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ABSTRACT 
Experienced travelers share their reviews regarding hotel services which 
serve as a testimony for novice travelers and help them to make their 
decision whether to book that hotel or not. The current study aims to 
identify the various factors affecting the intentions of travelers for online 
hotel bookings. Data was collected from 419 respondents who adopt 
online reviews published on online travel aggregators for online hotel 
bookings. The respondents for this study are taken from Delhi. Further, 
the hypotheses of this study were validated with the help of structural 
equation modeling (SEM) using partial least squares (PLS). The paper 
found Information quality; Source credibility, Information sidedness, and 
Information consistency are the significant predictor of traveler’s 
Information usefulness for hotel bookings. Further, the relationship 
between Information usefulness and online hotel bookings intentions was 
also found statically significant. This study has provided implications for 
hotel managers that hotel managers should continue to monitor the 
negative reviews and take some necessary actions to overcome these 
issues. As well as they should focus on their service quality which helps 
them to make their customers happy and encourage them to upload 
positive reviews. This study analyzed the travelers’ adoption of user-
generated reviews from online travel aggregators for online hotel 
bookings by using an information adoption model with additional 
constructs.  
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1. INTRODUCTION 

 

The online review has become a significantly important factor for purchase 

(Siering, Muntermann & Rajagopalan, 2018). With the growth of web 2.0 and social 

media, consumers use online platforms (Arora & Lata, 2020). The most primary 

channels for sharing experiences are blogs, reviews, videos etc. (Tseng, Chang, Wang, 

Wang & Lin, 2021). Consumers critically scan, seek and read reviews to gather more 

information before their final purchase (Zhu & Zhang, 2010). Reviews used by 

consumers for decision making are in the global context, so online suggestions 

published by experienced customers can’t be ignored by companies (Matute, Polo-

Redondo & Utrillas, 2016).  

Consumer opinion platforms are known as online platforms that which make it 

probably easy for novice consumers to understand the reviews of experienced 

customers related to various products/services (Balouchi et al., 2017; Hennig-Thurau & 

Walsh, 2003). More than ninety percent of potential consumers adopt reviews from 

online sources, blogs, and other forms of consumer opinion platforms before their actual 

purchase (Cheung & Thadani, 2012). Textual reviews provide detailed information 

about previous consumer’s consumption experiences and also highlight the different 

attributes of products/services (Zhao, Zhu & Wang, 2019: Zeng, Cao, Lin & Xiao, 2020). 

A study conducted by Israel, Zerres & Tscheulin (2019) state that travelers’ usefulness 

of virtual information (reviews, videos etc.) influence their online hotel booking 

intentions. Online Travel Aggregators (OTA) are consumer-dominated information 

sources where consumers post reviews for the products/services experiences they have 

consumed (Akehurst, 2009; Shao, 2009) and offer multiple services such as air tickets, 

hotel booking rental cars, destination attraction, etc. to the consumers. While planning 

about a destination, Tripadvisor is most widely used by travelers (Sotiriadis, 2017).  

Online travel aggregators promote tourism products/services and provide a 

platform through which potential customers can receive valuable information without 

geographical or time limitations (Kucukusta et al. (2015). El-Said (2020) stated that the 

digital manifestation of word of mouth has a great impact on hotel industry. Tourism 

industry has greatly affected by user-generated content, but most probably, the 

hospitality sector is highly affected (Cantallopos & Salvi, 2014). In the context of the 

hospitality sector, user-generated reviews have been found to have a stronger effect 

(Cantallops & Salvi, 2014). Kangogo et al. (2013) pointed that the growth of the 

hospitality sector is growing swiftly in the global world as well as positively impacted 

global economies, which has led to the growth of online industries. Canhoto & Clark 

(2013) postulated that the attractiveness of user-generated reviews considered 

prominent in the hospitality industry. This might signify that online reviews assist 

consumers in their hotel booking (Cox et al., 2009). Sparks & Browning (2011) revealed 

in their study that hotels are considered to be more trustworthy if previous customers 

have published positive reviews about it. Papathanassis & Knolle (2011) stated that 



S. Lata; K. Rana 
 

173 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

consumer uses online reviews while searching, planning holiday vacations, and making 

a purchase decision in the travel industry. Further, it is also confirmed by Mauri & 

Minazzi (2013) that user-generated reviews are considered significantly crucial in the 

hospitality sector as it impacts consumers’ purchase intentions and expectations. In 

addition, they found that more than 75% of respondents search and use online 

information before hotel booking which is published by previous consumers. 

Gretzel et al. (2007) also confirmed that consumers eagerly gather information 

from online travel aggregators, and it helps them to make an easy comparison. 92.3% 

of respondents use Tripadvisor and Lonely Planet, as well as online travel channels are 

widely used for travel bookings. Therefore, it can be stated that user-generated reviews 

published on online travel aggregators are considered as an important source that 

provides relevant information that helps consumers’ decision making. The significant 

increasing demand for user-generated reviews has attained research attention, and 

many researchers have focused on how reviews effects consumers booking intentions 

(Cantallops & Salvi, 2014; Casado-Diaz et al., 2020; Chakraborty & Biswal, 2020; El-

Said, 2020; Fotis et al., 2012; Israeli et al.,2017; Schamel 2012; Verkaris & Neohofer, 

2016; Wen, Lin, Liu & Xiao, 2020;  Xiang & Gretzel, 2010; Xu, 2020; Zeng, Cao, Lin & 

Xiao, 2020; Zhang et al., 2018). For instance, Lo & Yao (2019) posited that positive 

reviews influence the hotel booking intentions of travelers. Zang et al. (2010) focused 

that how eWOM makes online popularity of restaurants. User-generated reviews impact 

travelers’ decision-making processes (Vermeulen & Seegers, 2009). Schamel (2012) 

revealed the influence of high ratings on the hotel room price.  

Existing literature has identified the influence of user-generated reviews on users’ 

attitude in the hospitality sector in various contexts including the sale of hotel rooms (Ai, 

Chi & Ouyang, 2019; Novikova, 2019; Blal & Struman, 2014), consumer decision 

making (Gursoy, 2019; Cheng & Loi, 2014), hospitality industry (Kim et al., 2015). 

However, there is still scarcity in existing literature in understanding the traveler’s 

adoption of online reviews for online hotel booking intention. Therefore, this study aims 

to identify the various determinants that influence traveler’s adoption of online reviews 

published on online travel aggregators for online hotel bookings. The current study has 

applied an information adoption model with additional two constructs, i.e. information 

sidedness and information consistency in this study.  

 

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

 

This paper seeks to understand various determinants of information adoption that 

influence the consumers’ hotel booking intentions. While, it has been identified that 

there are myriad of factors that influence the consumers’ hotel booking decision. The 

current study focused on the reviews published on online travel intermediaries and their 

relative influence on consumer’s booking intentions. 
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2.1) INFORMATION ADOPTION MODEL 

 

The information adoption was proposed by Sussman & Siegal in 2003 wherein 

they propose that consumer can adopt information through two routes. These routes are 

information quality as central route and source credibility as a peripheral route. In the 

current study, a detailed review was undertaken for information adoption model in 

various contexts including social media adoption (Chung, Han & Koo, 2015), eWom 

adoption (Filieri, Alguezaui, & McLeay 2015, Hussain et al., 2017), Purchase Intention 

(Khwaja, Mahmood & Zaman, 2020), online product adoption for new product 

development (Lee & Yang, 2014), travel websites adoption (Tseng & Wang, 2015), 

online reviews adoption (Shen, Zhang & Zhao, 2015), Health Sector (Wang & Sun, 

2020). 

 

2.1.1) INFORMATION QUALITY 

 

Information quality refers to the quality of information “how the provided 

information is useful for the consumer” (Yeap et al., 2014). Information quality plays a 

significant role and helps customers to evaluate the quality of products/services (Erkan 

& Evans, 2016b). Information uploaded on online platforms should be update, accurate 

with substantial value (Khwaja et al., 2020). Existing literature has confirmed information 

quality as strong predictor of information usefulness in various contexts including social 

media adoption (Chung et al., 2015), eWom adoption (Filieri, 2015; Hussain et al., 

2017), YouTube adoption (Arora & Lata, 2020), travel websites adoption (Tseng & 

Wang, 2015), Purchase Intention (Khwaja, Mahmood & Zaman, 2020), online reviews 

adoption (Shen et al., 2015), online travel communities (Cheung, Lee & Rabjohn, 2008). 

Thus, we hypothesize: 

 

H1: Information Quality positively influences Information Usefulness.  

 

2.1.2) SOURCE CREDIBILITY 

 

Source credibility refers to the extent to which the users consider the source as 

credible for providing information about the product (Goldsmith et al., 2000; Ismagilova, 

Slade, Rana & Dwivedi, 2020). Various researches have validated source credibility as 

essential antecedents of information usefulness in various contexts including 

consumers’ decision process (Filieri & McLeay, 2014), social media adoption (Chung et 

al., 2015), YouTube adoption (Arora & Lata, 2020), online reviews adoption (Shen et al., 

2015), ewom adoption (Filieri, 2015; Hussain et al., 2017, Khwaja & Zaman, 2020), 

travel websites adoption (Hsieh & Li, 2020; Tseng & Wang, 2015), travel information 

adoption (Li, Ong & Ito, 2020). Thus, we hypothesize: 
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H2: Source credibility positively influences Information Usefulness. 

 

2.1.3) INFORMATION SIDEDNESS 

 

Information sidedness refers to both sides of reviews (positive and negative) 

which are considered important factors of online reviews (Chen et al., 2014). Reviews 

published with positive feedback are regarded as favorable experiences of experienced 

customers and influence the booking decision of potential customers whereas negative 

reviews posted by unsatisfactory customers discourage the other’s buying decisions 

(Qiu et al., 2012). So, positive reviews leads to more bookings (Chakraborty, 2019). 

Various researches have studied information sidedness in past literature and 

considered it as an important factor of online reviews (Chen et al., 2014; Daowd, Hasan, 

Eldabi, Rafi-Ul-Shan, Cao & Kasemsarn, 2020; Garg & Pandey, 2020; Hu et al., 2012; 

Purnawirawan et al., 2012; Qiu et al., 2012; Shih & Sung, 2020; Xue & Zhou, 2010; 

Wang, Li & Liu, 2020; Zhang, Craciun & Shin 2010). Thus, we hypothesize: 

 

H3: Information Sidedness positively influences Information Usefulness. 

 

2.1.4) INFORMATION CONSISTENCY 

 

Information consistency refers to “whether the information provided by one 

source is consistent with other sources” (Barry and Schamber, 1998). While making 

buying decision customers have a propensity to obtain maximum information through 

reviews regarding products and services from different sources (Luo et al., 2013), 

sometimes information expresses the same viewpoint (Barry and Schamber, 1998) 

therefore these reviews are considered highly consistent. Existing studies have 

confirmed the information consistency as strongest predictor of online reviews (Chen & 

Chang, 2018; Cheung et al., 2009; Sirithanaphonchai, 2017; Kelman, 1958; Luo, Wu, 

Shi & Zu, 2014; Pan & Zhang, 2011; Vandenbosch & Higgins, 1996; Wu, Tipgomut, 

Chung & Chu, 2019; Zhang et al., 2010; Zhang & Watts, 2003).Thus we hypothesize: 

 

H4: Information Consistency positively influences Information Usefulness. 

 

2.1.5) INFORMATION USEFULNESS 

 

Information usefulness refers to “a person believes received information is 

valuable and will enhance his buying or booking decision” (Luo et al., 2014a). Various 

studies in the past literature have confirmed Information usefulness as a key construct 

in adoption theories.  A survey conducted by Cheung et al. (2008) has revealed that 

information usefulness makes a major role in encouraging consumers’ information 

adoption through online reviews. Potential consumer sees the online reviews published 
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at online platforms and it helps them in their decision making (Arora & Lata, 2020). 

Therefore, if the consumer understands that reviews published on online travel 

aggregators for hotels are useful, the probability of adopting those reviews will be 

higher. 

Various studies have found information usefulness as the most reliable predictor 

of information adoption including online consumer reviews (Shen et al., 2015), 

destination visit (Arora & Lata, 2020; Chung et al., 2015; González-Rodríguez et al., 

2016; hotel reviews adoption (De Castro, Goncalves, Reis & Sonsini, 2020; Hu, 2020; 

Liu & Park, 2015; Zeng et al., 2020), YouTube adoption (Arora & Lata, 2020). Thus, we 

hypothesize: 

 

H5: Information Usefulness positively influences Online Booking Intentions.  

 

3. RESEARCH METHODOLOGY 

 

This study aims to examine the determinants of reviews’ influence on consumer 

hotel booking intentions. This study has employed quantitative techniques with a 

questionnaire method to collect data from the respondents. The items of the 

questionnaire were adopted from the previous studies. There are six constructs in it: 

namely information quality, source credibility, information consistency, information 

sidedness, information usefulness and hotel booking intentions. The items of 

information quality, source credibility, and information usefulness were adapted from 

Tseng & Wang (2015), the items of Information sidedness and information consistency 

were adapted from Cheung et al. (2009), the questionnaire items of hotel booking 

intention were adapted from Poon et al. (2014). An adapted scale from previous 

literature was taken to measure the construct by ranging 5 (strongly agree) to 1 

(strongly disagree). 

3.1) SAMPLE SIZE AND DATA COLLECTION 

The travel and tourism market in India is worth 42b USD and is expected to grow 

at the compounded annual rate of 10.2% in the next ten years (Red Seer Analysis, 

2009). Young Indian travelers are tech-savvy and adopt online information. Consumers 

are widely using online travel portals while choosing destinations and hotel bookings. 

Online travel portals are an internet platform that provides flexibility and cost 

comparison of products/services offered by different companies (Red Seer Analysis, 

2009). The most famous online travel portals used by Indian travelers are MakeMyTrip, 

yatra.com and cleartrip.com. So, the respondents taken for this study are the travelers 

who adopt reviews from online booking portals for their hotel bookings. The 

respondents for this study were taken from Delhi who adopts information from online 

travel aggregators and has intentions to make online hotel bookings in the coming one 

year. For data collection, total 570 questionnaires were distributed. Four hundred 



S. Lata; K. Rana 
 

177 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

seventy three questionnaires were received back from respondents and further 54 

questionnaires were removed due to incompletion and missing values. Finally, 419 

respondents’ answers were taken for data analysis, providing a response rate of 73.5 

%. A purposive sampling technique was used for data collection. Data was collected in 

the month of January and February 2020. It was orally confirmed from respondents that 

do they use online reviews from online travel channels for hotel booking and the 

respondents with the answer yes were selected for the questionnaire filling.  

 

Variables Group No. of 
Respondents 

Percentage 
(approx.) 

Gender Male 228 54.5% 
Female 191 45.5% 

Age Below 20 55 13.1% 
21-35 157 37.4% 
36-50 105 25.1% 
51-65 53 12.6% 

Above 65 49 11.7% 
Employment Status Employed 163 38.9% 

Self-Employed 137 32.6% 
Student 98 23.3% 
Others 21 5.1% 

Table 1: Demographics 
Source: Own elaboration 

 

4. DATA ANALYSES 

 

For this study, data was analyzed by using PLS software in version 3.0.  It meets 

the condition of small-medium sample and non-normality conditions (Hulland, 1999). 

There are two models: Outer models and inner models. The outer model in PLS is 

known as a measurement model, and inner model is called structural model. 

 

4.1) THE MEASUREMENT MODEL 

 

The measurement model has been examined by convergent and discriminant 

validity. The convergent validity is analyzed by using Fornell & Larcker (1981) criteria. 

Table 2 shows all value of factor loadings, composite reliability and AVE are above then 

the threshold values. The values of factor loadings and composite reliability are above 

0.7 and the value of AVE is above 0.5. 
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Construct Scale 
Item 

Loadings Composite 
Reliability 

AVE Cronbach 
Alpha 

Information  
Quality (IQ) 

IQ1 0.828 0.933 0.823 0.891 
IQ2 0.932 
IQ3 0.958 

Source 
Credibility (SC) 

SC1 0.814 0.802 0.575 0.628 
SC2 0.710 
SC3 0.747 

Information 
Sidedness (IS) 

IS1 0.944 0.941 0.842 0.906 
IS2 0.910 
IS3 0.898 

Information 
Consistency 
(IC) 

IC1 0.836 0.910 0.771 0.851 
IC2 0.906 
IC3 0.892 

Information 
Usefulness 
(IU) 

IU1 0.971 0.973 0.924 0.959 
IU2 0.958 
IU3 0.955 

Hotel Booking 
Intentions 
(HBI) 

HBI1 0.823 0.942 0.884 0.908 
HBI2 0.923 
HBI3 0.934 

Table 2: Item Loadings, Composite Reliability, AVE, Cronbach Alpha Coefficients 
Source: Own elaboration 

 

Discriminant Validity is an extent in which the one variable is linked with its own 

construct only and doesn’t show the reflection of any other variable (Ramayahet al., 

2013).The Fornell & Larcker criterion indicates that value of AVE should be greater than 

the square root of other factors presented in the model which indicates that particular 

construct shares maximum variance with its indicators only rather than any other 

construct. 

 

 IC HBI IQ IU SC IS 
IC 0.878      

HBI 0.751 0.919     
IQ 0.647 0.728 0.907    
IU 0.771 0.820 0.708 0.961   
SC 0.442 0.417 0.362 0.469 0.758  
IS 0.353 0.404 0.356 0.424 0.136 0.918 

Table 3: Discriminant validity of constructs  
Source: Own elaboration 

 
 

4.2) THE STRUCTURAL MODEL 
 
The structural model and hypotheses of this study were tested using PLS. It used 

the bootstrapping method by putting 5000 iterations to get statistical significance and 

path coefficients.  PLS does not provide the value of overall goodness of fit (GoF) 

indices. The diagnostic tool provided by Tenenhaus et al. (2005) was used to calculate 

GoF indices. Hoffmann & Birnbrich (2012) provide the cut-off values: GoF small _ 0.1; 

GoF medium _0.25; and GoF large _ 0.36. The GoF value found for this model was 

0.745 for information usefulness and 0.731 for online hotel booking intentions. These 

values are above than threshold values so it indicates excellent model fit (Table 4). 
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Constructs AVE GFI R Square 
Information Quality 0.823   
Source Credibility 0.575   
Information Sidedness 0.842   
Information Consistency 0.771   
Information Usefulness 0.924   
Hotel Booking Intentions 0.844   
Average Score 0.796   
AVE* R2 (IU) 0.556  0.697 
AVE* R2 (HBI) 0.535  0.673 
(GoF= AVE* R2) IU  0.745  
(GoF= AVE* R2) HBI  0.731  

Table 4: Goodness of fit indices  
Source: Own elaboration 

 

 
Figure 1: The Structural Model 

 

Information Quality (β=0.314, p<0.05), Source credibility (β=0.134, p<0.05), 

Information Sidedness (β=0.131, p<0.05), and Information Consistency (β=0.462, 

p<0.05) were found statically significant in predicting the information usefulness of 

consumers. Further, Information Usefulness (β=0.820, p<0.05) was also found statically 

significant in determining the online hotel booking intentions of consumers through 

online travel aggregators. The R Square value of the model explains the variance 

explained by the independent variables (Wixom & Todd, 2005). The R Square value of 

0.67 is considered as substantial, the value of 0.33 is considered as average and the 

value of 0.19 is taken as weak (Chin, 1998). The R Square value for information 

Usefulness is 0.697 and for online hotel booking intention is 0.673 which achieved an 

acceptable fit of the model. 

 

5. RESULTS AND DISCUSSION 

 

This study has used the adoption model of Sussman & Siegal (2003) to evaluate 

the online hotel bookings intentions of consumers. The objective of this study is to 
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determine the influence of review characteristics (Information Quality, Source 

Credibility, Information Sidedness, and Information Consistency) in predicting the 

information usefulness of consumers for hotel booking through online travel 

aggregators. The proposed HI, H2, H3, H4 and H5 were found significant in this study. 

From the independent variables, the fourth variable information consistency explained 

the highest variance for information usefulness and considered to be the strongest 

predictor of information usefulness. 

 

Hypotheses Path Standardized 
Coefficient 

P value Supported Constructs R2 

H1 IQ-IU 0.314 0.000 Yes Information 
Usefulness 

0.697 
H2 SC-IU 0.134 0.000 Yes 
H3 IS-IU 0.131 0.000 Yes 
H4 IC-IU 0.462 0.000 Yes 
H5 IU-HBI 0.820 0.000 Yes Hotel 

Booking 
Intentions 

0.673 

Table 5: Summary of test results for the structured model 
Source: Own elaboration 

 

The proposed first hypotheses H1 indicates (path coefficient = 0.314, t statistics 

= 5.735, p < 0.05) information quality was found statistically significant on information 

usefulness. The results show that consumers’ intentions are highly influenced for hotel 

booking when they find review presented on online travel aggregators as true, reliable 

and up-to-date. The high quality reviews insist on the consumer to trust and help them 

to plan their tour. The finding of this dimension is consistent with the previous 

researches (Arora & Lata, 2020; Coursaris, Osch, & Albini, 2018; Lee & Shin, 2014; 

Salehi-Esfahani, 2016; Tseng & Wang, 2015; Xu, 2014; Zhu, Chang  Luo, 2016; Zu et 

al., 2015). 

The second hypothesis of the study (path coefficient = 0.134, t statistics = 3.527, 

p < 0.05) was also found statically significant.  The results show that consumers seek 

highly credible information. The credibility of information increases when the information 

provided is highly expert and trustworthiness. The reviews uploaded by experience 

travelers are more trustworthy as compared to novice travelers.  The results of this 

dimension are consistent with previous researches (Arora & Lata, 2020; Cheung et al, 

2008; Cheung et al., 2009; Coursaris, Osch & Albini, 2018; Kang & Namkung, 2019; 

Lee & Shin, 2014; Salehi-Esfahani, 2016; Tseng & Wang, 2015; Xu, 2014; Zhang & 

Watts, 2008; Zhu, Chang  Luo, 2016; Zu et al., 2015) 

The third hypotheses H3 indicates (path coefficient = 0.131, t statistics = 3.814, p 

< 0.05) was also found statically significant. The consumer tends to believe more when 

reviews updated on platform are two sided (positive and negative). Reviews published 

on one sided only are considered as vague and untrustworthy. The finding found 

consistent with previous study done by Caccinelli & Toledano (2018) in context of 
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Booking.com which state that information sidedness of reviews plays prominent role in 

consumer’s decision making. 

The proposed hypothesis H4 indicates (path coefficient = 0.462, t statistics = 

8.214, p < 0.05) were found statistically significant. The result of this dimension was the 

strongest predictor for information usefulness and reflected that reviews published on 

one platform should be consistent with reviews published on other platforms. 

Consumers do believe reviews posted on online travel aggregators regarding hotel 

booking are consistent with the information published on other platforms. The results of 

current paper found consistent with the earlier studies (Bigné, William & Soria-Olivas, 

2020; Chakraborty, 2019; Guillet, Matilla & Gao, 2020; Lo & Yao, 2019; Park & Lee, 

2014; Xu, 2014). 

The proposed H5 indicates (path coefficient = 0.820, t statistics = 29.304, p < 

0.05) was also found statically significant. It shows that information usefulness of 

reviews profoundly influenced the consumers’ intention for hotel bookings from online 

travel aggregators. This study also provides similar results like previous studies 

(Abdullah, Jayaraman, Shariff, Bahari & Nor, 2017; Coursaris, Osch & Albini, 2018; 

Zhao et al., 2015). 

 

6. CONCLUSION 

 

The objective of this study was to evaluate the relative influence of various 

determinants on the online hotel booking intentions that how consumers adopt reviews 

from online travel intermediaries and further it impacts on their booking decision. That 

data was collected from the general consumers who read reviews from online travel 

portals such as MakeMyTrip, Goibibo and have intentions to book hotels in the coming 

one year. The respondents were taken from Delhi and the findings of this appear says 

that information quality of reviews plays a pivotal role in influencing consumer’s 

intentions. 

Novice travelers do observe the reviews published by experienced travelers and 

consider them for their booking decision. Reviews published by official sites are 

considered less worthy as compared to consumer generated content. Therefore, 

information published on online travel intermediaries must be true. The influence of 

information consistency have highest influence on information usefulness of consumers’ 

online hotel booking intention whereas the influence of source credibility was found 

lowest among all the determinants which states that consumers’ do not see the 

credibility of the source. 

The proposed model in this study achieves an acceptable fit and variance of 

69.7% and 67.3% for information usefulness and online hotel booking intentions. 
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6.1) THEORETICAL IMPLICATIONS 

 

The findings of this study shall be an addition in the online hotel booking 

literature in an emerging market context. This study has validated a past theory in new 

context. All values were above than threshold values of composite reliability for all 

dimensions so this construct is considered as reliable instrument and future studies can 

take it. Further, this study has studies the behavior of Indian travelers and has added 

data in this context, which will help future researchers to understand Indian traveler’s 

booking behavior clearly. There is extensive existing literature on review adoption, but 

specific studies associated with are view published on online travel aggregators 

regarding online hotel booking has not received scholarly intention. The current study 

also adds two new constructs, i.e. information sidedness and information consistency 

along with the information adoption model given by Sussman & Siegal (2003). Finally, 

this study contributes to the scarce literature on understanding the review adoption from 

online travel aggregators in a hospitality context.  

 

6.2) PRACTICAL IMPLICATIONS 

 

In an emerging market context, this study has confirmed that information quality, 

source credibility, information sidedness, and information consistency are significant 

predictors of information usefulness for online hotel booking intentions. Travelers 

always look for accurate, reliable and up-to-date information. Experienced customers 

publish online reviews and share their experiences. Potential travelers keenly observe 

the positive and negative comments posted by previous customers; therefore, hotel 

managers should actively monitor all the negative information and focus on how to 

overcome these issues in their marketing communication materials (Wei et al., 2013). 

This would further encourage the hotel managers to focus on the quality provided by 

them to the customers which in turn ensure happy customers, and who will be 

encouraged to publish positive reviews. 

User-generated reviews create a high word of mouth effect on the booking 

intentions of novice travelers, so hotel managers should examine the online behavior of 

users by scrutinizing their online feedback/reviews (Wang et al., 2019). The less 

influence of source credibility shows consumers tend to believe in information quality 

rather its source. Hotel managers should publish the responses and comments of 

previous travelers and promote in marketing communication. In addition, hoteliers 

should form different groups of customers according to their needs: it will further help 

them to understand correctly and make better marketing strategies. Consistently 

monitoring of reviews will help the hotel to build its image as these reviews serve as 

testimony to thousands of potential travelers who are searching hotel information. After 

experiencing the services of hotel, some customers provide detailed review. The most 

important elements of hotel services such as room cleanliness, comfort of bed, billing, 
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and staff communication plays significant role to enrich the customers experiences and 

reinforcing hotel position (Ladhari & Michaud, 2015), therefore hotel managers should 

take these points into their consideration to make their customer happy. Review 

provided with positive information helps the hotels to build its positive image and results 

in high bookings. However, reviews with negative messages can tarnish the image of 

hotels but it cannot be avoided (Lo & Yao, 2019). So, hotel managers should continue 

to watch all information published by customers: they should give thanks and show their 

gratitude to the happy customers and as well as apologies from dissatisfying customers.  

 

7. LIMITATIONS AND FUTURE SCOPE  

 

Although this research has shed a light on various issues, there are some 

limitations associated with this research that can be taken in future study. The 

respondents of this study are taken from India so its results cannot be generalized in 

other countries. The travelers who read reviews from online travel channels in other 

countries might have a different perception, culture, and intentions. This study has not 

taken any moderator so further studies can take moderator as gender, age, consumer 

skepticism, personal cognization. The quantitative techniques are applied in this study 

so future studies can apply quantitative and qualitative method so that more insights of 

this study can be reflected. The mediation analysis has not done in this study so future 

studies can take it 

 

References 

 

Abd-Elaziz, M.E.; Aziz, W.M.; Khalifa, G.S.; Abdel-Aleem, M. Determinants of Electronic 

word of mouth (EWOM) influence on hotel customers' purchasing decision. International 

Journal of Heritage, Tourism, and Hospitality, Vol. 9, No 2/2, 2015, pp 1-30. 

Abdullah, D.; Jayaraman, K.; Shariff, D.N.; Bahari, K. A.; Nor, N.M. The effects of 

perceived interactivity, perceived ease of use and perceived usefulness on online hotel 

booking intention: A conceptual framework. International Academic Research Journal of 

Social Science, Vol. 3, No 1, 2017, pp 16-23. 

Abdullah, D.; Kamal, S.B.M.; Azmi, A.; Lahap, J.; Bahari, K.A.; Din, N.; Pinang, C.P. 

Perceived Website Interactivity, Perceived Usefulness and Online Hotel Booking 

Intention: A Structural Model. Malaysian Journal of Consumer and Family 

Economics, Vol. 21, No 1, 2019, pp. 45-57. 

Ai, J.; Chi, O.H.; Ouyang, Z. Categorizing peer-to-peer review site features and 

examining their impacts on room sales. Journal of Hospitality Marketing & Management, 

Vol. 28, No 7, 2019, pp. 1-20.  



S. Lata; K. Rana 
 

184 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Akehurst, G. User generated content: the use of blogs for tourism organizations and 

tourism consumers. Service Business, Vol. 3, No 1, 2009, pp. 51-61. 

Arora, N.; Lata, S. YouTube channels influence on destination visit intentions. Journal of 

Indian Business Research. Vol. 12, No 1, 2020, pp. 23-42. 

Balouchi, M.; Aziz, Y.A.; Hasangholipour, T.; Khanlari, A.; Abd Rahman, A.; Raja-Yusof, 

R.N. Explaining and predicting online tourists’ behavioural intention in accepting 

consumer generated contents. Journal of Hospitality and Tourism Technology, Vol. 8, 

No 2, 2017, pp. 168-189.  

Barry, C.L.; Schamber, L. Users' criteria for relevance evaluation: a cross-situational 

comparison. Information Processing & Management, Vol. 34, No 2, 1998, pp. 219-236.   

Bigné, E.; William, E.; Soria-Olivas, E. Similarity and consistency in hotel online ratings 

across platforms. Journal of Travel Research, Vol. 59, No 4, 2020 pp. 742-758.  

Blal, I.; Sturman, M.C. The differential effects of the quality and quantity of online 

reviews on hotel room sales. Cornell Hospitality Quarterly, Vol. 55, No 4, 2014, pp. 365-

375.  

Banerjee, S.; Chua, A.Y. Trust in online hotel reviews across review polarity and hotel 

category. Computers in Human Behavior, Vol. 90, No 1, 2019, pp. 265-275.  

Caccinelli, C.; Toledano, J. Assessing Anticompetitive Practices in Two-Sided Markets: 

The Booking.com Cases. Journal of Competition Law & Economics, Vol. 14, No 2, 

2018, pp. 193-234.  

Canhoto, A.I.; Clark, M. Customer service 140 characters at a time: The users' 

perspective. Journal of Marketing Management, Vol. 29, No 5-6, 2013, pp. 522-544.  

Cantallops, A.S.; Salvi, F. New consumer behavior: A review of research on eWOM and 

hotels. International Journal of Hospitality Management, Vol. 36, No 1, 2013, pp. 41-51.  

Casado-Díaz, A.B.; Andreu, L.; Beckmann, S.C.; Miller, C. Negative online reviews and 

webcare strategies in social media: effects on hotel attitude and booking 

intentions. Current Issues in Tourism, Vol. 23, No 4, 2020, pp. 418-422. 

Casalo, L.V.; Flavian, C.; Guinaliu, M.; Ekinci, Y. Do online hotel rating schemes 

influence booking behaviors? International Journal of Hospitality Management, Vol. 49, 

No 1, 2015, pp. 28-36.  

Chakraborty, U. Perceived credibility of online hotel reviews and its impact on hotel 

booking intentions. International Journal of Contemporary Hospitality Management, Vol. 

31, No 9, 2019, pp. 3465-3483. 



S. Lata; K. Rana 
 

185 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Chakraborty, U.; Biswal, S.K. Impact of Online Reviews on Consumer’s Hotel Booking 

Intentions: Does Brand Image Mediate? Journal of Promotion Management, Vol. 26, No 

7, 2020, pp. 1-21. 

Chen, C.C.; Chang, Y.C. What drives purchase intention on Airbnb? Perspectives of 

consumer reviews, information quality, and media richness. Telematics and 

Informatics, Vol. 35, No 5, 2018, pp. 1512-1523. 

Chen, Y.C.; Shang, R.A.; Li, M.J. The effects of perceived relevance of travel blogs’ 

content on the behavioral intention to visit a tourist destination. Computers in Human 

Behavior, Vol. 30, No 1, 2014, pp. 787-799. 

Cheng, V.T.; Loi, M.K. Handling negative online customer reviews: the effects of 

elaboration likelihood model and distributive justice. Journal of Travel & Tourism 

Marketing, Vol. 31, No 1, 2014, pp. 1-15.  

Cheung, C.M.; Thadani, D.R. The impact of electronic word-of-mouth communication: A 

literature analysis and integrative model. Decision Support Systems, Vol. 54, No. 1, 

2012, pp. 461-470.  

Cheung, C.M.; Lee, M.K.; Rabjohn, N. The impact of electronic word-of-mouth: The 

adoption of online opinions in online customer communities. Internet research, Vol. 18, 

No 3, 2008, pp. 229-247.  

Cheung, M. Y; Luo, C.; Sia, C.L.; & Chen, H. Credibility of electronic word-of-mouth: 

Informational and normative determinants of on-line consumer 

recommendations. International Journal of Electronic Commerce, Vol. 13, No. 4, 2009, 

pp. 9-38. 

Chin, W.W. The partial least squares approach to structural equation modeling. Modern 

Methods for Business Research, Vol. 295, No. 2, 1998, pp. 295-336. 

Chakraborty, U. The impact of source credible online reviews on purchase 

intention. Journal of Research in Interactive Marketing, Vol. 13, No 2, 2019, pp. 142-

161. 

Chung, N.; Han, H.; Koo, C. Adoption of travel information in user-generated content on 

social media: the moderating effect of social presence. Behaviour & Information 

Technology, Vol. 34, No 9, 2015, pp. 902-919.  

Chung, N.; Han, H.; Joun, Y. Tourists’ intention to visit a destination: The role of 

augmented reality (AR) application for a heritage site. Computers in Human 

Behavior, Vol. 50, 2015, pp. 588-599. 

Coursaris, C.K.; Van Osch, W.; Albini, A. Antecedents and Consequents of Information 

Usefulness in User-generated Online Reviews: A Multi-group Moderation Analysis of 



S. Lata; K. Rana 
 

186 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Review Valence. AIS Transactions on Human-Computer Interaction, Vol. 10, No 1, 

2018, pp. 1-25.  

Cox, C.; Burgess, S.; Sellitto, C.; Buultjens, J. The role of user-generated content in 

tourists' travel planning behavior. Journal of Hospitality Marketing & Management, Vol. 

18, No 8, 2009, pp. 743-764.  

Danish, R.Q.; Hafeez, S.; Ali, H.F.; Shahid, M.; Nadeem, K. Impact of Online Consumer 

Reviews on Hotel Booking Intentions: The Case of Pakistan. European Scientific 

Journal, Vol. 15, No 7, 2019, pp. 144-159. 

Daowd, A.; Hasan, R., Eldabi, T.; Rafi-ul-Shan, P.M.; Cao, D.; Kasemsarn, N. Factors 

affecting eWOM credibility, information adoption and purchase intention on Generation 

Y: a case from Thailand. Journal of Enterprise Information Management, Vo. 33, No. 3, 

2020, pp. 27-59. 

El-Said, O. A. Impact of online reviews on hotel booking intention: The moderating role 

of brand image, star category, and price. Tourism Management Perspectives, Vol. 33, 

No. 1, 2020, pp. 1-12.  

Erkan, I.; Evans, C. The influence of eWOM in social media on consumers’ purchase 

intentions: An extended approach to information adoption. Computers in Human 

Behavior, Vol. 61, No. 3, 2016, pp. 47-55.  

Filieri, R.; McLeay, F. E-WOM and accommodation: An analysis of the factors that 

influence travelers’ adoption of information from online reviews. Journal of Travel 

Research, Vol. 53, No 1, 2014, pp. 44-57.  

Filieri, R.; Alguezaui, S.; McLeay, F. Why do travelers trust TripAdvisor? Antecedents of 

trust towards consumer-generated media and its influence on recommendation adoption 

and word of mouth. Tourism Management, Vol. 27, No 14, 2015, pp. 174-185.  

Fornell, C.; Larcker, D.F. Evaluating structural equation models with unobservable 

variables and measurement error. Journal of marketing research, Vol. 18, No 1, 1981, 

pp. 39-50. 

Fotis, J.N.; Buhalis, D.; Rossides, N. Social media use and impact during the holiday 

travel planning process. In: Fuchs, M.; Ricci, F.; Cantoni, L. (Eds.). Information and 

Communication Technologies in Tourism, Vienna, Austria; Springer-Verlag, 2012, pp. 

13-24.  

Garg, P.; Pandey, A. Examining moderating role of personal identifying information in 

travel related decisions. International Journal of Tourism Cities, Vol. 6, No 3, 2020, pp. 

621-638.  



S. Lata; K. Rana 
 

187 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Gavilan, D.; Avello, M.; Martinez-Navarro, G. The influence of online ratings and 

reviews on hotel booking consideration. Tourism Management, Vol. 66, No. 2, 2018, pp. 

53-61.  

González-Rodríguez, M.R.; Martínez-Torres, R.; Toral, S. Post-visit and pre-visit tourist 

destination image through eWOM sentiment analysis and perceived 

helpfulness. International Journal of Contemporary Hospitality Management, Vol. 28, No 

11, 2016, pp. 2609-2627. 

Gretzel, U.; Yoo, K.H. Use and impact of online travel reviews. Information and 

communication technologies in tourism, Vol. 17, No. 3, 2008, pp. 35-46. 

Guillet, B.D., Mattila, A.; Gao, L. The effects of choice set size and information filtering 

mechanisms on online hotel booking. International Journal of Hospitality 

Management, Vol. 87, No May, 2020, pp.102379- 

Gursoy, D. A critical review of determinants of information search behavior and 

utilization of online reviews in decision making process. International Journal of 

Hospitality Management, Vol. 76, No 2, 2019, pp. 53-60.  

Hennig-Thurau, T.; Walsh, G.; Walsh, G. Electronic word-of-mouth: Motives for and 

consequences of reading customer articulations on the Internet. International Journal of 

Electronic Commerce, Vol. 8, No 2, 2008, pp. 51-74.  

Hu, F. What makes a hotel review helpful? An information requirement 

perspective. Journal of Hospitality Marketing & Management, Vol. 29, No 5, 2020, pp. 

571-591. 

Hu, X.S.; Yang, Y. Determinants of consumers’ choices in hotel online searches: A 

comparison of consideration and booking stages. International Journal of Hospitality 

Management, Vol. 86, No. 2, 2019, pp 1-9.  

Hoffmann, A.O.; Birnbrich, C. The impact of fraud prevention on bank-customer 

relationships: An empirical investigation in retail banking. International Journal of Bank 

Marketing, Vol. 30, No 5, 2012, pp. 390-407.  

Hunold, M.; Kesler, R.; Laitenberger, U.; Schlütter, F. Evaluation of best price clauses in 

online hotel bookings. International Journal of Industrial Organization, Vol. 61, No. 3, 

2018, pp. 542-571.  

Horst, M.; Kuttschreuter, M.; Gutteling, J.M. Perceived usefulness, personal 

experiences, risk perception and trust as determinants of adoption of e-government 

services in The Netherlands. Computers in Human Behavior, Vol. 23, No 4, 2007, pp. 

1838-1852.  



S. Lata; K. Rana 
 

188 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Hsieh, J.K.; Li, Y.J. Will you ever trust the review website again? The importance of 

source credibility. International Journal of Electronic Commerce, Vol. 24, No 2, 2020, 

pp. 255-275.  

Hu, N.; Bose, I.; Koh, N.S.; Liu, L. Manipulation of online reviews: An analysis of ratings, 

readability, and sentiments. Decision Support Systems, Vol. 52, No 3, 2012, pp. 674-

684.  

Hulland, J. Use of partial least squares (PLS) in strategic management research: A 

review of four recent studies. Strategic Management Journal, Vol. 20, No 2, 1999, pp. 

195-204.  

Hussain, S.; Ahmed, W.; Jafar, R.M.S.; Rabnawaz, A.; Jianzhou, Y. eWOM source 

credibility, perceived risk and food product customer's information adoption. Computers 

in Human Behavior, Vol. 66, No. 1, 2017, pp. 96-102.  

Ismagilova, E.; Slade, E.; Rana, N.P.; Dwivedi, Y.K. The effect of characteristics of 

source credibility on consumer behaviour: A meta-analysis. Journal of Retailing and 

Consumer Services, Vol. 53, No. 1, 2020, pp 1-12. 

Israel, K.; Zerres, C.; Tscheulin, D.K. Presenting hotels in virtual reality: does it 

influence the booking intention? Journal of Hospitality and Tourism Technology. Vol. 10, 

No 3, 2019, pp. 443-463. 

Jacobsen, J.K.S.; Munar, A.M. Tourist information search and destination choice in a 

digital age. Tourism Management Perspectives, Vol. 1, No. 1, 2012, pp. 39-47.  

Jang, Y.; Chen, C.C.; Miao, L. Last-minute hotel-booking behavior: The impact of time 

on decision-making. Journal of Hospitality and Tourism Management, Vol. 38, No. 1, 

2019, pp. 49-57.  

Jiacheng, W.; Lu, L.; Francesco, C.A. A cognitive model of intra-organizational 

knowledge-sharing motivations in the view of cross-culture. International Journal of 

Information Management, Vol. 30, No 3, 2010, pp. 220-230.  

Kang, J.W.; Namkung, Y. The information quality and source credibility matter in 

customers’ evaluation toward food O2O commerce. International Journal of Hospitality 

Management, Vol. 78, No. 1, 2018, pp 189-198.  

Kangogo, E.J.; Musiega, D.J.M.; Manyasi, J. Effect of customer satisfaction on 

performance of the hotel industry in the western tourism circuit of Kenya. European 

Journal of Business and Management, Vol. 5, No 14, 2013, pp. 87-100. 

Kelman, H.C. Compliance, identification, and internalization three processes of attitude 

change. Journal of Conflict Resolution, Vol. 2, No 1, 1958, pp. 51-60.  



S. Lata; K. Rana 
 

189 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Khwaja, M.G.; Mahmood, S.; Zaman, U. Examining the Effects of eWOM, Trust 

Inclination, and Information Adoption on Purchase Intentions in an Accelerated Digital 

Marketing Context. Information, Vol. 11, No 10, 2020, pp 1-12. 

Kim, W.G.; Lim, H.; Brymer, R.A. The effectiveness of managing social media on hotel 

performance. International Journal of Hospitality Management, Vol. 44, No. 1, 2015, pp. 

165-171.   

Kucukusta, D.; Law, R.; Besbes, A.; Legohérel, P. Re-examining perceived usefulness 

and ease of use in online booking: The case of Hong Kong online users. International 

Journal of Contemporary Hospitality Management, Vol. 27, No 2, 2015, pp. 185-198.  

Ladhari, R.; Michaud, M. eWOM effects on hotel booking intentions, attitudes, trust, and 

website perceptions. International Journal of Hospitality Management, Vol. 46, No. 2, 

2015, pp. 36-45.  

Lafferty, B.A.; Goldsmith, R.E.; Newell, S.J. The dual credibility model: The influence of 

corporate and endorser credibility on attitudes and purchase intentions. Journal of 

Marketing Theory and Practice, Vol. 10, No 3, 2002, pp. 1-11.  

Lee, K.Y.; Yang, S.B. The role of online product reviews on information adoption of new 

product development professionals. Internet Research, Vol. 25, No 3, 2015, pp. 435-

452.  

Leong, L.Y.; Hew, T.S.; Ooi, K.B.; Lin, B. Do electronic word-of-mouth and elaboration 

likelihood model influence hotel booking? Journal of Computer Information 

Systems, Vol. 59, No 2, 2019, pp. 146-160.   

Lo, A.S.; Yao, S.S. What makes hotel online reviews credible? An investigation of the 

roles of reviewer expertise, review rating consistency and review valence. International 

Journal of Contemporary Hospitality Management, Vol. 31, No 1, 2019, pp. 41-60.  

Litvin, S.W.; Goldsmith, R.E.; Pan, B. Electronic word-of-mouth in hospitality and 

tourism management. Tourism Management, Vol. 29, No 3, 2008, pp. 458-468.  

Liu, Z.; Park, S. What makes a useful online review? Implication for travel product 

websites. Tourism Management, Vol. 47, No. 2, 2015, pp. 140-151. 

Lo, A.S.; Yao, S.S. What makes hotel online reviews credible? An investigation of the 

roles of reviewer expertise, review rating consistency and review valence. International 

Journal of Contemporary Hospitality Management, Vol. 31, No 1, 2019, pp. 41-60.  

Luo, C.; Luo, X.R.; Schatzberg, L.; Sia, C.L. Impact of informational factors on online 

recommendation credibility: The moderating role of source credibility. Decision Support 

Systems, Vol. 56, No. 6, 2013, pp. 92-102.  



S. Lata; K. Rana 
 

190 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Luo, C.; Wang, Y.; Wu, N.; Liang, X.; Guo, Y. The Influence of eWOM and Editor 

Information on Information Usefulness in Virtual Community. Proceedings of the Pacific 

Asia Conference on Information Systems, 2014, 82. 

Manes, E.; Tchetchik, A. The role of electronic word of mouth in reducing information 

asymmetry: An empirical investigation of online hotel booking. Journal of Business 

Research, Vol. 85, No. 1, 2018, pp. 185-196.  

Mauri, A.G.; Minazzi, R. Web reviews influence on expectations and purchasing 

intentions of hotel potential customers. International Journal of Hospitality 

Management, Vol. 34, No. 3, 2013, pp. 99-107.  

Mariani, M.M.; Borghi, M. Effects of the Booking.com rating system: Bringing hotel class 

into the picture. Tourism Management, Vol. 66, No. 3, 2018, pp. 47-52.  

Matute, J.; Polo-Redondo, Y.; Utrillas, A. The influence of EWOM characteristics on 

online repurchase intention: Mediating roles of trust and perceived usefulness. Online 

Information Review, Vol. 47, No 7, 2016, pp. 1090-1110.  

Novikova, O. Categorizing peer-to-peer review site features and examining their 

impacts on room sales. Journal of Hospitality Marketing & Management, Vol. 28, No 7, 

2019, pp. 862-881. 

Pan, Y.; Zhang, J.Q. Born unequal: a study of the helpfulness of user-generated product 

reviews. Journal of Retailing, Vol. 87, No 4, 2011, pp. 598-612.  

Pantelidis, I.S. Electronic meal experience: A content analysis of online restaurant 

comments. Cornell Hospitality Quarterly, Vol. 51, No 4, 2010, pp. 483-491.  

Papathanassis, A.; Knolle, F. Exploring the adoption and processing of online holiday 

reviews: A grounded theory approach. Tourism Management, Vol. 32, No 2, 2011, pp. 

215-224.   

Park, Y.A.; Gretzel, U. Success factors for destination marketing web sites: A qualitative 

meta-analysis. Journal of Travel Research, Vol. 46, No 1, 2007, pp. 46-63.  

Poon, Y.L.; Lim, C.Y.; Yong, D.M.K.; Hiribae, C.M.; Tan, A.Y.W. eWoM Influence on 

Booking Intention: A Study of Hotels in KL (Bachelor dissertation). Kampar, Malaysia: 

University Tunku Abdul Rahman, 2014. 

Purnawirawan, N.; Dens, N.; De Pelsmacker, P. Balance and sequence in online 

reviews: The wrap effect. International Journal of Electronic Commerce, Vol. 17, No 2, 

2012, pp. 71-98. 

Qiu, L.; Pang, J.; Lim, K.H. Effects of conflicting aggregated rating on eWOM review 

credibility and diagnosticity: The moderating role of review valence. Decision Support 

Systems, Vol. 54, No 1, 2012, pp. 631-643.   



S. Lata; K. Rana 
 

191 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Salehi-Esfahani, S.; Ravichandran, S.; Israeli, A.; Bolden III, E. Investigating information 

adoption tendencies based on restaurants’ user-generated content utilizing a modified 

information adoption model. Journal of Hospitality Marketing & Management, Vol. 25, 

No 8, 2016, pp. 925-953.  

Schamel, G. Weekend vs. midweek stays: Modelling hotel room rates in a small 

market. International Journal of Hospitality Management, Vol. 31, No 4, 2012, pp. 1113-

1118.  

Shao, G. Understanding the appeal of user-generated media: a uses and gratification 

perspective. Internet research, Vol. 19, No 1, 2009, pp. 7-25.  

Shen, X.L.; Zhang, K.Z.; Zhao, S.J. Herd behavior in consumers’ adoption of online 

reviews. Journal of the Association for Information Science and Technology, Vol. 67, No 

11, 2016, pp. 2754-2765.  

Shih, H.-P.; Sung, P.-C. Addressing the Review-Based Learning and Private 

Information Approaches to Foster Platform Continuance. Information Systems Frontiers, 

Vol, 12, No. 1, 2020, pp. 1-13. 

Siering, M.; Muntermann, J.; Rajagopalan, B. Explaining and predicting online review 

helpfulness: The role of content and reviewer-related signals. Decision Support 

Systems, Vol. 108, No. 3, 2018, pp. 1-12.  

Sirithanaphonchai, J. Identifying consumers' information adoption criteria on various 

online consumer review platforms: a case of Thai hospitality factor (Doctoral 

dissertation). London: Brunel University, 2017. 

Song, M.; Noone, B.M.; Han, R.J. An examination of the role of booking lead time in 

consumers’ reactions to online scarcity messages. International Journal of Hospitality 

Management, Vol. 47, No. 3, 2019, pp. 483-491.  

Sotiriadis, M.D. Sharing tourism experiences in social media: A literature review and a 

set of suggested business strategies. International Journal of Contemporary Hospitality 

Management, Vol. 29, No 1, 2017, pp. 179-225.   

Sparks, B.A., Browning, V. The impact of online reviews on hotel booking intentions and 

perception of trust. Tourism Management, Vol. 29, No 1, 2021, pp. 1310-1323.  

Sussman, S.W.; Siegal, W.S. Informational influence in organizations: An integrated 

approach to knowledge adoption. Information Systems Research, Vol. 14, No 1, 2003, 

pp. 47-65. 

Tenenhaus, M.; Vinzi, V.E.; Chatelin, Y.M.; Lauro, C. PLS path 

modeling. Computational Statistics & Data Analysis, Vol. 48, No 1, 2005, pp. 159-205.  



S. Lata; K. Rana 
 

192 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Tseng, T.H.; Chang, S.H.; Wang, Y.M.; Wang, Y.S.; Lin, S.J. An Empirical Investigation 

of the Longitudinal Effect of Online Consumer Reviews on Hotel Accommodation 

Performance. Sustainability, Vol. 13, No 1, 2021, pp. 193-.   

Tseng, S.Y.; Wang, C.N. Perceived risk influence on dual-route information adoption 

processes on travel websites. Journal of Business Research, Vol. 69, No 6, 2016, pp. 

2289-2296.   

Vandenbosch, B.; Higgins, C. Information acquisition and mental models: An 

investigation into the relationship between behaviour and learning. Information Systems 

Research, Vol. 7, No 2, 1996, pp. 198-214.  

Varkaris, E.; Neuhofer, B. The influence of social media on the consumers’ hotel 

decision journey. Journal of Hospitality and Tourism Technology, Vol. 8, No 1, 2017, pp. 

101-118.  

Vermeulen, I.E., Seegers, D. Tried and tested: The impact of online hotel reviews on 

consumer consideration. Tourism Management, Vol. 30, No 1, 2009, pp. 123-127.  

Wang, L.; Law, R.; Guillet, B.D.; Hung, K.; Fong, D.K.C. Impact of hotel website quality 

on online booking intentions: eTrust as a mediator. International Journal of Hospitality 

Management, Vol. 47, No. 1, 2015, pp. 108-115.  

Wang, Z.; Sun, Z. Can the adoption of health information on social media be predicted 

by information characteristics? Aslib Journal of Information Management, Vol. 73, No 1, 

2020, pp. 80-100. 

Wen, J.; Lin, Z.; Liu, X.; Xiao, S.H.; Li, Y. The Interaction Effects of Online Reviews, 

Brand, and Price on Consumer Hotel Booking Decision Making. Journal of Travel 

Research, 2020. Vol, 60, No. 4, pp. 846-859  

Watts, S.A.; Zhang, W. Capitalizing on content: Information adoption in two online 

communities. Journal of the Association for Information Systems, Vol. 9, No 2, 2008, pp 

1-29. 

Wu, H.H.; Tipgomut, P.; Chung, H.F., Chu, W.K. The mechanism of positive emotions 

linking consumer review consistency to brand attitudes. Asia Pacific Journal of 

Marketing and Logistics, Vol. 32, No 2, 2019, pp. 575-588. 

Xiang, Z.; Gretzel, U. Role of social media in online travel information search. Tourism 

Management, Vol. 31, No 2, 2010, pp. 179-188.  

Xie, K.L.; Zhang, Z.; Zhang, Z. The business value of online consumer reviews and 

management response to hotel performance. International Journal of Hospitality 

Management, Vol. 43, No. 3, 2014, pp. 1-12.  



S. Lata; K. Rana 
 

193 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 11, No 1 (2021), pp. 171-193                         ISSN 2174-548X 

Xu, X. How do consumers in the sharing economy value sharing? Evidence from online 

reviews. Decision Support Systems, Vol. 128, No. 1, 2020, pp 1-14. 

Xue, F.; Zhou, P. The effects of product involvement and prior experience on Chinese 

consumers’ responses to online word of mouth. Journal of International Consumer 

Marketing, Vol. 23, No 1, 2010, pp. 45-58.   

Ye, Q.; Law, R.; Gu, B.; Chen, W. The influence of user-generated content on traveler 

behavior: An empirical investigation on the effects of e-word-of-mouth to hotel online 

bookings. Computers in Human Behavior, Vol. 27, No 2, 2011, pp. 634-639.  

Yeap, J.A.; Ignatius, J.; Ramayah, T. Determining consumers’ most preferred eWOM 

platform for movie reviews: A fuzzy analytic hierarchy process approach. Computers in 

Human Behavior, Vol. 31, No. 2, 2014, pp. 250-258.  

Zeng, G.; Cao, X.; Lin, Z.; Xiao, S.H. When online reviews meet virtual reality: Effects 

on consumer hotel booking. Annals of Tourism Research, Vol. 81, No. 2, 2020, pp 1-14. 

Zhang, J.Q.; Craciun, G.; Shin, D. When does electronic word-of-mouth matter? A study 

of consumer product reviews. Journal of Business Research, Vol. 63, No 12, 2010, pp. 

1336-1341. 

Zhang, T.; Bilgihan, A.; Kandampully, J.; Lu, C. Building stronger hospitality brands 

through online communities. Journal of Hospitality and Tourism Technology, Vol. 9, No 

2, 2018, pp. 158-171.   

Zhang, W.; Watts, S. Knowledge adoption in online communities of 

practice. Proceedings of the International Conference on Information System, 2003, 9. 

Zhao, X.R.; Wang, L.; Guo, X.; Law, R. The influence of online reviews to online hotel 

booking intentions. International Journal of Contemporary Hospitality Management, Vol. 

32, No 6, 2015, pp. 1310-1323. 

Zhu, D.H.; Chang, Y.P.; Luo, J.J. Understanding the influence of C2C communication 

on purchase decision in online communities from a perspective of information adoption 

model. Telematics and Informatics, Vol. 33, No 1, 2010, pp. 8-16.  

Zhu, F.; Zhang, X. Impact of online consumer reviews on sales: The moderating role of 

product and consumer characteristics. Journal of Marketing, Vol. 74, No 2, 2010, pp. 

133-148.  

 

 

Article info: Received 10/11/2020. Accepted 02/04/2021.  Refereed anonymously. 

 


