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Abstract  
 

Tourism is a sector in which consumers – tourists widely share their opinions, experiences 

and recommendations. Due to the fact that tourist services cannot be evaluated 

before the purchase, word-of-mouth has been recognized as an influential factor and 

a significant resource of information transmission in the tourism market. Word-of-mouth 

has an important role in tourists’ decision-making processes, in which consumers – 

tourists rely on the suggestions from those who have experienced the service. With the 

increasing use of the Internet, a large number of consumers – tourists have begun to 

share their recommendations online. Electronic word-of-mouth refers to any positive 

or negative statement made by a consumer -  tourist about a tourist service, which is 

available on the Internet. The digitalization of word-of-mouth has created numerous 

possibilities and challenges for hospitality and tourism marketers. This paper aims to 

examine the influence of traditional word-of-mouth and electronic word-of-mouth on 

tourists’ decision-making processes. Specifically, the purpose of this study is to 

investigate the effects of virtual interactions among consumers – tourists as a part of 

tourism promotion. This paper has provided a theoretical framework of word-of-mouth 

(WOM) and electronic word-of-mouth (eWOM) showing that electronic word-of-

mouth plays an important role in the tourists’ decision-making process. 

 

Keywords: tourist market, consumers, recommendations, word-of-mouth (WOM), 

electronic word-of-mouth (eWOM) 
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Introduction  
Tourism is a sector in which consumers widely share their travel experiences and 

recommendations, both offline and online. In this sector, interpersonal, word-of-mouth 

communication is important because of its intangible nature and the fact that 

products/services cannot be experienced and evaluated before the purchase (Litvin 

et al., 2008; Philips et al., 2013).  

 In such circumstances, word-of-mouth becomes an important part of tourists’ 

decision-making processes, as it reduces uncertainty (Ishida et al., 2016). Due to the 

spread of information and communication technologies, tourists increasingly rely on 

eWOM as a more available and accessible form of communication. 

 This paper aims to examine the influence of traditional word-of-mouth and 

electronic word-of-mouth on tourists’ decision-making processes. Specifically, the 

purpose of this study is to investigate the effects of virtual interactions among 

consumers – tourists and to identify different types of eWOM. There are five research 
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questions that authors will try to answer in this paper: 1) What is the role of word-of-

mouth in tourism?; 2) What are implications of positive – negative word-of-mouth in 

tourism?; 3) Which are the most common information sources used by tourists before 

the travel decision has been made?; 4) What are the differences between word-of-

mouth and electronic word-of-mouth? and 5) Which types of word-of-mouth and 

electronic word-of-mouth are existing? These questions will be answered through 

literature review as the mail methodology used in this paper. 

 Besides Introduction and Conclusion this paper consists of three parts. In first part, 

authors are going to explain the role of word-of-mouth in specific business sector – 

tourism. Second part will explain electronic word-of-mouth and its impact on tourist 

behavior while third part includes classification of word-of-mouth and electronic word-

of-mouth. 

 

WOM – a form of interpersonal influence in tourism  
Word-of-mouth (WOM) represents a form of communication among consumers who 

share their own stories and evaluations of products, services, brands or consumption 

experiences, in which the sources are considered independent of commercial 

influence (Oliver, 2010; Litvin et al., 2008). It plays a primary role in consumer behaviour 

as it includes sharing opinions and different reactions among consumers (Ka Wai Lai 

et al., 2018). In this way, the main dimension which differentiates word-of-mouth from 

other forms of marketing communication is interpersonality (Fili & Križaj, 2016). 

According to WOMMA (Word of Mouth Marketing Association) and AMA (American 

Marketing Association), 64% of marketing executives believe that word-of-mouth is the 

most effective form of marketing communication (Whitler, 2014). On the other hand, 

according to Nielsen study, 92% of surveyed consumers claimed they trust word-of-

mouth and recommendations from friends and family above all other forms of 

advertising and communication (Grimes, 2012). 

 Although tourism marketers and managers are attempting to develop and offer a 

favourable destination image, there are other factors which influence tourists’ 

decision-making. Tourists talk to each other. Information from others plays an 

important role in the decision-making process in tourism industry. As a form of 

interpersonal communication among tourists, word-of-mouth affects the behavioural 

intentions and influences decision-making procedures of tourists. That is the reason 

why interpersonal communication has long been recognized as an influential factor 

in tourism (Lo, 2012).  

 In marketing and tourism literature it is accepted that satisfaction leads to loyalty, 

while loyalty leads to various forms of consumer behaviour, such as word-of-mouth 

and repurchase. In other words, word-of-mouth can be the output when satisfaction 

has been met. O’Neill, Palmer and Charters (2002), who studied wine tourism, 

concluded that tourists’ positive word-of-mouth boosts wine sales. Similarly, in their 

study, Philips et al. (2013) concluded that positive word-of-mouth creates a positive 

image and increases awareness of a destination among those unfamiliar with it. 

Positive and vivid memories about the destination also influence future behaviour, 

such as recommendations and word-of-mouth (Manthiou et al., 2014). In contrast, 

Morgan et al. (2003) noted that dissatisfied tourists spread negative word-of-mouth 

related to their experience, which has a negative impact on the destination image. 

Sánchez-García & Currás-Pérez (2011) also stated that dissatisfaction directly causes 

negative word-of-mouth in order to warn others. 

 According to Zamil (2011), word-of-mouth received from family and friends has 

greater impact on the decision-making process compared to other sources, such as 

company and staff. In their study, Beiger and Leasser (2004) found out that word-of-
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mouth from friends and relatives was the most common information source used by 

tourists before the travel decision was made. A similar study was conducted by 

Murphy et al. (2007). They segmented their tourist sample according to whether or not 

they listed friends/relatives only, other tourists only, both friends/relatives and other 

tourists, or neither of these word-of-mouth sources among their three most important 

information sources when making a travel decision. Overall, the results showed that 

respondents were more likely to use both friends/relatives and other tourists’ opinions 

and experiences when travelling for longer periods and in cases they had less of their 

own experience of the destination. Ka Wai Lai et al. (2018) point out that in cases when 

tourists experience good tourism services at a destination, they recommend it to their 

friends and relatives. That is the reason why positive word-of-mouth is such an 

important marketing tool which can be used by tourism and hospitality marketers. 

 

Moving from face-to-face to cyberspace 
Due to the rapid development of the Internet and its technology, consumers can 

nowadays explore the Internet whenever and wherever they want. Thus, they can 

post comments online and share their opinions about products and services. At the 

same time, other consumers can take their online recommendations as references. In 

other words, physical place in which communication takes place has changed from 

face-to-face to cyberspace (Jeong & Jang, 2011). According to Senecal & Nantel 

(2004), one aspect of cyberspace is the phenomenon of online interpersonal 

influence known as electronic word-of-mouth (eWOM). 

 Electronic word-of-mouth refers to any positive or negative statement made by a 

consumer about a product/service or company which is available online, on the 

Internet (Hennig-Thurau et al., 2004). It is often referred to as online reviews, online 

recommendations, online user-generated content and online opinions (Serra 

Cantallops & Salvi, 2014). Thus, electronic word-of-mouth allows consumers to obtain 

information from a vast, geographically dispersed group of other consumers who 

have experienced a particular product/service. It offers non-commercial, detailed, 

experience-based and up-to-date information via the Internet (Yoo & Gretzel, 2008).  

 Electronic word-of-mouth differs from traditional word-of-mouth in several aspects. 

It is seen as more influential and convenient due to its speed, one-to-many reach and 

the absence of face-to-face human pressure (Sun et al., 2006). 

 Using an online sample of 2000 web-based opinion platform consumers, Hennig-

Thurau et al. (2004) identified eight motives for electronic word-of-mouth behavior. 

According to them these motives are: 1) platform assistance, 2) venting negative 

feelings, 3) concern for others, 4) positive self-enhancement, 5) social benefits, 6) 

economic incentives, 7) support for company and 8) advice seeking. Furthermore, 

Nonnecke & Preece (2001) identified three types of consumers based on their 

involvement in online information. The first type is lurkers, who browse and use 

electronic word-of-mouth, but do not contribute. Unlike them, the second type takes 

part in electronic word-of-mouth by asking specific questions in order to fulfil their 

information needs. Finally, the third type is known as electronic word-of-mouth posters. 

They actively participate in information sharing and readily respond to other 

consumers’ questions about their experiences. 

 With the advancement of the Internet, an increasing number of tourists use this 

network in order to seek information about destinations (Jalilvand & Samiei, 2012). 

Tourists use the Internet to obtain travel information, share their experience, purchase 

products/services and make connections with consumers from all over the world. In 

this way, the Internet supports the pre-travel phase (in this phase all the research and 

purchase can be done online), during the travel phase (tourists can use different 
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interactive platforms while travelling) and the post-travel phase (in this phase tourists 

share their opinions and experiences). 

 According to Torres et al. (2015), electronic word-of-mouth has introduced a new 

way of capturing, analyzing, interpreting and managing interpersonal influence and 

communication among tourists. As Jeong & Jang (2011) stated, the potential impact 

of electronic word-of-mouth on consumers’ - tourists’ decision-making can be more 

powerful in comparison with the impact of traditional word-of-mouth. Thus, the primary 

source of information that is used to plan a holiday is electronic word-of-mouth 

(Marine-Roig, 2017). In this sense, hospitality and tourism marketers should be aware 

of the fact that, in future, almost all tourists’ decision-making processes will be strongly 

affected by online reviews.  

  

WOM and eWOM typology 
The influence of word-of-mouth has increased due to the rapid growth of the Internet 

and different social media platforms. This kind of development has connected 

consumers in new ways, for example through social networking sites, blogs, 

recommendation sites, and online communities (Hennig-Thurau et al., 2010). 

According to Chen et al. (2018), the development of communication technology has 

enabled all-around consumer-to-consumer communication. 

 Travelling takes an important place in consumers’ lives. Before starting a journey, 

consumers nowadays use the Internet in order to seek information about the 

destination and make online reservations. In addition, the Internet facilitates sharing 

travel experiences (Bilgihan et al., 2016). 

 As stated above, word-of-mouth can be classified by the format of information 

communicated into traditional word-of-mouth and electronic word-of-mouth. 

Traditional word-of-mouth refers to interpersonal influence and communication 

between consumers who are not commercial entities, while electronic word-of-mouth 

includes two types of communication – personal and commercial (Cox et al., 2009). 

Furthermore, in terms of how and why word-of-mouth is created and communicated, 

it can be classified into one-to-one word-of-mouth, one-to-many word-of-mouth, and 

many-to-many word of mouth (Litvin et al., 2008). 

 One-to-one word of mouth is a type of communication generated by one 

consumer and communicated to another consumer or a small group in private (Chen 

et al., 2018; Chen et al., 2014; Litvin et al., 2008). This type of communication occurs 

when consumers are familiar with the identity of other consumers.  

 One-to-many word-of-mouth is a type of word-of-mouth that does not necessarily 

include face-to-face communication. It is generated on blogs, social networks, and 

websites and therefore does not target a specific audience. According to Chen et al. 

(2015), it is more content-oriented than audience-oriented. This type of word-of-mouth 

mostly takes place on social media channels (Facebook, Twitter, Instagram), which 

ensures that it is increasingly available and influential. Murphy et al. (2010) defined 

social media as “the third place” between home and work. In the tourism context, 

social media is widely used by tourists in order to search for information that will help 

them make decisions as well as share their travel experiences and opinions. 

 Many-to-many word of mouth is a type of communication based on websites that 

may influence a tourist’s opinion and choice. On these websites tourists share their 

comments and opinions about a specific destination. Nowadays, more and more 

potential tourists choose to consult these websites while making their travel decisions. 

Participants usually do not reveal their real identities in these online communities. Thus, 

according to Chen et al. (2018), this type of communication is even more content-

oriented because the profiles of either the sender or the recipient are unknown and 
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do not matter. These websites (review sites) are considered to be the most widely used 

electronic word-of-mouth forms that allow consumers to read others’ experiences as 

well as write their own opinions (Park & Allen, 2013).  

 User-generated content has become a reliable information source about 

destinations, which helps website visitors plan their travel (Ye et al., 2011). According 

to Chen & Xie (2008), an online user-generated review is an emerging market 

phenomenon that plays an important role in tourists' decison-making. Making a travel-

related purchase decision requires intensive search for online reviews (Papathanassis 

& Knolle, 2011) and for this reason online user-generated reviews are considered to 

have a significant input into tourism. 

 An online platform such as TripAdvisor contains useful information about 

destinations and helps tourists with their travel-related decision-making. This site 

represents a great platform for reviews, pictures, and blogs of experienced tourists 

who have visited different destinations (Chen et al., 2015). It is the largest site for 

equitable tourist reviews that is constantly updated by real travelers (Litvin et al., 2008). 

Online reviews and websites like TripAdvisor play an important role in helping 

consumers make their purchase decisions, especially in tourism (Yan et al., 2018). 

These platforms offer tourists an opportunity to make their personal comments while 

at the same time helping tourism marketers to improve their work and bringing a 

competitive advantage for a destination. 

 

Conclusion  
This paper has provided a theoretical framework of word-of-mouth and electronic 

word-of-mouth showing that electronic word-of-mouth plays an important role in 

tourists’ decision making process. The influence of word-of-mouth has increased 

through the rapid growth of the Internet and has changed tourists’ behaviour in 

important ways. The intangible nature of tourism products is the main reason why it 

has long been recognized that word-of-mouth is the most important information 

source among tourists. A digital version of word-of-mouth provides new opportunities 

and possibilities, particularly in reaching market segments that would have been hard 

to reach otherwise.  

 Due to the physical and cultural distance, tourist destinations and tourism marketers 

encounter a problem in creating a unique destination brand. Tourists, on the other 

hand, can act as destination brand ambassadors. According to Bickart & Schindler 

(2001), word-of-mouth from experienced consumers may have higher credibility to 

other consumers in comparison with messages created by marketers. In tourism, 

experienced consumers are both those who have already travelled to the destination 

and its residents (Chen et al., 2018). EWOM in different channels has different power. 

Nowadays, online platforms and user-generated content have more effect than the 

traditional media. Therefore, they have to be effectively utilized by hospitality and 

tourism marketers in order to manage their destinations (Pike & Page, 2014). In other 

words, tourism marketers and destination managers need to learn how to control, and 

not be controlled, by this powerful force (Litvin et al., 2008). At the same time, tourism 

marketers need to find strategies to prevent tourists from publishing negative word-of-

mouth and encourage them to spread positive word-of-mouth (Yan et al., 2018). 

 Tourism marketers must be aware that their consumers are going online and that 

they are exposed to huge number of other consumers that are spreading positive or 

negative impressions and experinces about places they had visited. In this manner, 

marketers must find the way not only to encourage consumers – tourists to spread and 

publish positive word-of-mouth but also to use strategies to prevent them from 

spreading negative word-of-mouth. 
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 A limitation of this study is that it has provided only a theoretical framework of word-

of-mouth and electronic word-of-mouth. Further research into this topic should 

provide some practical answers to the question why and how tourists spread word-of-

mouth about a particular destination through private communication channels, 

online platforms and within the themed online communities. 

 

References  
1. Beiger, T., Laesser, C. (2004), “Information sources for travel decisions: towards a source 

process model“, Journal of Travel Research, Vol. 42, No. 4, pp. 357-371. 

2. Bickart, B., Schindler, R.,M. (2001), “Internet forums as influential sources of consumer 

information“, Journal of Interactive Marketing, Vol. 15, No. 3, pp. 31-40. 

3. Bilgihan, A., Barreda, A., Okumus, F., Nusair, K. (2016), “Consumer perception of 

knowledge-sharing in travel-related online social networks“, Tourism Management, Vol. 

52, pp. 287-296. 

4. Chen, N., Dwyer, L., Firth, T. (2014), “Effect of dimensions of place attachment on 

residents' word-of-mouth behavior“, Tourism Geographies, Vol. 16, No. 5, pp. 826-843. 

5. Chen, N., Dwyer, L., Firth, T. (2015), “Factors influencing Chinese students' behavior in 

promoting Australia as a destination for Chinese outbound travel“, Journal of Travel & 

Tourism Marketing, Vol. 32, No. 4, pp. 366-381. 

6. Chen, N., Dwyer, L., Firth, T. (2018), “Residents' place attachment and word-of-mouth 

behaviours: A tale of two cities“, Jornal of Hospitality and Tourism Management, Vol. 

36, pp. 1-11. 

7. Chen, Y., Xie, J. (2008), “Online consumer review: Word-of-mouth as a new element of 

marketing communication mix“, Management Science, Vol. 54, No. 3, pp. 477-491. 

8. Cox, C., Burgess, S., Sellitto, C., Buultjens, J. (2009), “The Role of User-Generated Content 

in Tourists' Travel Planning Behavior“, Journal of Hospitality Marketing & Management, 

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

9. Fili, M., Križaj, D. (2016), “Electronic Word of Mouth and Its Credibility in Tourism: The Case 

of TripAdvisor”, Academica Turistica, Vol. 9, No. 2, pp. 107-111. 

10. Grimes, M. (2012), “Nielsen: global consumers’ trust in ‘earned’ advertising grows in 

importance”, available at: https://www.nielsen.com/us/en/press-room/2012/nielsen-

global-consumers-trust-in-earned-advertising-grows.html (04 April 2019). 

11. Hennig-Thurau, T., Gwinner, K., Walsh, G., Gremler, D. D. (2004), “Electronic word-of-

mouth via consumer-opinion platforms: What motivates consumers to articulate 

themselves on the Internet?“, Journal of Interactive Marketing, Vol. 18, No. 1, pp. 38-52. 

12. Hennig-Thurau, T., Malthouse, E. C., Friege, C., Gensler, S., Lobschat, L., Rangaswamy, 

A., Skiera, B. (2010), “The impact of new media on customer relationships“, Journal of 

Service Research, Vol. 13, No. 3, pp. 311-330. 

13. Ishida, K., Slevitch, L., Siamionava, K. (2016), “The Effects of Traditional and Electronic 

Word-of-Mouth on Destination Image: A Case of Vacation Tourists Visiting Branson, 

Missouri”, Administrative Sciences, Vol. 6, No. 4. 

14. Jalilvand, M. R., Samiei, N. (2012), “The impact of electronic word of mouth on a tourism 

destination choice: Testing the theory of planned behavior“, Internet Research: 

Electronic Networking Applications and Policy, Vol. 22, No. 5, pp. 591-612. 

15. Jeong, E., Jang, S. S. (2011), “Restaurant experiences triggering positive electronic 

word-of-mouth (eWOM) motivations“, International Journal of Hospitality 

Management, Vol. 30, No. 2, pp. 356-366. 

16. Ka Wai Lai, I., Hitchcock, M., Lu, D., Liu, Y. (2018), “The Influence of Word of Mouth on 

Tourism Destination Choice: Tourist-Resident Relationship and Safety Perception among 

Mainland Chinese Tourists Visiting Macau”, Sustainability, Vol. 10, No. 7. 

17. Litvin, S. W., Goldsmith, R. E., Pan, B. (2008), “Electronic word-of-mouth in hospitality and 

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

18. Lo, Y.-H. (2012), “Does Word-of-mouth Effect Really Matter? The Case of Chinese Tourist 

Travel Experience in Taiwan”, The Journal of International Management Studies, Vol. 7, 

No. 2, pp. 101-111. 

https://www.nielsen.com/us/en/press-room/2012/nielsen-global-consumers-trust-in-earned-advertising-grows.html
https://www.nielsen.com/us/en/press-room/2012/nielsen-global-consumers-trust-in-earned-advertising-grows.html


  

 

 

499 
 

ENTRENOVA 12-14, September2019 

 
Rovinj, Croatia 

19. Manthiou, A., Lee, S. A., Tang, L. R., Chiang, L. (2014), “The experience economy 

approach to festival marketing: Vivid memory and attendee loyalty“, Journal of 

Services Marketing, Vol. 28, No. 1, pp. 22-35. 

20. Marine-Roig, E. (2017), “Measuring Destination Image through Travel Reviews in Search 

Engines“, Sustainability, Vol. 9, No. 8. 

21. Morgan, N. J., Pritchard, A., Piggott, R. (2003), “Destination branding and the role of the 

stakeholders: The case of New Zealand“, Journal of Vacation Marketing, Vol. 9, No. 3, 

pp. 285-299. 

22. Murphy, H. C., Gil, E. A. C., Schegg, R. (2010), “An investigation of motivation to share 

online content by young travelers – why and where“, in Gretzel, U., Law, R., Fuchs, M. 

(Eds.), Information and communication Technologies in Tourism 2010, Springer, Vienna, 

pp. 467-478. 

23. Murphy, L., Mascardo, G., Benckendorff, P. (2007), “Exploring word-of-mouth influences 

on travel decisions: friends and relatives vs. other travelers“, International Journal of 

Consumer Studies, Vol. 31, No. 5, pp. 517-527. 

24. Nonnecke, B., Preece, J. (2001), “Why Lurkers Lurk?“, in the Proceedings of the 2001 

Americas Conference on Information Systems (AMCIS), AIS, pp. 1521-1530. 

25. O’Neill, M., Palmer, A., Charters, S. (2002), “Wine production as a service experience – 

The effects of service quality on wine sales“, The Journal of Services Marketing, Vol. 16,  

No. 4, pp. 342-362. 

26. Oliver, R. L. (2010), Satisfaction: A behavioural perspective on the consumer, M. E. 

Sharpe, Armonk NY. 

27. Papathanassis, A., Knolle, F. (2011), “Exploring the adoption and processing of online 

holiday reviews: A grounded theory approach“, Tourism Management, Vol. 32, No. 2, 

pp. 215-224. 

28. Park, S. Y., Allen, J. P. (2013), “Responding to Online Reviews: Problem Solving and 

Engagement in Hotels“, Cornell Hospitality Quarterly, Vol. 54, No. 1, pp. 64-73. 

29. Philips, W. J., Wolfe, K., Hodur, N., Leistritz, F. L. (2013), “Tourist word-of-mouth and revisit 

intentions to rural tourism destinations: a case of North Dakota, USA”, International 

Journal of Tourism Research, Vol. 15, No. 1, pp. 93-104. 

30. Pike, S., Page, S. J. (2014), “Destination marketing organizations and destination 

marketing: A narrative analysis of the literature“, Tourism Management, Vol. 41, pp. 202-

227. 

31. Sánchez-García, I., Currás-Pérez, R. (2011), “Effects of dissatisfaction in tourist services: 

the role of anger and regret“, Tourism Management, Vol. 32, No. 6, pp. 1397-1406. 

32. Senecal, S., Nantel, J. (2004), “The influence of online product recommendations on 

consumers' online choices“, Journal of Retailing, Vol. 80, No. 2, pp. 159-169. 

33. Serra Cantallops, A., Salvi, F. (2014), “New consumer behavior: A review of research on 

eWOM and hotels“, International Journal of Hospitality Management, Vol. 36, pp. 41-

51. 

34. Sun, T., Youn, S., Wu, G., Kuntaraporn, M. (2006), “Online word-of-mouth: An exploration 

of its antecedents and consequences“, Journal of Computer-Mediated 

Communication, Vol. 11, No. 4, pp. 1104-1127. 

35. Torres, E. N., Adler, H., Behnke, C., Miao, L., Lehto, X. (2015), “The Use of Consumer-

Generated Feedback in the Hotel Industry: Current Practices and Their Effects on 

Quality“, International Journal of Hospitality & Tourism Administration, Vol. 16, No. 3, pp. 

224-250. 

36. Whitler, K. A. (2014), “Why Word of Mouth Marketing Is The Most Important Social 

Media”, available at: https://www.forbes.com/sites/kimberlywhitler/2014/07/17/why-

word-of-mouth-marketing-is-the-most-important-social-media/#4d41f7b354a8  

(04 April 2019). 

37. Yan, Q., Zhou, S., Wu, S. (2018), “The influence of tourists' emotions on the selection of 

electronic word of mouth platforms“, Tourism Management, Vol. 66, pp. 348-363. 

38. Ye, Q., Law, R., Gu, B., Chen, W. (2011), “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, pp. 634-639. 

https://www.forbes.com/sites/kimberlywhitler/2014/07/17/why-word-of-mouth-marketing-is-the-most-important-social-media/#4d41f7b354a8
https://www.forbes.com/sites/kimberlywhitler/2014/07/17/why-word-of-mouth-marketing-is-the-most-important-social-media/#4d41f7b354a8


  

 

 

500 
 

ENTRENOVA 12-14, September2019 

 
Rovinj, Croatia 

39. Yoo, K. H., Gretzel, U. (2008), “What Motivates Consumers to Write Online Travel 

Reviews?“, Information Technology & Tourism, Vol. 10, No. 4, pp. 283-295. 

40. Zamil, A. M. (2011), “The Impact of Word of Mouth (WOM) on the Purchasing Decision 

of the Jordanian Consumer“, Research Journal of International Studies, Vol. 20, pp. 24-

29. 

 

About the authors 
 

Aleksandar Grubor, Ph.D. is a Full professor at the Faculty of Economics in Subotica, 

University of Novi Sad, Department of Trade, Marketing and Logistics. He received a 

Ph.D. in Marketing at the Faculty of Economics in Subotica, with the Ph.D. thesis 

“Marketing Research – The Integral Part of the International Marketing Program“. He 

also successfully completed the International Faculty Development Program at the 

Free Market Business Development Institute, School of Business Administration, Portland 

State University, Portland, Oregon, USA. He participated in Erasmus+ Mobility Program 

in Nice, France. His field of interest is Marketing, which is reflected in both his teaching 

and research activities that he has been conducting during his professional academic 

career. He was a member of several project teams assigned to carry out various 

projects in the field of marketing that were under the auspices of the Ministry of 

Education, Science and Technological Development of the Republic of Serbia. 

Currently, he is a manager of a project team assigned to carry out a Project on Basic 

Economic Research, under the auspices of the Provincial Secretariat for Higher 

Education and Scientific Research of the Republic of Serbia. The author can be 

contacted at agrubor@ef.uns.ac.rs. 

 

Ksenija Leković, Ph.D. is a Teaching Assistant at the Faculty of Economics in Subotica, 

University of Novi Sad, Department of Trade, Marketing and Logistics. She received a 

Ph.D. in Marketing at the Faculty of Economics in Subotica, with the Ph.D. thesis “Kids 

Consumers and Family Decision-Making Process in Selected Countries of South-East 

Europe“. She also participated in Tempus Mobility Program in Udine, Italy. Her field of 

interest is Marketing (Consumer behavior and Tourism marketing), which is reflected in 

both her teaching and research activities that she has been conducting during her 

professional academic career. She was a member of a project team assigned to carry 

out project that was under the auspices of the Provincial Secretariat for Higher 

Education and Scientific Research of the Republic of Serbia (Project name: Slow 

Tourism Potential in a Function of Sustainable Development of AP Vojvodina). 

Currently, she is a member of a project team assigned to carry out a bilateral project 

which is under the auspices of the Ministry of Education, Science and Technological 

Development of the Republic of Serbia (Project name: Stakeholder Engagement 

within Rural Tourism in Austria and Serbia). The author can be contacted at 

ksenija.lekovic@ef.uns.ac.rs. 

 

Slavica Tomić, Ph.D. is a Full Professor at the Faculty of Economics in Subotica, 

University of Novi Sad, Department of Management. She received a Ph.D. in Bussines 

Economics at the Faculty of Economics in Subotica. She also participated in Erasmus+ 

Mobility Program in Varna, Bulgaria. Her field of interest is Management, which is 

reflected in both her teaching and research activities that she has been conducting 

during her professional academic career. She was a member of a project team 

assigned to carry out a project that was under the auspices of the Provincial 

Secretariat for Higher Education and Scientific Research of the Republic of Serbia 

(Project name: Slow Tourism Potential in a Function of Sustainable Development of AP 

Vojvodina). Currently, she is a manager of a project team assigned to carry out a 



  

 

 

501 
 

ENTRENOVA 12-14, September2019 

 
Rovinj, Croatia 

bilateral project which is under the auspices of the Ministry of Education, Science and 

Technological Development of the Republic of Serbia (Project name: Stakeholder 

Engagement within Rural Tourism in Austria and Serbia). The author can be contacted 

at tomics@ef.uns.ac.rs. 

 


