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Abstract
Purpose – This paper aims to find out the impact of business travelers’ behavioral belief on positive
and negative e-comments, which consequently lead to intention to purchase a hotel room. To explore the
relationships among attitude toward positive and negative e-comments with intention to purchase, the
Theory of Reasoned Action (TRA) was used.
Design/methodology/approach – Business travelers in the USA who read e-comments and made a
hotel choice based on those e-comments within the past six months were targeted for this study. The
TRA, as well as a wide-ranging review of literature, were used to develop the survey instrument. The
survey was distributed through Qualtrics, which is an online questionnaire service platform. To
measure the business travelers’ behavioral beliefs toward e-comments, a number of measures were
developed for this research. The theories of Fishbein and Ajzen were used to examine business
travelers’ behavioral beliefs toward positive and negative e-comments. All of the questions on this
survey about the intention to purchase were extracted from Liao et al. Other questions about attitude
toward positive and negative comments were adopted from Chu and Choi, Sparks and Browning,
Gundersen et al. and Lee and Sparks. The last section of the survey included questions about business
travelers’ sociodemographic statistics, such as ethnicity, level of income, age, gender and education. The
first question separated respondents to recognize those who made a reservation at a business hotel in
the past six months after reading comments about the hotel. Those who responded positively were
asked to participate in the study. Participants of this research presented their degree of agreement on
each item by using a seven-point Likert scale, rating from (1) “Strongly disagree” to (7) “Strongly agree”.
To verify the reliability of the questionnaire and to ensure it reflected the TRA, a pilot study was
conducted with a small group of business travelers who had booked a hotel room in the past six months
and finalized their purchases based on reading e-comments. No major changes were made to the survey
as a result of the pilot study and all factors indicated an adequate level of internal consistency. The
proposed model examined the effects of both positive and negative e-comments toward business
travelers’ intention to purchase. This research aimed to determine the impact of behavioral belief on
positive e-comments and negative e-comments, which consequently lead to intention to purchase.
Findings – The results of the proposed model revealed that behavioral belief positively affects both
positive and negative e-comments. This means that business travelers want to be informed about both

The current issue and full text archive of this journal is available on Emerald Insight at:
www.emeraldinsight.com/1757-9880.htm

JHTT
6,3

258

Received 29 September 2014
Revised 30 March 2015
21 May 2015
5 July 2015
Accepted 6 July 2015

Journal of Hospitality and
Tourism Technology
Vol. 6 No. 3, 2015
pp. 258-270
© Emerald Group Publishing Limited
1757-9880
DOI 10.1108/JHTT-09-2014-0049

D
ow

nl
oa

de
d 

by
 D

ok
uz

 E
yl

ul
 U

ni
ve

rs
ity

 A
t 1

2:
58

 1
5 

N
ov

em
be

r 
20

15
 (

PT
)

http://dx.doi.org/10.1108/JHTT-09-2014-0049


complaints and compliments in e-comments. However, this does not mean they intend to purchase a hotel
room based on both opinions; rather business travelers would be inclined to purchase a hotel room based on
positive e-comments. Using gender as a moderating effect indicated that females neither believe of the
helpfulness of negative e-comments nor intend to purchase based on these e-comments. However, males tend
to find both positive and negative e-comments helpful.
Originality/value – The findings of this research will help hoteliers, as well as online website review
operators, to obtain a clearer understanding of guests’ or users’ needs and wants in order to offer a more
desirable service. Since business travelers are considered an important target market in the hotel industry,
hoteliers need to put more emphasize on these factors to attract more business travelers. By recognizing
business travelers’ requirements and their expectations, hoteliers should prioritize their responsibilities for
meeting these guests’ expectations; therefore, they can assign their resources accordingly. In other words,
once a guest’s needs are understood clearly, hoteliers will be in safe position to provide the desired service.

Keywords Consumer behaviour, Intention, Theory of reasoned action, Business travelers,
E-comments, Hotel room

Paper type Research paper

Introduction
Travel online comments are used by hoteliers and travelers to measure the level of
customer fulfillment with the amenities. According to Zheng et al. (2009), the
effectiveness of services is dependent on consumer satisfaction; therefore, hotel
managers have to be conscious of comments because the internet has enabled guests
by offering easily accessible information (Kotler et al., 1999).

Holloway and Beatty (2003) discussed the importance of addressing customer
comments to preserve customer satisfaction and maintain loyal customers. Au et al.
(2010) argued the importance of comments in assisting hoteliers to understand
strengths and weaknesses of the offered services. On the other hand, from the
customers’ point of view, word-of-mouth (WOM) can also affect their purchasing
judgments (Brown et al., 2007), and a majority of customers therefore trust WOM as
an objective source of information (Litvin et al., 2008).

The goal of this research was to examine the influence of positive and negative
e-comments on business travelers who read e-comments when selecting a hotel room
for business travel. In this research, the Theory of Reasoned Action (TRA) was used
to examine the influence of e-comments on business travelers’ intentions to purchase
hotel rooms. The results of this study indicated a positive relationship between
business travelers’ belief toward both positive and negative e-comments. In
addition, the effect of positive e-comments on intention to purchase was supported.
However, any support for the relationship of negative e-comments and intention to
purchase was not found in this current study. Using the moderating effect of gender
showed that females do not believe in the helpfulness of negative e-comments, thus
they do not intend to purchase based on these e-comments. However, males believe
that both positive and negative e-comments are helpful.

Literature review
Theoretical framework (TRA)
To understand, explain and predict human behavior, Fishbein and Ajzen (1975)
established a hypothetical structure. According to this theory, people generate realistic
decisions on existing information. Fishbein and Ajzen (1975) called this the TRA
because people are thoughtful about the consequences of their action before getting
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involved in the action. TRA is designed to enhance the estimation of a person’s
intentions because it is considered as an influential predictor of the judgment of their
practice patterns in the future (Han and Kim, 2010) (Figure 1).

The theory of planned behavior is an extension of the TRA which adds perceived
behavioral control to the original theory (Ajzen, 1991). According to this theory,
behavior is a combination of intentions and perceived behavioral control which are used
to anticipate people’s intentions to get involved in a specific action (Ajzen, 1991).

Relying on research conducted by Oliver (1980), the TRA was found as an
appropriate theory to address current research questions. Oliver (1980) found that a
customer’s post-purchase satisfaction is related to pre-purchase expectation, and in
contrast, satisfaction impacts post-purchase attitude and customers’ intentions to use
the same service in the future. In addition, Cheng et al. (2005) determined that important
factors that lead to an intention to voice dissatisfaction arise from the opinions held by
an individual’s reference group.

One of the important concepts of the TRA is belief (Fishbein and Ajzen, 1975). One
remarkable characteristic of belief is that it can be restructured over time, and people use
their most recent beliefs when making decisions. According to the study of Fishbein and
Ajzen (2011), direct impacts of behavioral beliefs toward attitude have been confirmed.

According to Albarracin et al. (2001), past behavior has been linked to attitude based
on the TRA. The findings of Cheng et al. (2005) demonstrate that attitude toward a
behavior explains an individual’s general positive or negative beliefs and assessments
of that behavior. For instance, past behavior has a substantial influence on complaining
behavior and negative WOM communication intentions. Thus, the following
hypotheses were developed:

H1. There is a positive relationship between attitude toward positive e-comments
and business travelers’ behavioral belief.

H2. There is a positive relationship between attitude toward negative e-comments
and business travelers’ behavioral belief.

As the best interpreter of intention is the frequency of a past behavior (Eagly and
Chaiken, 1993), past behavior could have a direct effect on the creation of intention
(Bentler and Speckart, 1979). This indicates the reliability between earlier and coming
behavior (Ajzen, 1991). Therefore, the following hypotheses were developed
accordingly:

Attitudinal 
Beliefs Attitude 

Subjective 
Norm 

Normative 
Beliefs 

Behavioral 
Intention 

Actual 
Usage 

Source: Fishbein and Ajzen (1975)

Figure 1.
Theory of Reasoned
Action model
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H3. There is a positive relationship between attitude toward positive e-comments
and business travelers’ intention to purchase.

H4. There is a positive relationship between attitude toward negative e-comments
and business travelers’ intention to purchase.

Internet comments; the voice of customer
Increasingly customers are using the internet to voice their experiences to organizations
(Dickinger and Bauernfeind, 2009), resulting in the creation of a number of online
comment forums (Au et al., 2009). Therefore, customers’ comments, according to
Tantawy and Losekoot (2000), are valuable opportunities to explore important factors
which concern customers. WOM is defined as informal communication which is
specifically focused on consumers’ behaviors about the usage or characteristics of either
services or service providers (Litvin et al., 2008).

The significant role of online word-of-mouth (e-WOM) has considerably altered the
tourism destination selection process by travelers (Di Pietro et al., 2012). Di Pietro et al.
claim there are two important reasons why travelers have restructured their selection
strategies: first, rapid development of the internet technologies, and second, increasing
popularity of online social networking.

According to Goldenberg et al. (2001), WOM has significant impact on individuals’
future plan management. The internet provided everyone with opportunity to
communicate his or her experiences to an online audience (Tyrrell and Woods, 2005). As
transferring information happens rapidly, people get encouraged to reveal their
experiences on the internet (Dickinger and Bauernfeind, 2009). Although e-WOM is used
to specify customers’ final decisions (Racherla et al., 2011), previous studies indicated
two important findings. First, WOM for a group of products which received higher
customer contributions will be more reliable. Second, relying on WOM brings higher
self-confidence when the comment provider presents more details of his/her general
evaluation (Racherla et al., 2011).

Business travelers’ characteristics
One substantial aspect of business travelers is their demographic characteristics.
According to McCleary et al. (1994), in the past few years, the ratio of female business
travelers has increased considerably. According to the finding of McCleary et al. (1994),
female business travelers are more concerned about the security aspects of a hotel. In
addition, room service and low prices were two other important factors stated by
females. Male business travelers in McCleary’s study, however, were more worried
about business amenities and separate business space in the room. Consequently,
hoteliers should appreciate this segment’s preferences and present their services
accordingly to meet business traveler’s needs (McCleary et al., 1994).

Methodology
Business travelers in the USA who read e-comments and made a hotel choice based on
those e-comments within the past six months were targeted for this study. The TRA, as
well as a wide-ranging review of literature, were used to develop the survey instrument.
The survey was prepared using Qualtrics, an online questionnaire service platform, and
it was distributed to Qualtrics Panel. Therefore the study sample consisted of US
business travelers who chose a hotel based on reading e-comments.
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To measure the business travelers’ behavioral beliefs toward e-comments, a number
of measures were developed for this research. The theories of Fishbein and Ajzen (2011)
were used to examine business travelers’ behavioral beliefs toward positive and
negative e-comments. All of the questions on this survey about the intention to purchase
were extracted from Liao et al. (2007). Other questions about attitude toward positive
and negative comments were adopted from Chu and Choi (2000), Sparks and Browning
(2010), Gundersen et al. (1996) and Lee and Sparks (2007). The last section of the survey
included questions about business travelers’ sociodemographic statistics, such as
ethnicity, level of income, age, gender and education.

The first question separated respondents to recognize those who made a reservation
at a business hotel in the past six months after reading comments about the hotel. Those
who responded positively were asked to participate in the study. Participants of this
research presented their degree of agreement on each item by using a seven-point Likert
scale, rating from (1) “Strongly disagree” to (7) “Strongly agree”.

To verify the reliability of the questionnaire and to ensure it reflected the TRA (Fishbein
and Ajzen, 2011), a pilot study was conducted with a small group of business travelers who
had booked a hotel room in the past six months and finalized their purchases based on
reading e-comments. No major changes were made to the survey as a result of the pilot study
and all factors indicated an adequate level of internal consistency.

The proposed model examined the effects of both positive and negative e-comments
toward business travelers’ intention to purchase. This research aimed to determine the
impact of behavioral belief on positive e-comments and negative e-comments, which
consequently lead to intention to purchase.

Results
The data were structured for use with SPSS 19.0 and the Mplus 7.2 software.
Exploratory factor analysis (EFA) was used to inspect the degree to which each variable
was connected with the hypotheses (Cudeck, 2000). Afterwards, confirmatory factor
analysis (CFA) was utilized to examine if the measured hypotheses were consistent with
the researchers’ opinions of the nature of that hypothesis (Hoyle, 2000).

To confirm that all of the values were at the acceptable level of internal reliability
(higher than 0.6), Cronbach’s alpha was tested (Santos, 1999). The hypothesized
correlation among variables was tested using structural equation modeling (SEM). SEM
is a statistical model that measures the relationship between independent variables and
dependent variables (Chin, 1998).

Demographic characteristics
The target population for this study was business travelers in the USA who read
e-comments and made hotel choices based on those e-comments. Out of 300 online
distributed questionnaires, 275 responses were kept for further analysis. Table I
presents the demographic profile of the respondents, which includes gender, age, race,
highest level of education and annual income.

Measurement model
In this research, an EFA was run for behavioral belief, attitude toward positive
e-comments, attitude toward negative e-comments and intention to purchase. To extract
for EFA, principal axis factoring was used, and rotation was conducted by using the
varimax method with Kaiser normalization.
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The Kaiser–Meyer–Olkin (KMO) measure, which was used to find the adequacy of the
sample size, was 0.890. According to Malhotra (2004), a value higher than 0.5 is defined
as desirable. Moreover, the Bartlett’s test of sphericity was found significant, which
means that factor analysis is adequate for analyzing the correlation matrix.

The suitability of the overall fit of measurement items in the conceptual model was
exposed by CFA. The final statistics of model fit were �2 � 168.115 (df � 50, p � 0.001),
CFI � 0.922, TLI � 0.897, SRMR � 0.082 and RMSEA � 0.093.

Correlation
Table II indicates the correlation coefficients of the principal constructs. The range
fluctuates from perfect positive correlation to perfect negative correlation, according to
Fisher (1915) classification. In current study, correlation coefficient fluctuated from
0.114 to 0.608, which is in the acceptable range of �1 to �1.

Reliability
According to Devitt et al. (1998), reliability is defined as a measure of accuracy or the ability
of an analysis to return the same result under different conditions, which can be determined
by Cronbach’s alpha. Lunneborg (1979) defines an acceptable level as 0.70, and the
Cronbach’s alpha estimates in this study ranged from 0.701 to 0.895, which are higher than

Table I.
Demographic profile

(n � 275)

Variable Item n (%)

Gender Male 144 52.4
Female 131 47.6

Age 20 years old or younger 16 5.8
21-30 years old 86 30.9
31-40 years old 90 32.4
41-50 years old 42 14.9
51-60 years old 34 12.0
61-70 years old 8 2.5
71 years old and older 5 1.5

Ethnicity White/Caucasian 171 62.2
Asian 36 13.1
African American 32 11.6
Hispanic 28 10.2
Native American 5 1.8
Other 3 1.1

Level of education Less than high school 2 0.7
High school/GED 19 6.9
Some college 52 18.9
2-years college degree 23 8.4
4-year degree 131 47.6
Master’s degree or higher 48 17.5

Annual income Less than $40,000 55 20.0
$40,000-$80,000 85 30.9
$80,001-$100,000 72 26.2
$100,001-$120,000 21 7.6
$121,001-$140,000 15 5.5
$140,001 or more 27 9.8
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the suggested cutoff value. This indicates that for this study, the data represented an
acceptable level of internal consistency (Table III).

Validity
Validity discovers if an experiment measures the intended hypothesis, as Kline (2011)
argued. In his research, two types of validity were introduced: discriminant validity and
convergent validity.

Discriminant validity happens if correlation coefficients of hypotheses are low
(rxy � |.90|) (Kline, 2011). If the projected correlations between the factors are not very
high (e.g. �|.90|), then the outcomes show discriminant validity.

Table II.
Correlation
coefficient of
constructs

Item BLF INT ATPOS ATNEG

Behavioral belief (BLF) 1
Intention to purchase (INT) 0.608** 1
Attitude to positive e-comments (ATPOS) 0.372** 0.481** 1
Attitude to negative e-comments (ATNEG) 0.198** 0.147* 0.114 1

Notes: ** Correlation is significant at the 0.01 level (2-tailed); * correlation is significant at the 0.05
level (2-tailed)

Table III.
Confirmatory factor
analysis and
measurement model
results

Items and codes �
Standard

error t value �

It allows me to make my booking decision faster (BLF_4) 0.69 0.05 14.22 0.70
I will experience less dissatisfaction with the hotel (BLF_2) 0.64 0.05 12.67
Reading e-comments is a good use of my time (BLF_5) 0.65 0.05 13.02
I valued the positive e-comments more than the negative ones
(ATPOS_1) 0.76 0.04 17.54 0.78
When I read e-comments, I like to start with the positive ones
(ATPOS_2) 0.76 0.04 17.55
I valued the negative e-comments more than the positive ones
(ATNEG_1) 0.90 0.09 10.19 0.84
When I read e-comments, I like to start with the negative ones
(ATNEG_2) 0.81 0.08 9.99
I intend to continue booking business hotels based on e-
comments (INT_1) 0.80 0.03 29.95 0.90
My intentions are to continue using e-comments more than
alternative methods of collecting information (INT_2) 0.79 0.03 29.52
The probability that I will read e-comments again is very high
(INT_3) 0.76 0.03 25.59
The likelihood that I would recommend a friend to read e-
comments is very high (INT_4) 0.84 0.02 33.95
If I had to book a hotel for my business trip again, I would make
the same choice of reading e-comments beforehand (INT_5) 0.80 0.03 30.22

Notes: �2 � 168.115 (df � 50, p � 0.0000); CFI � 0.922, TLI � 0.897, SRMR � 0.082, RMSEA � 0.093
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Convergent validity, however, is defined as the degree to which unlike methods that are
planned to measure the same construct correlate with each other (Cunningham et al.,
2001). High standardized factor loading (e.g. � 0.70), according to Kline (2011), indicates
convergent validity. This study met the standards for discriminant and convergent
validities (Table III).

Structural model
Figure 2 indicates the relationships between behavioral belief (BLF), attitude toward
positive e-comments (ATPOS), attitude toward negative e-comments (ATNEG) and
intention to purchase (INT), meaning that H1, H2 and H3 were supported. As this figure
shows, the proposed model has one non-significant path between ATNEG and INT.
Which means that negative e-comments do not have an impact on business travelers’
hotel purchasing decisions, thus H4 was not supported (Figure 2).

To get the best model fit, the projected model was revised by selecting significant
paths. Based on the model fit results of the reviewed structural model, the final model fit
was also acceptable: �2 � 169.892 (df � 50, p � 0.001), CFI � 0.920, TLI � 0.895,
SRMR � 0.081 and RMSEA � 0.093 (Table IV).

Test of moderating effects
The moderating effects were assessed through multiple group analysis. In the theoretical model,
themoderatingeffectsofgender,ageand levelof incomeonthepathsbetweenATPOS,ATNEG
and INT were studied. Multiple group analyses were run using Mplus 7.2 to explore the
moderating effect of gender on the paths between BLF, ATPOS, ATNEG and INT. Although
moderating effect usually studies a situation where an independent variable strongly impacts a
dependent variable, it also can be utilized when a weak relationship exists among independent
variables and dependent variables (Holmbeck, 1997).

According to the structural modeling results, in addition to the positive relationships
of belief and attitude toward positive e-comments, belief and attitude toward negative
e-comments and attitude toward positive e-comments and intention to purchase, the
positive relationship between attitude toward negative e-comments and intention to
purchase was explored for males, which shows the moderating effect of males on
intention to purchase through negative e-comments. Meaning that, the moderating
effect of male on the proposed model was supported. Structural modeling results

Notes: χ2(50) = 169.892; p < 0.0000, CFI = 0.920, TLI = 0.895 SRMR= 0.081, and
RMSEA = 0.093; p < 0.01

Behavioral
Beliefs

A�tude toward 
posi�ve E-comments

A�tude toward 
nega�ve E-comments

Inten�on to 
purchase

0.67

0.24

0.70

Figure 2.
Structural model
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indicated good model fit for the male moderating effect: �2 � 145.830 (df � 61, p �
0.001), CFI � 0.905, TLI � 0.879, SRMR � 0.089 and RMSEA � 0.098.

The moderating effect of females, on the other hand, supported both relationships
between belief and positive e-comments, as well as positive e-comments toward
intention to purchase. Besides the non-significant relationship between attitude toward
negative e-comments and intention to purchase, the relationship between belief
and attitude toward negative e-comments was not supported as well. The results show
good model fit for the female moderating effect: �2 � 136.489 (df � 61, p � 0.001), CFI �
0.910, TLI � 0.884, SRMR � 0.090 and RMSEA � 0.097.

In addition to using gender as a moderator, the moderating effects of age and level of
income were examined as well. The results of structural modeling revealed a
moderating effect of age on attitude toward positive and negative e-comments. The level
of income did not have moderating effects on the relationship. The model showed good
model fit for these control variables: �2 � 192.796 (df � 68, p � 0.001), CFI � 0.918,
TLI � 0.892, SRMR � 0.072 and RMSEA � 0.082.

Conclusion and implication
Although previous studies have shown that negative WOM has a stronger influence on
purchase decisions than positive WOM (Nejad et al., 2014), the results of this study
revealed that business travelers want to be informed about both complaints and
compliments in e-comments. However, this does not mean they intend to purchase a
hotel room based on both opinions; rather, business travelers would be inclined to
purchase a hotel room based on positive e-comments. Therefore, negative e-comments
would not change their intention to purchase.

Using gender as a moderating effect indicated different outcomes for males and
females. Females neither believe in the helpfulness of negative e-comments nor intend to
purchase based on these e-comments (because of the non-significant relationship
between attitude toward negative e-comments and intention to purchase, as well as the
non-significant relationship of belief and attitude toward negative e-comments).
However, males tend to find both positive and negative e-comments helpful based on the
positive relationships of attitude toward positive/negative e-comments and intention to
purchase. This means that their intention to purchase could be affected not only by
positive e-comments, but also by negative e-comments as well.

This study examined the factors effecting business travelers’ intention to purchase.
The TRA was used to examine the relationships between attitude toward positive and
negative e-comments and business travelers’ intention to purchase. Intention in this
research is defined as a role of an individual’s attitude toward performing the specific

Table IV.
Results of hypothesis
testing

Hypothesis: direct effect path � B Standard error t value Results

H1. Belief ¡ Positive e-comments 0.67 0.84 0.08 8.91 Supported
H2. Belief ¡ Negative e-comments 0.24 0.43 0.08 3.09 Supported
H3. Positive e-comments ¡ Intention 0.70 0.65 0.06 11.47 Supported
H4. Negative e-comments ¡ Intention 0.08 – 0.06 1.357 N.S.

Note: N.S. � Not supported
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behavior, which arises from his or her subjective norm. On the other hand, attitude is the
reputation of intention, as defined by Ajzen and Fishbein (1977).

The results of this research benefit hotel operators, to obtain a better understanding
of guests’ requirements. By recognizing business travelers’ desires, hoteliers should
prioritize their responsibilities for meeting these guests’ expectations; therefore, they
can assign their resources accordingly. In other words, once a guest’s needs are
understood clearly, hoteliers will be in a safer position to provide the desired services.

Although previous studies indicate that potential hotel guests consider both positive
and negative reviews to make hotel room choices, the findings of this research indicated
that business travelers read both positive and negative e-comments, but they make
decisions based on positive e-comments. This means that hoteliers should address
negative reviews to defend their reputation because a good reputation can create a
feeling of trust with guests. At the same time, they might take advantage of positive
reviews and highlight the hotel’s capabilities to attract more guests, specifically female
travelers whose intentions are highly affected by positive e-comments. Additional
support for these findings can be found in a study conducted by Thompson et al. (1994).
In that study, Thompson et al. (1994) discovered a strong correlation between attitude,
evaluation and intention, which additionally supports the current study’s indirect effect
of belief on intention through positive e-comments.

Limitations
There are several limitations associated with the current study. The first limitation of
this study arises from the sample. The survey was distributed only to an online panel
provided by Qualtrics. This means that this survey was available for those who are only
Qualtrics panel members and have online access to this survey; thus, the results could
not be generalized to all business travelers. The results may have been different if the
survey was available to a different sample of business travelers.

Second, the majority of respondents in this research reported as White/Caucasian
(62.2 per cent). As this is close to the national average, differences among other races
were not investigated. If this study had a more diverse sample, the moderating effect of
race could have been studied.

Last, this study specifically focused on the effects of attitude toward positive and
negative e-comments on intention to purchase. Several qualifications of intention to
purchase can be defined; however, this research limited in just two aspects. If this
research studied other factors, such as nature of the business and duration of the trip, the
outcomes may have been diverse.

References
Ajzen, I. (1991), “The theory of planned behavior”, Organizational Behavior and Human Decision

Processes, Vol. 50 No. 2, pp. 179-211.

Ajzen, I. and Fishbein, M. (1977), “Attitude-behavior relations: a theoretical analysis and review of
empirical research”, Psychological Bulletin, Vol. 84 No. 5, p. 888.

Albarracin, D., Johnson, B.T., Fishbein, M. and Muellerleile, P.A. (2001), “Theories of reasoned
action and planned behavior as models of condom use: a meta-analysis”, Psychological
Bulletin, Vol. 127 No. 1, p. 142.

267

Impact of
positive and

negative
e-comments

D
ow

nl
oa

de
d 

by
 D

ok
uz

 E
yl

ul
 U

ni
ve

rs
ity

 A
t 1

2:
58

 1
5 

N
ov

em
be

r 
20

15
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0033-2909.84.5.888&isi=A1977DU31000005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0749-5978%2891%2990020-T&isi=A1991GQ64400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0749-5978%2891%2990020-T&isi=A1991GQ64400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0033-2909.127.1.142&isi=000166843700007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0033-2909.127.1.142&isi=000166843700007


Au, N., Buhalis, D. and Law, R. (2009), “Complaints on the online environment – the case of Hong
Kong hotels”, Information and Communication Technologies in Tourism 2009, Springer,
pp. 73-85.

Au, N., Law, R. and Buhalis, D. (2010), “The impact of culture on eComplaints: evidence from
Chinese consumers in hospitality organizations”, Information and Communication
Technologies in Tourism 2010, Springer, pp. 285-296.

Bentler, P.M. and Speckart, G. (1979), “Models of attitude – behavior relations”, Psychological
Review, Vol. 86 No. 5, p. 52.

Brown, J., Broderick, A.J. and Lee, N. (2007), “Word of mouth communication within online
communities: conceptualizing the online social network”, Journal of Interactive Marketing,
Vol. 21 No. 3, pp. 2-20.

Cheng, S., Lam, T. and Hsu, C.H. (2005), “Testing the sufficiency of the theory of planned behavior:
a case of customer dissatisfaction responses in restaurants”, International Journal of
Hospitality Management, Vol. 24 No. 4, pp. 475-492.

Chin, W.W. (1998), “Commentary: issues and opinion on structural equation modeling”, MIS
Quarterly, pp. 7-16.

Chu, R.K. and Choi, T. (2000), “An importance-performance analysis of hotel selection factors in
the Hong Kong hotel industry: a comparison of business and leisure travellers”, Tourism
Management, Vol. 21 No. 4, pp. 363-377.

Cudeck, R. (2000), “Exploratory factor analysis”, Handbook of Applied Multivariate Statistics and
Mathematical Modeling, pp. 265-296.

Cunningham, W.A., Preacher, K.J. and Banaji, M.R. (2001), “Implicit attitude measures:
consistency, stability, and convergent validity”, Psychological Science, Vol. 12 No. 2,
pp. 163-170.

Devitt, J.H., Kurrek, M.M., Cohen, M.M., Fish, K., Fish, P., Noel, A.G. and Szalai, J.-P. (1998),
“Testing internal consistency and construct validity during evaluation of performance in a
patient simulator”, Anesthesia & Analgesia, Vol. 86 No. 6, pp. 1160-1164.

Di Pietro, L., Di Virgilio, F. and Pantano, E. (2012), “Social network for the choice of tourist
destination: attitude and behavioural intention”, Journal of Hospitality and Tourism
Technology, Vol. 3 No. 1, pp. 60-76.

Dickinger, A. and Bauernfeind, U. (2009), “An analysis of corporate e-mail communication as part
of airlines’service recovery strategy”, Journal of Travel & Tourism Marketing, Vol. 26 No. 2,
pp. 156-168.

Eagly, A.H. and Chaiken, S. (1993), The Psychology of Attitudes, Harcourt Brace Jovanovich
College Publishers.

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

Fishbein, M. and Ajzen, I. (2011), Predicting and Changing Behavior: The Reasoned Action
Approach, Taylor & Francis.

Fisher, R.A. (1915), “Frequency distribution of the values of the correlation coefficient in samples
from an indefinitely large population”, Biometrika, Vol. 10 No. 4, pp. 507-521.

Goldenberg, J., Libai, B. and Muller, E. (2001), “Talk of the network: a complex systems look
at the underlying process of word-of-mouth”, Marketing Letters, Vol. 12 No. 3, pp. 211-
223.

JHTT
6,3

268

D
ow

nl
oa

de
d 

by
 D

ok
uz

 E
yl

ul
 U

ni
ve

rs
ity

 A
t 1

2:
58

 1
5 

N
ov

em
be

r 
20

15
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fdir.20082&isi=000248930200001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FB978-012691360-6%2F50011-2
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FB978-012691360-6%2F50011-2
http://www.emeraldinsight.com/action/showLinks?isi=000073882700003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2F978-3-211-93971-0_7
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F10548400902864651
http://www.emeraldinsight.com/action/showLinks?crossref=10.1023%2FA%3A1011122126881&isi=000172764800001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0033-295X.86.5.452
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0261-5177%2899%2900070-9&isi=000086662400005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0033-295X.86.5.452
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0261-5177%2899%2900070-9&isi=000086662400005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijhm.2004.10.006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijhm.2004.10.006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2F1467-9280.00328&isi=000168237900011
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F17579881211206543
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F17579881211206543
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2F978-3-211-99407-8_24
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2F978-3-211-99407-8_24


Gundersen, M.G., Heide, M. and Olsson, U.H. (1996), “Hotel guest satisfaction among business
travelers: what are the important factors?”, The Cornell Hotel and Restaurant
Administration Quarterly, Vol. 37 No. 2, pp. 72-81.

Han, H. and Kim, Y. (2010), “An investigation of green hotel customers’ decision formation:
developing an extended model of the theory of planned behavior”, International Journal of
Hospitality Management, Vol. 29 No. 4, pp. 659-668.

Holloway, B.B. and Beatty, S.E. (2003), “Service failure in online retailing a recovery opportunity”,
Journal of Service Research, Vol. 6 No. 1, pp. 92-105.

Holmbeck, G.N. (1997), “Toward terminological, conceptual, and statistical clarity in the study of
mediators and moderators: examples from the child-clinical and pediatric psychology
literatures”, Journal of Consulting and Clinical Psychology, Vol. 65 No. 4, p. 599.

Hoyle, R.H. (2000), “Confirmatory factor analysis”, Handbook of Applied Multivariate Statistics
and Mathematical Modeling, pp. 465-497.

Kline, R.B. (2011), Principles and Practice of Structural Equation Modeling, Guilford Press.

Kotler, P., Bowen, J.T. and Makens, J.C. (1999), Marketing for Hospitality and Tourism, 5th ed.,
Pearson Education.

Lee, Y.-L. and Sparks, B. (2007), “Appraising tourism and hospitality service failure events: a
Chinese perspective”, Journal of Hospitality & Tourism Research, Vol. 31 No. 4, pp. 504-529.

Liao, C., Chen, J.-L. and Yen, D.C. (2007), “Theory of Planning Behavior (TPB) and customer
satisfaction in the continued use of e-service: an integrated model”, Computers in Human
Behavior, Vol. 23 No. 6, pp. 2804-2822.

Litvin, S.W., Goldsmith, R.E. and Pan, B. (2008), “Electronic word-of-mouth in hospitality and
tourism management”, Tourism Management, Vol. 29 No. 3, pp. 458-468.

Lunneborg, C.E. (1978/1979), in Nunnally, J.C. (Ed.), Psychometric Theory, 2nd ed., McGraw-Hill,
New York, NY, p. 701, Applied Psychological Measurement, Vol. 3 No. 2, pp. 279-280.

McCleary, K.W., Weaver, P.A. and Lan, L. (1994), “Gender-based differences in business travelers’
lodging preferences”, The Cornell Hotel and Restaurant Administration Quarterly, Vol. 35
No. 2, pp. 51-58.

Malhotra, N.K. (2004), Marketing Research: An Applied Orientation, 4th ed., Prentice-Hall, NJ.

Nejad, M.G., Sherrell, D.L. and Babakus, E. (2014), “Influentials and influence mechanisms in new
product diffusion: an integrative review”, The Journal of Marketing Theory and Practice,
Vol. 22 No. 2, pp. 185-208.

Oliver, R.L. (1980), “A cognitive model of the antecedents and consequences of satisfaction
decisions”, Journal of Marketing Research, Vol. 17 No. 4, pp. 460-469.

Racherla, P., Connolly, D. and Christodoulidou, N. (2011), “Unscrambling the puzzling matter of
online consumer ratings: an exploratory analysis”, Cornell Hospitality Report, Vol. 11
No. 17.

Santos, J.R.A. (1999), “Cronbach’s alpha: a tool for assessing the reliability of scales”, Journal of
Extension, Vol. 37 No. 2, pp. 1-5.

Sparks, B.A. and Browning, V. (2010), “Complaining in cyberspace: the motives and forms of hotel
guests’ complaints online”, Journal of Hospitality Marketing & Management, Vol. 19 No. 7,
pp. 797-818.

Tantawy, A. and Losekoot, E. (2000), “An assessment of key hotel guest contact personnel in
handling guest complaints”, Journal of Quality Assurance in Hospitality & Tourism, Vol. 1
No. 4, pp. 21-43.

269

Impact of
positive and

negative
e-comments

D
ow

nl
oa

de
d 

by
 D

ok
uz

 E
yl

ul
 U

ni
ve

rs
ity

 A
t 1

2:
58

 1
5 

N
ov

em
be

r 
20

15
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F19368623.2010.508010
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F1096348007302353
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F1094670503254288
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F3150499&isi=A1980KR80300005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FB978-012691360-6%2F50017-3
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FB978-012691360-6%2F50017-3
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.tourman.2007.05.011&isi=000253624500005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijhm.2010.01.001&isi=000280727000014
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijhm.2010.01.001&isi=000280727000014
http://www.emeraldinsight.com/action/showLinks?crossref=10.1300%2FJ162v01n04_02
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2006.05.006&isi=000247843700013
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2006.05.006&isi=000247843700013
http://www.emeraldinsight.com/action/showLinks?crossref=10.2753%2FMTP1069-6679220212
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0022-006X.65.4.599&isi=A1997XM67400009


Thompson, K.E., Haziris, N. and Alekos, P.J. (1994), “Attitudes and food choice behaviour”, British
Food Journal, Vol. 96 No. 1, pp. 9-13.

Tyrrell, B. and Woods, R. (2005), “E-Complaint: lessons to be learned from the service recovery
literature”, Journal of Travel & Tourism Marketing, Vol. 17 No. 23, pp. 183-190.

Zheng, T., Youn, H. and Kincaid, C.S. (2009), “An analysis of customers’ e-complaints for luxury
resort properties”, Journal of Hospitality Marketing & Management, Vol. 18 No. 7,
pp. 718-729.

Corresponding author
Faranak Memarzadeh can be contacted at: faranak.memarzadeh@sjsu.edu

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

JHTT
6,3

270

D
ow

nl
oa

de
d 

by
 D

ok
uz

 E
yl

ul
 U

ni
ve

rs
ity

 A
t 1

2:
58

 1
5 

N
ov

em
be

r 
20

15
 (

PT
)

mailto:faranak.memarzadeh@sjsu.edu
mailto:permissions@emeraldinsight.com
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F00070709410074632
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F00070709410074632
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F19368620903170240

	The impact of positive and negative e-comments on business travelers’ intention to purcha ...
	Introduction
	Literature review
	Methodology
	Results
	Conclusion and implication
	Limitations
	References


