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The effect of the electronic word of mouth on 

the purchasing decision of a sample of clients of 

tourism companies in the city of Baghdad 

Abstract 

The study aimed to reveal the impact of the 

electronic word of mouth in making tourism 

purchasing decisions, as the electronic word of 

mouth represents the most interactive and 

widespread means of communication, and 

therefore it is expected to have an effective impact 

(positive or negative) on the purchasing behavior 

of tourists, especially since tourism products are 

characterized by intangibility. The research dealt 

with the concept of the electronic word of mouth, 

its dimensions, and the factors affecting tourism 

purchasing decisions. The study population 

consisted of clients of tourism companies in the 

city of Baghdad. The study used the simple random 

sampling method to select the study sample whose 

size was 103 clients. The results of the study 

showed a statistically significant effect of positive 
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and negative dimensions of the electronic word of 

mouth on the purchasing decision of the clients of 

tourism companies in Baghdad, and on the other 

hand it was found that there was no statistically 

significant effect of the dimensions of the 

credibility and content of the electronic word of 

mouth on the purchasing decision of the clients of 

tourism companies in Baghdad. The study 

recommended the inclusion of the electronic word 

of mouth in the electronic promotional mix for 

tourism companies, and the assignment of 

supervisors from tourism companies on social 

networking sites who are specialists in tourism 

marketing.  

Key words: 

Purchasing decision - Tourism companies – 

Baghdad.
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Y = 0.568  0.165x1  0.320x2  0.038x3  0.129x4 
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