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Abstract 

 

The purpose of this study is to examine the relationships among electronic Word of mouth 

(eWOM), brand image, buying intention and buying decision in tourism industry. The 

questionnaire was distributed to 524 respondents who had experience with social media 

online. A structural equation modeling is applied to test the relationships among the research 

variables. The findings show that eWOM has a positive influence on brand image and buying 

intention. In addition, the results also find the significant relationship between buying 

intention and buying decision. For managerial implications, this study suggests that managers 

should keep track of online consumer reviews and give timely solutions. 
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The impact of electronic word of mouth on brand image and buying decision: An 

empirical study in Vietnam tourism  

 

1. Introduction 

In June, 2016, the number of people utilizing Internet all over the world was 3.611 billion. Therein, Asia was 

accounted for 1,792 billion of total 4.052 billion of people using Internet. Especially, Vietnam is ranked 15th in 

the world with the number of 49.063 million people (Internet World Stats, 2016). The statistics have shown that 

Internet plays a significant role as a helpful tool in marketing and communication. There are many users joining 

one or more online communities directly or indirectly (Albors, Ramos, & Hervasa, 2008). Hence Internet has 

referred to a relatively new and increasingly important factor that is global electronic word of mouth (eWOM) 

(Hennig-Thurau & Walsh, 2003). Online communities in particular and Internet in general provide not only the 

opportunities for consumers to share their feelings of product and service, but also the major marketing channels 

and tools for the companies (Chen & Xie, 2008; Avery, Resnich, & Zeckhauser, 1999). 

In recent years, Vietnam tourism industry has been increasingly developing. It is estimated to reach 

7,943,600 international visitors with growth rate at 0.9%, 57.00 domestic visitors with growth rate at 48%, and 

the gross revenue of 338 thousand billion Vietnam dong in 2015 (Ministry of Culture, Sports and Tourism, 2015). 

Along with the development of Internet and tourists, e-marketing becomes an increasingly important tool which 

grabs more and more attentions to attract the tourists today. In details, eWOM is mentioned by the way to 

exchange knowledge between online users. This action has a direct relationship with consumer loyalty; thereby it 

affects total enterprise value. Thus, the effects of eWOM on consumers are receiving more and more attentions 

today (Gruen, Osmonbekov, & Czaplewski, 2006; Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004). eWOM 

is different from the traditional advertising because it is considered non-commercial messages created by users. 

These messages provide the experiences of the previous buyers and affect the other consumer buying decision 

directly (Godes & Mayzllin, 2004; Park, Lee, & Han, 2007). Moreover, those effects may be positive or negative, 

while satisfied consumers are likely to continue buying the product, and share reviews of good product with the 

others; dissatisfied consumers tend to remember only the defects of product and spread the reviews of those ones 

(Richins, 1983). This will cause an influence on consumer buying behavior, especially brand image of the 

product as well as the company.  

Meanwhile, branding is considered one of the important missions to many industries. Strong brands are able 

to increase consumers’ trust toward product and service; and help them get a deeper knowledge of the other 

hidden factors. Brand image is also the viewpoints and beliefs of consumers about product quality manufactured 

by companies, especially the company’s commitment to the products which are supplied to consumers (Finato, 

Hadiwidjojo, Aisjah, & Solimun, 2014; Arslan & Zaman, 2014). Brand image is an asset, and a good brand 

image will give a strong competitive advantage through consumer loyalty, product quality and help increase the 

company’s performance. Consumers are more likely to purchase the product with better brand image. 

Nevertheless, in the process of building up the brand image, only the one which is highly evaluated by users is 

able to impress the other consumers and stimulate their buying intentions (He, 2013). A positive brand image is 

proportional to consumer buying intention (Arslan, 2014). Therefore, eWOM and brand image are very 

important to examine the factors influencing consumer buying behavior.  

2. Literature Review  

2.1 e-WOM 

Jalilvand, Esfahani, and Samiei (2011) defined word of mouth (WOM) as “a process of sharing opinions and 
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information about specific product between customers". WOM is the oral communication between senders and 

receivers about a product, service or brand. These messages are not sent to receivers with strong ties of 

commercial purposes (Anderson, 1998; Harrison-Walker, 2001). It is the reason why consumers believe that 

WOM has higher reliability than commercial advertising (Herr, Kardes, & Kim, 1991). Thus WOM is a 

non-commercial source of information which is accepted widely and has a significant influence on formation of 

consumer proposals and consumer buying decision (Richins, 1983). WOM is especially crucial in case of 

complex behavior and high risk behavior (Zeithaml, Berry, & Parasuraman, 1996). It is considered a trustworthy 

source of information because the sender is usually independent from companies providing product and service; 

and there is no clearly direct benefit from the person who suggests and support product and service (Silverman, 

2001). Along with the strong development of Internet today, Hennig-Thurau et al. (2004) defined eWOM as 

“any positive or negative statement made by potential, actual, or former customers about a product or company 

which is made available to multitude of the people and institutes via the Internet”. 

According to the recent survey of ACNielsen (2007), most of consumers realize that online reivews are as 

trustworthy as popular websites. Gilly, Graham, Wolfinbarger, and Yale (1998) stated that the lack of useful 

information to differentiate the products would rise the risk of buying. Some related research has shown that 

eWOM messages play a significant role in helping consumers get knowledge of the quality of product and 

service (Chevalier and Mayzlin, 2006). Besides, this information is confirmed useful by consumers who bought 

product and service before and helps minimize the risks when buying. Hence, their buying intention and decision 

may be affected more (Chatterjee, 2001). And Chevalier and Mayzlin (2006) pointed out that online 

communication also affect others' buying behaviors significantly. Although there are a lot of studies about the 

effects of eWOM on their buying intention, there are just few conducted to research the strong influence of 

eWOM on brand image, and there is still not any research done in tourism industry yet. As mentioned before, 

eWOM is one of the factors in online marketing which affects brand image and consumer buying intention. 

Thereby, these hypotheses are suggested: 

� H1: Electronic word-of-mouth has a significant impact on brand image. 

� H2: Electronic word-of-mouth has a significant impact on consumer buying intention 

 

2.2 Brand Image 

Brand image is defined by Aaker (2009) as series of brand involvements stored in consumers' minds. Brand 

image is related to the cognition of a brand, it is created in consumers' memories through brand involvements 

(Keller, 2011). Brand image is also a consumer's perception about a brand, it leads to consumers' inference of the 

information regarding to the brand (He, Sha, & Yang, 2013). Graeff (1970) implied that brand image is similar to 

personal image of a consumer when consumers associate themselves with the brand. A company with a good 

brand image is very important in a highly competitive environment (Amstutz, 1970) and building a brand 

associated with company so that it will remind consumers of the company whenever the product is mentioned 

and vice versa. Emotions of consumers toward a brand rely on their recognition of that brand (Evanschitzky, Iyer, 

Plassmann, Niessing, & Meffert, 2006). Brand image includes comprehensive and overall attributes of product in 

consumers' minds. Brand image depends on the actual image of company in consumers' minds (Arslan, 2014). 

Brand image plays an important role in enhancing company's performance because it is an indirect tool 

which is able to change consumer buying behavior (Malik, Ghafoor, Iqbal et al., 2013). A positive buying 

intention is attached to a strong brand image (Khanna, Yan, Tashkin et al., 2007). Therefore, a positive brand 

image leads to consumer buying intention, while a negative brand image does not cause buying intention. 

Moreover, Cronin (1992) stated that consumer buying decision totally depends on brand image. Thus brand 

image create the highest values regarding to the company (Chevalier, 2012). Nevertheless, the number of 

research measuring the effect of brand image on consumer buying intention is still limited. Thus authors suggest 
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the following hypothesis based on above arguments: 

� H3: Brand image has a significant impact on consumer buying intention. 

 

2.3 Consumer Buying Intention and Consumer Buying Decision 

An intention behavior is defined as "subjective probability that he or she will engage in a given behavior" 

(Committee on Communication for Behavior Change in the 21st century, 2002). Lin (2009) defined buying 

intention as consumers' probable reaction when they buy a specific product. He and Hu (2008) explained that 

buying intention is the transaction after consumer has an overall evaluation of the product, such as attitude. 

Consumers' recommendations are associated with the positive buying intention, and affect directly consumers' 

choice (Chang & Chin, 2010). According to Armstrong and Kotler (2003), “consumer buying behavior refers to 

the buying behavior of final consumers, individuals and household who buy goods and services for personal 

consumption". Consumer buying process includes five stages: need recognition, information search, and 

evaluation of alternatives, purchase decision and post purchase behavior (Armstrong & Kotler, 2010). Theory of 

planned behavior (TPB) is applied to investigate the relationship between belief, attitude, intention and behavior. 

TPB said that the usage of actual behavior is the result of intention. According to theory of rational action, the 

stronger intention of a person leads to a specific action, the more likely a specific behavior is conducted (Ajzen, 

1991). According to Brown (2003), a consumer who intends to buy a certain product will show a higher aibility 

to buy than those who do not have intention to buy. In addition, the higher intention consumers have to buy the 

product, the more it motivates them to their buying decisions (Luong, Cho, & Vo, 2016). Based on these 

evidences, the hypothesis H4 is suggested: 

� H4: Consumer buying intention has a positively and significantly impact on consumer buying decision 

 

 

Figure 1. Conceptual model 

 

3. Methodology 

The survey in this study was developed based on previous studies, after being checked and edited, it consists 

of five parts: eWOM, brand image, buying intention, buying decision and demographic information. In eWOM, 

respondents were asked about the use of online communication with six questions were used by eWOM 

Bambauer-Sachseand and Mangold (2011). For the brand image, five questions were based on the research of 

Davis, Golicic, and Marquardt (2009); Cho, Luong, Vo, and Lee (2016). In the buying intention, three questions 

were adopted from Shukla (2010), respondents were asked about the intention on the selection of tourism 

products and services. The next section, three questions were used to asked respondents about buying decision 
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behavior, based on research Luong et al. (2016). Scale of "eWOM", "brand image", "buying intention" and 

"buying decisions" as measured by the five-point Likert scale, ranging from completely disagree (1) to totally 

agree (5). The final part of the survey is to collect personal information about respondents such as age, sex, 

education and monthly income 

This study used snowball sampling method to collect data at Ho Chi Minh City. Respondents were required 

with an online purchasing experience. 530 surveys were delivered to respondents and 524 questionnaires were 

obtained. There are 96 percent responses rate from those who agree to answer. The data collected was analyzed 

by using SPSS and AMOS software. SPSS software uses to test reliability, descriptive statistic, exploratory 

factor analysis, correlation, t-test, ANOVA; while AMOS uses to examine linear relationships among latent 

(unobserved) variables and manifest (observed) variables by tests of structure equation modeling (SEM). The 

indicators measure was used to assess the suitability of structural models include GFI, RMSEA, IFI, TLI, and 

CFI. 

4. Results and Discussion 

4.1 Results 

Table 1 

Demographics information of respondents 

Characteristics Frequency Percent Cumulative Percent 

Gender Male 208 39.7 39.7 

 
Female 316 60.3 100.0 

Age 

18 - 24 246 46.9 46.9 

25 - 30 142 27.1 74.0 

31 - 40 76 14.5 88.5 

41 - 55 60 11.5 100.0 

Occupation 

Student 222 42.4 42.4 
Officer 212 40.5 82.8 
Businessman 58 11.1 93.9 
Others 32 6.1 100.0 

Monthly income 

$100 - $250 110 21.0 21.0 

$251 - $400 210 40.1 61.1 

$401 - $550 134 25.6 86.6 

More than $550 70 13.4 100.0 

Education 

High school 74 14.2 14.9 
Bachelor 282 53.8 67.9 
Master 118 22.5 90.5 
Ph.D. 22 4.2 94.7 
Others 28 5.3 100.0 

Frequency of internet 
 usage in a week 

6-10 hours 12 2.3 2.3 

11-20 hours 69 13.2 15.5 

21 hours or more 443 84.5 100.0 
 

Of a total sample of 524 respondents, 60.3 percent (316) were female and 39.7 percent (208) were male. The 

majority ages of respondents were 18-24 years old (46.9 percent), 25-30 (27.1 percent), 31-40 (14.5 percent) and 

41-55 (11.5 percent). The monthly income classification was mostly distributed among the $251-$400 (40.1 

percent), followed by $100-$250 (21 percent), $401-$550 (25.6 percent) and more than $550 (13.4 percent). The 

majority of respondents’ education was bachelor degree (53.8 percent), followed by master degree (22.5 percent). 

85.5 percent of respondents used internet 21 hours or more in week. Descriptive statistics are showed in table 1. 

Table 4 shows the standardized regression line pointed the direct influence of the latent variable. Theoretical 

model of four factors have Chi-square (X2) is 272.465 (df = 115, X2 / df = 2.369, p = 0.000).  The model fit 
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indices of the structural model with the goodness of fit index (GFI = 0.942), comparative fit index (CFI = 0.966), 

the comparative fit index (NFI = 0.942), Tucker-Lewis index (TLI = 0.959), with 1 being the maximum 

appropriate indicators of this research model. Finally, RMSEA = 0.051, with values <0.08 is very fit. The result 

pointed out that all indicators show that the model structure is appropriate. 

Table 2 

Descriptive statistics of constructs 

Constructs Item 
Standardized 

Loading 
Mean SD 

Electronic Word of Mouth (EWOM) 
Cronbach's α = 0.842 
(CR = 0.845, AVE = 0.574) 

EWOM1 0.861 3.27 .962 

EWOM2 0.790 3.32 .963 

EWOM3 0.861 3.34 .963 

EWOM4 0.761 3.41 .973 

EWOM5 0.706 3.32 .978 

EWOM6 0.511 3.46 .991 

Brand Image (BI) 
Cronbach's α = 0.912 
(CR = 0.913, AVE = 0,676) 

BI1 0.839 3.88 .890 

BI2 0.885 3.77 .912 

BI3 0.851 3.78 .897 

BI4 0.885 3.82 .931 

BI5 0.820 3.72 .974 

Buying Intention (PI) 
Cronbach's α = 0.788 
(CR = 0. 789, AVE = 0.556) 

BI1 0.874 3.53 1.028 

BI2 0.836 3.64 .926 

BI3 0.730 3.74 .929 

Buying Decision (BD) 
Cronbach's α = 0.873 
(CR = 0.874, AVE = 0.699) 

BD1 0.849 3.87 .924 

BD2 0.916 3.87 .991 

BD3 0.912 4.06 .903 
 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Standardized regression coefficients 

 

The result shows the relationship among four variables which are eWOM, brand image, buying intention 

and buying decision (table 3). There are four relationships which found to be significant at the level of 0.01. 

e-WOM had a significantly positive impact on brand image, with β = 0.42, p = 0.000. e-WOM also had a strong 

positive effect on consumer buying intention (β = 0.21, p = 0.000). Brand image has positive impact on 

consumer buying intention, with β = 0.53, p = 0.000. Finally, buying intention strongly positive effects on 
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buying decision (β = 0.57, p = 0.000). As the research results indicated that all hypotheses were supported. 

� eWOM has a strong positive impact on brand image 

� eWOM has a positive impact on buying intention 

� Brand image influence positively buying intention 

� Buying intention has positive and significant impact on buying decision 

 

Table 3 

Maximum likelihood estimates for research model (N = 524) 

Independent Variable Dependent Variable Estimate 
Standardized  

Estimated 
p-value 

Electronic Word of Mouth Brand Image 0.43 0.42 ** 
Electronic Word of Mouth Buying Intention 0.20 0.21 ** 
Brand Image Buying Intention 0.53 0.56 ** 
Buying Intention Buying Decision 0.57 0.53 ** 

 

Table 4 

Model fit statistics 

Structural model Fit statistics Acceptable Fit 

Chi-square (X2) 272.465 
 

Degree of freedom (df) 115 
 

p-value <0.05, <0.01 
 

X2/df 2.369 1.0-3.0 
GFI 0.942 >0.90 
NFI 0.942 >0.90 
CFI 0.966 >0.90 
TLI 0.959 >0.90 
RMR 0.44 <0.50 
RMSEA 0.051 <0.08 

 

5. Discussion 

The purpose of this research is to evaluate the effect of eWOM, brand image to customers’ buying intention 

and the connection between customers’ intention and decisions in tourism. Results of this research will provide 

insightful information for managers, marketers. In this research, eWOM is identified as it influences strongly to 

brand image and Vietnamese consumers’ intention when choosing tourism products. This means whenever 

customers want to find a brand or have buying intention one service/product, they would pay attention to eWOM, 

for example, comments about services/products on the internet. In previous studies, authors said that eWOM 

have important role in creating brand image (Jalivalcand & Samiei, 2012; Torlak, Ozkara, Tiltay et al., 2014). 

However, Jalivalcand et al. (2012) and Torlak et al. (2014) said that eWOM have no effect on consumer’ buying 

intention.  

Mentioned brand image, this research provide perceptive information which is shown brand image has 

positive influence on customers’ buying intention. Brand image has major and positive role in creating buying 

intention of customers which is found as a consensus among some author (Jalivalcand et al., 2012; Torlak et al., 

2014; Finato et al., 2014; Cho et al., 2016). As the result, brand image affect Vietnamese consumers’ believes 

and choices. Whenever choosing tourism products, customers choose brands which have better image. Besides 

factors such as perennial brand, quality, price of products, services, consumers also depend on online evaluations 

from other customers.  
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While previous research is limited to point out effect of eWOM and brand image to buying intention 

(Jalivalcand et al., 2012; Torlak et al., 2014), this research confirms and expands previous research by examining 

influence of buying intention to consumer buying decision. According to Theory of reasoned action individual 

stronger intention lead to specific action, and specific action would be performed (Ajzen, 1991). According to 

Luong & et al, 2015, the buying intention of customer stronger, the more it motivates them to buying decision. 

Similar to other research, this paper shows that buying intention has significant impact on buying decision. This 

point was verified in research of We, Ariff, Zakuan, and Tajudin (2014), but not about tourism. Result of that 

research proved that when customers have intention in buying any tourism services, they probably decide to buy 

that products or services.  

6. Conclusion 

6.1 Summary 

Nowadays, the development of social network such as Facebook, Instagram, Twitter, Pinterest as well as 

mobile apps like Zalo, What’s app, Line, consumers can share their experience about products/services and it 

becomes more popular. Moreover, internet can be used everywhere in anytime, hence, it is easy to accept, read 

and write reviews, comment on the internet. Therefore, question is given as what is the role of electronic word of 

mouth to buying behavior of Vietnamese Consumer. In circumstance of electronic word of mouth, brand image 

does not under consideration. Therefore, this paper relies on other previous research and gives expanding 

information related to eWOM, brand image, buying intention and buying decision in tourism. As a result, 

eWOM has huge and positive impact on brand image. Besides, eWOM and brand image have certain influence 

on buying intention. Then, buying intention has strongly effect on buying decision of customers in tourism. 

Especially, this result has important meanings to marketers, managers in tourism. Moreover, this paper’s results 

relate to brand image through internet would become new stages for managers who want to improve their brand 

images. 

6.2 Managerial Implication 

By using smart phones and internet, consumers can read reviews, comment directly about products/services 

that they want to buy, that impacts strongly consumers’ buying decisions at shopping time. Nowadays, before 

customers bought any products, they would find out information about brand image, prices on the internet, 

especially, read carefully comments, and reviews on both online and traditional word of mouth. Therefore, 

managers can run events that allow customers to try some tourism products/services or cooperate with other 

companies giving travel tours as shopping promotions. That can create clearly impression about products and 

encourage online word of mouth from customers after trying products. Good comments and reviews from 

consumers would disseminate widely on internet. That makes brand image of tourist companies or travel spots 

and cooperated companies have a place in customers’ hearts.  

Moreover, companies need to invest more in products quality to create fierce competition in developed and 

integrated trend today. That is steady footages for companies running business in long-term and improves 

reputation to customers. The model of Zeithaml et al. (1996) suggests that services quality affects behaviors and 

positive intention including WOM, buying intention, acts of complaints and price sensitive. Besides improving 

products quality, companies need to be aware of risks from eWOM, particularly business without high brand 

image. Negative impacts from online word of mouth would be increase and spread in netizen. When consumers 

read bad reviews, comments about services/products of tourism companies or travel places, which deeply affects 

brand image of that companies. Moreover, that will influence on buying intention and buying decision of 

customers.  

Nowadays, using internet surveys, managers know customers’ belief in services/products of companies and 

how effective their staff via electric word of mouth. Managers should pay attention to customers’ satisfaction to 
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handle negative comments, reviews immediately, to avoid bad effects on brand image as well as buying intention 

and decision to buy tourism’s products/services of new potential customers. Moreover, manager should have 

directly contact with staff to receive negative feedback from consumers about products/services then examining 

that information. If dissatisfaction of customers is real, managers should have immediate actions to gain 

customers’ belief such as sending apology letters which including supports services in the future. However, if 

negative feedbacks were unreal in order to compete unfairly, managers should plan stronger projects for building 

brand image and eWOM to improve customers’ belief.  

Especially, marketers should promote brand image continually by articles, vibrant images, attracting 

customers by promotion campaigns, events, and gaining their belief from feedback. Good evaluations from 

customers, in which, they had experienced high-quality services, are the best indicator for a company’s brand 

image. A company, if it had been able to persuade customers to accept the company’s brand images, has a higher 

chance in keeping customers from using its tourism services/products.  

This research has some limitations; first, the variables of price, quality, belief etc are not mentioned in paper. 

This means result of research does not included all aspects related to buying intention and buying decision of 

customers. In later research, author should expand research models, combine more factors to examine 

consumers’ buying intention and decision. Second, this paper focuses Vietnamese customer, in future research, 

foreigners can be mentioned to compare different cultures effect. Third, this research is mainly about tourism, 

and it can apply to other industries and services in other industry. 
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