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Abstract: Engagement is relevant to understanding the profitable relationship 
that exists between customers and organisations in a market. This can be 
evidenced by studying the credibility of WOM and the credibility of eWOM 
and their impact on engagement. Currently, there is no evidence from other 
studies to validate this relationship. This article initially analyses how message 
quality, integrity, extraversion, and ease of use are antecedents of WOM and 
eWOM credibility and then analyses how the latter generates engagement. This 
research studies 645 people who for different reasons made trips to national 
and/or international destinations, and with this input, a structural equation 
model is presented using SmartPLS (3.0). As a result, it was found that there is 
a positive relationship between the credibility of WOM, the credibility of 
eWOM, and engagement. This research serves as the basis for expanding 
knowledge and customer management in organisations. 
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1 Introduction 

This article presents a model that measures the impact of word of mouth (WOM) 
credibility and electronic word of mouth (eWOM) credibility on customer engagement by 
showing the value placed on WOM and eWOM comments shared by other people. 
Determining the credibility of WOM and eWOM is important to understand the 
commitment that a company’s brand inspires in its customers (Doorn, 2011). In addition, 
this information helps tourism service providers improve the experiences they provide to 
travellers based on the quality and satisfaction perceived by other customers who have 
shared their comments (Litvin et al., 2008). Credibility is a term used to explain the 
positive characteristics of a communicator that affect the acceptance of a message by the 
recipient (Ohanian, 1990; Zhang et al., 2019). The credibility of WOM is based on the 
recommendations provided by other consumers about their previous experiences with a 
tourism service (Pan et al., 2007; Yoo and Gretzel, 2010), and the credibility of eWOM is 
based on online sources consulted by users who plan trips (Litvin and Dowling, 2018). 
Likewise, several studies on eWOM show that its credibility affects the perception of 
information that is communicated and that this affects the user’s decisions (Ismagilova  
et al., 2020). 

Engagement is an important element of review by companies as the fundamental core 
of customer strategies (Doorn, 2011). Marketing engagement is explained as an 
organisation’s effort to motivate, improve, and measure customer contributions through 
marketing functions (Harmeling et al., 2017). Several studies have sought to understand 
the behaviour of travellers concerning CGM consumer-generated media (Wang and 
Fesenmaier, 2004; Arsal et al., 2008; Chen et al., 2014). For their part, the studies on 
WOM and eWOM are divided into several approaches: some analyse the effects of 
WOM and eWOM on purchase intentions and consumer commitment to brands  
(Huete-Alcocer, 2017; El-Baz et al., 2018; Kang and Namkung, 2019), others analyse 
this same relationship in the tourism industry (Tham et al., 2013; Filieri et al., 2015; Jang 
et al., 2020), and still, others study the credibility dimensions of WOM and eWOM 
(Baharuddin and Yaacob, 2020; Yusuf et al., 2018). According to the above, no studies 
have been identified that evaluate the consequences of WOM credibility and eWOM 
credibility on engagement. 

The credibility that a person provides to the information received from WOM and 
eWOM sources as inputs in making decisions is consistent with the theory of credibility, 
which deals with the study of the factors associated with the credibility of information 
sources (Hovland et al., 1953; Sternthal et al., 1978). In addition to implying the positive 
characteristics of a communicator regarding the acceptance of a message (Ohanian, 1990; 
Zhang et al., 2019), credibility also influences the acceptance that a person has of the 
information provided by an eWOM source (Mahapatra and Mishra, 2017). 

This article is divided into the following sections: the first part includes a review of 
the literature, then the methodology used is presented, and finally, the presentation of the 
results is presented along with the implications. 

2 Literature review 

Source credibility theory states that an individual is more likely to be persuaded by 
information from a source if they perceive that source to be credible (Hovland et al., 
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1953). This perspective is particularly useful in the context of CGM consumer-generated 
media because it relies heavily on credibility (Litvin et al., 2008). In the marketing 
literature, this theory has been applied to the credibility of different sources of oral, 
written, and online media information (Sussman and Siegal, 2003; Johnson and Kaye, 
2009; Ayeh, 2015). Other research has analysed the effect of source reliability on 
different types of consumer responses such as attitudes towards messages, purchase 
intentions, and intention to use information (Kim et al., 2013). Source reliability has also 
has been used in tourism industry studies to examine the degree of credibility of travel 
consumers who post CGM and their influence on travel intentions (Ayeh, 2015; Filieri  
et al., 2015; Jang et al., 2020). 

WOM is one of the oldest ways of transmitting information (Dellarocas, 2003) and is 
defined as the exchange of marketing information between consumers who have an 
important influence on the behaviour and attitudes of other users who receive the 
information (Huete-Alcocer, 2017). When WOM is negative due to bad consumer 
experiences, this will affect their purchases (Ekinci et al., 2016), therefore, WOM is 
considered a fundamental source of information in the purchasing decisions of consumers 
(Daugherty and Hoffman, 2014; Litvin et al., 2008). However, eWOM is a current form 
of WOM communication (Yang, 2017) defined as all informal communication carried out 
through the internet that is related to the use of products or services and is aimed at both 
consumers and sellers (Litvin et al., 2008). eWOM has gained importance through the 
appearance of online platforms, becoming one of the most influential online information 
sources on consumer behaviour in recent years (Huete-Alcocer, 2017; Gómez-Suárez  
et al., 2017). 

The influence of WOM on consumer behaviour is usually very important for 
intangible products such as hotels and tourism, as tourist satisfaction increases travellers’ 
intentions to visit the same destinations again and to recommend those destinations to 
others (Sotiriadis and Van Zyl, 2013; Nieto et al., 2014). eWOM consists of online 
sources consulted by users planning trips and can help positively influence purchasing 
decisions (Litvin and Dowling, 2018). eWOM increases the possibilities for people to 
socialise online, by sharing their experiences that can influence their purchase intentions 
(Molz, 2010; Siddiqui et al., 2021). However, eWOM does not have the same level of 
credibility as WOM given that the information shared in eWOM is more informative and 
is not always effective for people’s decision-making (Llamero, 2014), therefore, eWOM 
has a different influence on the consumption decisions of travellers because the 
anonymity of the messages Online can damage your credibility and achieving credibility 
can mean more time and effort (Huete-Alcocer, 2017; Jacobsen and Munar, 2012). 

3 Research model and hypotheses development 

A model is proposed that analyses the influence of WOM and eWOM credibility on 
consumer engagement in the tourism industry and examines the antecedents of WOM and 
eWOM credibility. The model considers message quality, integrity, and extraversion as 
antecedents of WOM, and eWOM credibility examines ease of use as the antecedent of 
eWOM credibility and incorporates consumer satisfaction as a mediating variable in the 
relationships between WOM credibility, eWOM credibility, and consumer engagement. It 
is important to integrate these constructs into a single model and to validate the model 
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empirically in the context of the tourism industry, a sector where consumer decisions and 
consumer engagement with brands are usually most affected by WOM and eWOM. 

3.1 Antecedents of WOM credibility and eWOM credibility 

3.1.1 The message quality 
Message quality refers to the quality of the information contained in a message reviewed 
by the consumer (Filieri et al., 2015). It is the degree to which individuals consider that 
the message is current, accurate, useful, and good (Rieh, 2002). Research indicates that 
the quality of the message predicts the reliability of the source of that message (Kim  
et al., 2004). An information source that provides up-to-date, accurate and useful 
information on a product or service can be perceived as more credible than a source that 
provides superficial and inaccurate information (Filieri et al., 2015). 

When individuals receive WOM messages, that is, comments or complaints from 
friends and family about a product or service, they process the characteristics of the 
source and quality of the message, elements that have been shown to influence the 
acceptance and credibility that is created, against the WOM (Allsop et al., 2007; 
Mahapatra and Mishra, 2017). Therefore, the following hypothesis is presented: 

H1a The message quality has a direct and positive influence on WOM credibility. 

Studies show that eWOM credibility depends on the quality of the message (Tsao and 
Hieh, 2012; Baharuddin and Yaacob, 2020). When a website offers useful opinions for 
decision-making, consumers are more likely to become loyal to this source; therefore, the 
quality of the opinions of others can impact the credibility of the source (Le et al., 2018). 
In this sense, when travellers consult reviews to make their travel decisions and find that 
the reviewed messages are valuable, current, useful, and reliable, they will trust the CGM 
more because they consider that the information comes from real customers as credible 
sources (Cheung et al., 2009). Accordingly, the following hypothesis is proposed: 

H1b Message quality has a direct and positive influence on eWOM credibility. 

3.1.2 Integrity 
Integrity refers to the ability of a consumer to accept or approve a source of information 
without prior investigation or evidence (McCole and Palmer, 2002). Integrity is based on 
the degree of trust that the consumer places in the source of the message and the intention 
to communicate valid information (Reichelt et al., 2014). Hovland et al. (1953) state that 
a source is complete if it is perceived as honest. For Reichelt et al. (2014), integrity is one 
of the main characteristics of a source because it impacts the credibility of WOM. With 
WOM, face-to-face communication with another person with whom there is a previous 
relationship is a sign of high integrity in the information shared, and this produces a 
positive attitude towards the message and therefore generates greater credibility of the 
source (Filieri et al., 2015; Tham et al., 2013). Based on the above, the following 
hypotheses are made regarding the relationship between integrity and WOM credibility: 

H2a Integrity has a direct and positive influence on WOM credibility. 

For its part, the integrity of eWOM has become increasingly relevant due to the 
anonymity sources (Zarifah Dhabitah Mahat and Hafiz Hanafiah, 2020). Yeap et al. 
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(2014) found that online reviews shared by former tourists were more credible than any 
information provided by tourism companies and that this credibility depended on tourists 
perceiving that the information contained was relevant and reliable. To achieve this, some 
websites that share tourist reviews have introduced systems that display the reliability of 
users’ reviews on their profiles so that other users can determine whether the information 
presented is valuable, which leads to less uncertainty and greater credibility of the source 
(Zarifah Dhabitah Mahat and Hafiz Hanafiah, 2020). Accordingly, the following 
hypothesis is proposed: 

H2b Integrity has a direct and positive influence on eWOM credibility. 

3.1.3 Extraversion 
Extraversion describes the degree to which an individual is comfortable participating 
indirect social interactions with others (Lee et al., 2017). It is a personality trait 
characterised by being energetic, cheerful, and sociable with a predisposition towards 
social interactions that convey positive feelings towards advertisements (Ferguson et al., 
2010; Lee et al., 2017). In the tourism industry, extraversion has been identified as a 
common personality trait among users who purchase hotel services (Yen and Tang, 
2015). Tourists with a high degree of extraversion tend to share their experiences more, 
which leads them to share content with both known and unknown audiences (Yoo and 
Gretzel, 2010). 

In the case of traditional WOM, an individual with high extraversion tends to transmit 
positive information to family, social, or professional contacts, increasing the probability 
that recipients will trust in the credibility of the source based on positive attitudes towards 
the consumer experiences shared (Ferguson et al., 2010; Mooradian and Swan, 2006). 
Given this, the following hypothesis is raised: 

H3a Extraversion has a direct and positive influence on WOM credibility. 

On the other hand, extroverts tend to be more open and attracted to social networks, and 
they even seem to use instant messaging more frequently (Correa et al., 2010). Therefore, 
they are more likely to seek virtual social engagement and provide positive feedback on 
their consumer experiences to help others make their purchasing decisions (Allsop et al., 
2007). Regarding these findings, Anastasiei and Dospinescu (2018), Dedeoğlu et al. 
(2019), and Tapanainen et al. (2021) agree that the impact on the credibility of eWOM 
will be greater for consumers with high extraversion, a statement that leads to the 
formulation of the following hypothesis: 

H3b Extraversion has a direct and positive influence on eWOM credibility. 

3.1.4 Ease of use 
According to Davis (1989), individuals will adopt a technology if they perceive that it is 
easy to use. In the context of eWOM, ease of use means the degree to which the customer 
believes that the use of an online search platform to assist in their purchase decisions 
does not require much effort. Ease of use also explains how consumers trust and adopt 
CGM as a source of information for travel planning (Tham et al., 2013; Ayeh, 2015; 
Huang et al., 2019) given that the fluidity of technology facilitates the perception of ease 
of use of the systems (Yoon and Barker Steege, 2013). Therefore, ease of use promotes 
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eWOM credibility since a user who understands the management of platforms will 
consult the opinions of others. Finally, it is considered that those people who easily 
access technological platforms can generate credibility for eWOM by not finding barriers 
to the information they require. Based on the above information (Jalilvand and Samiei, 
2012), the following hypothesis is made about the relationship between network usability 
and eWOM credibility. 

H4 Ease of use has a direct and positive influence on eWOM credibility. 

3.2 WOM credibility, eWom credibility, and engagement: the mediation effects 
of satisfaction 

Customer engagement is characterised by frequent interactions between a customer and 
an organisation that strengthen customer affinity with and loyalty to the brand (Harrigan 
et al., 2017). Research suggests that engagement is influenced by sources such as WOM, 
blogs, and other media (Van Doorn et al., 2010; Verhoef et al., 2010). Other studies 
suggest that credibility at the source has significant effects on different consumer 
attitudes, including those associated with their purchase intentions and commitment to 
brands (Kim et al., 2013; Ayeh, 2015), Therefore, it is expected that the credibility of 
consumers in CGM publications will influence other customers’ perceptions of the 
usefulness of CGM and create affinity with sellers and their brands (Ayeh, 2015). 

According to Harrigan et al. (2017), WOM is relevant in the measurement of 
engagement in the tourism industry since it is an effective way to promote the products 
and services of the sector (Hultman et al., 2015). Hapsari et al. (2017) propose that when 
tourists trust WOM, this constitutes an element of loyalty, and if customers recommend 
products or services, it means that they have created engagement with the brand. In 
addition to the above, using WOM, tourist trends can be highlighted through engagement 
with multiple friends from tourist destinations. 

H5 WOM credibility has a direct and positive influence on engagement. 

eWOM is of utmost importance in the tourism industry as a tool that provides people 
with reliable information about different travel experiences and makes customers feel 
more connected to brands (Litvin et al., 2018; Rasoolimanesh et al., 2021). Pang (2021) 
notes that a reliable eWOM information source potentially influences customer 
engagement. Clients who participate in online communities and feel connected to their 
brands engage with them because they trust the experiences that others have shared 
regarding the use of said brands (Rasoolimanesh et al., 2021). Therefore, the following 
hypothesis arises: 

H6 eWOM credibility has a direct and positive influence on engagement. 

WOM can influence the purchasing decisions of other people, and the key to achieving 
this is found in the information shared, whether positive or negative (Lang, 2011). 
However, credibility is one of the aspects of WOM that makes the recipients of the 
message feel that their needs will be met if they follow the recommendations given by the 
other party. De Matos and Rossi (2008) found that customer satisfaction has a strong and 
significant effect on customer engagement, and Torabi et al. (2021) state that WOM has a 
stronger relationship with customer loyalty when the message that is transmitted is 
positive, that is when customer satisfaction is significant. Therefore: 
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H7 Satisfaction has a mediating effect on the relationship between WOM credibility 
and engagement. 

On the other hand, Zheng et al. (2019) and Pang (2021), when studying social network 
services and users of online applications, found that customer satisfaction significantly 
influences future purchasing decisions as well as customer affinity and commitment 
towards products or services. Furthermore, compared to other sources of information, 
customer satisfaction can be achieved on an online platform when customers benefit from 
it (Ganiyu et al., 2012; Arora et al., 2021). For Mohammad (2020), the usefulness and 
reliability of social networks and online platforms are not only related to customer 
satisfaction but also customer loyalty to the brand. Therefore, credibility in eWOM can 
make customers more loyal and engaged if customer satisfaction levels are high, then: 

H8 Satisfaction has a mediating effect on the relationship between eWOM credibility 
and engagement. 

Therefore, this study proposes the following model that is illustrated in Figure 1. 

Figure 1 Proposed research model 

 
Source: Elaborated by the author 

4 Methodology 

This study selected people who in the last year made tourist travel to national and/or 
international destinations. For this, the experiences of close people (family, friends, 
colleagues, etc.) were taken into account. On the other hand, the queries that these people 
made on the websites where travellers’ comments are published were also considered. A 
sample of 645 people was selected; the data collection was carried out in 2019 in the 
central areas of the cities of Barranquilla, Bogotá, Cali, and Medellin. For this work, a 
field research company was hired to conduct face-to-face surveys using a structured 
questionnaire. 
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The selected sample is representative of the population standards of sex and age of 
the country in which the sample participates. In Colombia, according to the DANE 
(National Administrative Department of Statistics), the sample consisted of 53% of 
people are women and 47% are men. Each person provided authorisation to participate in 
the study signed by the principal investigator of the project. The stratified random 
sampling technique was applied, and a seven-point Likert scale was used where 1 was 
rated as ‘totally disagree’ and 7 as ‘totally agree’. The profile of the respondents was 
focused on people who in the last year conducted some national and/or international 
tourism activity. The average duration per survey was 15 minutes. Table 1 shows 
demographic information for the population sample. 
Table 1 Demographic information 

Gender  
 Female 256 
 Male 391 
Age  
 21–40 503 
 41–60 142 
Education level  
 Professional 375 
 No professional 270 

Source: Elaborated by the author 

4.1 Measurements 

The measurement of the constructs requires several indicators. The validity and reliability 
of a model show the relationship between the indicators and the constructs (Rico, 2011). 
There are two measurement models: the reflective and the formative (Bollen and Lennox, 
1991; Diamantopolus and Winklhofer, 2001; Rico, 2011). The reflective approach 
measurement models cannot be applied to the measurement of all constructs (Bollen and 
Lennox, 1991). Therefore, the measurement models of the training approach are 
explained as those where the causality starts from the indicators and proceeds towards the 
unobserved variable (Bollen and Lennox, 1991; MacKenzie et al., 2005; Rico, 2011). 

A second-order model is made up of different first-order dimensions that identify a 
model (Law et al., 1998). Dimensions are constructs and have their indicators (Podsakoff 
et al., 2006). A necessary condition for the correct definition of multidimensional 
constructs is the specification of the relationship that exists between the construct and its 
dimensions (Rico, 2011). In this study, second-order reflective-formative scales such as 
WOM credibility and eWOM credibility are used. On the other hand, a reflective-type 
scale of second-order training is used, such as commitment. 

5 Results 

For the analysis of the results, the statistical technique of PLS-SEM was used which has 
attracted the interest of researchers in social sciences as an alternative approach to the 
structural equation model (Martínez Ávila and Fierro Moreno, 2018). PLS-SEM is a 
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multivariate prediction-oriented approach and is based on variance, but it is also suitable 
for testing exploratory theories or theoretical extensions (Hulland, 1999; Lew et al., 
2013). Likewise, PLS-SEM is applicable and efficient in small samples for complex 
model offerings where they achieve convergence (Miranda-Zapata and Ruiz-Díaz, 2015). 
In instrument measurement and structural model testing, this study used SmartPLS 
(Ringle et al., 2012). 

On the other hand, to verify the normal distribution of the data, the Shapiro-Wilk and 
Shapiro-France tests were used. These tests present P values less than 0.05, which are 
considered statistically significant. The SmartPLS 3.0 software provides the composite 
reliability index (IFC) and Cronbach’s alpha where the composite reliability (CR) is more 
suitable than Cronbach’s alpha for PLS (Chin, 1998). In addition to the above, the PLS 
methodology considers the same statistical tests of the measurement models and the 
structural model (Hair et al., 2017). It is recommended that the results be interpreted in 
two phases. In the first, the viability and validity of the measurement model are analysed, 
and in the second, the evaluation of the structural model is analysed (Anderson and 
Gerbing, 1988; Hulland, 1999). 

5.1 Measurement model: evaluation of reliability and validity 

For the reliability analysis of the measurement model, the common method bias was 
considered, which implies that the constructs that represent the measures are responsible 
for a high proportion of the explained variance (Podsakoff, 2003). For this, clear 
questions were used in the questionnaire and the anonymity of the respondents was 
guaranteed. Also, the Harmon factor was used to validate whether the biases presented 
any problem for the sample (Podsakoff et al., 2003). The result shows that the bias of the 
common method does not present a problem since the factors presented results greater 
than 1. 
Table 2 Evaluation of the measurement model for reflective first-order constructs 

Construct Items Item 
loading 

Cronbach’s 
alpha CR AVE 

Reputation – 
WOM 

1 The information provided by people is 
reliable for a purchase decision. 

0.854 0.854 0.911 0.774 

2 The information provided by people is 
true 

0.902 

3 The information provided by close 
people is honest. 

0.883 

Information 
quality – 
WOM 

1 The information provided by other 
people about destinations is relevant 
to you. 

0.858 0.791 0.878 0.706 

2 The information provided by other 
people about a destination is very 
useful. 

0.897 0.858 0.791 0.878 

3 The information shared by other 
people allowed him to get an idea 
about the destination 

0.760 

Source: Elaborated by the author 
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Table 2 Evaluation of the measurement model for reflective first-order constructs (continued) 

Construct Items Item 
loading 

Cronbach’s 
alpha CR AVE 

Media 
reputation – 
eWOM 

1 Comments posted on web pages are 
honest in a purchase decision. 

0.838 0.850 0.909 0.770 

2 The comments published on the web 
pages are sufficiently reliable 

0.933 

3 The ease of communication of the 
comments published on the web pages 
is convincing. 

0.859 

Amount of 
information 
– eWOM 

1 The number of comments published 
by other people on the web pages is 
adequate. 

0.849 0.753 0.857 0.668 

2 The amounts of evidence published 
by other people are adequate (e.g., 
photographs) 

0.874 

3 The amounts of details published by 
other people on the web pages are 
sufficient. 

0.720 

Information 
quality – 
eWOM 

1 The quality of comments posted by 
other people is relevant to you 

0.801 0778 0.871 0.693 

2 The level of detail of the comments 
posted by other people is credible. 

0.886 

3 The age of the information published 
by other people is important to 
measure the quality of the 
information. 

0.809 

Experience 
– eWOM 

1 The service of the staff who attended 
you in the place visited was pleasant 
and was evidenced in the comments I 
review on the web pages. 

0.672 0.693 0.830 0.622 

2 The location of the place visited was 
pleasant and resembled the comments 
found on the web pages. 

0.876 

3 The comments published on the web 
pages met your expectations about the 
place visited 

0.804 

Source: Elaborated by the author 

Table 2 shows that the Cronbach’s alpha values show internal consistency between the 
data, being higher than 0.7 (Gefen and Straub, 2005). Also, the CR of the six  
first-order reflexive constructs is greater than 0.6 (Bagozzi and Yi, 1988). On the other 
hand, all the external loads of the items of the six first-order reflexive constructs are 
above 0.70 (Bagozzi and Yi, 1988), except ewexp1; however, we keep this item given 
that the mean of the variance extracted (AVE) of each first-order construct is above the 
threshold of 0.50 (Fornell and Larcker, 1981; Hair et al., 2017). 

Table 3 shows that the HTMT values are less than 0.85 (Henseler et al., 2015), which 
indicates that the discriminant validity was established for the six analysed constructs. 
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Table 3 Discriminant validity – heterotrait monotrait correlation (HTMT) 

Ewcalinf Ewcaninf Ewexp Ewrepmed Wcalinf Wrepmed 
Ewcalinf      
Ewcaninf 0.503     
Ewexp 0.674 0.483    
Ewrepmed 0.555 0.641 0.573   
Wcalinf 0.443 0.748 0.441 0.502  
Wrepmed 0.460 0.552 0.457 0.689 0.774 

Source: Elaborated by the author 

Table 4 Evaluation of the measurement model for the second-order training construct 

Second-order 
construct 

First-order 
construct Indicators External 

weights VIF R2 

WOM Quality of 
information 

Wcalinf1 0.222 1.828 1.0 
Wcalinf2 0.226 2.162 
Wcalinf3 0.176 1.482 

The reputation 
of the medium 

Wrpmed1 0.227 1.820 
Wrpmed2 0.215 2.435 
Wrpmed3 0.212 2.326 

eWOM Experience Ewexp1 0.100 1.288 1.0 
Ewexp2 0.129 1.768 
Ewexp3 0.128 1.466 

Quality of 
information 

Ewcalinf1 0.132 1.492 
Ewcalinf2 0.143 2.001 
Ewcalinf3 0.118 1.655 

The reputation 
of the medium 

Ewrpmed1 0.138 1.971 
Ewrpmed2 0.155 3.214 
Ewrpmed3 0.145 2.403 

Amount of 
information 

Ewcaninf1 0.141 1.575 
Ewcaninf2 0.133 1.839 
Ewcaninf3 0.098 1.395 

Source: Elaborated by the author 

Table 4 shows the results of the measurement model for second-order constructs. First, 
all the weights of the indicators are significant. Second, the R2 values for WOM and 
eWOM are greater than 0.5 (Hair et al., 2017), and third, the variance inflation factors 
(VIF) were less than 3.3, indicating that no there is a collinearity problem 
(Diamantopoulos and Siguaw, 2006). 
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5.2 Structural model 

For the analysis of the structural model, it is observed that the model meets the 
parameters of goodness and fit since the dependant factors have an R squared greater than 
0.10 (Falk and Miller, 1992). As seen in Figure 2, 57% of the variation in WOM 
credibility, 46% of the variation in eWOM credibility, 1.2% of the variation in 
satisfaction, and 27% of the variation in engagement. 

Figure 2 Structural model 

 

Source: Elaborated by the author 

On the other hand, to measure the predictive goodness of the model-dependent 
constructs, the Stone-Geisser procedure or parameter Q2 was used. This test is calculated 
using the blindfolding technique. Parameter Q2 must be greater than 0 for the construct to 
have predictive validity (Chin, 1998). As observed in Table 5, all Q2 values comply with 
the established, which supports the predictive relevance of the model. 
Table 5 Stone-Geiser test 

Construct Q2 
Engagement 0,.65 
eWOM 0.557 
Satisfaction 0.008 
WOM 0.456 

Source: Elaborated by the author 

Table 6 shows the results of the structural model where it is observed that most of the 
hypotheses support the model. 
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Table 6 Result of the structural model 

Hypothesis Statistical T P-value Support 
hypothesis 

H1a Message quality → WOM credibility 6.852 0.000 Yes 
H1b Message quality → eWOM credibility 5.762 0.000 Yes 
H2a Integrity → WOM Credibility 15.155 0.000 Yes 
H2b Integrity → eWOM Credibility 16.184 0.000 Yes 
H3a Extraversion → WOM Credibility 9.055 0.000 Yes 
H3b Extraversion → eWOM Credibility 10.325 0.000 Yes 

Source: Elaborated by the author 

Finally, the SRMR test was performed which presents the average difference between the 
correlations based on the standard error of the residual. This is considered as a measure of 
goodness of fit for PLS-SEM models (Henseler et al., 2015). The value must be greater 
than 0 and less than 0.08 to be considered valid (Hu and Bentler, 1999), and the result of 
the model for this investigation is 0.038, which indicates a good level of adjustment. 

6 Conclusions and implications 

This research contributes to the existing knowledge about WOM credibility and eWOM 
credibility, thus expanding the knowledge about customer management. Also, knowledge 
is provided on the influence that WOM credibility and eWOM credibility have on 
engagement, and results are presented on the influence of WOM on satisfaction (Bone, 
1995). However, although other studies have investigated the link between customer 
satisfaction and WOM (Ranaweera and Prabhu, 2003; Shi et al., 2016), the research has 
neglected to recognise the potential reverse effect of WOM on customer satisfaction 
(Bone, 1995; Sotiriadis and Van Zyl, 2013; Shi et al., 2016; Huete-Alcocer, 2017). 

The message quality significantly influences the WOM credibility and eWOM 
credibility, which indicates that if the information is clear, it will generate efficiency in 
the content, delivered and builds credibility for the tourist user in their decision making. 
The above is similar to what was presented in the works of Petty and Cacioppo (1986) 
and Qahri-Saremi and Montazemi (2019) since in both investigations the quality of the 
information supported the credibility of WOM and eWOM. 

Integrity significantly influences WOM credibility and eWOM credibility. This 
occurs because the source is more trustworthy, and it can influence other individuals to 
make decisions based on the good or bad experience communicated by the source. This 
coincides with the results presented by Packard et al. (2016), Asada and Ko (2016), 
Ngoma and Ntale (2019), and López and Sicilia (2014), which explain that integrity 
generates WOM credibility and eWOM credibility. 

Extraversion significantly influences WOM credibility and eWOM credibility, as the 
extraversion of those who share experiences with high communicative expressiveness 
generates credibility for users who consult these sources. The above coincides with the 
works of Jalilvand and Samiei (2012) and Tan and Tang (2013), which indicate that 
extraversion generates WOM credibility and eWOM credibility. 

Ease of use significantly influences eWOM credibility because those users who easily 
adapt to the use of communication networks generate trust in their use and facilitate the 
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exchange of information through these means. This coincides with the results of 
Venkatesh and Davis (2000), Kim and Cichy (2017), Liang et al. (2013), and Ayeh 
(2015), which indicate that the ease of use of the networks supports the credibility of 
online forms of communication such as eWOM. 

WOM credibility and eWOM credibility have a significant influence on engagement 
because those users who share information from WOM and eWOM sources support the 
engagement of those users who consult them, thus generating commitment and loyalty 
towards the information source. This is related to the studies of Ali et al. (2019) and 
Tham et al. (2013), which state that WOM credibility and eWOM credibility support 
engagement. 

WOM credibility influences satisfaction by allowing those users who share 
information about a product or service to generate an expectation of satisfaction for those 
users who consult these sources to make decisions. This is consistent with the work of 
Huete-Alcocer (2017), which indicates that WOM could influence tourist satisfaction. On 
the other hand, eWOM credibility does not significantly influence satisfaction, so this 
hypothesis is not accepted and is contrary to what was expressed by Litvin et al. (2008) 
and Tsao et al. (2015), who indicated that the eWOM consulted by travellers helped 
generate satisfaction. 

6.1 Implications for theory and practice 

The results of this research have several implications for theory and practice. The novelty 
is the use of the proposed variables, especially the positive effect of the credibility of 
WOM and the credibility of eWOM, on the engagement of tourism clients. This study has 
analysed the relationships among these variables, and future research could help to clarify 
new interrelationships. This research adds to investigations on the credibility of messages 
that are shared by different means among clients and supports the importance of message 
quality, integrity, extraversion, and ease of use in the development of WOM credibility 
and eWOM credibility. Finally, about the credibility of a source, the research explains 
that the more reliable the source is, the more influence it can have on other individuals 
and therefore promote the exchange of information between them (McCole and Palmer, 
2002; Han and Windsor, 2011; Lee et al., 2017). 

Regarding the practical implications, this research offers organisations a perspective 
on how WOM credibility and eWOM credibility influence customer engagement. 
According to the above, tourism organisations can contribute to knowledge about the 
credibility of travelers and to the comments that are shared, especially on social media 
and electronic commerce platforms, which promote the development of global markets 
(Vasquez, 2019). In demonstrating the impact that those messages can have on recipients, 
WOM credibility and eWOM credibility can generate customer engagement by driving 
the design of better communication strategies. 

6.2 Limitations and future research 

This research has some limitations that would provide opportunities for future research. 
First, in this study, the findings were limited to fieldwork carried out in four 

Colombian cities with diverse behavioural characteristics towards WOM credibility and 
eWOM credibility as inputs for tourism engagement. Future studies could examine 
tourism users from other countries with diverse characteristics to validate the proposed 
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model and enrich it with other perspectives. Furthermore, more studies are needed to 
allow for a longitudinal analysis of WOM credibility and eWOM credibility and their 
impact on engagement. 

Second, this study focused on engagement in tourism issues. Further research on 
other consumer decision-making topics is encouraged where the effect of WOM and 
eWOM credibility on engagement can be measured. 

Third, this research represents one of the first studies to investigate WOM credibility 
and eWOM credibility and their effects on engagement. Other factors can influence the 
relationships studied, such as the image of the destination and the past travel experiences 
of tourism users. 
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