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INTRODUCTION

The traditional forms of marketing communications 
are losing their effectiveness in the framework of the 
consumer behavior characterized by great dynamism 
(Trusov, Bucklin & Pauwels, 2009), which is precisely 

why word-of-mouth (WOM) communication is 
listed as a powerful marketing instrument. The 
word-of-mouth communication process involves 
communication between the sender and the receiver, 
which refers to a product, brand or service (Senić & 
Senić, 2008). As one of the oldest forms of obtaining 
information in the process of searching for, choosing 
and using products or services, word-of-mouth 
communication enables the transfer of shopping 
experiences to other people (Stanković and Đukić, 
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2014). Lately, as a consequence of companies’ endeavors 
to position themselves in a competitive market, there 
has been almost no business entity not using some 
forms of digital marketing in their business strategies, 
which is the reason why the field of communications 
has also been spreading into the online environment. 
That is why classic WOM communication is 
increasingly being replaced with electronic word-
of-mouth communication. An increasing number of 
consumers make their decisions concerning their 
purchase based on the information created and 
posted by other consumers in an online environment 
(Hu, Bose, Koh & Liu, 2012). Namely, with the 
intensification of the use of Internet technologies, the 
way in which people read, write, collect information 
and share experiences is changing (Casaló, Flavián 
& Guinalíu, 2011). According to the latest research, 
72.9% of households in the Republic of Serbia own an 
Internet connection port, which is an increase of 4.9% 
compared to 2017, and an increase of 8.2% compared 
to 2016. Around 73% of them have used the Internet 
in the past three months (Statistical Office of the 
Republic of Serbia). In virtual communities, people 
exchange experiences, form friendships and share 
information (Wu, Chen & Chung, 2010). It is exactly 
for that reason, especially in the tourism sector, that 
the role of electronic word-of-mouth communication 
has been ever-increasing. The intensive application of 
electronic word-of-mouth communication primarily 
reflects on the service sector, thus affecting consumer 
purchasing behavior when opting for tourist offers 
and accommodation capacities (Sa’ait, Kanyan & Fitri 
Nazrin, 2016). The potential users of certain tourist 
destinations carry out a cost/benefit analysis of 
alternative destinations, whereby they use electronic 
word-of-mouth communication as one of the external 
sources of information (Abubakar, 2016). This paper 
intends to test the effect of electronic word-of-mouth 
communication in the context of social media, 
disregarding their specific points. Therefore, in the 
context of conducting the research study, the term 
‘social media’ implies numerous kinds of content 
on the Internet, such as forums, blogs, websites for 
exchanging experiences and all other virtual forms 
contributing to emphasizing communication among 
consumers. 

The subject matter of the paper refers to examining the 
impact of electronic word-of-mouth communication 
through the characteristics of a message, as well as 
its source, on the creation of trust and an increase in 
the intention of purchasing behavior when speaking 
about a wellness offer. Having in mind the specificity 
of wellness packages as one of the modern forms of 
tourism, the analysis of the relevant literature has 
shown that there are an insufficient number of the 
research studies targeting the matters of electronic 
word-of-mouth communication in this field. Taking 
into consideration the indicators that show a growing 
trend of the wellness offer, marketing potentials are 
extremely important in the analysis of this problem 
area. Since ever-higher budgets are being allocated 
for wellness activities, this field certainly contributes 
to the development of the tourism offer in the future. 
Relying on the already identified connection between 
electronic word-of-mouth communication and 
consumer purchasing behavior in the tourism offer 
(Albarq, 2014), the research study was conducted 
on the territory of the Republic of Serbia. Some of 
the specific aims of the research study include the 
following:

• to examine whether the quantity, quality and 
timeliness of information in electronic word-of-
mouth communication affect consumer trust in 
wellness packages;

• to reach relevant findings on whether the 
source characteristics in electronic word-of-
mouth communication, more precisely implying 
credibility, affect consumer trust in wellness 
packages;

• to ascertain whether there is a statistically 
significant effect between consumer trust and 
purchase intention when choosing a wellness 
offer.

The theoretical and methodological set of instruments 
in the paper involves the application of the methods of 
analysis and synthesis, as well as a descriptive study 
and interpretation of the results. Also, the survey 
method was applied in order to carry out empirical 
research. In order to test the defined hypotheses, 
reliability analysis, correlation analysis, and multiple 
and simple regression analyses are used.
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The paper is so structured that the theoretical terms 
concerning the basic trends in the field of wellness 
tourism, as well as the variables predominantly 
defining electronic word-of-mouth communication, 
are elaborated on after the introductory considerations 
by conducting a content analysis t. In accordance 
with the existing theoretical overview and the 
results of the previous research, several hypotheses 
are formulated in this paper. The following segment 
shows the methodological framework, defines the 
conceptual research model and elaborates on the 
results of the empirical research. In the last research 
segment, the conclusions, as well as the limitations 
and future directions specific to the research problem, 
are presented.

The originality and value of the research study arise 
from the fact that there are an insufficient number 
of the papers in the Republic of Serbia related to the 
examination of the individual variables of electronic 
word-of-mouth communication in the given field. 
Although the role of this form of communication was 
examined in the previous research frameworks in 
general, the wellness industry is undoubtedly a topic 
insufficiently researched from this aspect.

LITERATURE REVIEW

The Characteristics of Wellness Tourism

As a relatively new form of health tourism (Težak 
Damijanić & Šergo, 2014), the wellness industry 
has increasingly been catching the attention of 
marketing experts. Wellness packages refer to the 
proactive side of the users, including their attitudes 
towards preventing diseases, improving health 
and maintaining the quality of life. According to H. 
Mueller and E. Kaufmann (2001), wellness is defined 
as “a state of health featuring the harmony of body, 
mind and spirit, with self-responsibility, physical 
fitness/beauty care, healthy nutrition/diet, relaxation 
(need for distressing)/meditation, mental activity/
education and environmental sensitivity/social 
contacts as fundamental elements”. 

Considering the intensification of investment 
in wellness packages in the Republic of Serbia, 
starting from the first wellness center in Vrnjačka 
Banja in 2005, it is of crucial importance that the 
manner in which modern tendencies in marketing, 
such as electronic word-of-mouth communication, 
affect consumers’ choices should be considered. 
The communication channels using the Internet 
are the most important distribution channels in 
the field of wellness tourism, which is the reason 
why the potential for commercialization by using 
online platforms is the field with plenty of room for 
research. Bearing in mind the fact that the wellness 
offer is primarily aimed at improving the quality of 
life and achieving a harmony, rather than a classic 
treatment (Koncul, 2012), this form of tourism may be 
suitable for electronic word-of-mouth communication 
amongst potential or current users. The potential 
users of tourist packages rely on the information 
obtained from the online environment, bearing in 
mind the fact that a tourist product is not available up 
to the moment of its actual usage, which is why risk 
and uncertainty are greater (Abubakar, 2016). 

The Conceptual Foundations of Electronic 
Word-of-mouth Communication  

Today, in the era of the development of information 
and communication technology, classic word-of-
mouth communication (WOM) is analyzed through 
the digital environment. Having in mind an 
increasing number of Internet users, business entities 
in numerous fields have recognized the significant 
possibilities that come alongside digitalization. The 
use of digital content is no longer a matter of choice, 
but rather a matter of necessity, which is often the 
key to the existence in an increasingly competitive 
market. Electronic word-of-mouth communication  is 
defined as “any positive or negative statement made 
by a potential, actual or former customer about a 
product or company, which enables the exchange of 
attitudes among individuals or institutions using 
Internet platforms” (Hennig-Thurau & Walsh, 2004). 
Electronic word-of-mouth communication can be 
realized in a completely digital environment, no 
matter whether social networks, websites for sharing 
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interactive content, microblogs, forums and all 
the other forms that contribute to the exchange of 
experiences, opinions and attitudes of the users of 
different products and services are in question. The 
impact of electronic word-of-mouth communication 
on consumer purchasing behavior is the subject of 
numerous research studies (Fan & Miao, 2012; Prasad, 
Gupta & Totala, 2016). This form of exchanging 
consumers’ experiences and knowledge significantly 
defines their purchasing behavior (Marinković, Senić, 
Obradović & Šapić, 2012). That is the reason why it 
is extremely important for the creators of marketing 
strategies to properly consider the significance and 
potential of this form of communication. The easier 
availability of online comments, as well as anonymity 
in the exchange of attitudes and experiences, are 
just some factors emphasizing the significance of 
electronic word-of-mouth communication compared to 
traditional communication in an offline environment 
(Bellman, Johnson, Loshe & Mandel, 2006). The fact 
that, in comparison with traditional communication, 
electronic word-of-mouth communication  communi-
cation is not limited to a small number of users, but 
it has a great reach and can involve a significant 
number of online users, is stated as one of the main 
characteristics which the advantage of electronic 
word-of-mouth communication  is based on (Hennig-
Thurau, Gwinner, Walsh & Gremler, 2004). According 
to some research studies (Xiaorong, Bin, Qinghong, 
Liuli & Yu, 2011), electronic word-of-mouth 
communication greatly decreases the consumer 
distrust associated with online shopping which may 
arise from the perceived risk or insufficient and 
asymmetrical information. This paper lists some 
of the most commonly analyzed criteria as the key 
factors that characterize the information posted by 
using electronic word-of-mouth communication. 
These are the quality of the message, the quantity and 
timeliness of information.

The Quantity of Information in Electronic 
Word-of-Mouth Communication

Bearing in mind the intangible nature of products or 
services in the virtual environment, when consumers 
need to make a choice, it is very important for them to 

have as much information as possible at their disposal, 
i.e. the comments which would decrease their 
risk when making a decision. One of the variables 
examined in the paper is the quantity of information. 
Starting from the prior research, whether a greater 
number of available information in electronic word-
of-mouth communication strengthens consumer 
trust and affects the decision concerning the choice 
of a certain wellness offer or not will be examined. 
According to the research targeting this field, 
consumer trust is intensified if a larger number of 
users leave a comment in electronic word-of-mouth 
communication (Xiaorong, Bin, Qinghong, Liuli &Yu, 
2011). That is why the following hypothesis will be 
tested for the purpose of examining this variable 
when choosing a wellness offer:

H1: The quantity of information in electronic word-
of-mouth communication has a positive and 
statistically significant impact on consumer 
trust when choosing a wellness offer.

The Quality of Information in Electronic 
Word-of-Mouth Communication

The variable that is most frequently an inseparable 
part of research alongside the quantity of information 
is the quality of electronic word-of-mouth communi-
cation. Even in papers from an earlier period, the 
quality of information was defined as a significant 
indicator of the success of information systems (Fan, 
Miao, Fang & Lin, 2013). Most authors have a unified 
position that the quality of information is one of the 
key determinants directing the consumer’s decision 
when choosing a certain product or service. So, 
for instance, Y. W. Fan et al (2011) point out that the 
quality of electronic word-of-mouth communication 
is exactly the factor affecting consumer trust most 
and that the online comments containing enough 
arguments and facts are crucial to consumer trust. 
Based on the given theoretical overview, the second 
hypothesis is defined:

H2: The quality of information in electronic word-
of-mouth communication has a positive and 
statistically significant impact on consumer 
trust when choosing a wellness offer.
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The Timeliness of Information in Electronic 
Word-of-mouth Communication

Taking into consideration the dynamic nature of the 
virtual environment, consumers are exposed to the 
updated content which is of interest to them on a 
daily basis. The timeliness dimension, i.e. the period 
from the moment when a message was created online 
to the moment it is used by another potential user, is 
mentioned as one of the factors defining electronic 
word-of-mouth communication. Timeliness is defined 
as the period that passes from the moment when a 
user leaves a comment in electronic word-of-mouth 
communication to the moment when a potential user 
consults the same comment when making a choice. 
The research study conducted in 2017 confirms that 
the more recent the comments, the higher the degree 
of the trust of the potential users of tourist services 
(Coursaris, Van Osch & Albini, 2017). With respect to 
the said, the third hypothesis is defined:

H3: The timeliness of information in electronic 
word-of-mouth communication has a positive 
and statistically significant impact on consumer 
trust when choosing a wellness offer.

Source Credibility in Electronic Word-of-
Mouth Communication 

In addition to the characteristics of the message, 
which have been explained by using the three given 
dimensions, the source credibility in electronic 
word-of-mouth communication can be one of the 
determinants of consumer trust (Lopez & Sicilia, 
2014). This is one of the variables that has a positive 
effect on consumer purchasing behavior (Shuqair, 
Cragg, Zaidan & Mitchell, 2016), which has also 
been confirmed through the research studies 
conducted on the territory of Serbia, Croatia and 
Bosnia and Herzegovina (Kursan, Milaković, Mihić 
& Ivasečko, 2017). For that reason, this paper will 
determine the effect the sources of information have 
on trust and purchasing behavior, together with the 
characteristics of information in electronic word-of-
mouth communication in the process of choosing 
a wellness offer. Some factors that have a dominant 
impact on consumer trust refer to the competences, 

truthfulness and good intentions of the source of the 
message (Flavián, Guinalíu & Gurrea, 2006; Casaló, 
Flavián & Guinalíu, 2011). The aim is to investigate 
whether the consumer trust created through these 
variables affects purchasing behavior when choosing 
a wellness offer. In terms of truthfulness, it refers 
to the belief that other members, i.e. participants, in 
electronic word-of-mouth communication will keep 
their word, fulfill their promise, i.e. that they will be 
truthful in communicating in an online environment 
with other participants (Casaló, Flavián & Guinalíu, 
2011). Good intentions refer to the altruistic motive 
and involvement in electronic word-of-mouth 
communication with the intention to help and 
support, i.e. to demonstrate care for other participants 
(Wu, Chen & Chung, 2010). In an online environment, 
the members should answer other users’ questions 
and proactively consider what their wishes and 
needs are (Wu, Chen & Chung, 2010). When speaking 
about competence, i.e. expertise, it is also one of the 
variables that affect consumer trust. It is defined 
as a perceived level of skills and knowledge in the 
process of electronic word-of-mouth communication 
shown by other participants (Coulter, Coulter, 2002). 
Even though there are numerous research questions 
aimed at investigating the given field, there is little 
research investigating these relations in the territory 
of the Republic of Serbia. There is a significant effect 
between the consumer trust defined through these 
three dimensions and purchasing behavior in the 
field of the tourism offer, especially when selecting 
destinations is concerned (Curras-Perez, Ruiz, 
Sanchez-Garcia & Sanz, 2017). That is why companies 
in the tourism sector should strive to increase 
consumer trust in the online environment. 

H4: The source credibility in electronic word-of-
mouth communication has a positive and 
statistically significant impact on consumer 
trust when choosing a wellness offer.

Trust and Purchase Intention

In an online environment, a product cannot be 
touched, felt, and one cannot look the clerk in the eye 
(Gommans, Krishnan & Scheffold, 2001). Consumer 
trust is another key variable that affects consumer 
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purchasing behavior (Alfina, Ero, Hidayanto & 
Shihab, 2014). When electronic word-of-mouth 
communication is in question, trust is a relevant 
factor determining a decision when making a 
choice, because electronic written words are formal 
and considered as more truthful (Marić, Kovač 
Žnideršić, Paskaš, Jevtić and Kanjuga, 2017). Namely, 
it has been proven that exactly those websites which 
consumers trust most have the biggest success in 
the online environment (Prasad, Gupta & Totala, 
2017). According to the research, there is a higher 
degree of trust in the online comments written by 
the other users of the offer compared to those written 
by experts (Belarmino & Koh, 2018). Because of the 
intangible nature of services in the tourism sector, 
most users base their choice precisely on the pieces 
of information posted in electronic word-of-mouth 
communication. M. Kimery and M. Mc Cord (2002) 
point out that trust in an online environment helps 
to decrease the risk which the consumer is faced 
with. By means of using an in-depth interview, S. 
Prasad, I. Gupta and N. Totala (2017) explain that the 
effect of electronic word-of-mouth communication 
on purchase intention is realized exactly through 
consumer trust. In marketing research, intention in 
behavior refers to a high probability of expressing 
a certain type of behavior (Sapic, 2017). Purchase 
intention in an online environment, which is 
characterized by a higher degree of uncertainty 
and risk, is often directly influenced by the level of 
consumers’ confidence. In accordance with the results 
of the previous research, trust is directly related to 
purchasing behavior (Xiaorong, Bin, Qinghong, Liuli 
& Yu, 2011). 

H5: Consumer trust in electronic word-of-mouth 
communication has a positive and statistically 
significant impact on purchase intention when 
choosing a wellness offer.

RESEARCH METHODOLOGY

Starting from a detailed elaboration of the theoretical 
concepts, empirical research was conducted in 
this paper. The research was aimed at examining 
the connection between electronic word-of-mouth 

communication and consumer trust, and analyzing 
trust as a determinant of purchasing behavior when 
choosing a wellness offer. In order to collect data, a 
questionnaire was distributed to the respondents 
in the territory of Kragujevac in a classic form, 
and the respondents were supposed to fill in the 
question sheets. The survey was conducted by using 
a simple random sample through direct contact with 
respondents. A total of 150 questionnaires were 
distributed, out of which 124 questionnaires are valid 
with a high response rate (82.7%). Empirical research 
was carried out by applying the survey method in 
the period from August to October, 2018. In order 
to obtain valid results, the data were filtered out by 
taking into consideration only those respondents 
who had pointed out that they had previously used 
some wellness packages in the Republic of Serbia. 
The questionnaire was structured in such a way 
that it contained, first of all, general information, 
such as: sex, age, education and the working status, 
then the conclusions connected with all the variables 
examined. The respondents expressed the degree of 
their respective agreement upon the findings stated 
in the questionnaire by means of a five-point Likert 
scale (number 1 - I do not agree at all, number 5 - I 
absolutely agree), which is one of the methods most 
commonly used to make valid conclusions in this 
type of research.

The variables used in the questionnaire were 
measured by the constatations that were taken 
and adapted according to the research needs. The 
quantitative and qualitative information related 
to electronic word-of-mouth communication was 
adapted and adjusted according to (Lin, Wu, Chen, 
2013). The timeliness of the information in electronic 
word-of-mouth communication was evaluated by 
means of the statements formulated based on the 
author (Sa’ait, Kanyan & Fitri Nazrin, 2016), whereas 
the credibility of the source was adjusted according to 
the findings (Kursan Milaković, Mihić and Ivasečko, 
2017). Consumer trust was evaluated through the 
constatations tailored to the research study (Zainal, 
Harun & Lily, 2017), whereas the intention to 
purchase wellness packages was evaluated through 
the findings adapted to (Abdelaziz, Aziz, Khalifa & 
Ma’youf, 2015). In order to examine the relationship 
between the observed variables, the hypotheses 
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were tested by using descriptive statistics, reliability 
analysis, correlation analysis, and free and multiple 
regression. The impact of the four analyzed variables 
on consumer trust was examined through multiple 
regression, whereas the impact of trust on purchasing 
behavior when making a choice of wellness content 
was tested through simple regression analysis. The 
data analysis was performed in the statistical package 
for social sciences (The Statistical Package for the 
Social Sciences-SPSS, version 21) and Eviews 7. Taking 
into account the defined variables, the research 
model shown in Figure 1 was defined for the purpose 
of the research in accordance with the theoretical 
examination and the hypotheses set.

Electronic  
word-of-mouth  
communication

Trust

Purchase inten-
tions regarding 
the selection of 

wellness packages

Quantity

Quality

Timeliness of 
information

Source  
credibility

H1

H2

H3

H4 H5

Figure 1.  The conceptual model of the research
Source: Authors

RESEARCH RESULTS

The survey included 124 respondents of different 
demographic profiles presented in Table 1.

Based on the demographic structure of the 
respondents, it can be noticed that the percentage 

of the female respondents is higher (57.3%). When 
the age factor of the interviewees is concerned, the 
majority of the respondents belong to the age category 
ranging from 25 to 31, whereas the fewest respondents 
are over the age 60 (7.3%). Also, the table shows that 
the highest percentage of the respondents account for 
those with higher education (40.3%), whereas among 
the employed, the largest number of them are clerks 
(24.2%), and the retired are the least present in our 
sample (4.8%).

In the initial steps of our research, the results of the 
analysis of the descriptive statistics were presented 
in order to examine the benefits and homogeneity, 
i.e. the heterogeneity of the respondents’ attitudes. By 
observing Table 2, it can be noticed that the value of 

Table 1  The demographic structure of the respondents

Demographic profile Frequency %
Gender
Male 53 42.7
Female 71 57.3
Age
18-24 16 12.9
25-31 27 21.8
32-38 20 16.1
39-45 19 15.3
46-52 16 12.9
53-59 17 13.7
60 and older 9 7.3
Education
Elementary education 2 1.6
Secondary education 38 30.6
Higher education 34 27.4
College education 50 40.3
Working status
Student 14 11.3
Manager, Entrepreneur 26 21.0
Professor, Medical doctor, 
Engineer

22 17.7

Clerk 30 24.2
Worker 26 21.0
Retired person 6 4.8

Source: Authors
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Table 2  The results of the descriptive statistics for the given constatations

Constatation
Arithmetic 

mean
Standard 
deviation

Quantity

The more online comments there are. the more popular a wellness offer is. 4.12 0.694

The more online comments there are. the better sales can be achieved by the wellness offer. 4.08 0.739

A large number of the comments which are highly rated and recommendations in the online 
environment show that the wellness offer has a good reputation.

4.19 0.679

Quality

It is important to me that online comments on wellness offers are clear. 4.36 0.629

It is important to me that online comments on wellness offers are understandable. 4.42 0.613

It is important to me that online comments on wellness offers are useful. 4.44 0.629

Generally speaking. it is important to me that the quality of the comments regarding the wellness 
offer is high.

4.48 0.631

Timeliness of information

It is important to me that the online comments on wellness offers are as current as possible. 4.21 0.641

It is important to me that online comments on wellness offers are new. i.e. in accordance with the 
current trends. 

4.25 0.670

It is important to me that online users’ comments on a wellness offer are up-to-date and valid. 4.27 0.639

Source credibility

When choosing a wellness offer. I can trust the information I obtain from other users in the online 
environment.

4.06 0.695

I believe that other users in online communication give honest comments on wellness packages. 4.00 0.721

I believe that other users in online communication give useful comments on wellness packages. 4.02 0.743

Trust

Participants in online communication are competent when discussing wellness offers. 4.12 0.645

Most of the other users of wellness packages in the online environment do not give false comments. 4.02 0.715

I believe that I can trust the online comments given by other wellness users. 3.96 0.726

The users of wellness packages take into account the needs of other members when writing online 
comments.

4.08 0.705

Purchase intention

Previous online comments on the wellness offer affect my willingness to book it. 4.27 0.629

When I think that a wellness offer is as good as is described in online comments. I am ready to book it. 4.33 0.634

My choice of a wellness offer is based on the online comments I read. 4.37 0.618

The information I obtain in online communication affects my choice of wellness offers. 4.35 0.612

Source: Authors
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the arithmetic mean is high for all the constatations, 
with the highest value referring to the fact that it is 
important for the respondents to have high quality 
online comments (the arithmetic mean being 4.48), 
whereas the lowest value of the arithmetic mean 
refers to trust in the online comments provided by 
the other users of wellness packages (3.96). Regarding 
the homogeneity of the respondents’ attitudes, the 
highest degree of agreement, i.e. the lowest value 
of the standard deviation (0.612), was observed in 
the statement regarding the intention to purchase 
the wellness content based on the information 
obtained online, whereas the highest heterogeneity 
of the respondents’ attitudes, i.e. the largest standard 
deviation, was observed in the constatation realting 
to the statement that the other users in online 
communication give useful comments when with 
respect to choosing a wellness offer (the standard 
deviation being 0.743).

In order to test the reliability and internal consistency 
of the constatations defined in the paper, the value 
of Cronbach’s alpha coefficient was calculated for all 
the observed variables. Since the acceptable value of 
this coefficient is higher than 0.7 (Nunnally, 1978), by 
observing Table 3, a conclusion can be drawn that all 
of these variables fulfill the given criterion.

After the examination of internal consistency, a 
correlation matrix was presented so as to examine 
the strength and direction of the connection among 
the observed variables. By considering the value 

of the Pearson coefficient, it can be concluded that 
there is a correlation between all the variables, but 
its intensity is different. Based on Table 4, there is a 
positive correlation between the quantity, quality and 
timeliness of information and the source credibility, 
individually, and consumer confidence. A high 
correlation (the value of the correlation coefficient 
being 0.634) is observed between the credibility of the 
source in electronic word-of-mouth communication 
and trust, whereas the correlation of the mean 
strength (the correlation coefficient value being 0.479) 
is observed between the quality of electronic word-
of-mouth communication and consumer confidence. 
Also, there is a strong correlation between consumer 
confidence and purchase intention (the correlation 
coefficient being 0.668).

Table 3  The value of Cronbach’s alpha coefficient

Variable Cronbach’s alpha
Quantity 0.878
Quality 0.924
Timeliness of information 0.813
Source credibility 0.880
Trust 0.876
Purchase intention 0.812

Source: Authors

Table 4  The correlation matrix 

Variable 1 2 3 4 5 6

Quantity 1 0.652** 0.526** 0.589** 0.599** 0.555**

Quality 0.652** 1 0.524** 0.469** 0.479** 0.395**

Timeliness of information 0.526** 0.524** 1 0.546** 0.598** 0.597**

Source credibility 0.589** 0.469** 0.546** 1 0.634** 0.504**

Trust 0.599** 0.479** 0.598** 0.634** 1 0.668**

Purchase intention 0.555** 0.395** 0.597** 0.504** 0.668** 1

Source: Authors
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In order to examine the common influence of the 
observed variables on consumer trust in electronic 
word-of-mouth communication, a multiple regression 
analysis was used. Just before the presentation of 
the results of the conducted analysis, the starting 
assumptions had been tested as a prerequisite for 
the implementation of the analysis. The diagram of 
the diffusion of the standardized residuals showed 
that the results were approximately rectangularly 
distributed and that most results were piled up in the 
center, which means that the assumption of linearity 
is not deformed. Apart from the assumption related 
to the size of the sample, which was met, normality 
and homoscedasticity had been examined prior 
to applying a regression analysis in the Eviews 9 
program. When testing the normality of the residual 
deviations are concerned, the Jarque-Bera test was 
done. The value of the statistics of this test is 0.189299, 
and p = 0.91 > α = 0.05, which implies that the empirical 
arrangement can be approximated by a normal one. 
The model also examined the homoscedasticity of 
the residual deviations. The value of the F statistics 
is 1.914933, p = 0.11 > 0.05, which indicates that there 
is no heteroscedasticity in the examined regression 
model.

After the examination of the initial assumptions, the 
multiple regression model was applied, where the 
dependent variable was trust, and the independent 
variables were the quantity, quality and timeliness 
of information and the source credibility. The model 
indicators are shown in Table 5.

Table 5  The indicators of the multiple-regression 
model

R Adj.R 
Square St. error F Sig

0.729 0.516 0.41517 33.770 0.000

Source: Authors

The observed model is representative (Sig = 0.000), 
the value of the adjusted determination coefficient 
is 0.516, which shows that 51.6% of the variability of 

the dependent variable of trust is explained by the 
four independent variables. Having in mind the fact 
that multiple-regression analysis often causes the 
problem of multicollinearity, a variance inflation 
factor – VIF is shown. Its value, which is lower than 
5, for all the variables shown confirms that there is 
no multicollinearity problem in the regression model 
(Table 6). By looking at the results in Table 6, it can 
be noted that the variable of the source credibility 
in electronic word-of-mouth communication 
individually contributes to the trust of the users 
of the wellness offer (ß = 0.327), only to be followed 
by the timeliness of information in electronic word-
of-mouth communication  (ß = 0.280), as well as the 
quantity of information (ß = 0.247). The variables 
of the quantity and timeliness of information and 
the source credibility make a unique contribution 
to the predictions of the dependent variables, i.e. 
trust, whereas this is not the case when the quality 
of electronic word-of-mouth communication is in 
question (p > 0.05).

Table 6  The results of the multiple regression analysis 
(the dependent variable is trust)

Variable ß T Sig. VIF
Quantity 0.247 2.683 0.008 2.159
Quality 0.018 0.205 0.838 1.890

Timeliness of 
information

0.280 3.456 0.001 1.672

Source 
credibility

0.327 3.955 0.000 1.738

Source: Authors

Based on the regression analysis applied, the 
following hypotheses were confirmed: H1, H3 and 
H4, whereas H2 cannot be accepted.

The following steps in the research study involve 
conducting simple regression analysis, where the 
independent variable is consumer trust, and the 
dependent variable is purchase intentions regarding 
the use of wellness content. The indicators of the 
applied regression model are accounted for in Table 7. 
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Table 7  The results of the simple regression analysis 
(the dependent variable is purchase intention)

Adj.R 
Square F Sig(F) ß T Sig.

0.441 98.166 0.000 0.668 9.908 0.000

Source: Authors

As can be seen, the presented model is representative, 
the adjusted determination coefficient 0.441 showing 
that 44.1% of the variability of variable purchase 
intention is explained by the ‘trust’ variable. Also, 
based on the value of ß = 0.668 and p = 0.000, it can be 
concluded that the impact of trust in electronic word-
of-mouth communication on purchase intention 
regarding the use of wellness packages is very strong. 
Based on everything previously stated, H5 can be 
confirmed.

CONCLUSION

The permeation of Internet technologies into 
almost all aspects contributes to the fact that the 
classic marketing communication instruments 
that shape purchasing behavior have significantly 
changed. Hence, instead of the traditional forms, 
the focus is placed on contemporary ones, such 
as electronic word-of-mouth communication. The 
role of electronic word-of-mouth communication, 
especially in the tourism sector, is very important and 
largely determines consumer purchase intention. By 
reducing risk and uncertainty, electronic word-of-
mouth communication is one of the crucial sources 
of information. As is emphasized in the paper, 
electronic word-of-mouth communication in the 
wellness industry is one of the determining factors 
when the purchasing behavior of the users of these 
tourist arrangements is concerned. Starting from the 
primary goal set in the paper, the authors’ intention 
was to examine whether the variables related to the 
quality, quantity and timeliness of information and 
the source credibility have an impact on consumer 

trust in electronic word-of-mouth or not, and also to 
determine whether the trust of the users of wellness 
packages contributes to purchasing behavior.

Based on the conducted empirical research, it 
was noticed that the quantity of information, the 
timeliness of information and the source credibility of 
messages in electronic word-of-mouth communication 
have a positive impact on consumer trust, which is in 
accordance with the previous research (Xiaorong, Bin, 
Qinghong, Liuli & Yu, 2011, Coursaris, Van Osch & 
Albini, 2017, Wu, Chen & Chung, 2010), whereas the 
quality of information does not have a statistically 
significant impact. According to the conclusions 
reached by other researchers, customer confidence 
significantly determines purchase intention (Prasad 
et al, 2017). The creators of a tourist offer, especially 
wellness packages, should create a possibility of 
exchanging information among users because it 
provides a higher level of trust than the data provided 
by the company itself do. The social justification 
for the research refers to the possibility that both 
companies and consumers in the field of using 
wellness packages affect the trust of other users in the 
communication process. 

Empirical research refers to certain managerial 
implications. This type of analysis can help the 
development of the tourism sector, i.e. the wellness 
industry to be more precise, the acceleration of 
electronic word of mouth communication and 
the analysis of consumer behavior in the online 
environment. Encouraging users to share information 
in this way would be of a greater benefit to both 
wellness and content creators. Increasing the 
availability of current online reviews increases 
consumer confidence, which very often is the key to 
successful market positioning.

The limitations of the conducted empirical research 
primarily refer to the fact that it was carried out in the 
territory of the City of Kragujevac, so in the following 
research the territory to be examined should be 
expanded. Then, in one of the next research steps, 
the forms of social media in electronic commerce that 
have a dominant influence on consumer behavior 
in electronic word-of-mouth communication and 
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whether users show different preferences for different 
types of wellness tourism offers or not should be 
defined. Having in mind the fact that, depending 
on the profile of the respondents, the readiness for 
electronic word-of-mouth communication differs, 
whether there are statistically significant differences 
between younger and older respondents and 
their purchasing behavior should be subjected to 
examination.
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