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ABSTRACT

This study examines the effect of consumers’ perceived credibility of information on SNS on their 
attitude and intention to adopt this information in the Arab world. The study adopted a quantitative 
research approach using a survey questionnaire conducted among 317 individuals. Structural equation 
modelling was conducted. The results highlighted that there are positive direct effects of authority cues, 
expertise, trustworthiness, social identity, and argument strength on perceived credibility. Although 
both authority cues and transparency have non-significant direct effects on perceived credibility, 
they have positive direct effects on attitude and indirect effects on intention via attitude. Finally, 
the positive impact of credibility on intention is mediated by attitude. This study contributes to the 
literature on the credibility of information on SNS and its effect on consumer intention to adopt it.
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INTRODUCTION

Social media plays a critical role for both travelers and tourism companies (Chung & Buhalis, 2008; 
Ye, Fong, & Luo, 2021). Instead of resorting to official company websites, consumers are increasingly 
turning to social networking sites (SNS) pages to search for any relevant information, including travel-
related tips (Mehraliyev, Choi, King, 2021). Nowadays, suggestions from friends and family, online 
recommendations, as well as online comments influence travelers’ decisions for planning for a trip 
(Berhanu & Raj, 2020). SNS allow travelers to share their experiences and ideas with others. SNS 
provide easily accessible forums on which travelers may share their personal information, experiences 
and ideas with others and leave their comments, reviews, opinions and suggestions about airlines, 
hotels or restaurants (Hur, Kim, Karatepe & Lee, 2017). As information from SNS comes from a 
large number of users every day, it can be difficult to quickly differentiate reality from fiction or 
actual news from mere opinions (Johnson & Kaye, 2014). According to Sunny Tsai and Rita Men 
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(2013), to support consumers’ engagement with SNS, the credibility of information provided by 
both brand developers and consumers on SNS pages is an essential element for establishing trusting 
relationships with consumers (Pop, Săplăcan, Dabija, & Alt, 2021). Similar findings regarding trust 
in news in social media were also reported recently (Karlsen & Aalberg, 2021). Perceived online 
credibility is defined as the extent to which one perceives information to be believable and this is 
considered as a strong predictor of consumer’s further action (Li & Suh, 2015) and decision making 
(Alrubaian, Al-Qurishi, Alamri, Al-Rakhami, Hassan, & Fortino, 2018). Prior research has reported 
how to judge the information credibility on traditional media or websites (Metzger & Flanagin, 2013). 
However, information on social media platforms suffers from a lack of professional gatekeepers who 
can monitor content (Li & Suh, 2015), leading to the presence of some fake news in social media 
(Abdallah, 2021). It is not unusual to find unverified or false information flow on social media (Di 
Domenico, Sit, Ishizaka, & Nunan, 2021). In this situation, online consumers are forced to look for 
new ways to evaluate the credible information.

Although past research has examined the use of social media for travel-related purposes (Varkaris 
& Neuhofer, 2017; Rahman, Sharmin & Akhter, 2021), scant attention has been paid to how perceived 
credibility of information on SNS influences consumers’ intention to adopt such information in 
purchasing decisions, specifically in the hospitality marketplace (Li & Suh, 2015). Since consumers can 
access services indirectly and form a degree of trust of a service provider through online interactions 
with both a company and other customers (Daugherty, Eastin & Bright, 2013), it is expected that SNS 
can also play a vital role in consumers’ intentions to adopt and act on information on SNS. Although 
previous research has attempted to investigate antecedents that drive consumers to visit or follow 
SNS information (Daugherty et al., 2013), more research on a larger and more diverse sample which 
is applicable to a variety of SNS is needed to aid understanding of consumers’ perceived credibility 
of information concerning SNS and how this affects their intention to adopt it (Li & Suh, 2015).

Importantly, Aluri et al., (2016) argued that despite the popularity of social media usage by travel 
services, companies still wonder whether social media channels truly enhance the overall experience 
of travelers, particularly their intention to adopt information on SNS. Research on the perceived 
credibility of information on SNS is still not very clear or well established, and future research is still 
needed (Alkhamees et al., 2021). Johnson and Kaye (2014) found that SNS was ranked as less credible 
than traditional and other online sources of information. Johnson and Kaye (2014) recommended 
that more research should be conducted to examine the relationship between SNS credibility and the 
intention to adopt information on SNS for purchasing decisions. This is especially important because 
according to Inversini and Masiero (2014) and Ayeh, Au and Law (2013), describing and explaining 
the role of social media in the tourism and travel industry involves cultural elements. Accordingly, 
further research on a variety of customer attributes is needed in order to increase our understanding 
of the impact of the perceived credibility of information on SNS on purchasing in tourism services 
(Song & Yoo, 2016).

Tourism SNS and Credibility
Recently, social media has become an effective channel for the marketing of tourism services (Zeng 
& Gerritsen, 2014; Hysa, Karasek, & Zdonek, 2021; Mehraliyev et al., 2021). Reports showed that 
there are 4.38 billion internet users, including 3.48 billion active social media users (Global Web 
of index, 2019). This may be because tourism customers have become more active and information 
shared in social media considerably reduces the burden of their decision-making process (Icoz, 
Kutuk & Icoz, 2018). The Forbes (2017) report highlights that social networking sites have gained 
remarkable popularity especially among the younger generation of people because they can share 
pictures, videos and stories. As the travel planning process frequently entails high level of uncertainty 
due to the characteristics of tourism, the availability of online travel information that can be accessed 
anytime and anywhere has become increasingly important in order to optimise travel plans (Xiang 
& Gretzel, 2010, Hsu & Cox, Burgess, Sellitto, & Buultjens, 2009).
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The issue of credibility of online travel information sources continued to be arguable among 
scholars (Kol et al., 2021). Scholars have not reached a consensus regarding the credibility of tourism 
applications (Munar & Jacobsen, 2014). Some scholars highlighted that information on tourism 
applications are credible (Cantallops & Salvi, 2014; Fotis, Buhalis & Rossides, 2012). Consumers 
trust comments from other travellers on social media prior to their consumption and consider it to 
be more trustworthy than any information provided by official tourism websites or travel agents as 
these comments are not intended for commercial purposes (Cantallops & Salvi, 2014; Ye, Law, & 
Chen, 2011). Furthermore, several methods are being used by several social media websites in order 
to investigate trustworthiness of reviews (Zelenka et al., 2021). In agreement with this view, Sigala 
et al. (2012) confirmed that social media represents a key source for potential travellers to understand 
previous travellers’ experiences about destinations, facilities and restaurants (for discussion, see 
Shankar, 2021). For example, more than 74% of customers use the comments of other consumers 
on SNS as information sources when planning leisure trips (e.g. choosing a hotel or a restaurant). 
However, on the other hand, others considered information on tourism SNS as less credible (Tham 
et al., 2013; Yoo et al., 2009; Zelenka, Azubuike, & Pásková, 2021). Some highlighted that as social 
media comprises a great deal of user-generated information, users may not consider it as credible 
source of information (Cox et al., 2009; Fotis et al., 2012).

THEORETICAL FOUNDATION
The current research model for this study was built on the elaboration likelihood model (ELM) 
developed by Petty and Cacioppo (1986). Although ELM was originally applied to consumer behaviour 
before the advent of the Internet, it has been employed in different online contexts (Cyr, Head, Lim 
Stribe, 2018) and specifically for online reviews and to analyse consumer behaviour (Shahab, Ghazali, 
& Mohtar, 2021). The elaboration likelihood model (ELM) is an information processing theory (Petty 
& Cacioppo, 1986) that provides a theoretical framework for understanding how people process 
messages that are intended to be persuasive. According to ELM, there are two major routes by which 
persuasive messages can be processed: the central and peripheral route. If information recipients 
view a given message as being important and relevant to the target behaviour, they will carefully 
consider the issues presented in the message and evaluate the merits of the arguments. Under these 
circumstances, the recipient will undergo further cognitive processing and exert more effort to evaluate 
a message. On the other hand, people do not always elaborate on a message’s arguments. If they view 
a message as having little personal relevance, they may not be willing to spend the time and effort in 
analysing it, but they may rely on what ELM refers to as peripheral cues (Petty & Cacioppo, 1986).

As a central cue, quality and merits of the message presented determines one’s attitude towards 
that message (Petty & Cacioppo, 1986; Chaiken, 1980). Thus, in the context of SNS reviews, it is 
expected that a review with a stronger message credibility should be perceived as more credible. 
Unlike central cues, the peripheral route requires less cognitive work. People use simple heuristic 
cues or informational indicators, such as source credibility, to assess the believability of a message. 
Peripheral cues are contextually oriented towards the source environment rather than the credibility 
of the message. Theoretically, people may elaborate a message purely through either the central or 
peripheral route. For example, social media users who search travel information with high involvement 
conditions prioritise the central route and critically consider several online reviews (Park, Lee & Han, 
2007), while they make judgments using simple peripheral cues under low involvement conditions 
(Tang, Jang & Morrison, 2012). However, in practice, people elaborate a message at a moderate level 
employing both routes or may shift processing from the heuristic mode to systematic processing 
(Oinas-Kukkonen & Harjumaa, 2009).

Based on prior discussion, evaluation of the credibility of information on SNS is expected to 
be affected not only by central, but also, peripheral cues. Consumers tend to make judgments about 
the credibility of the information on SNS as well as the credibility of the source prior to deciding to 
adopt this information (Li & Suh, 2015).
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Measures and Hypotheses

Source Dependency
As consumers increasingly rely on social media as one of their main sources of information (Berhanu 
& Raj, 2020), source dependency has been included in this study to establish the effect of SNS 
dependency on consumers’ perceptions of SNS information credibility, which may affect their attitude 
and intention to adopt this information. SNS dependency is included in this study due to users’ 
tendency to depend on SNSs to gain social relationships, information and knowledge acquisition (Ha 
et al., 2015). According to Johnson and Kaye (2014) dependence on social media is a strong predictor 
of judgments of high credibility. Johnson and Kaye (2014) found that dependence is a significant 
indicator of online credibility because the more familiarity users have with a specific media source, 
the more their ability is to judge its credibility. Recently, Hassan (2020) found that credibility is 
correlated with dependence on social media sources in Iraq. Social media dependency is important 
for practitioners and organisations as it allows behaviours that were now possible before the advent 
of such tools, including visibility, persistence, editability, and association (Treem & Leonardi, 2013). 
The following hypothesis is therefore proposed:

H1a. Perceived dependency has a positive impact on perceived credibility.

Authority Cues (AC)
According to Sundar (2008), authority cues serve as “a major criterion for assigning credibility 

to a website” by assessing “whether the source is an official authority or not” (p. 84).
Koh and Sundar (2010) found that information from more authoritative sources was found to 

have significantly higher trust ratings. According to Lin, Spence and Lachlan (2016) and Westerman, 
Spence and Heide (2014), individuals have more trust in medical experts or officials, such as tweets 
from the American Heart Association. As uncertainty is very high on SNS and in many cases, 
consumers could not guarantee the consistency of peer cues of other consumers, authority cues 
influenced consumers’ decisions (Sundar, Xu, & Oeldorf-Hirsch, 2009). Further, more recent studies 
have shown that authority cues increase creditability in social media (Lin et al., 2016; Lin & Spence, 
2018; Conrad, Leidner,& Schilder, 2008). Accordingly, the following hypothesis is proposed:

H1b. Perceived authority cues have a positive impact on perceived credibility.

Homophily
Humans have a natural need to engage with others who share their way of thinking and interests 
(McPherson et al., 2001). As social media helps gather people of similar interests together, it 
encourages the need for homophily (Kang and Chung, 2017; Gu et al., 2014), although other studies 
have reported different results (Bisgin, Agarwal, & Xu, 2012). According to social identity theory 
(Ashforth and Mael, 1989), a person’s demographic attributes have important influence on others’ 
evaluations about this person (Huang and Kwok, 2013). Reviewers’ demographic characteristics of 
reviewers (such as age or gender) or beliefs and attitudes are expected to have significant impacts on 
the extent to which others perceive the credibility of reviews. Due to the anonymous nature of the 
online environment, consumers consider it challenging to determine the credibility of information 
provided in online reviews as well as the intentions of the information provider (Racherla, Mandviwalla 
& Connolly, 2012). Wei and Liu (2020) highlighted that homophily fosters users’ positive judgements 
towards similar rather than dissimilar ones (also see Trandoc, 2019). Liu and Park (2015) argued 
that people consider information as believable if it matches their views, and not believable if it is 
contradictory to their beliefs, regardless of how this information is well argued or properly sourced. 
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Organisations and practitioners should rely on data on homophily by highlighting comments and 
feedback by existing consumers who show similar traits to potential consumers. In other words, 
personalised marketing techniques by organisations and practitioners should rely on findings on the 
impact of homophily on credibility. The following hypothesis is therefore proposed:

H1c. Perceived homophily has a positive impact on perceived credibility.

Social Identity
According to social identity theory, people may decrease uncertainty by communicating with others 
who share similar social identity (Tajfel & Turner, 1979). Supporting this proposition, Jahng and 
Littau (2016) have found that in online communities, disclosure of users’ profile characteristics such 
as individual identification (demographics and lifestyle), geographical location, and real name of the 
reviewer rather than a nickname or screen name have an impact on credibility perceptions. Liu and 
Park (2015) found that reviewers with a real photo, name, and address are rated more believable than 
others (for similar results, also see Lee & Shin, 2014). Cyr et al. (2018) considered perceived social 
presence to be a major effect on online consumers’ trust. Recently, Cooley and Parks-Yancy (2019) 
found that people find reviews by people they know to be more credible.

In the tourism industry, the presence of distinguishable reviewer information such as name 
and gender improves the perceived credibility of online hotel reviews (Hlee et al., 2018), which 
amplifies their persuasion and consumers’ intention to adopt them (Xie et al., 2011). Like homophily, 
organisations and practitiones should reveal social identities to increase credibility in online consumers. 
The following hypothesis is therefore proposed:

H1d. Perceived social identity has a positive impact on perceived credibility.

Source Transparency
Watts and Wyner (2011) asserted that source transparency is the degree to which users can validate 
the information provided by a source, which in turn increases their perceptions of the information 
and source credibility. There have several studies in the relationship between source transparency 
and credibility in online news (Masullo, Curry, Whipple, & Murray, 2021; Curry & Stroud, 2021). 
Porumbescu (2015) confirmed that one of the most important aspects of online transparency is 
that information presented should be current, understandable and accessible by online users. Some 
researchers have suggested that SNS users consider social media as credible as they are independent 
from media control, which allows users to write in-depth reviews in an open, interactive and transparent 
way (Arshad & Khurram, 2020; Song & Lee, 2015; Yang & Lim, 2009). This ultimately leads to 
developing users’ trust (Park et al., 2015). Furthermore, Masullo, Curry, Whipple, and Murray (2021) 
argued that organisations should capitalise on source transparency to increase consumer credibility, 
although this was not conducted in practice yet. The following hypothesis is therefore proposed:

H1e. Perceived transparency has a positive impact on perceived credibility.

Perceived Expertise
As mentioned earlier, perceived credibility is based on two main factors: trustworthiness and expertise. 
Perceived expertise is commonly cited as one of the critical factors of perceived credibility (Hovland, 
Janis & Kelley, 1953). Expertise incorporates whether a source is both qualified and is presenting 
relevant, accurate information (Hovland et al., 1953), knowledgeable, skilled and competent (Fogg 
et al., 2002). A message can be considered expert when the source enables easy engagement for both 
experienced users and beginners (Guido, Prete & Sammarco, 2010). More recent studies in different 
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contexts, including tourism and online healthcare, have also emphasised the substantial effects of 
source trustworthiness on various consumers’ attitudes, information adoption intentions (Balouchi, 
et al., 2017; Ayeh et al., 2013; Thon & Jucks, 2017; Thomas et al., 2019; Lo & Yao, 2019). Perceived 
expertise is important for organisations as it allows for increased visibility (Treem & Leonardi, 
2013), although to our knowledge, this was not incorporated in practice. The following hypothesis 
is therefore proposed:

H1f. Perceived expertise has a positive impact on perceived credibility.

Perceived Trustworthiness
Ohanian (1991, p. 47) defines trustworthiness as a ‘‘consumer’s confidence in the source for providing 
information in an objective and honest manner.’’ A message displays signs of trustworthiness when it 
gives users an easy and direct idea of the source content and purpose and presents facts in a confident 
and transparent way (Guido et al., 2010). Low perceptions of the trustworthiness of online information 
have been considered as a main obstacle to consumers’ intentions to embrace this information (Ayeh 
et al., 2013; Filieri, 2015; Machackova & Smahel, 2018;; Mumuni, O’Reilly, MacMillan, Cowley, & 
Kelley, 2020). Trustworthiness is critical as consumers usually agree that most online information is 
not trustworthy (Elsantil, 2020). In this regard, Hensel and Deis (2010) asserted that consumers should 
be careful when searching information and reading comments on social media sites because SNS users 
may post fake reviews. Trust is crucial for online tourism marketing as it enhances travellers’ intention 
to purchase (Li, Ong & Ito, 2020; Balouchi, et al. 2017). There is scarcity of studies that tested how 
organisations and practitioners may incorporate findings on the impact of perceived trustworthiness 
on credibility. However, Wiencierz, Pöppel, and Röttger, (2015) show that increasing perceived 
trustworthiness online that help bolster the reputation of the nonprofict organisations, although this 
was done in tourism organizations. The following hypothesis is therefore proposed:

H1g. Perceived trustworthiness has a positive impact on perceived credibility.

Argument Strength
Argument strength refers to the persuasive strength of arguments embedded in an informational 
message (Cheung, Sia & Kuan, 2012). Dillard and Shen’s (2005) highlighted that there is a strong 
probability that strong arguments containing real facts and information can reduce uncertainty 
and increase message credibility as compared to messages that ignore proof and logic (for similar 
argument, also see Thomas et al., 2019; Xiao, Wang, & Chan-Olmsted, 2018). In the case of SNS, 
reviews with relevant, persuasive and convincing claims are perceived to be more credible and have 
a positive effect on consumers’ intentions to adopt this information (Cheung et al., 2012; Lee & 
Shin, 2014). The manner in which a reviewer presents and describes the information in a review 
continues to impact other reviewers. Information available in a review helps consumers assess the 
characteristics of an information as well as the source of information (Racherla et al., 2012). Xu 
and Yao (2015) indicated that argument quality positively affect the consumers’ final decision of 
the adoption of online reviews. Further, Thomas et al. (2019) claimed that arguments can highlight 
argument strength in their online platforms in order to increase reputation (also see Bee & Dalakas, 
2015). The following hypothesis is therefore proposed:

H1h. Perceived argument strength has a positive impact on perceived credibility.
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Perceived Credibility
Credibility of SNS is a critical factor in creating trusting relationships with consumers. Credibility 
has been broadly examined in the marketing communication literature from both source and message 
aspects (Metzger & Flanagin, 2013). Previous studies demonstrated disagreement regarding the 
credibility of information on SNS and its impact on consumer behavior. Travelers may consider SNS 
as credible sources because posted information comes from other travelers, who are not considered to 
have any commercial interest. Others argue that any individual can post information on SNS, which 
may raise several uncertainties about the trustworthiness of social media (Go, You, Jung & Shim, 
2016). The perceived credibility of online reviewers significantly influences consumers’ attitudes 
and intentions (Ayeh et al., 2013; Filieri, 2015). The research hypothesis supporting this proposed 
is as follows:

H2a. Perceived credibility has a positive direct effect on attitude towards information on SNS.

Attitudes Towards Adopting Information on SNS
Attitudes can be defined as an individual’s favorable or unfavorable feelings and evaluations about 
a particular behavior (Fishbein and Ajzen, 1975). The technology acceptance model, the theory of 
planned behaviour, and other social psychology theories recognise the role of attitudes in shaping 
behavioral intention. In many studies, attitudes have been considered as a mediator of the effect of 
consumers’ perceptions on behavioral intentions (Ajzen, 1991). Additionally, in the online context, 
attitudes are considered to be a major cause of the intention to accept online travel information (Casaló, 
Flavián & Guinalíu, 2010). Boateng and Okoe (2015) and Chu, Kamal and Kim (2013) have also 
shown that consumers’ attitudes toward social media influence their responses toward it. Positive 
consumers’ action, such as adopting information on social media, is the outcome of their attitude 
toward this information (Mir, 2012). The research hypotheses supporting this are proposed as follows:

H3a. Attitudes towards information have a positive direct effect on intention to adopt information 
on SNS.

H4a: Attitudes towards information mediate the relation between information credibility and intention 
to adopt information on SNS.

Intention to Adopt Information on SNS
Intention to adopt information on SNS to purchase tourism services is defined as the probability 
that consumers will use information on social media to purchase tourism-related services. SNS 
users are subjected to an overwhelming amount of electronic Word of Mouth (eWOM) information, 
which is found to be as influential on consumers’ decisions (See-To & Ho, 2014). Users perceive the 
trustworthiness of a source through message and source features which have been shown to have a 
great influence on their intention to adopt this information (Li and Zhan, 2011). Casaló et al. (2010) 
highlighted that consumers’ intention to use travel information on SNS is significantly affected by 
their attitudes.

Hypotheses Development
Based on the previous discussion, the anticipated relations of the consumer’s intention to adopt SNS 
information and the study hypotheses are presented in Figure 1.

Methodology
A quantitative research approach was utilized to validate the proposed framework. The questionnaire 
contained 50 statements measured on a five-point Likert scale ranging from 1 = strongly disagree 
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to 5 = strongly agree. The questionnaire, distributed using Google forms via messages sent to the 
participants, entailed two sections: the first included participants’ demographic information, such as 
gender, age, qualifications and income. The second section included statements about each construct. 
The scales used to measure constructs were adapted from the following sources: homophily from Ayeh 
et al., (2013), information transparency and argument strength from Li and Suh (2015), authority cues 
from Choi, Hickerson & Kerstetter (2018), source dependency from Li and Suh (2015), perceived 
expertise and perceived trustworthiness from Balouchi et al. (2017), perceived credibility from Li and 
Suh (2015), attitude towards SNS use from Casaló et al. (2010) and Intention to adopt information 
on SNS from Balouchi et al. (2017).

Participants
A total of 318 individuals residing in different Arab countries completed the survey. The target 
population of the current study includes consumers who have used information from any SNS to 
collect travel information during the past two years. The majority (70.10%) of them were between 
19 and 25 years old. Women comprised 63.2% of the sample. In terms of level of education, 16% 
of the participants attended high school, 62% held a bachelor’s degree, and 22% had completed a 
graduate degree. Furthermore, the family income was more than $5,000 per month in 25.00% of 
the sample; All respondents originated from Arab cultures such as Qatar, Egypt, Jourdan and other 
Arabic countries. There were no exclusions from the collected data.

Statistical Analysis and Results
The study utilized a two-phase approach (Hair et al., 2010) to analyze the conceptual framework by 
assessing a measurement model. Structural Equation Modeling (SEM) was then used to examine 
the hypotheses testing. Descriptive statistics and exploratory factor analyses were conducted using 
the statistical package SPSS, version 25.0 (IBM Corporation, Armonk, NY, USA). An exploratory 
factor analysis (EFA) was conducted for the measurement items of the pre-determined constructs. One 
item for each of homophily and dependency was deleted due to small values of their factor loadings 
and because it was recommended by reliability analysis. The EFA results for the remaining items 
showed that Kaiser-Meyer-Olkin (KMO) test = 0.92, and Barlett’s test of sphericity p value < 0.05, 
indicating that the correlation matrix is not an identity matrix and the items sufficiently relate to run 
a meaningful EFA. Communalities were also above a recommended cut point of 0.4, identifying that 
each item correlates adequately with all other items. The EFA results revealed that all items loaded 
on their designed factors, and factor loadings ranged from 0.65 to 0.94, averaging out to greater than 
0.70 for each factor. With regard to the reliability test, all Cronbach’s alpha coefficients shown in 
Table 1 achieved the minimum criterion of 0.70, demonstrating satisfactory inter-item reliability.

Figure 1. Hypothesized structural model for consumers’ intention to adopt SNS information.
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A confirmatory factor analysis was used to confirm the factor structure extracted in the EFA 
and to evaluate the dimensionality of the study variables. Some correlations between error terms 
were incorporated into the confirmatory factor analysis as suggested by the modification indices, 
which yielded a significant improvement in the model’s goodness of fit. The measurement model, 
including all the first-order reflective constructs, was tested and the fit indices met the suggested 
thresholds revealing adequate goodness of fit: Chi-square (2405.514)/degrees of freedom (892) = 
2.96, GFI (goodness-of-fit index) = 0.954, AGFI (adjusted goodness of fit index) = 0.915, CFI 
(incremental fit index) = 0.925, normal fit index (NFI) of 0.950, and RMSEA (root mean square 
error of approximation) = 0.073.

Factor scores were implemented and the correlations between them do not exceed 0.70 and are 
significant at the 0.05 and 0.01 levels (see Table 1). The reliability and convergent and discriminant 
validity of the measurement scales were assessed. The reliability was examined based on composite 
reliability (CR), whereas a construct is considered to have an adequate composite reliability if 
composite reliability is greater than 0.70. As shown in Table 1, all composite reliability values ranged 
from 0.71 to 0.92. In addition, discriminant validity was achieved as the inter-construct correlations 
did not exceed the square roots of AVE. Finally, all item loadings/standardized path coefficients 
were equal to or above a recommended cutoff value of 0.60, and the values of AVE were above 0.56, 
proposing convergent validity of the scales.

The structural model in Figure 1 was conducted to examine the potential relationships between 
the credibility attributes on customers’ attitudes and intention to adopt information on SNS. The Amos 
software (Arbuckle, Bennett & Speed, 2014) was used to conduct the SEM, estimate the parameters 
of the prosed structural model, and investigate its goodness of fit. The calculated modification 
indices recommended that direct effects of perceived source dependency, authority cues and source 
transparency on attitude towards SNS as well as a regression path between source dependency and 
intention would improve the goodness of fit of the proposed model in Figure 1. Therefore, regression 
paths that show these direct effects were successively incorporated into an adjusted model, as shown 
in Figure 2, and added to the tested hypotheses as H2b- H2d, and H3b.

The results shown in Table 2 revealed an adequate fit for the adjusted model shown in Figure 2, 
whereas the values of model fit indices meet the suggested thresholds and recommend an adequate 
goodness of fit for the developed structural model.

Direct Effects
The results shown in Table 3 are consistent with the hypotheses presented in Figure 2. These results 
reveal that H1a, H1d, and H1f-H1h are supported, indicating that participants’ level of perceived 
source dependency (b = 0.080, p = 0.047), social identity (b = 0.150, p < 0.01), expertise (b = 0.114, 
p = 0.023), trustworthiness (b = 0.416, p < 0.001), and argument strength (b = 0.141, p = 0. 0.013) 
had positive significant direct effects on their perceived information credibility. However, H1b, 
H1c, and H1e were not supported, demonstrating that level of authority cues (b =0.074, p > 0.05), 
homophily (b = - 0.044, p > 0.05), and source transparency (b = 0.038, p > 0.05) had insignificant 
direct effects on information credibility. On the other hand, H2a-H2d were supported, presenting that 
participants’ level of information credibility (b = 0.288, p < 0.01), source dependency (b= 0.322, p 
< 0.01), authority cues (b = 0.237, p < 0.01), and source transparency (b = 0.128, p = 0.045) had 
significant positive direct effects on consumers ‘perceived level of attitude towards SNS. Furthermore, 
the results support H3a and H3b, specifying that attitude towards SNS (b = 0.128, p < 0.01) and 
degree of source dependency (b = 0.249, p < 0.01) had significant positive direct effects on intention 
to adopt information on SNS. The values of squared multiple correlations () in Table 3 demonstrate 
that the exogenous predictors of the endogenous factors: information credibility, attitude towards 
SNS and intention to purchase, explain 57.5%, 35.0% and 63.0%, of their variances, respectively.
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Indirect Effects (Test of Mediation)
The results shown in Table 4 show that H4a was supported, suggesting there were significant indirect 
effects (IE) of information credibility (IE = 0.196, p < 0.01) on consumers’ intention to adopt SNS. In 
other words, the consumers’ attitude mediates the relation between consumers’ information credibility 
and intention to adopt SNS information.

In addition to H4a, the developed model allows us to test the added hypotheses H4b-H4e in Table 
4. The results show that there were significant indirect effects of source dependency (IE= 0.219, 
p< 0.01), authority cues (IE = 0.161, p < 0.01) and source transparency (IE = 0.087, p = 0.047) 
on consumer intention, which were mediated by attitude. Furthermore, the indirect effect of source 
dependency (IE = 0.016, p = 0.031) expressed via credibility and attitude on consumers’ intention 
was statistically significant.

Discussion
The main purpose of this study was to examine the effect of consumers’ perceived credibility of 
information on SNS on consumers’ attitude and intention to adopt this information. Social media 
users employ specific cues when they evaluate perceived credibility online. Oinas-Kukkonen and 

Table 1 Cronbach’s alpha, correlation coefficients, coverage reliability (CR), average variances extracted (AVE).

Constructs AC SD H SI ST PE PT AS PC I AT

Authority 
cues

AC 0.798

Source 
dependency

SD .480 
**

0.874

Homophily H .271 
**

.275 
**

0.876

Social 
identity

SI .265 
**

.335 
**

.405 
**

0.806

Source 
transparency

ST .446 
**

.391 
**

.442** .348 
**

0.745

Perceived 
expertise

PE .323 
**

.116 
*

.339 
**

.167** .333 
**

0.846

Perceived 
trust

PT .360** .201 
**

.321 
**

.162 
**

.271 
**

.679 
**

0.807

Argument 
strength

AS .381 
**

0.335 
**

.377 
**

.346 
**

.452 
**

.504 
**

.573 
**

0.807

Perceived 
credibility

PC .415 
**

.329 
**

.322 
**

.346 
**

.364** .559** .688 
**

.567 
**

0.824

Intention to 
adopt SNS

I .400 
**

.536 
**

.284 
**

.343 
**

.276 
**

.145 
**

.320 
**

.386 
**

.377 
**

0.812

Attitude 
towards 
SNS

AT .450 
**

.481 
**

.286 
**

.335 
**

.372 
**

.235 
**

.342 
**

.431 
**

.430 
**

.671 
**

0.799

AVE 0.64 0.763 0.76 0.65 0.56 0.716 0.65 0.65 0.68 0.659 0.639

CR 0.920 0.7100 0.71 0.72 0.751 0.881 0.72 0.78 0.78 0.734 0.923

Cronbach’s alpha 0.704 0.87 0.775 0.838 0.641 0.849 0.900 0.786 0.849 0.894 0.874

Notes: ns, correlation is insignificant. The diagonals represent the square root of average variance extracted (AVE) and the off diagonals represent the 
bivariate correlations among the constructs. *, **Significant at the 0.05 and 0.01 levels, respectively.
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Harjumaa (2009) reported that users usually assess credibility via content. Similar findings were 
also reported among Polish and Dutch participants in that similar antecedents as ones used in the 
current study are also associated with perceived credibility (van Dam, 2013). However, users are also 
influenced by heuristics such as user names and message topics. As mentioned above, there is a gap 
in the literature regarding how social media influences consumers’ intentions to adopt information 
on SNS to purchase tourism services, specifically in the hospitality context (Varkaris & Neuhofer, 
2017). The current study adds to the literature by investigating antecedents of perceived credibility 
that affect consumers’ perceptions of the credibility of information on SNS and their impact on 
consumers’ attitude and intention to use this information. Our study is the first to investigate the 
relationship between a large number of antecedents and perceived credibility in Arab context.

Overall, the findings of this study were sometimes consistent with and at other times contradictory 
to previous research. For instance, the current study suggests that consumers’ perceived credibility 
of information on SNS has an impact on their attitude and intention to adopt this information. The 
findings of the current study are consistent with previous research that social identity and argument 
strength have a significant effect on consumers’ perceived credibility, attitude and intention to adopt 
information on SNS. In line with findings by Kusumasondjaja, Shanka and Marchegiani (2012), the 
current study found that online reviews with an identified source are perceived to be more credible 
than reviews without an information source. Reviews by users who allow others to access their 
personal information, such as their name and photo, and allow others to visit their personal pages 
and see their posts are more credible and have a larger impact on consumers’ intention to adopt 
these reviews when purchasing tourism services. Importantly, one study confirmed the relationship 

Figure 2. Hypotheses testing for the adjusted model. *p < 0.05, **p < 0.01, ns not significant. 

Table 2 Model goodness of fit criteria. 

Statistics Suggested Obtained

Chi-square significance <0.05 0.00

Goodness of fit index (GFI) <0.90 0.983

Adjusted goodness of fit index (AGFI) <0.80 0.911

Comparative fit index (CFI) <0.90 0.980

Normal fit index (NFI) <0.90 0.913

Root mean square residuals (RMSEA) >0.08 0.068
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between trust and credibility in participants from 31 different countries, vacationing in Indonesia 
(Kusumasondjaja, Shanka, & Marchegiani, 2011). They have found that revealing social identity of 
person writing a review is associated with more credibility. In addition, the current study found that 
the way reviewers build their argument for or against a product or service increases the credibility 
of other reviewers’ perceptions.

Table 3 Estimated direct effects (regression path coefficients) for the adjusted structural model.

Hypotheses Dependent 
Variables

Predictor 
variables

Estimated 
direct effect 
(b)

P Squared 
multiple 
correlations 
()

Decision

H1a Information 
Credibility

Source dependency 0.080 0.047* 0.575 Supported

H1b Authority cues 0.074 ns 0.128 ns

H1e Source transparency .038 ns 0.427 ns

H1d Social identity 0.150 ** Supported

H1f Perceived expertise 0.114 0.023* Supported

H1g Trustworthiness 0.416 ** Supported

H1h Argument strength 0.141 0.013* Supported

H1c Homophily -0.044 ns 0.352 ns

H2b Attitude Towards 
SNS

Source dependency 0.322 ** 0.350 Supported

H2c Authority cues 0.237 ** Supported

H2d Source transparency 0.128 0.045* supported

H2a Information credibility 0.288 ** Supported

H3b Intention to 
adopt SNS

Source dependency 0.249 ** 0.630 Supported

H3a Attitude towards SNS 0.681 ** Supported

*, **significant at the 0.05 and 0.01 levels, respectively, ns not significant.

Table 4 Estimated indirect effects (test of mediation). 

Hypo 
theses Indirect paths

Estimated 
indirect 
effect (IE)

95%CI
P

Decision

Lower Upper

H4a Information credibility -->Attitude towards 
SNS --> Intention to adopt SNS information 0.196 .115 .281 .001**

Supported

H4b Source dependency --> Attitude towards 
SNS --> Intention to adopt SNS information 0.219 .148 .289 .001**

Supported

H4c Authority cues -->Attitude towards SNS --> 
Intention to adopt SNS information 0.161 .089 .246 .001**

Supported

H4d Source transparency -->Attitude towards 
SNS --> Intention to adopt SNS information 0.087 .017 .157 .047**

Supported

H4e Source dependency -->Information 
credibility --> Attitude towards SNS 
->Intention to adopt SNS information

0.016 .004 .033 .031*
Supported

*, **significant at the 0.05 and 0.01 levels, respectively.
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In agreement with Erkan and Evans (2016) and Cheung et al., (2012), the results indicate that as 
information on SNS is user generated, a review with a stronger argument quality and a high degree 
of persuasion should be perceived as more credible. This may be also explained by the fact that high 
uncertainty avoidance cultures, like Arab cultures, consider security issues to be critical, especially 
online, where there is no personal interaction between the buyer and seller (Elsantiel & Harness, 
2011). Accordingly, Arab consumers consider online reviews with identified sources and persuasive 
and convincing arguments as more credible. Furthermore, similar studies were conducted in other 
Arab countries, confirming our results, such as Kuwait (Rouibah, Lowry, & Hwang, 2016). However, 
Rouibah, Lowry, and Hwang (2016) found that there is a relationship between innovativeness, 
propensity to trust, familiarity and the intention to use an online payment, although credibility was 
implied implicitly in their study. Similarly, one study has also investigated online credibility in 
five Arabic countries, including Qatar, Lebanon, Saudi Arabia, Tunisia, and United Arab Emirates 
(Martin & Hassan, 2020). This study found that there is a relationship between fake media exposure 
and credibility in all studies countries except Tunisia and Lebanon. Future work should conduct a 
similar study in the domain of tourism.

Additionally, the results show that dependency, expertise and trustworthiness have a significant 
effect on consumers’ perceived credibility, attitude and intention to adopt information on SNS, in 
agreement with prior findings (Flanagin, & Metzger, 2013). This finding is consistent with those 
of Johnson and Kaye (2014), who highlighted that reliance on SNS is a major predictor for SNS 
credibility perceived by consumers. Loyal SNS users consider SNS as more credible than less 
loyal users. In addition, the results of the current study align with previous research that expertise 
and trustworthiness significantly affect users’ perception of the credibility of the SNS (Elsantiel & 
Harness, 2011) as well as their attitudes and intention to adopt information on SNS. The nature of 
social media interactions is more complex compared to traditional media, and this complexity can 
have negative impacts due to the great risks and unique features of personal information shared on 
social media platforms or networks (Miranda, Young, & Yetgin, 2016). Trustworthiness is a major 
reason for successes in the travel and hospitality sectors (Choi et al., 2018). One of the main reasons 
for the great importance of expertise and trustworthiness could be the intangibility of tourism products 
and services. Online users who use information on SNS for travel purposes believe this information 
is provided by trustworthy tourism consumers who do not have any personal motivations. Similar 
findings on online credibility were also reported in Bangaldesh (Andaleeb, Rahman, Rajeb, Akter, & 
Gulshan, 2012) and South Korea (Kim & Johnson, 2009) in that perceived expertise, and revealing 
social identity do often increase credibility.

However, our research findings reveal that although transparency and authority cues do not have a 
significant effect on consumers’ perceived credibility, and these cues significantly affect their attitude 
and intention to adopt information on SNS (for similar points, see Sundar, Xu, & Oeldorf-Hirsch, 
2009). We attribute the insignificant effect of both antecedents on consumers’ perceived credibility 
to the characteristics of our respondents, who are mainly young people (83%) below 35 years of 
age, and highly educated (83% were holders of bachelor and postgraduate certificates). These young 
and educated users have grown up using the internet and social networking through mobile phones, 
and social media such as Facebook. Our findings are thus in agreement with prior research showing 
that younger than older people are more likely to rely on using SNS (Ha, Yoon, & Zhang, 2013). 
This familiarity with the use of social media has made them more risk-averse and less concerned 
about transparency or authority cues as indicators of credibility. This is especially true for tourism 
services, where users trust information coming from personal travellers rather than any information 
coming from official tourism websites. Perceived transparency and authority cues are expected to 
reduce perceived risk between users and thereby enhance their intention to adopt information on SNS 
(Arshad & Khurram, 2020; Song & Lee, 2015; Westerman et al., 2014). This appears to be consistent 
with the high uncertainty avoidance recognized in the current sample that makes them more likely 
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to make decisions about online purchasing based on references (reviews) from trusted persons than 
consumers would do in low uncertainty avoidance cultures.

Previous research by Liu and Park (2015) suggested that reviews from online users who share 
the same background and attitudes are considered more trustworthy and credible. In contrast, our 
study found that homophily does not affect consumers’ perceived credibility, attitude or intention to 
adopt information on SNS. The results of the current study might be explained by the widespread 
use of social media worldwide. Rather than similarities that exist between reviewers on social media, 
the relationship entails numerous cultural and other considerations such as reviewers’ social status, 
personal reputation, cultural affiliations and experience regarding the topic of the review (Koiranen, 
Koivula, Keipi & Saarinen, 2019). Because of the great reliance on social media as a key source to 
gain experience of tourism services, potential travellers are more likely to be exposed to different 
views and accept reviews from different users from different backgrounds (Koiranen et al., 2019). 
In addition, as the majority of current research respondents were young users (83%) under 35 years 
of age, they might be expected to use social media to search for tourism services more often. In 
addition, younger users are expected to be less careful when evaluating the credibility of information 
available on SNS.

As expected, the findings from the current study support the elaboration likelihood model (ELM) 
regarding the mediating role of perceived credibility and attitude. The evaluation of SNS information 
credibility determines the expected value of the information it provides. Trustworthy Information that 
imparts significant knowledge has a great influence on consumers’ perceived credibility of information 
and cognitive judgments and enhances their likelihood of adopting this information (Filieri, 2015). 
It is important to note that model presentation in Figure 1 is a simplified model of the relationship 
between antecedents (e.g., dependency, expertise, homophily) and credibility. There are possible 
earlier and intermediate constructs that mediate the relationship between these antecedents and 
perceived credibility. For example, authority cues and perceived expertise may increase dependence 
on social media, which in turn may impact credibility. In other words, it is possible that there are 
some relationships between the antecedents described in Figure 1. However, it is also important to 
note that it is experimentally difficult to investigate a more complex model. Nonetheless, although 
our model has limitations, it provides an initial step towards understanding the complex relationship 
between several factors that may impact credibility in online platforms.

CONCLUSION AND IMPLICATIONS
This study adds to the ever-growing literature on the credibility of information on SNS. It is an 
appropriate response for the need to more research on information credibility on SNS and has important 
implications academically, especially, as it broadens our understanding of the impact of consumers’ 
perceived information credibility (considering different antecedents of credibility) on their intention 
to adopt this information for purchase decisions on a larger and more diverse sample. Being the first 
study in the Arab world to investigate consumers’ credibility perceptions of information on SNS and 
their intention to adopt this information, this study contributes to the academic research and practice 
and extend the current concepts of online credibility. Although several scholars have studied the 
credibility of SNS technical attributes, little work has considered consumers’ perspectives regarding the 
adoption of information on SNS. The main theoretical contribution of this study was to provide a more 
suitable and comprehensive model for today’s dynamic virtual environment, considering antecedents 
of SNS information credibility and how they impact consumers’ intention to adopt information. This 
model can be applicable to assess online consumers’ perceived credibility on various SNS such as 
Twitter or Facebook. Credible information on SNS can play a significant role in the believability of 
social media. Credible sources are seen as likely to produce credible messages and credible messages 
are seen as likely to have originated from credible sources.

The findings of this study improve the growing body of literature by targeting new societies, 
including the Arab culture, whose information providers could benefit significantly from the insights 
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offered by this research. Our research shows that managers or operators of social media platforms 
should maintain a high level of source dependency, trustworthiness and expertise in order to ensure the 
credibility of the information disseminated on their sites. They should also ensure source transparency 
and authority cues, which affect consumers’ attitude and intention to adopt information on SNS. On 
the other hand, users should pay more attention to disclosing their social identity and enhancing the 
strength of their arguments, which will improve the perceived credibility of online reviews.

The current study also has very important implications for organizations, practice, and society. For 
example, organizations should attempt to increase credibility in their online platforms. Specifically, 
organizations should attempt to encourage users to reveal their social identity, increase argument 
strength, trustworthiness, source dependency, and highlight expertise of users, in online platforms. 
For example, organizations should highlight reviews by experts who are not related to the organization 
itself (König, & Jucks, 2019). As suggested by Kusumasondjaja, Shanka, and Marchegiani (2011), 
the identity of the information posted online should be made available for potential customers, as this 
can increase credibility. Importantly, managers should strive to address negative reviews online. This 
can increase trust in the organization, as potential customers will know that organisers are addressing 
negative reviews, as reported in prior studies (Babin, Lee, Kim, 2005; Kau, & Loh, 2006; Wong, 
2004). Organizations should conduct surveys to study how customers make decisions in their online 
platforms. Doing so will increase trust in the organization and likely increase attitude and intention 
to adopt SNS information. This will help investigate whether factors mentioned here contribute to 
their decision making. Such surveys can also help investigate whether homophily impacts intention 
to adopt SNS information. As for impact on society, our study helps better connect online platforms 
with customers. As more activities are being conducted online, it is important for future research to 
understand factors underlying trust and credibility in virtual environments in general.

LIMITATIONS AND FUTURE RESEARCH
However, some limitations need to be addressed for future research. First, data were collected for this 
study from various Arabic countries without consideration of the cultural differences among these 
cultures. Future examination may replicate this study in different Arab cultures to find out whether there 
will be any differences in consumers’ perceptions of information credibility. Additionally, conducting 
a cross-culture comparison of consumers’ perceptions of information credibility on SNS and its effect 
on their intention to adopt this information in purchasing tourism services is an important area to 
investigate in the future. Another limitation relates to the fact that this study has focused only on the 
tourism sector. Future research could replicate the same model in different sectors and identify how 
the type of service affects consumers’ perceptions of information on SNS. A future study may also 
replicate the current study to investigate whether homophily has any effect on consumers’ perceived 
credibility of information on SNS or their intention to adopt this information for a different sample or 
context. In addition, further studies could examine whether there would be any significant effect for 
information transparency and authority cues on consumers’ perceived credibility. Further research also 
may examine additional factors that influence SNS credibility. Importantly, future research should also 
test additional factors, such as interactivity. Research found that more interaction online with potential 
users increase credibility (Jahng, & Littau, 2016; Johnson & Kaye, 2016; Kaye & Johnson, 2017).

FUNDING AGENCY
Publisher has waived the Open Access publishing fee.



International Journal of Online Marketing
Volume 12 • Issue 1

16

REFERENCES

Abdallah, A. (2021). Fake News, False Advertising, Social Media, and the Tourism Industry. International 
Journal of Developmental Research, 11(07).

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 
50(2), 179–211. doi:10.1016/0749-5978(91)90020-T

Alkhamees, M., Alsaleem, S., Al-Qurishi, M., Al-Rubaian, M., & Hussain, A. (2021). User trustworthiness 
in online social networks: A systematic review. Applied Soft Computing, 103, 107159. doi:10.1016/j.
asoc.2021.107159

Alrubaian, M., Al-Qurishi, M., Alamri, A., Al-Rakhami, M., Hassan, M. M., & Fortino, G. (2018). Credibility 
in online social networks: A survey. IEEE Access: Practical Innovations, Open Solutions, 7, 2828–2855. 
doi:10.1109/ACCESS.2018.2886314

Andaleeb, S. S., Rahman, A., Rajeb, M., Akter, N., & Gulshan, S. (2012). Credibility of TV news in a 
developing country: The case of Bangladesh. Journalism & Mass Communication Quarterly, 89(1), 73–90. 
doi:10.1177/1077699011430060

Arbuckle, K., Bennett, C., & Speed, M. (2014). A simple measure of the strength of convergent evolution. 
Methods in Ecology and Evolution, 5(7), 685–693. doi:10.1111/2041-210X.12195

Arshad, S., & Khurram, S. (2020). Can government’s presence on social media stimulate citizens’ online political 
participation? Investigating the influence of transparency, trust, and responsiveness. Government Information 
Quarterly, 37(3), 101486. doi:10.1016/j.giq.2020.101486

Ashforth, B., & Mael, F. (1989). Social identity theory and the organization. Academy of Management Review, 
14(1), 20–39. doi:10.5465/amr.1989.4278999

Ayeh, J., Au, N., & Law, R. (2013). Do we believe in TripAdvisor? Examining credibility perceptions and 
online travelers’ attitude toward using user-generated content. Journal of Travel Research, 52(4), 437–452. 
doi:10.1177/0047287512475217

Babin, B. J., Lee, Y. K., Kim, E. J., & Griffin, M. (2005). Modeling consumer satisfaction and word-of-mouth: 
Restaurant patronage in Korea. Journal of Services Marketing, 19(3), 133–139. doi:10.1108/08876040510596803

Balouchi, M., Abdul Aziz, Y., Hasangholipour, T., Khanlari, A., Abd Rahman, A., & Raja-Yusof, R. (2017). 
Explaining and predicting online tourists’ behavioural intention in accepting consumer generated contents. 
Journal of Hospitality and Tourism Technology, 8(2), 168–189. doi:10.1108/JHTT-09-2016-0059

Bee, C., & Dalakas, V. (2015). Rivalries and sponsor affiliation: Examining the effects of social identity 
and argument strength on responses to sponsorship-related advertising messages. Journal of Marketing 
Communications, 21(6), 408–424. doi:10.1080/13527266.2013.828768

Berhanu, K., & Raj, S. (2020). The trustworthiness of travel and tourism information sources of social media: 
Perspectives of international tourists visiting Ethiopia. Heliyon, 6(3), e03439. doi:10.1016/j.heliyon.2020.
e03439 PMID:32181382

Bisgin, H., Agarwal, N., & Xu, X. (2012). A study of homophily on social media. World Wide Web (Bussum), 
15(2), 213–232. doi:10.1007/s11280-011-0143-3

Boateng, H., & Okoe, A. F. (2015). Consumers’ attitude towards social media advertising and their behavioural 
response. Journal of Research in Interactive Marketing, 9(4), 299–312. doi:10.1108/JRIM-01-2015-0012

Casaló, L., Flavián, C., & Guinalíu, M. (2010). Antecedents and Consequences of Consumer Participation in 
On-Line Communities: The Case of the Travel Sector. International Journal of Electronic Commerce, 15(2), 
137–167. doi:10.2753/JEC1086-4415150205

Chaiken, S. (1980). Heuristic Versus Systematic Information Processing and the Use of Source Versus Message 
Cues in Persuasion. Journal of Personality and Social Psychology, 39(5), 752–766. doi:10.1037/0022-
3514.39.5.752

http://dx.doi.org/10.1016/0749-5978(91)90020-T
http://dx.doi.org/10.1016/j.asoc.2021.107159
http://dx.doi.org/10.1016/j.asoc.2021.107159
http://dx.doi.org/10.1109/ACCESS.2018.2886314
http://dx.doi.org/10.1177/1077699011430060
http://dx.doi.org/10.1111/2041-210X.12195
http://dx.doi.org/10.1016/j.giq.2020.101486
http://dx.doi.org/10.5465/amr.1989.4278999
http://dx.doi.org/10.1177/0047287512475217
http://dx.doi.org/10.1108/08876040510596803
http://dx.doi.org/10.1108/JHTT-09-2016-0059
http://dx.doi.org/10.1080/13527266.2013.828768
http://dx.doi.org/10.1016/j.heliyon.2020.e03439
http://dx.doi.org/10.1016/j.heliyon.2020.e03439
http://www.ncbi.nlm.nih.gov/pubmed/32181382
http://dx.doi.org/10.1007/s11280-011-0143-3
http://dx.doi.org/10.1108/JRIM-01-2015-0012
http://dx.doi.org/10.2753/JEC1086-4415150205
http://dx.doi.org/10.1037/0022-3514.39.5.752
http://dx.doi.org/10.1037/0022-3514.39.5.752


International Journal of Online Marketing
Volume 12 • Issue 1

17

Cheung, C., Sia, C., & Kuan, K. (2012). Is This Review Believable? A Study of Factors Affecting the Credibility 
of Online Consumer Reviews from an ELM Perspective. Journal of the Association for Information Systems, 
13(8), 618–635. doi:10.17705/1jais.00305

Choi, Y., Hickerson, B., & Kerstetter, D. (2018). Understanding the Sources of Online Travel Information. 
Journal of Travel Research, 57(1), 116–128. doi:10.1177/0047287516683833

Chu, S. C., Kamal, S., & Kim, Y. (2013). Understanding consumers’ responses toward social media advertising 
and purchase intention toward luxury products. Journal of Global Fashion Marketing, 4(3), 158–174. doi:10.
1080/20932685.2013.790709

Chung, J. Y., & Buhalis, D. (2008). Information needs in online social networks. Information Technology & 
Tourism, 10(4), 267–281. doi:10.3727/109830508788403123

Conrad, J. G., Leidner, J. L., & Schilder, F. (2008). Professional credibility: Authority on the Web. In Proceedings 
of the 2nd ACM workshop on Information credibility on the web (pp. 85-88). doi:10.1145/1458527.1458548

Cooley, D., & Parks-Yancy, R. (2019). The effect of social media on perceived information credibility and decision 
making. Journal of Internet Commerce, 18(3), 249–269. doi:10.1080/15332861.2019.1595362

Curry, A. L., & Stroud, N. J. (2021). The effects of journalistic transparency on credibility assessments and 
engagement intentions. Journalism, 22(4), 901–918. doi:10.1177/1464884919850387

Cyr, D., Head, M., Lim, E., & Stribe, A. (2018). Using the elaboration likelihood model to examine online 
persuasion through website design. Information & Management, 55(7), 807–882. doi:10.1016/j.im.2018.03.009

Daugherty, T., Eastin, M., & Bright, L. (2013). Exploring Consumer Motivations for Creating User-Generated 
Content. Journal of Interactive Advertising, 8(2), 16–25. doi:10.1080/15252019.2008.10722139

Di Domenico, G., Sit, J., Ishizaka, A., & Nunan, D. (2021). Fake news, social media and marketing: A systematic 
review. Journal of Business Research, 124, 329–341. doi:10.1016/j.jbusres.2020.11.037

Dillard, J., & Shen, L. (2005). On the Nature of Reactance and its Role in Persuasive Health Communication. 
Communication Monographs, 72(2), 144–168. doi:10.1080/03637750500111815

Elsantiel, Y. (2020). User Perceptions of the Security of Mobile Applications. International Journal of E-Services 
and Mobile Applications, 12(4), 24–41. doi:10.4018/IJESMA.2020100102

Elsantiel, Y., & Harness, D. (2011). Factors affecting Egyptian online users’ perceptions of airlines’ website 
credibility: A qualitative study. The International Journal of the Arts in Society, 4(22), 355–367.

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on consumers’ purchase intentions: 
An extended approach to information adoption. Computers in Human Behavior, 61, 47–55. doi:10.1016/j.
chb.2016.03.003

Filieri, R. (2015). What makes online reviews helpful? A diagnosticity-adoption framework to explain 
informational and normative influences in e-WOM. Journal of Business Research, 68(6), 1261–1270. 
doi:10.1016/j.jbusres.2014.11.006

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, Intention, and Behavior: An Introduction to Theory and 
Research. Addison-Wesley.

Flanagin, A. J., & Metzger, M. J. (2013). Trusting expert-versus user-generated ratings online: The role of 
information volume, valence, and consumer characteristics. Computers in Human Behavior, 29(4), 1626–1634. 
doi:10.1016/j.chb.2013.02.001

Fogg, B. J., Lee, E., & Marshall, J. (2002). Interactive technology and Persuasion. In J. P. Dillard & M. W. 
Pfau (Eds.), Persuasion handbook: Developments in theory and practice (pp. 765–797). Sage Publications. 
doi:10.4135/9781412976046.n34

Global Web of Index. (2019). Global digital report of 2019. Retrieved from: https://wearesocial.com/blog/2019/01/
digital-2019-global-internet-use-accelerates

http://dx.doi.org/10.17705/1jais.00305
http://dx.doi.org/10.1177/0047287516683833
http://dx.doi.org/10.1080/20932685.2013.790709
http://dx.doi.org/10.1080/20932685.2013.790709
http://dx.doi.org/10.3727/109830508788403123
http://dx.doi.org/10.1145/1458527.1458548
http://dx.doi.org/10.1080/15332861.2019.1595362
http://dx.doi.org/10.1177/1464884919850387
http://dx.doi.org/10.1016/j.im.2018.03.009
http://dx.doi.org/10.1080/15252019.2008.10722139
http://dx.doi.org/10.1016/j.jbusres.2020.11.037
http://dx.doi.org/10.1080/03637750500111815
http://dx.doi.org/10.4018/IJESMA.2020100102
http://dx.doi.org/10.1016/j.chb.2016.03.003
http://dx.doi.org/10.1016/j.chb.2016.03.003
http://dx.doi.org/10.1016/j.jbusres.2014.11.006
http://dx.doi.org/10.1016/j.chb.2013.02.001
http://dx.doi.org/10.4135/9781412976046.n34
https://wearesocial.com/blog/2019/01/digital-2019-global-internet-use-accelerates
https://wearesocial.com/blog/2019/01/digital-2019-global-internet-use-accelerates


International Journal of Online Marketing
Volume 12 • Issue 1

18

Go, E., You, K. H., Jung, E., & Shim, H. (2016). Why do we use different types of websites and assign them 
different levels of credibility? Structural relations among users; motives, types of websites, information credibility, 
and trust in the press. Computers in Human Behavior, 54, 231–239. doi:10.1016/j.chb.2015.07.046

Gu, B., Konana, P., Raghunathan, R., & Chen, H. M. (2014). Research note—The allure of homophily in social 
media: Evidence from investor responses on virtual communities. Information Systems Research, 25(3), 604–617. 
doi:10.1287/isre.2014.0531

Guido, G., Prete, M., & Sammarco, L. (2010). Prototypes versus examples: A new model of online credibility for 
commercial websites. Journal of Targeting, Measurement and Analysis for Marketing, 18(1), 3–16. doi:10.1057/
jt.2009.25

Ha, L., Yoon, K., & Zhang, X. (2013). Consumption and dependency of social network sites as a news medium: 
A comparison between college students and general population. Journal of Communication and Media Research, 
5(1), 1.

Ha, Y., Kim, J., Libaque-Saenz, C., Chang, Y., & Park, M. (2015). Use and gratifications of mobile SNSs: 
Facebook and KakaoTalk in Korea. Telematics and Informatics, 32(3), 425–438. doi:10.1016/j.tele.2014.10.006

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis (7th ed.). Prentice Hall.

Hassan, S. (2020). The levels of credibility of news published on social media among the Iraqi public, a “field 
study”. Journal of the College of Basic Education, 26(109).

Hlee, S., Lee, H., & Koo, C. (2018). Hospitality and tourism online review research: A systematic analysis and 
heuristic-systematic model. Sustainability, 10(4), 1141. doi:10.3390/su10041141

Hovland, C., Janis, I., & Kelley, H. (1953). Communication and persuasion. Yale University Press.

Huang, Y., & Kwok, L. (2013). Information sources for trust judgment in managerial relationships over time: A 
conceptual analysis. Journal of Behavioral and Applied Management, 14(2), 140–160. doi:10.21818/001c.17926

Hur, K., Kim, T., Karatepe, O., & Lee, G. (2017). An exploration of the factors influencing social media 
continuance usage and information sharing intentions among Korean travellers. Tourism Management, 63(C), 
170–178. doi:10.1016/j.tourman.2017.06.013

Hysa, B., Karasek, A., & Zdonek, I. (2021). Social media usage by different generations as a tool for sustainable 
tourism marketing in society 5.0 idea. Sustainability, 13(3), 1018. doi:10.3390/su13031018

Inversini, A., & Masiero, L. (2014). Selling rooms online: The use of social media and online travel 
agents. International Journal of Contemporary Hospitality Management, 26(2), 272–292. doi:10.1108/
IJCHM-03-2013-0140

Jahng, M., & Littau, J. (2016). Interacting Is Believing: Interactivity, Social Cue, and Perceptions 
of Journalistic Credibility on Twitter. Journalism & Mass Communication Quarterly, 93(1), 38–58. 
doi:10.1177/1077699015606680

Johnson, T. J., & Kaye, B. K. (2016). Some like it lots: The influence of interactivity and reliance on credibility. 
Computers in Human Behavior, 61, 136–145. doi:10.1016/j.chb.2016.03.012

Kang, J., & Chung, D. (2017). Homophily in an anonymous online community: Sociodemographic versus 
personality traits. Cyberpsychology, Behavior, and Social Networking, 20(6), 376–381. doi:10.1089/
cyber.2016.0227 PMID:28497997

Karlsen, R., & Aalberg, T. (2021). Social Media and Trust in News: An Experimental Study of the Effect of 
Facebook on News Story Credibility. Digital Journalism, 1-17. 10.1080/21670811.2021.1945938

Kau, A. K., & Loh, E. W. Y. (2006). The effects of service recovery on consumer satisfaction: A 
comparison between complainants and non-complainants. Journal of Services Marketing, 20(2), 101–111. 
doi:10.1108/08876040610657039

Kaye, B. K., & Johnson, T. J. (2017). Strengthening the core: Examining interactivity, credibility, and reliance 
as measures of social media use. Electronic News, 11(3), 145–165. doi:10.1177/1931243116672262

http://dx.doi.org/10.1016/j.chb.2015.07.046
http://dx.doi.org/10.1287/isre.2014.0531
http://dx.doi.org/10.1057/jt.2009.25
http://dx.doi.org/10.1057/jt.2009.25
http://dx.doi.org/10.1016/j.tele.2014.10.006
http://dx.doi.org/10.3390/su10041141
http://dx.doi.org/10.21818/001c.17926
http://dx.doi.org/10.1016/j.tourman.2017.06.013
http://dx.doi.org/10.3390/su13031018
http://dx.doi.org/10.1108/IJCHM-03-2013-0140
http://dx.doi.org/10.1108/IJCHM-03-2013-0140
http://dx.doi.org/10.1177/1077699015606680
http://dx.doi.org/10.1016/j.chb.2016.03.012
http://dx.doi.org/10.1089/cyber.2016.0227
http://dx.doi.org/10.1089/cyber.2016.0227
http://www.ncbi.nlm.nih.gov/pubmed/28497997
http://dx.doi.org/10.1108/08876040610657039
http://dx.doi.org/10.1177/1931243116672262


International Journal of Online Marketing
Volume 12 • Issue 1

19

Kim, D., & Johnson, T. J. (2009). A shift in media credibility: Comparing Internet and traditional news sources 
in South Korea. The International Communication Gazette, 71(4), 283–302. doi:10.1177/1748048509102182

Koh, Y., & Sundar, S. (2010). Effects of specialization in computers, web sites, and web agents on e-commerce 
trust. International Journal of Human-Computer Studies, 68(12), 899–912. doi:10.1016/j.ijhcs.2010.08.002

Koiranen, I., Koivula, A., Keipi, T., & Saarinen, S. (2019). Shared contexts, shared background, shared values 
– Homophily in Finnish parliament members’ social networks on Twitter. Telematics and Informatics, 36, 
117–131. doi:10.1016/j.tele.2018.11.009

Kol, O., Nebenzahl, I. D., Lev-On, A., & Levy, S. (2021). SNS Adoption for Consumer Active Information 
Search (AIS)-the Dyadic Role of Information Credibility. International Journal of Human-Computer Interaction, 
37(16), 1–12. doi:10.1080/10447318.2021.1898824

König, L., & Jucks, R. (2019). Influence of enthusiastic language on the credibility of health information and the 
trustworthiness of science communicators: Insights from a between-subject web-based experiment. Interactive 
Journal of Medical Research, 8(3), e13619. doi:10.2196/13619 PMID:31411138

Kusumasondjaja, S., Shanka, T., & Marchegiani, C. (2011). Credibility of online reviews and initial online 
trust in hotel services: the roles of similarity and review quality. In Proceedings of Australian and New Zealand 
Marketing Academy conference. Australian and New Zealand Marketing Academy.

Kusumasondjaja, S., Shanka, T., & Marchegiani, C. (2012). Credibility of online reviews and initial 
trust the roles of reviewer’s identity and review valence. Journal of Vacation Marketing, 18(3), 185–195. 
doi:10.1177/1356766712449365

Lee, E. J., & Shin, S. Y. (2014). When do consumers buy online product reviews? Effects of review quality, product 
type and reviewer’s photo. Computers in Human Behavior, 31(1), 356–366. doi:10.1016/j.chb.2013.10.050

Li, J., & Zhan, L. (2011). Online persuasion: How the written word drives WOM. Journal of Advertising Research, 
51(1), 239–257. doi:10.2501/JAR-51-1-239-257

Li, R., & Suh, A. (2015). Factors Influencing Information credibility on Social Media Platforms: Evidence from 
Facebook Pages. Procedia Computer Science, 72, 314–328. doi:10.1016/j.procs.2015.12.146

Li, S., Ong, Y., & Ito, N. (2020). Credibility in Question: travel information adoption among Chinese consumers 
in Canada and Singapore.Information and Communication Technologies in Tourism, 79–91. doi:10.1007/978-
3-030-36737-4_7

Lin, X., Spence, P., & Lachlan, K. (2016). Social Media and Credibility Indicators: The Effect of Influence 
Cues. Computers in Human Behavior, 63, 264–271. doi:10.1016/j.chb.2016.05.002

Lin, X., & Spence, P. R. (2018). Identity on social networks as a cue: Identity, retweets, and credibility. 
Communication Studies, 69(5), 461–482. doi:10.1080/10510974.2018.1489295

Liu, Z., & Park, S. (2015). What Makes a Useful Online Review? Implication for Travel Product Websites. 
Tourism Management, 47, 140–151. doi:10.1016/j.tourman.2014.09.020

Lo, A. S., & Yao, S. S. (2019). 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, 31(1), 41–60. doi:10.1108/IJCHM-10-2017-0671

Machackova, H., & Smahel, D. (2018). The perceived importance of credibility cues for the assessment of 
the trustworthiness of online information by visitors of health-related websites: The role of individual factors. 
Telematics and Informatics, 35(5), 1534–1541. doi:10.1016/j.tele.2018.03.021

Martin, J. D., & Hassan, F. (2020). News media credibility ratings and perceptions of online fake news exposure 
in five countries. Journalism Studies, 21(16), 2215–2233. doi:10.1080/1461670X.2020.1827970

Masullo, G. M., Curry, A. L., Whipple, K. N., & Murray, C. (2021). The story behind the story: Examining 
transparency about the journalistic process and news outlet credibility. Journalism Practice, 1–19. doi:10.108
0/17512786.2020.1870529

McPherson, M., Smith-Lovin, L., & Cook, J. M. (2001). Birds of a feather: Homophily in social networks. 
Annual Review of Sociology, 27(1), 415–444. doi:10.1146/annurev.soc.27.1.415

http://dx.doi.org/10.1177/1748048509102182
http://dx.doi.org/10.1016/j.ijhcs.2010.08.002
http://dx.doi.org/10.1016/j.tele.2018.11.009
http://dx.doi.org/10.1080/10447318.2021.1898824
http://dx.doi.org/10.2196/13619
http://www.ncbi.nlm.nih.gov/pubmed/31411138
http://dx.doi.org/10.1177/1356766712449365
http://dx.doi.org/10.1016/j.chb.2013.10.050
http://dx.doi.org/10.2501/JAR-51-1-239-257
http://dx.doi.org/10.1016/j.procs.2015.12.146
http://dx.doi.org/10.1007/978-3-030-36737-4_7
http://dx.doi.org/10.1007/978-3-030-36737-4_7
http://dx.doi.org/10.1016/j.chb.2016.05.002
http://dx.doi.org/10.1080/10510974.2018.1489295
http://dx.doi.org/10.1016/j.tourman.2014.09.020
http://dx.doi.org/10.1108/IJCHM-10-2017-0671
http://dx.doi.org/10.1016/j.tele.2018.03.021
http://dx.doi.org/10.1080/1461670X.2020.1827970
http://dx.doi.org/10.1080/17512786.2020.1870529
http://dx.doi.org/10.1080/17512786.2020.1870529
http://dx.doi.org/10.1146/annurev.soc.27.1.415


International Journal of Online Marketing
Volume 12 • Issue 1

20

Mehraliyev, F., Choi, Y., & King, B. (2021). Theoretical foundations of social media power in hospitality and 
tourism: A hierarchical model. Cornell Hospitality Quarterly, 62(2), 215–231. doi:10.1177/1938965520924650

Metzger, N., & Flanagin, A. (2013). Credibility and trust of information in online environments: The use of 
cognitive heuristics. Journal of Pragmatics, 59, 210–220. doi:10.1016/j.pragma.2013.07.012

Mir, I. (2012). Consumer attitudinal insights about social media advertising: A South Asian Perspective. The 
Romanian Economic Journal, 15(4), 265–288.

Miranda, S. M., Young, A., & Yetgin, E. (2016). Are Social Media Emancipatory or Hegemonic? Societal Effects 
of Mass Media Digitization in the Case of the SOPA Discourse. Management Information Systems Quarterly, 
40(2), 303–329. doi:10.25300/MISQ/2016/40.2.02

Mumuni, A. G., O’Reilly, K., MacMillan, A., Cowley, S., & Kelley, B. (2020). Online product review impact: 
The relative effects of review credibility and Review Relevance. Journal of Internet Commerce, 19(2), 153–191. 
doi:10.1080/15332861.2019.1700740

Munar, A., & Jacobsen, J. (2014). Motivations for Sharing Tourism Experiences through Social Media. Tourism 
Management, 43, 46–54. doi:10.1016/j.tourman.2014.01.012

Ohanian, R. (1991). The impact of celebrity spokespersons’ perceived image on consumers’ intention to purchase. 
Journal of Advertising Research, 31(1), 46–54.

Oinas-Kukkonen, H., & Harjumaa, M. (2009). Persuasive systems design: Key issues, process model, and system 
features. Communications of the Association for Information Systems, 24(1), 485–500. doi:10.17705/1CAIS.02428

Park, D., Lee, J., & Han, I. (2007). The Effect of On-line Consumer Reviews on Consumer Purchase Intention: The 
Moderating Role of Involvement. International Journal of Electronic Commerce, 11(4), 125–148. doi:10.2753/
JEC1086-4415110405

Park, M., Kang, D., Rho, J., & Lee, D. (2015). Policy role of social media in developing public trust: Twitter 
communication with government leaders. Public Management Review, 18(9), 1265–1288. doi:10.1080/14719
037.2015.1066418

Petty, R. E., & Cacioppo, J. T. (1986). Communication and persuasion: Central and peripheral routes to attitude 
change. Springer. doi:10.1007/978-1-4612-4964-1

Pop, R. A., Săplăcan, Z., Dabija, D. C., & Alt, M. A. (2021). The impact of social media influencers on travel 
decisions: The role of trust in consumer decision journey. Current Issues in Tourism, 1–21.

Porumbescu, G. (2015). Using transparency to enhance responsiveness and trust in local government: Can it 
work? State & Local Government Review, 47(3), 205–213. doi:10.1177/0160323X15599427

Racherla, P., Mandviwalla, M., & Connolly, D. (2012). Factors affecting consumers’ trust in online product 
reviews. Journal of Consumer Behaviour, 11(2), 94–104. doi:10.1002/cb.385

Rahman, A., Sharmin, N., & Akhter, M. (2021). The roles of involvement, source credibility, and authenticity 
in the formation of online destination image. Tourism Analysis, 26(2-3), 2–3.

Rouibah, K., Lowry, P. B., & Hwang, Y. (2016). The effects of perceived enjoyment and perceived risks on trust 
formation and intentions to use online payment systems: New perspectives from an Arab country. Electronic 
Commerce Research and Applications, 19, 33–43. doi:10.1016/j.elerap.2016.07.001

See-To, E., & Ho, K. (2014). Value co-creation and purchase intention in social network sites: The role of 
electronic word-of-mouth and trust - a theoretical analysis. Computers in Human Behavior, 31(1), 182–189. 
doi:10.1016/j.chb.2013.10.013

Shahab, M. H., Ghazali, E., & Mohtar, M. (2021). The role of elaboration likelihood model in consumer behaviour 
research and its extension to new technologies: A review and future research agenda. International Journal of 
Consumer Studies, 45(4), 664–689. doi:10.1111/ijcs.12658

Shankar, S. R. (2021). Social Media as a Credible E-Source of Information: A Study of Tourists’ Perception. 
IUP Journal of Brand Management, 18(1), 48–62.

http://dx.doi.org/10.1177/1938965520924650
http://dx.doi.org/10.1016/j.pragma.2013.07.012
http://dx.doi.org/10.25300/MISQ/2016/40.2.02
http://dx.doi.org/10.1080/15332861.2019.1700740
http://dx.doi.org/10.1016/j.tourman.2014.01.012
http://dx.doi.org/10.17705/1CAIS.02428
http://dx.doi.org/10.2753/JEC1086-4415110405
http://dx.doi.org/10.2753/JEC1086-4415110405
http://dx.doi.org/10.1080/14719037.2015.1066418
http://dx.doi.org/10.1080/14719037.2015.1066418
http://dx.doi.org/10.1007/978-1-4612-4964-1
http://dx.doi.org/10.1177/0160323X15599427
http://dx.doi.org/10.1002/cb.385
http://dx.doi.org/10.1016/j.elerap.2016.07.001
http://dx.doi.org/10.1016/j.chb.2013.10.013
http://dx.doi.org/10.1111/ijcs.12658


International Journal of Online Marketing
Volume 12 • Issue 1

21

Song, C., & Lee, J. (2015). Citizens’ use of social media in government, perceived transparency, and trust in 
government. Public Performance & Management Review, 39(2), 430–453. doi:10.1080/15309576.2015.1108798

Song, S., & Yoo, M. (2016). The role of social media during the pre-purchasing stage. Journal of Hospitality 
and Tourism Technology, 7(1), 84–99. doi:10.1108/JHTT-11-2014-0067

Sundar, S. (2008). The MAIN model: a heuristic approach to understanding technology effects on credibility. In 
M. Metzger & A. Flanagin (Eds.), Digital Media, Youth, and Credibility (pp. 73–100). MIT Press.

Sundar, S. S., Xu, Q., & Oeldorf-Hirsch, A. (2009). Authority vs. peer: How interface cues influence users. In 
CHI’09 Extended Abstracts on human factors in computing systems (pp. 4231-4236). ACM.

Sunny Tsai, W., & Rita Men, L. (2013). Motivations and Antecedents of Consumer Engagement With Brand 
Pages on Social Networking Sites. Journal of Interactive Advertising, 13(2), 76–87. doi:10.1080/15252019.2
013.826549

Tajfel, H., & Turner, J. C. (1979). An integrative theory of intergroup conflict. In W. G. Austin & S. Worchel 
(Eds.), The Social Psychology of Intergroup Relations (pp. 33–47). Brooks-Cole.

Tandoc, E. C. Jr. (2019). Tell me who your sources are: Perceptions of news credibility on social media. Journalism 
Practice, 13(2), 178–190. doi:10.1080/17512786.2017.1423237

Tang, L., Jang, S., & Morrison, A. (2012). Dual-route communication of destination Websites. Tourism 
Management, 33(1), 38–49. doi:10.1016/j.tourman.2011.01.021

Tham, A., Croy, G., & Mair, J. (2013). Social media in destination choice: Distinctive electronic word-of-mouth 
dimensions. Journal of Travel & Tourism Marketing, 30(1–2), 144–155. doi:10.1080/10548408.2013.751272

Thomas, M. J., Wirtz, B. W., & Weyerer, J. C. (2019). Determinants of online review credibility and its impact 
on consumers’purchase intention. Journal of Electronic Commerce Research, 20(1), 1–20.

Thon, F. M., & Jucks, R. (2017). Believing in expertise: How authors’ credentials and language use influence 
the credibility of online health information. Health Communication, 32(7), 828–836. doi:10.1080/10410236.2
016.1172296 PMID:27466693

Treem, J. W., & Leonardi, P. M. (2013). Social media use in organizations: Exploring the affordances of visibility, 
editability, persistence, and association. Annals of the International Communication Association, 36(1), 143–189. 
doi:10.1080/23808985.2013.11679130

van Dam, A. W. (2013). A cross-cultural study on the consumer perceived credibility of an online recipe (Doctoral 
dissertation). University of Groningen. Faculty of Economics and Business.

Varkaris, E., & Neuhofer, B. (2017). The influence of social media on the consumers’ hotel decision journey. 
Journal of Hospitality and Tourism Technology, 8(1), 101–118. doi:10.1108/JHTT-09-2016-0058

Watts, S., & Wyner, G. (2011). Designing and theorizing the adoption of mobile technology-mediated ethical 
consumption tools. Information Technology & People, 24(3), 257–280. doi:10.1108/09593841111158374

Wei, L., & Liu, B. (2020). Reactions to others’ misfortune on social media: Effects of homophily and publicness on 
schadenfreude, empathy, and perceived deservingness. Computers in Human Behavior, 102, 1–13. doi:10.1016/j.
chb.2019.08.002

Westerman, D., Spence, P. R., & Van Der Heide, B. (2014). Social media as information source: Recency 
of updates and credibility of information. Journal of Computer-Mediated Communication, 19(2), 171–183. 
doi:10.1111/jcc4.12041

Wiencierz, C., Pöppel, K. G., & Röttger, U. (2015). Where does my money go? How online comments on a 
donation campaign influence the perceived trustworthiness of a nonprofit organization. International Journal 
of Strategic Communication, 9(2), 102–117. doi:10.1080/1553118X.2015.1008634

Wong, N. Y. (2004). The role of culture in the perception of service recovery. Journal of Business Research, 
57(9), 957–963. doi:10.1016/S0148-2963(03)00002-X

http://dx.doi.org/10.1080/15309576.2015.1108798
http://dx.doi.org/10.1108/JHTT-11-2014-0067
http://dx.doi.org/10.1080/15252019.2013.826549
http://dx.doi.org/10.1080/15252019.2013.826549
http://dx.doi.org/10.1080/17512786.2017.1423237
http://dx.doi.org/10.1016/j.tourman.2011.01.021
http://dx.doi.org/10.1080/10548408.2013.751272
http://dx.doi.org/10.1080/10410236.2016.1172296
http://dx.doi.org/10.1080/10410236.2016.1172296
http://www.ncbi.nlm.nih.gov/pubmed/27466693
http://dx.doi.org/10.1080/23808985.2013.11679130
http://dx.doi.org/10.1108/JHTT-09-2016-0058
http://dx.doi.org/10.1108/09593841111158374
http://dx.doi.org/10.1016/j.chb.2019.08.002
http://dx.doi.org/10.1016/j.chb.2019.08.002
http://dx.doi.org/10.1111/jcc4.12041
http://dx.doi.org/10.1080/1553118X.2015.1008634
http://dx.doi.org/10.1016/S0148-2963(03)00002-X


International Journal of Online Marketing
Volume 12 • Issue 1

22

Xiao, M., Wang, R., & Chan-Olmsted, S. (2018). Factors affecting YouTube influencer marketing credibility: 
A heuristic-systematic model. Journal of Media Business Studies, 15(3), 188–213. doi:10.1080/16522354.20
18.1501146

Xie, H. J., Miao, L., Kuo, P., & Lee, B. (2011). Consumers’ responses to ambivalent online hotel reviews: 
The role of perceived source credibility and pre-decisional disposition. International Journal of Hospitality 
Management, 30(1), 178–183. doi:10.1016/j.ijhm.2010.04.008

Xu, X., & Yao, Z. (2015). Understanding the role of argument quality in the adoption of online reviews: An 
empirical study integrating value-based decision and needs theory. Online Information Review, 39(7), 885–902. 
doi:10.1108/OIR-05-2015-0149

Yang, S., & Lim, J. (2009). The effects of blog-mediated public relations (BMPR) on relational trust. Journal 
of Public Relations Research, 21(3), 341–359. doi:10.1080/10627260802640773

Ye, B. H., Fong, L. H. N., & Luo, J. M. (2021). Parasocial interaction on tourism companies’ social media 
sites: Antecedents and consequences. Current Issues in Tourism, 24(8), 1093–1108. doi:10.1080/13683500.2
020.1764915

Yoo, K., Lee, Y., Gretzel, U., & Fesenmaier, D. (2009). Trust in travel-related consumer generated media. In W. 
Hopken, U. Gretzel, & R. Law (Eds.), Information and Communication Technologies in Tourism (pp. 49–59). 
Springer.

Zelenka, J., Azubuike, T., & Pásková, M. (2021). Trust Model for Online Reviews of Tourism Services and 
Evaluation of Destinations. Administrative Sciences, 11(2), 34. doi:10.3390/admsci11020034

http://dx.doi.org/10.1080/16522354.2018.1501146
http://dx.doi.org/10.1080/16522354.2018.1501146
http://dx.doi.org/10.1016/j.ijhm.2010.04.008
http://dx.doi.org/10.1108/OIR-05-2015-0149
http://dx.doi.org/10.1080/10627260802640773
http://dx.doi.org/10.1080/13683500.2020.1764915
http://dx.doi.org/10.1080/13683500.2020.1764915
http://dx.doi.org/10.3390/admsci11020034

