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Abstract
Electronic word-of-mouth (eWOM) communication generates content 
that constitutes an important source of information for users. Numerous 
researches have shown that the content of other users is more credible and 
influential than the content generated by the brand. The development of 
new technologies has brought about important changes in this process of 
interpersonal influence. However, studies analyzing the eWOM commu-
nication process are insufficient. In this sense, the main objective of this 
study is to examine the relationship quality with eWOM communication. 
In addition, trust, satisfaction and commitment are identified as the main 
dimensions that form the relationship quality, and we analyze how these 
dimensions are related and how they influence the development of eWOM 
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communication. To achieve the objectives and the verification of the hy-
potheses, we developed a structural model with a multi-item scale of mea-
surement adapted from previous studies. The questionnaire was filled out 
by 576 different people to empirically test the model. The study sample in-
cluded users of online travel websites. Findings confirm that the quality of 
the relationship influences the development of eWOM communication. 
In addition, we were able to verify that the dimensions of satisfaction and 
trust in travel websites are the most determinant, mainly because users are 
looking for an interpersonal communication process that satisfies their need 
and that the source is reliable. The originality of this study is based on using 
the dimensions that best measure the quality of the relationship and ana-
lyzing how they influence the development of eWOM communication in 
an online context, very important aspects for the Spanish tourism sector.

Keywords
Electronic word-of-mouth communication; relationship quality; satisfaction; 
trust; commitment; relationship marketing (Source: Unesco Thesaurus).



1077Palabra Clave - ISSN: 0122-8285 - eISSN: 2027-534X - Vol. 21 No. 4 - Octubre de 2018. 1075-1106

La comunicación de voz a voz
como consecuente de la calidad
de la relación en entornos online

Resumen
La comunicación de boca en boca electrónica genera contenido que cons-
tituye una importante fuente de información para los usuarios. Nume-
rosas investigaciones han demostrado que es más creíble e influyente el 
contenido de otros usuarios que el contenido generado por la marca. El 
desarrollo de las nuevas tecnologías ha provocado cambios importantes 
en este proceso de influencia interpersonal. Sin embargo, los estudios 
que analizan el proceso de comunicación de boca en boca electrónica 
son insuficientes. En este sentido, este estudio tiene como objetivo prin-
cipal examinar la relación entre la calidad de la relación y la comunica-
ción de boca en boca electrónica. Además, se identifica la confianza, la 
satisfacción y el compromiso como principales dimensiones que forman 
la calidad de la relación y se analiza cómo dichas dimensiones están rela-
cionadas e influyen en el desarrollo de la comunicación de boca en boca 
electrónica. Para la consecución de los objetivos y la constatación de las 
hipótesis, desarrollamos un modelo estructural con una escala de medi-
ción multi-ítem adaptada de estudios previos. Se recolectaron un total 
de 576 cuestionarios en línea válidos para probar empíricamente la me-
dición del modelo. La muestra de estudio incluía usuarios de los sitios 
web de viajes online. Los hallazgos confirman que la calidad de la relación 
influye en el desarrollo de la comunicación de boca en boca electrónica. 
Además, pudimos comprobar que las dimensiones de la satisfacción y la 
confianza en los sitios web de viajes son las más determinantes, debido 
principalmente a que los usuarios buscan un proceso de comunicación 
interpersonal que satisfaga su necesidad y que dicha fuente sea fiable. La 
originalidad de este estudio se basa en utilizar las dimensiones que me-
jor miden la calidad de la relación y en analizar cómo influyen en el de-
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sarrollo de la comunicación de boca en boca electrónica en un contexto 
online, muy importante para el sector turístico español.

Palabras clave
Comunicación de boca en boca electrónica, calidad de la relación, satis-
facción, confianza, compromiso, marketing de relaciones (Fuente: Tesau-
ro de la Unesco).
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Comunicação boca a boca como 
consequência da qualidade do 
relacionamento em ambientes online

Resumo
A comunicação boca a boca eletrônica gera conteúdo que constitui uma 
importante fonte de informação para os usuários. Numerosas pesqui-
sas mostraram que o conteúdo de outros usuários é mais credível e in-
fluente do que o conteúdo gerado pela marca. O desenvolvimento de 
novas tecnologias trouxe mudanças importantes neste processo de in-
fluência interpessoal. No entanto, os estudos que analisam o processo 
eletrônico de comunicação boca a boca são insuficientes. Nesse senti-
do, este estudo tem como objetivo principal examinar a relação entre a 
qualidade do relacionamento e a comunicação boca a boca eletrônica. 
Além disso, a confiança, a satisfação e o compromisso são identificados 
como as principais dimensões que formam a qualidade do relaciona-
mento e se analisa a forma como essas dimensões estão relacionadas e 
como influenciam o desenvolvimento da comunicação boca a boca ele-
trônica. Para alcançar os objetivos e a verificação das hipóteses, desen-
volvemos um modelo estrutural com uma escala de medida multi-item 
adaptada de estudos anteriores. Um total de 576 questionários online 
válidos foram coletados para testar empiricamente o modelo. A amos-
tra do estudo incluiu usuários de sites de viagens on-line. Os resultados 
confirmam que a qualidade do relacionamento influencia o desenvolvi-
mento da comunicação boca a boca eletrônica. Além disso, conseguimos 
verificar que as dimensões de satisfação e confiança nos sites de viagens 
são mais determinantes, principalmente porque os usuários estão pro-
curando um processo de comunicação interpessoal que satisfaça suas 
necessidades e que a fonte seja confiável. A originalidade deste estudo 
baseia-se no uso das dimensões que melhor medem a qualidade do re-
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lacionamento e analisa a forma como influenciam o desenvolvimento 
da comunicação eletrônica boca-a-boca em um contexto online que é 
muito importante no setor turístico espanhol.

Palavras-chave
Comunicação boca a boca eletrônica, qualidade do relacionamento, satis-
fação, confiança, comprometimento, marketing de relacionamento (Fon-
te: Tesauro da Unesco).
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Introduction
Grönroos (1994) defined relationship marketing as “the process of identi-
fying, establishing, maintaining, intensifying and, when necessary, finis-
hing the relationship with the customers and other stakeholders” (p. 9). 
This could be achieved through a mutual exchange and through the ful-
fillment of promises. This definition was accepted by most international 
academics of the discipline, including Harker (1999), who, based on the 
seven categories of relationship marketing (i.e., birth/source, develop-
ment/growth, maintenance, temporary, interaction, exits, and emotional 
content), concluded that Grönroos’ definition seemed better because it 
included the fundamental conceptualization of relationship marketing. In 
order to determine the scope of our research, and after reviewing the to-
pic and its multiple choices, we settle on Harker’s appreciation and adopt 
it in this investigation.

It has been nearly 30 years since Leonard Berry (1983) used the con-
cept of relationship marketing for the first time and, ever since, researchers 
have tried to identify the main areas of study covered by the term. In their 
paper research, Eiriz and Wilson (2006) tried to explain the axiomatic con-
nections between the main areas, which, once focused not just individually 
but also collectively, allowed them to distinguish the three following sec-
tions on relationship marketing:

First, the study of rationality to create, develop, maintain and finish 
relationships. Here, it is crucial to clarify the concept of relation, as well as 
the typology of those relations depicted in relationship marketing, and to 
differentiate them from those that are not relations.

Second, the identification of the processes on which the relations are 
based, developed, maintained and, eventually, finished. At this point, it is 
of paramount importance to shape an explanation that includes the main 
related variables, such as trust, commitment, adaptation, uncertainty, de-
pendency, and reciprocity.
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Third, the analysis of the suitable structures to manage those processes. 
It entails understanding how the companies are organized, how the networks 
are managed and which management structures are more or less useful.

The term relationship quality was introduced by Evert Gummesson 
(1987) to the researcher and professional marketing community in the 
context of a program about the quality of the Ericsson company in 1985, 
which drew the attention of numerous investigators due to having focused 
on the customer’s perception of quality. Ever since then, the relationship 
quality has become one of the mainstays of relationship marketing (Hen-
nig-thurau, Gwinner, Walsh, & Gremler, 2004) and, nowadays, it is con-
sidered crucial for the development of successful commercial relations 
(Vieira, Winklhofer, & Ennew, 2008). Relationship quality is defined as “a 
superordinate construct composed by different dimensions, though cor-
related” (Roberts, Varki, & Brodie, 2003, p. 190) or as a multidimension-
al construct formed by trust, satisfaction, and commitment, and restricted 
by the customer’s review. Relationship quality coincides with the second 
area of investigation of Eiriz and Wilson (2006) where the key relation-
al dimensions, such as trust, commitment, and satisfaction, are essential 
for the process of identifying, establishing, developing and maintaining 
the relations with clients/customers. Taking this into account, we will ap-
proach our research focusing on this area and pose our model according-
ly (Sarmiento-Guede, 2016).

The consequences of the relationship quality refer to how the con-
cept at issue is connected with other concepts. In the existing literature, 
we have ascertained how the consequences vary depending on the con-
text, which, according to Athanasopoulou (2009), can be classified into 
three main categories:

The first category comprises businesses, services, and channel effi-
ciency in different ways, including the efficiency of the purchase, the utili-
zation of market research, the supply chain performance, the throughput 
of the exports, the efficiency of the sales, the quality of the service, and the 
increased sales or the increased business.
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The second category includes relational benefits and the anticipation 
of future interaction; the length of the relation in time; the hoarding of cli-
ents; the social, economic, psychological and personalization benefits; the 
improvement on the relation and the continuity; aspects of voluntary re-
lations, such as references, publicity or word-of-mouth (WOM) commu-
nication; the fidelity of the client; the future intentions with regard to the 
relation; the less-opportunist behavior; the propensity to leave the relation; 
the real value or perceived value for both parts. Customer loyalty has also 
gained the interest of researchers lately, either as a variable attitude, such 
as in purchase intentions or at a conceptual level of loyalty to the publica-
tion (Huang & Chiu, 2006).

The last category includes all the variables related with satisfaction: 
the seller’s satisfaction; economical and non-economical satisfaction; and the 
customer’s satisfaction with the provider.

For our research, we chose WOM reviews, situated in the second 
category of consequences of Athanasopoulou’s (2009) classification of re-
lationship quality. Nowadays, eWOM communication is one of the most 
influential variables in the consumer’s decision-making process. This phe-
nomenon is due to the increasing number of consumers expressing their 
opinion, either positive or negative, about products, services or brands. 
This new way of WOM communication has received, during the last years, 
much attention from researchers. The investigations have focused on what 
leads to eWOM communication and how this way of communication af-
fects the brand, the product, the service, the value or the customers fidel-
ity (Zhang, Craciun, & Shin, 2010).

Objectives and Hypothesis of the Investigation
Users used to have a passive role not that long ago. Actually, they used to 
simply surf the Internet and carry out electronic transactions, and there-
fore users did not contribute to online service development. However, 
the situation changed radically with the arrival of social media; thanks 
to its many formats (e.g., social networks, blogs, micro-blogging, online 
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gaming, virtual worlds, forums, and contents communities), users can 
now create, upload, exchange content or communicate with other users. 
Therefore, users should be considered as actors and critics, insofar as a 
bad experience can affect the quality of the relation and, consequently, 
the WOM communication they will post online (Fassnacht & Koese, 
2006). Given this fact, we undertake the task of analyzing whether the 
quality of the relation has a positive effect on the online environments 
of WOM communication.

As a result, we formulate the following hypothesis in order to ana-
lyze the effects of online trust, online satisfaction and online commitment 
on eWOM communication:

H1 Online satisfaction has a positive effect on eWOM communication.

H2 Online trust has a positive effect on eWOM communication.

H3 Online commitment has a positive effect on eWOM communication.

Methodology
The methodology we used on this research is a quantitative analysis. The 
scenario we selected is the online touristic sector. The main reason for that 
choice was that we needed to apply homogeneity criteria to our sample due 
to the intense growth of the sector over the past year (Correa, García, & Ta-
banera, 2015). We chose the Madrid Autonomous Community precisely 
because it is the region that generates more content on the online tourism 
sector and because young college/university students, the cluster with the 
highest affinity index (students aged 18 to 24 are the ones who use social 
media the most), all of which makes the scenario suitable for our research. 
To verify the abovementioned hypothesis, we used personal surveys in the 
form of questionnaires to gather information from a sample of 32,702 stu-
dents from public and private universities from the Madrid Autonomous 
Community. The data gathering process took place from October 20 to 24 
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of 2015. For more technical data on the survey technique, please see Figu-
re 1 and Table 1 below.

Figure 1. Socio-demographic features of the sample

Source: Own elaboration.

Table 1. Technical file of the research
Population and sample features

Geographical scope Madrid Autonomous Community

Population University students 

Sample Public and private university libraries 

Sample unit Students between 18 and 24 years old

Information gathering technique Face-to-face survey

Sampling error 4.27%

Trust level 95%

Average survey time 10 minutes

Sampling method Simple stratified random sampling 

Sample size 576 surveys

Collecting period October 20 to 24 of 2015, 10:00–14:00 and 16:00–19:00.

Nonresponse rate 0.03%

Refusal rate 4%

Software used for the analysis IBM/SPSS V.20

Source: Own elaboration.
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The questionnaire consists of 17 questions related to the different 
touristic service websites (i.e., transportation, accommodation, opinion, 
destination, travel agencies, and web search engines). It included three dif-
ferentiated paragraphs: The first one was a filter question to help us validate 
the research; the second paragraph was related to the dimension of the in-
vestigation (i.e., online satisfaction, online trust, online commitment, and 
eWOM communication); and the last paragraph consisted of questions that 
aimed to segment the groups that completed the survey.

The survey was answered by 576 people, with a sampling error of 
4.27% and a 95% trust level. The convenience of the questionnaire was vali-
dated beforehand with a pre-test, based on a small group of people (30). For 
our questionnaire, we used multiple structured questions, using the Likert 
scale of 5 points, where 1 is “strongly disagree” and 5 is “strongly agree.” 
While designing the questionnaire, we used items from previous research-
es in order to measure the dimensions. Finally, it is necessary to mention 
the treatment data method used, which was structural equations using the 
IBM SPSS software 20 (de Esteban, 2007; Antonovica, 2012).

e-Relationship Quality
The concept of e-Relationship quality emerges from the theory and research 
in the field of relationship marketing with the goal of strengthening the rela-
tions and creating customer loyalty (bonding). Relationship quality has been 
studied in depth. Authors such as Ulaga and Eggert (2006) and Athanaso-
poulou (2009) consider relationship quality as a superior-order construct 
consisting of several components or dimensions. Here, Hennig-Thurau and 
Klee (1997) define relationship quality as “the adequacy level of a relation to 
meet the needs of the customer involved” (p. 234). The relationship quality 
has to be interpreted as a multidimensional construct that “includes multi-
ple angles of the relationship exchange, therefore, its structure and under-
lying dimensions vary between the empirical researches” (Palmatier, Dant, 
Grewal, & Evans, 2006, p. 138). Despite the lack of agreement between re-
searchers, the dimensions of trust, commitment and satisfaction prevail in 
most contexts and researches. Therefore, these three dimensions (trust, sat-
isfaction, and commitment), posed to define relationship quality as a mul-
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tidimensional construct, could be considered as the most suitable for the 
current research (Sarmiento Guede, 2017).

e-Satisfaction
“Everybody knows what satisfaction is until you ask for a definition, and 
then it seems that nobody knows” (Zeithaml, Bitner, & Gremler, 2013, p. 
80). This quote we just mentioned comes from an expert researcher on sa-
tisfaction and illustrates accurately the challenge of defining that concept. 
Based on previous definitions, Oliver (1997) understood satisfaction as the 
response to consumer’s realization. It is a judgment about a characteristic 
of the product or service, or the product or service itself, which pleases the 
customer in relation to the action of consuming.

When it comes to online services, the P2P interaction is replaced by 
Person-Computer interaction, and therefore this change could require dif-
ferent approaches for measuring satisfaction, as the online consumer is a 
buyer of products or services and, at the same time, a computer user. On-
line consumers cannot use their five senses for their decision-making pro-
cess, but they face limited representations as pictures, videos, or text reviews.

In Szymanski and Hise’s (2000) research, they understood electron-
ic satisfaction as a global construct that shows the accumulated effect of an 
aggregate of individual experiences with the provider during a period of 
time. Therefore, you measure the intensity of the satisfaction or dissatis-
faction with the online experience.

e-Trust
Online trust is understood as a “psychological status which involves the in-
tention of accepting the vulnerability based on the positive expectations on 
the intentions or behaviors of others” (Rousseau, Sitkin, Burt, & Camerer, 
1998, p. 39). Aiming to understand online trust, we adopt the definition of 
offline trust in order to have a common base, seeing as it has been studied in 
multiple fields. In the researches about buyer-seller relations, offline trust 
works as a dimension that evolves throughout time, and it is based on the 
observation of the honesty, the reliability, the kindness and the trust of an 
agent (Ganesan, 1994).
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Once we have defined offline trust, we can focus on the digital context 
in order to understand online trust or the trust on the website, and then we 
will see the notorious difference, as the object of the online trust is the web-
site, Internet or the technology. The website must be seen as an online com-
pany from the perspective of the customer’s trust. We have to translate the 
business-client interaction to the user-website interactivity and consumers 
will develop their perceptions of the business according to that interactivity.

The better the impression the consumer has of the website, the more 
he accepts the vulnerability, and therefore he will gain trust towards that 
website. Therefore, online trust could be defined as the consumer’s percep-
tion of how the website could meet his or her needs according to the infor-
mation and the trust inspired by the website itself (Bart, Shankar, Sultan, 
& Urban, 2005). Electronic trust is developed when consumers have posi-
tive impressions on the website when it comes to ecommerce, and so they 
accept the vulnerability. In practice, online trust could be defined as not 
having fear while being vulnerable (Sarmiento Guede, de Esteban Curiel, 
& Antonovica, 2017).

e-Commitment
Offline commitment is defined as a psychological construct that represents 
the wish and determination to continue the participation in social media 
(Scanlan, Simons, Carpenter, Schmidt, & Keeler, 1993) or as the strength 
of the psychological bond to an organization. The commitment has always 
been a key element in relationship marketing, specifically when talking 
about relationship quality. As proof, it has been demonstrated throughout 
marketing literature that both trust and satisfaction are precedents to the 
commitment.

Mukherjee and Nath (2007) understood online commitment as 
the natural association towards the website, which is similar to the affec-
tive bond at the offline context. In that research, they suggested that on-
line trust affects online commitment directly and that it has a positive 
impact on behavioral intentions (WOM communication, purchase intent, 
and continuous interaction). Speaking of which, Eastlick, Lotz, and War-
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rington (2006) also suggested that online trust had a positive effect on on-
line commitment and, consequently, on the online purchase intent in B2C 
(Business to Consumer). We believe that these researches provide proof of 
the relationship between online trust, online commitment, and behavioral 
intentions. Mukherjee and Nath (2007) conclude by stating that satisfac-
tion with a website will affect both online trust and online commitment, 
as they are correlated.

Electronic Word-of-Mouth Communication
WOM communication has been the target of multiple researches for deca-
des. Before cyberspace existed, authors such as Katz and Lazarsfeld (1955), 
Brooks (1957), Bearden and Etzel (1982), and Rogers (1983) looked into 
the concept as the oral communication between people, where the recep-
tor perceives the message as non-commercial about a brand, product or ser-
vice (Arndt, 1967). With the arrival of McLuhan’s (1962) galaxy, eWOM 
was defined as the consumer’s perception of the information provided by 
other users available online—i.e., the conversations available in discussion 
forums online (Belanche, Casaló, & Guinalíu, 2012).

eWOM communication has experienced an enormous upswing 
during the past ten years, mainly because of the development of social me-
dia and also because of the great progress in e-commerce. These two rea-
sons soon drew the attention of researchers and of marketing professionals, 
which led to results that are available for everyone. As a result, there are two 
trends in the researches made on eWOM communication:

• The one that studies the influence of eWOM communication on the 
behavior of consumers (Bickart & Schindler, 2001).

• The one that studies the main reasons that lead consumers to exchange 
and look for information (Smith, Menon, & Sivakumar, 2005).

It is obvious that eWOM communication is a recent phenomenon 
of investigation and has not been fully defined yet due to a lack of consen-
sus between marketing and communication experts, among other reasons. 
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Some authors like Hennig-Thurau, Gwinner, Walsh, and Gremier (2004) 
understand it as informal communication throughout the internet. How-
ever, the most complete definitions seem to be those provided by Litvin, 
Goldsmith, and Pan (2008), who define “electronic WOM as all informal 
communication on the Internet related to the use or particular characteris-
tics of goods and services” (p. 460) and the one provided by Hennig-Thu-
rau, Gwinner, Walsh, and Gremier (2004), who defined eWOM as “any 
statement, both positive and negative, made by potential customers, cur-
rent or previous in a product or company, and that are available to a large 
audience (both individuals and companies) through the Internet” (p. 39). 
We observe that the definition refers to multiple transmitters and receiv-
ers, which poses a problem. 

 
By transmitters and receivers, on the other hand, Hennig-Thurau, Gwin-

ner, Walsh, and Gremier (2004) mean any potential, current or previous 
customer. However, Xun and Reynolds (2010) criticized Hennig-Thurau’s 
definition, arguing that the transmitter or receiver is not a customer at all. 
They adduced that the conceptualization was too static and did not match 
with the interactive exchange of information that eWOM offers. In fact, the 
latest researches focus more on its influence on the user/customer than on 
the plain exchange of opinions and search of information.

eWOM is a complex concept that used to be related to numerous 
terms, such as viral marketing, internet communication, user-generated con-
tent (UGC), internet advertising, among others. It is very different from 
those concepts, though, seeing as eWOM is an interactive process that 
includes numerous elements. Indeed, Breazeale (2008) asserted that 
eWOM could not be the same as WOM. Given these evident differenc-
es, as we will point out below, and taking into account the researches of 
Lee and Youn (2009) and Breazeale (2009), we identified a series of as-
pects that could help to differentiate these two concepts (electronic and 
non-electronic WOM): 

eWOM is not an oral activity. Indeed, according to Pollach (2008), 
the digital context has many platforms (i.e., social media) that help eWOM. 
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Furthermore, as we mentioned before, WOM takes place in a physical sit-
uation, face to face, where agents share information about a product, ser-
vice, brand or organization. eWOM, on the other hand, takes place through 
different devices that keep and share the information (e.g., computers, 
tablets, smartphones, etc.). In WOM, the face-to-face context disappears 
and, as a result, the physical and verbal features that allow one person to 
evaluate the other are nonexistent (Gelb & Sundaram, 2002). Moreover, 
even though the oral word can have a great impact because of its immedi-
acy, the written word has the advantage of permanence in time (Bickart 
& Schindler, 2001).

eWOM facilitates the exchange of opinions between customers. Inter-
net and, in particular, social media, offers consumers the opportunity to 
exchange information. eWOM makes it possible to compile information 
about organizations/companies, brands, products or services from other 
consumers or customers in an unbiased way, as well as to offer your own 
advice about the consumption. In this sense, electronic word of mouth 
works as a process of social influence in which users experience changes in 
their attitudes and behaviors as a result of interacting with other users. It 
has been proven that users look for the opinion of third parties aiming to 
reduce their own risk, ensure lower prices and obtain reliable information 
(Goldsmith & Horowitz, 2006). 

eWOM has opinion leaders. Just as in the analogical context, the dig-
ital context has its own opinion leaders. Bronner and de Hoog (2010) de-
fine opinion leaders in digital context as e-fluentials. In general terms, these 
are the most experienced users that have an influence on other users’ deci-
sions with their information supply (Fong & Burton, 2006). On this sub-
ject, Vilpponen, Winter, and Sundqvist (2006) state that opinion leaders 
have an important role when it comes to spreading innovation online. 

eWOM occurs in and throughout Internet platforms. Social media has 
enabled users to gain market power from the producers. Now it is possible 
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to be a provider, a transmitter or an information seeker (Sun, Youn, Wu, 
& Kuntaraporn, 2006). The Internet emerges as the channel that drasti-
cally changed WOM. It has even eased indirect communications between 
anonymous people through different platforms that exist in the Internet 
(i.e., social media, including blogs, social networks, community content, 
forums, etcetera).

eWOM is sustained by the web. Vilpponen, Winter, and Sundqvist 
(2006) state that eWOM is based on messages that are linked altogether, 
thus forming a web of webs. As Dellarocas (2003) stated, users in virtual 
communities build up their own social networks with people they do not 
know and exchange with them opinions on products and brands. This pro-
cess takes place in any virtual community where users do not establish a 
relationship most of the times, but they merely connect because of a com-
mon interest. Users make decisions offline based on opinions and informa-
tion they find online (Lee, Park, & Han, 2008). 

eWOM is addressed to a large audience. One of the main benefits that 
induce customers to use it is its long-range capability. The Internet has 
made it possible for eWOM to be “from many to many,” not only from one 
to many, and the content is available for numerous users (Hennig-Thu-
rau, Gwinner, Walsh, & Gremier, 2004), which makes it more interactive 
than non-electronic WOM (Gelb & Sundaram, 2002). Social media pro-
vides dynamic, interactive, multimedia and social platforms for the de-
velopment of eWOM.

eWOM is a timeless and placeless interaction. Hence, it is an asynchro-
nous process not limited by time or place (Goldsmith & Horowitz, 2006). 
As eWOM does not disappear instantly (Breazeale, 2009), marketing in-
vestigators and academicians can undertake the task of studying its groups 
and communities through netnography (Xun & Reynolds, 2010). In con-
clusion, users are able to read, reread and compare opinions filed about 
the products, services, brands or companies they are interested in. This 
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accessibility makes WOM that attractive for the Internet user, becoming 
his or her preferred source of information (Hoffman & Novak, 1997). 

eWOM can be anonymous. Another important difference between 
electronic and non-electronic WOM is that eWOM can be anonymous. In 
several occasions, eWOM electronic word of mouth takes place between 
unrelated people (Dellarocas, 2003), but thanks to the anonymity provided 
by online communication, users tend to lose their fear and share way more 
information, increasing the volume of eWOM. As a result, the chances of 
finding other users with experience on the service, product, brand or com-
pany at issue are remarkably increased. However, one of the negative aspects 
of anonymity is that, remaining the source unknown the message credibili-
ty decreases (Amblee & Bui, 2011). Users tend to fall back on friends, fam-
ily and influencers with great online reputation. As a result, with the rise of 
blogs and social networks, anonymity is giving ground, as users interact in 
a more personal way. 

In eWOM, credibility issues can be detected. There is a great discus-
sion in the internet about if all that non-filtered information provided 
by unknown users should be treated as truthful. Indeed, if the informa-
tion generated through eWOM is to be treated as truthful, it must be 
checked and validated by some receivers (users). Several researches state 
that information generated by the users has more credit than the orga-
nization itself.

A number of investigations conclude that WOM communication 
affects all online business directly (Cheung, Lee, & Rabjohn, 2008). The 
relationship between commitment and WOM communication (Harri-
son-Walker, 2001; Lee, Park, & Han, 2008; Casaló, Flavián, & Guinalíu, 
2008), the relationship between trust and WOM communication (Chung 
& Shin, 2010), the relationship between satisfaction and WOM commu-
nication (Casaló, Flavián, & Guinalíu, 2008; Casaló, Flavián, & Guinalíu, 
2012) are also demonstrated, both in analogical and digital contexts. In this 
paragraph, we will explain WOM communication as a consequence of the 
quality of the relation (Athanasopoulou, 2009).
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Analysis and Result Interpretation
In this paragraph, we will introduce the analysis and results obtained from 
the 576 interviews with users of tourist service websites (i.e., transpor-
tation, hosting, opinion, meta-browsers, destination and travel agencies 
websites). The percentages shown in the following charts are calculated 
according to the size of the sample (576 surveys) through simple random 
sampling. This method allowed us to obtain a representative sample, both 
in shape and size, for our research.

Before contrasting the hypothesis, we analyzed the reliability of the 
constructs using the Cronbach’s alpha coefficient for all the scales, obtain-
ing values over 0.790 for trust (0.890), satisfaction (0.935), commitment 
(0.897), and eeWOM communication (0.938). As you see, all the values 
under study are over 0.60, so we can conclude that there is a high constan-
cy and reliability between the statements included in the questionnaire 
(Hair et al., 2010).

Table 2 shows the Pearson correlation coefficient as well as the aver-
age of the dimensions, which rate how correlated the variables are on a 0-1 
scale. According to Hernández-Sampieri, Fernández-Collado, and Baptis-
ta-Lucio (2010), Pearson correlations are significant from 0.30. The results 
show there is a relation between the variables of satisfaction, trust, commit-
ment and eWOM communication.

Table 2. Hypothesis contrast out of Pearson 
correlation coefficient

Mean Typical deviation 1 2 3 4

1 eWOM communication 4.75 1.460 1.000

2 Satisfaction 4.58 1.409 0.423 1.000

3 Trust 4.09 1.456 0.543 0.634 1.000

4 Commitment 3.38 1.578 0.565 0.592 0.624 1.000

Note: 1 is eWOM communication; 2 is satisfaction; 3 is trust; and 4 is commitment.
Source: Own elaboration.
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In order to contrast the hypothesis, we used the linear regression 
analysis. With this statistical technique, we aim to analyze the relation be-
tween a dependent variable—in this case, eWOM communication—and 
several independent variables such as trust, satisfaction, and commitment. 
Table 3 shows there is a positive relation between satisfaction and eWOM 
communication (t=6.057, p= .000). As a consequence of this, we accept-
ed hypothesis H1. The study also showed a positive correlation between 
trust and eWOM communication (t=6.285; p=.000), and therefore we ac-
cepted hypothesis H2. Finally, the results also showed that WOM commu-
nication also affects commitment (t=2.419; p= .001), and so we accepted 
hypothesis H3 as well.

Table 3. Regression analysis of the impact of quality
of the service on the satisfaction of online users

 Model

Nonstandard coefficients Standard 
coefficient t Sig.

B Std. Dev. Beta B Std. Dev.

(Constant) 1.198 .298 6.144 .000

Satisfaction .175 .034 .202 6.057 .000*

Trust .214 .041 .235 6.285 .000

Commitment .145 .062 .141 2.419 .012**

Note: R2 =0.774; F-value=42.484, p>0.000.
*Significant at 1%, ** Significant at 5%

Source: Own elaboration.

The R2 coefficient of 0.774 shows that the model is relevant, as 77% of 
the satisfaction, trust and commitment of the users is related with eWOM 
communication. The p-value for the model is under 0.05, which means that 
the stated hypothesis could be accepted as well as at least one of the param-
eters being nonzero, and thus the model is valid as a whole. All of these re-
sults corroborate the existing relation between WOM communication and 
the relationship quality as stated by Athanasopoulou (2009), Chung and 
Shin (2010), and Sarmiento-Guede (2015).
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Conclusions, Limitations and Future Lines 
of Investigation
The Oxford Dictionary (2009) defines conclusion as “the end or finish of an 
event, process, or text,” as well as “the summing-up of an argument or text 
or a proposition that is reached from given premises.” This paragraph en-
compasses the main conclusions extracted from the investigation we carried 
out after reviewing a vast theoretical framework, aside from the scientific 
application throughout different techniques, both on data gathering and 
primary data analysis.

Our theoretical contribution rests on embodying some more precise 
definitions to the concepts of study. In this respect, we understand satisfac-
tion as the affective state of the client/customer related to the performance 
of the product, service, brand, or relation meeting or exceeding expecta-
tions. We understand trust as the hope, security, reliability and integrity 
that clients/customers have in the products, services or brands. We under-
stand commitment as the obligation of continuing an established relation. 
And lastly, we define eWOM communication as the exchange of informa-
tion, either positive or negative, between actual and/or potential custom-
ers about a product, service or brand.

To answer the main question of the research: proving whether the 
quality of the relation had a positive effect on eWOM communication, we 
appealed to the results of the hypothesis validation. Hence, the hypotheses 
have proved that there is a positive relation between all the variables (on-
line satisfaction, trust, and commitment) with eWOM communication. 

From the proposed model, it is concluded that satisfaction and trust 
through travel websites are the most important direct predictors of eWOM 
communication, mainly because users are looking for an interpersonal com-
munication process that satisfies their need and a source that is reliable. 
However, commitment through travel websites does not show such a sig-
nificant relationship, mainly because users do not use these types of web-
sites to develop a relationship with the brand.
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Research work like the one by Naik, Shankar, Venkatesh, and Hofack-
er (2010) concluded that dimensions such as customer satisfaction are an-
tecedents and mediators of behavioral intentions, and since 1980 it has been 
established that the highest levels of satisfaction have a greater intention to 
recommend, that is, to develop eWOM communication. The results showed 
that the variables of trust, satisfaction and commitment explain on a 77% 
the model proposed and how it affects WOM communication.

Based on the analysis presented, we can conclude that users use more 
websites from travel agencies, opinion websites like TripAdvisor, and search 
engines. The main reason for using travel agency websites is because of how 
easy they make it for users have to book, compare prices and see content 
on the same website. Regarding opinion websites such as TripAdvisor, the 
main reason to use them is that users can develop WOM communication 
with other users, which enriches these types of websites as a source of re-
liable information. With respect to the last price comparison website, we 
can say that users are only one click away from all the necessary informa-
tion regarding prices. In the end, it can be said that a quality travel website 
must gather the variables of content, price comparison and tools that fa-
cilitate the development of WOM communication, which is the most im-
portant after the study.

Several research studies similar to the present work suggest the re-
lationship between the quality of the relationship and the development 
of electronic mouth-to-mouth communication. Authors such as Chung 
and Shin (2010) propose a model in which they confirm the relationship 
and influence of the online relationship quality in eWOM communica-
tion. This model used a sample of young university students from South 
Korea in the context of e-commerce. Other authors such as Lee and Youn 
(2009) demonstrated that satisfied online shopping customers develop pos-
itive e-mail communication, while unsatisfied customers develop negative 
e-mail communication. More recent studies, such as the one by Purnasari 
and Yuliando (2015), show the relationship between the quality of the re-
lationship and the development of eWOM communication in the Indone-
sian beverage and food sector.
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Our research also had a task of demonstrating the need to focus aca-
demic marketing studies on the business sector. Consequently, our recom-
mendation for travel website companies is to use their websites as well as 
their social media accounts to manage their relationship with their clients. 
A good quality of the relationship will grant them a positive eWOM com-
munication, as we have shown in this research.

Next, we will list the limitations we set to our research: a) the sam-
ple was limited to university students between the ages of 18 and 24 years 
from the Autonomous Community of Madrid, Spain. Even though we 
see it as a representative sample, we do not think it is big enough to ex-
trapolate the results to all students in Spain; b) the sample focused on a 
specific sector that can limit the scope if we ever extrapolate the results 
to different sectors; and c) we found a lack of investigation on eWOM 
communication, which limited the bibliography references and hindered 
the measurement.

Until now, we referred to the theoretical and empirical contributions 
and the implications this research could have on business management as 
well as the limitations we found during the investigation process. However, 
we believe it is as important or even more, to open new lines of investigation 
that offer other researchers the opportunity to develop new investigations 
in the area. That is why we have paid so much attention to this paragraph.

Hence, in next researches, both eWOM communication and the con-
tent generated by the users could be studied more in depth. It is crucial that 
we define each concept correctly and that we differentiate them in order to 
avoid confusions.

Focusing on WOM communication and user-generated content, it is 
very interesting to understand how those dimensions affect the users’ be-
havior—that is, to know if there is any positive or negative relationship re-
garding the purchase of products/services.

This research work to protect research subjects and institutions has at 
all times preserved the confidentiality of all primary and secondary sourc-
es, thus complying with ethical research principles.
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