introduction 

Intensive developments in information and communication technologies have paved the way for the 
emergence of intelligent technologies (Caragliu et al., 2011: 66; Wang et al., 2016: 309). The use of intelligent 
technologies that can be connected to the internet and that enable interactive use is now widely adopted by 
other individuals as well as young generations (Foroudi et al., 2018: 271). The tourism industry also often 
adopts technological innovations in the forefront (Gretzel, 2011: 757; Bhatiasevi and Yoopetch, 2015: 1; Yoo et 
al., 2017: 330). In particular, the development of Internet technologies and social media sites in parallel has 
led to the intensification of competition in the tourism industry and changes in the marketing of tourism 
services (No and Kim, 2015: 564; Hur et al., 2017: 170; Huang et al., 2017: 757). Nowadays, thanks to tourism 
and travel operators, internet technologies and social media sites, it is possible to offer transactions such as 
hotel reservations, airline tickets, car rentals to customers online (Yoo et al., 2017: 330). 

Unlike physical products, tourism services are intangible, so production and consumption are simultaneous 
(Ye et al., 2014: 908). At the same time, the prices of tourism services are relatively high compared to other 
sectors (No and Kim, 2015: 564). Therefore, customers who intend to purchase tourism services can obtain 
information about accommodation, and leisure activities before purchasing the tourism service, especially 
through social media sites, from the comments of people who have experienced this service before. Thus, 
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tourists may get ideas about the service they will receive prior to their travels and reduce the risk (Fotis et al. 
2012: 14; Amaro et al., 2016: 2). In addition to getting information about tourism services, customers use 
social media sites extensively because of their hedonic benefits (Chung and Buhalis, 2008: 75). Therefore, 
more people today use social media sites to get an idea of tourism services (Bilgihan et al., 2016: 287). 
However, at this point, the fact that the information contained in social media sites is not misleading and 
that quality information is included can be regarded as an important element (Alfina et al., 2014: 2519). For 
this reason, in this study, the effect of e-wom on customer service purchase was searched. 

Conceptual Background 

Y-Generations 

Throughout the world, serious changes are taking place in certain periods and in certain areas (economic, 
social etc.). These changes bring about certain movements and these movements are called generations. 
There are also differences between the characters and the styles of the individuals in the generations 
(Kuyucu, 2017: 847). Therefore, each generation has different preferences, expectations and priorities 
(Kelgökmen İlic and Yalçın, 2017: 136). However, individuals in the same generation usually have similar 
attitudes and behaviours (DeVaney, 2015: 11).  

The generation-Y is considered to be the ones born between 1980 and 2000, with similar characteristics 
(Krbová, 2016: 38; Cutler, 2015: 33). In this date range; economic, social, cultural and technological changes 
took place much faster than other periods (Kuyucu, 2017: 853); however, in comparison to the previous 
generations, there were no great wars and poverty (Bekmezci, 2017: 105). When compared to previous 
generations,  generation-Y tends to be self-confident, ambitious, caring for the family, appropriate to 
teamwork, curious, impatient, actively involved in events and express their thoughts clearly (Ayvaz, 2013; 
Kane, 2017; www.generationy.com; Kuyucu, 2017: 853; Kelgökmen İlic and Yalçın, 2017: 137; Bekmezci, 2017: 
105-106). Individuals in this generation are also highly innovative and prefer to use technology and social 
networks that are the benefits of technology (Djamasbi et al., 2010: 309; Glass, 2007: 99; Kumar and Lim, 
2008: 570). 

E-WOM 

Word of mouth marketing is when customers talk to each other about a product, service, business, brand 
and /or marketing activity in their daily lives, without having any kind of marketing purpose. Today, with 
the development of information technologies and social media, this sharing of information between 
customers has been moved to the digital platform and a new concept has emerged as electronic word of 
mouth marketing (e-wom). Customers can perform e-wom activities through forums, complaint sites, social 
networking sites, blogs, wikis (Ündey Kalpaklıoğlu, 2015: 71) etc…  

In such digital environments, companies can spread information about their products (goods and services), 
and people who buy that product can share their opinions and experiences with other people. These shares 
have a significant impact on the purchasing decisions of potential customers (Huang et al., 2011: 1293; 
Gülmez, 2011: 29; Kitapçı et al., 2012: 266).  When it is examined what factors affect people to voluntarily 
transmit e-wom messages through virtual sites, it is seemed that reputation, dignity, personal satisfaction, 
self-disclosure to others (Şimşek, 2013: 213), happiness, excitement (Phelps et al., 2004: 344), emotional 
linkage with advertising (Dobele et al., 2007: 303), entertainment (Baek et al., 2011: 2245), individualism (Ho 
and Dempsey, 2010: 1000) are some of the important factors. 

Customers often try to understand how the service they will buy before buying tourism services, and 
therefore seek online consumer assessments (Filieri et al., 2015: 175). Online applications and social media, 
are some of the important source of information about tourism services and facilitate the decision-making 
process (Litvin et al., 2008: 466; Zainal et al., 2017: 35). Research in the travel and tourism industry has 
provided evidence that e-wom affects tourism service sales and purchasing intentions (Ye et al., 2009: 182; 
Arsal et al., 2008: 82; Filieri and McLeay, 2014: 45; Gretzel and Yoo, 2008: 35; Sparks and Browning, 2011: 
1310; Vermeulen and Seegers, 2009: 123-124). 
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Trust in E-Wom 

In the tourism industry, quality of service is unknown without experience (Pan and Chiou, 2011: 67). 
Therefore, customers may face risks and uncertainties related to service (Casaló et al., 2011: 623). In order to 
eliminate this uncertainty and risk, customers try to obtain information from various sources about the 
service before taking the purchase action (Zainal et al., 2017: 36). At this point, the reliability of the 
information comes to the fore. Research has shown that individuals rely more on e-wom created by users 
who experience the service in question than on their own reviews of the services on their websites (Yoo et 
al., 2009: 49). But in some cases, customers may distrust these reviews. For example, on some websites, the 
identities of those who make e-wom are not known (Xu, 2014: 136). In some cases, companies or competitors 
may open fake accounts to make positive / negative comments about services (Filieri et al., 2015: 175). For 
example, TripAdvisor has been fined by Italy because of publishing comments from people who have not 
experienced tourism services and not taking the necessary precautions (http://fortuneturkey.com). Therefore, 
these and similar situations have emerged to trust problems related to e-wom (Yılmazel, 2014: 36). If 
individuals have a doubt e-wom, they may not from the advantages of e-wom (Pihlaja et al., 2017: 342).  

Trust in e-wom can be defined as the value and credibility of comments made on products and determines 
the acceptance and internalization of these comments by the customers (Algur and Erden, 2015: 88).  
Research shows that the trust in e-wom for products positively influences the decision and intention of the 
customers (Park et al., 2011: 74; Gruen et al., 2006: 449; Fan and Miao, 2012: 175). According to another 
research carried out in the tourism industry by Gretzel et al., (2007: 5), the trust in e-wom has a positive 
impact on the purchasing intention by reducing the risk that tourists perceive when booking a hotel. 
Therefore, our first hypothesis is as follows; 

H1: Trust in e-wom has a positive impact on customers' intentions to purchase tourism services. 

The Quality of E-wom 

Because tourism services are intangible, tourism is based on knowledge. So information provided to current 
and potential customers is very important. Therefore, especially the information presented in online 
environments needs to meet the needs and expectations of consumers (No and Kim, 2015: 569). Because this 
information may reduce the risks perceived by consumers especially in the purchasing decision process 
(Yılmazel, 2014: 35). Therefore, the information presented in these platforms is expected to be of high 
quality. According to Park et al. (2007: 128) information quality defined as the quality of the content of a 
consumer review from the perspective of information characteristics. According to another definition, it refers to a 
person's strong and consistent perception of the content / assertion of a message (Yoo et al., 2017: 333). The 
quality of e-wom means that it is relevant and useful for users on online platforms (Awad and Ragowsky, 
2008: 103).  

If e-wom from online platforms is high quality and users are satisfied with this information, users' 
motivation to search for information about products may also increase (Hur et al., 2017: 171). When the 
literature is examined, it was concluded that the trust in knowledge increases the quality of knowledge and 
that the quality of knowledge has a positive effect on the purchase intentions (Cheung and Thadani, 2012: 
468; Awad and Ragowsky, 2008: 101; Park et al., 2007: 125; Tseng and Hsu, 2010: 1). In another study results, 
if e-wom is perceived as quality, the tourists’ desire to book hotels will increase (Sparks and Browning, 2011: 
1312). Therefore, our second hypothesis is as follows; 

H2: The quality of e-wom has a positive impact on customers' intentions to purchase tourism services. 

Desire to Obtain Information 

In tourism enterprises operating in a service sector, the experience of the service is very important for 
tourists. Therefore, customers who experience the service may feel the need to share good or bad events with 
current and potential customers on all platforms. Especially with the development of social media sites, 
these experiences have been extensively shared and these shares have influenced the customers' intention to 
buy product (Sarıışık and Özbay, 2012: 2; Goldsmith and Horowitz, 2006: 3). From this point, the behaviour 
of today's customers has changed due to social media (Huang et al., 2017: 757). Now customers are looking 
for information about hotels, travel companies, restaurants, when they need it (Luo et al., 2011: 22). Social 

http://fortuneturkey.com/
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media sites are also a very useful tool for this purpose (Hur et al., 2017: 172). According to the study of 
Chung et al. (2015: 902), social media users adopt the travel information of the individuals with whom they 
communicate on this platform.  

Hennig-Thurau and Walsh (2013: 57-58) searched the factors that motivate individuals to obtain information 
from virtual platforms and identified five factors. These are Information about purchasing, social orientation, 
belonging to a community, reward and learning how to consume a product. Therefore, today, tourists' desire 
to obtain information through e-wom has greatly increased (Pihlaja et al., 2017: 340) and the tourism 
recommendations and experiences such as Tripadvisor and alike platforms have become widespread. As of 
2018, there are more than 630 million comments in Tripadvisor including approximately 7.5 million 
accommodation, airline operation, restaurant and tourism services    (https://tripadvisor.mediaroom.com/tr-
about-use). From this point, the desire to reach e-wom information related to tourism services and reading e-
woms, may affect purchasing decision, decision process and purchasing intention of customer (Çakır et al., 
2017: 124). Therefore, our third hypothesis is as follows; 

H3: The desire to obtain information has a positive impact on customers' intentions to purchase tourism 
services. 

In addition, the hypotheses to measure the impact of customer demographic characteristics (their gender, 
education level, outcome, daily social media usage of customers) on tourism service purchase are as follows; 

H4a: Customers’ intentions to purchase tourism services has a significant difference according to their 
gender.  

H4b: Customers’ intentions to purchase tourism services has a significant difference according to their age.  

H4c: Customers’ intentions to purchase tourism services has a significant difference according to their 
education level.  

H4d: Customers’ intentions to purchase tourism services has a significant difference according to their 
income.  

H4e: Customers’ intentions to purchase tourism services has a significant difference according to daily social 
media usage of customers.   

In line with the hypotheses, the model of the study is as follows. 

 

 

Figure 1. Model of the Research 

https://tripadvisor.mediaroom.com/tr-about-use)
https://tripadvisor.mediaroom.com/tr-about-use)
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Methodology  

Measures of the Constructs 

In this study, reason-result research was used. The reason-result study is carried out to ascertain whether 
there really is such a relationship between one or more independent variables that are thought to be related 
to each other. (Karafakıoğlu, 2005: 70). Question forms were created using the questionnaire method which 
is one of the quantitative methods. In this context, the questionnaire was formed and consisted of two parts. 
The first part includes questions about e-wom and the intention to buy and the second part includes 
demographic questions about the respondents. 

For the creation of the questions in the first part, Özcan and Akıncı (2017: 147) and Hur et al. (2017: 176-
177)’s studies were utilized and questions were prepared in the form of a likert scale as; 1 (I definitely 
disagree) ...... and 5 (certainly agree). Demographic questions include gender, age, monthly average income, 
educational level, how long and how often social media tools are used, which tourism services are 
purchased by being affected by e-wom. 

Data Collection and Sample Design 

The universe of the research is composed of individuals born in Turkey between 1980 and 2000 and in Y – 
Generation. According to data from Turkish Statistical Institute (www.tuik.gov.tr)  in 2018, a total of 
27.926.575 people are involved in Y-Generation. However, due to the excess number of the universe, lack of 
sampling frames and time constraints, an easy sampling method was used which is one of the non-random 
sampling methods. The number of samples was found to be 384 for the sample group in the calculation with 
a 5% error margin in the 95% confidence interval (http://www.macorr.com). 485 forms were applied face to 
face and internet in consideration of the possibility of missing and incorrect filling of the questionnaires. But 
416 questionnaires were analysed after excluding invalid questionnaires.  

Data Analysis 

In this study, frequency distributions and mean (mean) values are given as one of descriptive statistical 
analyses. In addition, T-test and One-Way ANOVA analyses were used to test whether demographic 
variables have an impact on the intention to purchase tourism services. While T-test is used to test whether 
the difference between the two unbound sampling averages is significant (Büyüköztürk, 2010: 39-40); One-
Way ANOVA is used to test whether the main mass of the population is equal or not, and whether there are 
differences between the variables (Büyüköztürk, 2010: 48). The regression analysis was used to describe the 
relationship between the independent variables trust in e-wom, the quality of e-wom, desire to obtain 
information, dependent variables, intentions to purchase tourism services. Regression analysis is the process 
of explaining the relationship between two or more variables, one dependent variable, and the other 
independent variable, with mathematical equality (Büyüköztürk, 2010: 91). 

Reliability measures the consistency between individual responses to the questionnaire, in other words, 
shows how accurately the questionnaire measures the information desired to be measured. (Büyüköztürk, 
2010: 169-170). Accordingly, when cronbach ɑ assessments which represent the security layers for the 
changes  in survey reviews examined, α = 0.71 for trust in e-wom, α=0.81 for the quality of e-wom, α=0.86 to 
obtain the desire for information, and α=0.72 for diffusion management as a practise to purchase tourism 
services have been identified. From this point of view, it is observed that the questions and the answers to 
the questions are consistent (ɑ>0.70). 

Results 

Demographic information of the customers involved in the survey is as shown on Table 1. According to the 
results, 136 (33 %) of the participants were female, 280 (67 %) were male, and the majority were in the 20 – 29 
age range. Most of the participants have a bachelor's degree (66 %) and the average monthly income of 
majority is between 1600 and 2600 TL (28 %). 20% of the participants used the social media less than 1 hour 
per day, 63% used 2 – 6 hours per day, 11% used 7 – 11 hours per day and 6% used it for 12 hours per day. 
Customers in the Y Generation were asked which social media tools they used when deciding to purchase 
tourism services. According to the answers, 280 people use social media tools such as Instagram, 188 people 
YouTube, 154 people Facebook, 103 people Blog, 101 people Twitter, 68 people TripAdvisor and 61 people 

http://www.macorr.com/
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social marking and labelling. Finally, the participants use social media mostly for travel (244 people), for 
accommodation (196 people) and for food and beverage (189 people).   

Table 1. Demographic Characteristics 

 N % 

Gender 
Female 136 33.00 
Male 280 67.00 

Age 
Under 20 age 56 14.00 
20 – 29 age 354 85.00 
30 – 39 age 6 1.00 

Education Level 

Primary education 1 1.00 
High school 35 8.00 
Associate degree 101 24.00 
Bachelor degree 278 66.00 
Post graduate 1 1.00 

Average income 

Under 1600 TL 73 17.00 
1600 – 2600 TL 115 28.00 
2601 – 3600 TL 96 23.00 
3601 – 4600 TL 70 17.00 
4601 TL and above 62 15.00 

Social media tools used when buying 
tourism services (exceeds 100% 
because they can be marked more than 
one) 

Facebook 154 37.00 
Twitter 101 24.00 
Instagram 280 67.00 
Blog 103 25.00 
Youtube 188 45.00 
TripAdvisor 68 16.00 
Social marking and labelling 61 15.00 

Daily social media usage time 

Less than 1 hour 84 20.00 
2 – 6 hours 263 63.00 
7 – 11 hours 44 11.00 
12 hours or more 25 6.00 

Social media tools used while 
purchasing tourism services (exceeds 
100% because it can be marked more 
than one) 

Accomodation 196 47.00 
Travel 244 59.00 
Food and Beverage 189 45.00 
Travel Agency 123 30.00 
Other 90 22.00 

According to the proposed research model, regression analysis was made to measure the impact of trust in 
E-Wom on customers' intention to buy tourism services and the results were presented in Table 2. 

Tablo 2. Regression results about trust in e-wom * customers’ purchase intention 

Model Standardized Coefficient (β) t-value p 
Dependent Variable: Intention to 
purchase 

   

Constant - 14.039 .000 
Trust in e-wom 0.371 8.128 .000 

With respect to the results of the regression analysis, it was determined that there was a significant 
relationship between the trust in e-wom and the customers' intention to buy tourism services. So, H1 
hypothesis is supported. According to the analysis, trust in e-wom is a significant indicator of the customers’ 
intention to buy tourism services [R = 0.371, R2 = 0.138, F (1, 414)] = 66.071, p<0.05]. It was concluded that 14 
% of the total variance for customers ' intention to purchase tourism services was explained with trust in e-
wom. 
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In order to measure the impact of e-wom quality on customers ' intention to buy tourism services, regression 
analysis was made and the results were presented in Table 3. 

Tablo 3. Regression results about the quality of e-wom * customers’ purchase intention 

Model Standardized Coefficient (β) t-value p 
Dependent Variable: Intention to 
purchase 

   

Constant - 12.293 .000 
The quality of e-wom 0.475 10.996 .000 

According to the results, it was determined that there was a significant relationship between e-wom's quality 
and customers ' intention to buy tourism services. H2 hypothesis is therefore supported. According to the 
analysis, e-wom quality is a significant indicator of customers ' intention to purchase tourism services [R = 
0.475, R2 = 0.226, F (1, 414) = 120.918, p<0.05]. It was concluded that 23% of the total variance for customers ' 
intention to purchase tourism services was explained by e-wom quality. 

In order to measure the impact of customers' desire to obtain information from social media on customers' 
intention to buy tourism services, a regression analysis was made and the results of the analyses were 
presented in Table 4. 

Tablo 4. Regression results about desire to obtain information * customers’ purchase intention 

Model Standardized Coefficient (β) t-value p 
Dependent Variable: Intention to 
purchase 

   

Constant - 14.386 .000 
Desire to obtain information 0.424 9.525 .000 
R² = 0.180; F-value = 90.721; df = 1, 414; Adjusted R² = 0.178; Significance = 0.000 

Analysis result showed that there was a significant relationship between the desire of customers to obtain 
information from the social media and the intention to buy tourism services. Therefore, H3 hypothesis is 
supported. The desire to obtain information is a significant indicator of the intention of the customers to buy 
tourism services [R = 0.424, R2 = 0.180, F (1, 414) = 90.721, p<0.05]. 18 % of the total variance for customers' 
intention to purchase tourism services was explained by the desire to obtain information from the social 
media.  

Whether there was a significant relationship between the daily use of social media tools and the intention to 
purchase tourism services was analyzed with ANOVA (Group 1 : Less than 1 hour Group 2: 2 – 6 hour 
Group 3: 7 – 11 hour Group 4: 12 hours and more). According to ANOVA results, customers’ intentions to 
purchase tourism services has a significant difference according to daily social media usage of customers 
[F(3, 411) = 6.288,  p < 0.05]. H4e is supported (Table 5). Respondents' intention to purchase tourism services 
varies according to the frequency of social media use. According to Scheffe test results, as the frequency of 
use of social media increases, responders ' intention to purchase tourism services increases (average for those 
using more than 12 hours per day = 3.57, average for those using less than 1 hour). = 2.96).  

Table 5. ANOVA results of customers’ purchase intentions according to daily social media usage 

   Sum of Squares df Mean Square F sig. 
Significant 
difference 

Between 
Groups 13.756 3 4.585 

6.288 .000 
 
 

1.group – 3.group 
 

2.group – 3.group Within 
Groups 

299.698 411 
.729 

Total 313.454 414 

Whether there was a significant relationship between the gender of the participants and the intention to 
purchase tourism services was analysed with T-Test. However, there was no significant relationship 
between the variables. H4a is therefore not supported. Whether there was a significant relationship between 
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the intention to purchase tourism services and the age, educational level and monthly average income of the 
customers in generation Y were analysed with the Oneway ANOVA. However, there was no significant 
relationship between the variables. Therefore, H4b, H4c, H4d hypotheses are not supported.  

The trust in e-wom, the quality of e-wom, the desire of customers to obtain information from the social 
media and the intention to purchase tourism services, were examined by means of factor-based descriptive 
statistics and the results are presented in Table 6. 

Table 6. Means of Measures 

 Minimum Maksimum Mean Std. Deviation 
Trust in e-wom 1 5 3.0958 .84214 
The quality of e-wom 1 5 2.8925 .77993 
Desire to obtain information 1 5 3.5882 1.02796 
Intention to purchase 1 5 3.3073 .86927 

When the average responses to the variables that constitute the model of the study were examined; trust in 
e-wom (3.10), quality of e-wom (2.89) and the intention to buy tourism services (3.31) were gathered around 
the value of “3”, which corresponded to the phrase “Neutral”.  As a result of the research, it was determined 
that the average of customers' requests for information was 3.59, which corresponds to the expression "I 
agree".   

Conclusion and Recommendations 

With regard to the study results, 67 % of the participants are male (280), 85 % are young (20 – 29 age), 66 % 
have high education level (university) and 51 % have average monthly income (1600-3600 TL). Many of the 
participants used the social media 2-6 hours per day (63 %). In addition,  customers in the Y generation (280 
people) use social media tools such as Instagram, YouTube (188 people), Facebook (154 people) used when 
deciding to purchase tourism services. Finally, the participants use social media mostly for travel (244 
people), for accommodation (196 people) and for food and beverage (189 people).   

Morever, the trust in e-wom (this result is consistent with Gruen et al., 2006: 449; Fan and Miao, 2012: 175; 
Gretzel et al., 2007: 5), quality of e-wom (this result is consistent with Cheung and Thadani, 2012: 468; Awad 
and Ragowsky, 2008: 101; Park et al., 2007: 125; Tseng and Hsu, 2010: 1; Sparks and Browning, 2011: 1310) 
and the desire of customers to obtain information have a significant and positive impact on purchase 
intention to buy tourism services.  

Companies should obtain information through e-wom regularly, share feedback from negative e-wom with 
their employees and make necessary improvements. Thus customers’ comments through e-wom for tourism 
services may change positively. Qualified personnel should be hired to concern about e-wom continuously. 
If there is a problem, the solution should be produced quickly. In this way, information through e-wom 
related to tourism services may be more affirmative and the perception of customers towards the quality of 
tourism services may be increased in a favourable way. 

Users try to obtain reliable, convincing information about tourism services from different sources. During 
the acquisition of information, they interact with each other on the internet platforms. Especially with 
positive experiences, e-wom may increase the purchasing possibilities of services. Companies should 
provide true information about their services, photographs, the price, guaranteed service, and resolve 
complaints in an effective way. Thus, e-wom may increase resource reliability and increase the request for 
information.  

Tourism service is a process including many activities. All activities taking place in this process are very 
important for tourism enterprises and should take place without any disruption. Therefore, the quality of 
information related to tourism services in this process may affect the customers’ perceptions about overall 
quality of service. In addition, the quality of e-wom may enhance the motivation and desire of customers to 
search information through Internet / social media sites. Because customers are looking for quality, 
understandable and accurate information while utilizing e-wom from internet / social media sites. 
Companies that deal with e-wom (especially negative e-wom) should respond in time and positively to users 
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who comment on different issues using different expressions. By this way, the quality of e-wom may be 
increased.  

The participants’ desire to search for information before buying tourism services are relatively high. 
However, since the quality of e-wom and the average of trust in e-wom are relatively low, customers' desire 
for information may also be negatively affected. This situation may lead to customers' intention as not 
buying tourism services. Therefore, companies should carefully address the comments expressed through e-
wom (especially negative aspects), respond positively and make improvements in their services. This may 
positively affect the customers' intentions to purchase tourism services by considering e-wom.  

As a result in this study, the confidence in e-wom, the quality of e-wom and desire to obtain information 
variables were found to be relatively low in terms of explaining the customers ' intention to purchase 
tourism services. Therefore, different variables such as image, price, physical elements, competition and 
quality may be searched to see the effect on the intention of buying tourism services. For this reason, in 
future studies, taking these variables into consideration may be beneficial in terms of contributing to both 
literature and airline operations. 
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