
Copyright © 2026, IGI Global Scientific Publishing. Copying or distributing in print or electronic forms without written permission of IGI Global Scientific Publishing is prohibited. Use of this chapter to 
train generative artificial intelligence (AI) technologies is expressly prohibited. The publisher reserves all rights to license its use for generative AI training and machine learning model development.

179

Chapter 8
Exploring the Impact 

of EWOM Credibility on 
Tourist Behavior and 
Destination Selection

Varanasi Rahul
 https://​orcid​.org/​0000​-​​0003​-​​2407​-​​7654

Jain University, India

Y. Fathima
 https://​orcid​.org/​0000​-​​0002​-​​0045​-​​1421

Jain University, India

N. Sathyanarayana
 https://​orcid​.org/​0000​-​​0002​-​​4185​-​​7751

Jain University, India

R. Arun
 https://​orcid​.org/​0009​-​​0001​-​​1571​-​​3201

Jain University, India

B. G. Guruprasad
 https://​orcid​.org/​0000​-​​0002​-​​6533​-​​1068

Surana Evening College, India

ABSTRACT

Digitalizing the tourism industry has positioned Electronic Word of Mouth (EWOM) 
as a key influencer in shaping tourist behavior and destination selection. Unlike 
traditional word of mouth, EWOM enables global travelers to access user-​generated 
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content through platforms like TripAdvisor, Instagram, and Google Reviews, en-
hancing accessibility and interactivity. This study investigates the impact of EWOM 
credibility on tourist decision-​making processes, emphasizing its role in reducing 
uncertainty, shaping destination image, and influencing visit intentions. Credibility 
in EWOM is determined by multiple factors, including the content's trustworthiness, 
expertise, and authenticity and the reliability of the platforms hosting these reviews. 
Tourists increasingly evaluate the credibility of EWOM by looking for balanced 
reviews, visual evidence, and transparency in reviewer identity. Psychological 
frameworks such as the Theory of Planned Behavior and the Elaboration Likelihood 
Model further illustrate how credible EWOM influences tourist attitudes, subjective 
norms, and behavioral control.

INTRODUCTION

Background of EWOM in Tourism

The digital revolution has dramatically altered the information collection pro-
cesses and decision-​making mode employed by tourists. Within these massive 
changes, there was a growing emergence of EWOM, one of the most influential 
elements to take deep root in modern tourist behaviors. Unlike traditional forms, 
communication in EWOM exists and takes place in virtual environments, drawing 
its wider appeal from easy internet accessibility among people around the globe. 
TripAdvisor, Yelp, and Booking.com, among others, and social media networks like 
Instagram and Facebook have made it possible for travelers to share experiences 
and recommendations instantaneously.

As the application of EWOM continues to grow, so is tourists' reliance on the 
platform for more information of this kind in the form of unbiased, unelaborated 
UGC. Such information can include everything from simple hotel and restaurant 
reviews to more complex descriptions of attractions and how to structure a travel 
itinerary. For example, hundreds of reviews for a certain hotel, restaurant, or cultural 
site will help the tourist identify which option will provide him/her with a perfect 
stay in the capital of fashion. This depth and accessibility of information help trav-
elers make informed choices, reducing risks and improving their travel experience, 
(Poyoi, Gassiot-​Melian, & Coromina, 2023).

The centrality of EWOM within tourism is underlined by the ability of EWOM 
to amplify positive and negative feedback; one viral post or review can greatly 
enhance or harm a destination's reputation. For instance, an influencer's glowing 
review on a hidden beach might be translated into an increased influx of tourists, 
while one critical post about the low quality of service at some resort may keep 
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