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RESUMEN

Obijetivos: El objetivo de este trabajo es explorar como afectan los comentarios que hacen los
usuarios de Instagram (eWOM) sobre los destinos turisticos en la imagen que se percibe
de un destino antes de visitarlo, asi como la influencia de ésta en la actitud hacia el
destino, como variable mediadora de su intencion de visitarlo. La originalidad de la
investigacion radica especialmente en el contexto del estudio, la red social Instagram.

Marco teorico: Esta investigacion propone un marco conceptual basado en la literatura sobre
la influencia del eWOM en el comportamiento del turista y la percepcion de la imagen
de los destinos turisticos como antecedente de la intencion de visita.

Metodologia: Se recogieron datos de 198 usuarios de Instagram mediante una encuesta
online. Los datos fueron analizados mediante ecuaciones estructurales de minimos
cuadrados parciales (PLS-SEM).

Resultados/implicaciones: Los resultados muestran que el eWOM influye en la imagen
cognitiva del destino. A su vez, la imagen cognitiva y afectiva impactan en la actitud
hacia el destino, la cual antecede a la intencion de visitarlo. Esta investigacion
contribuye a la teoria y la practica de la gestion de los destinos turisticos al mejorar el
conocimiento de los efectos del eWOM en Instagram.

Palabras clave:



Instagram; eWOM; imagen del destino; intencion de visita; destino turistico

Area tematica propuesta
Marketing

REFERENCIAS
Abubakar, A.M., llkan, M., Al-Tal, R.M., Eluwole, K.K.. 2017. “EWOM, revisit intention, destination trust and
gender”. Journal of Hospitality and Tourism Management 31, 220-227.

Anderson, J.C., Gerbing, D.W. 1998. “Structural Equation Modeling in Practice: A Review and Recommended
Two-Step Approach”. Psychological Bulletin 103(3), 411-423.

Baloglu, S., McCleary, K.W. 1999. “A model of destination image formation”. Annals of Tourism Research 26(4),
868-897.

Beerli, A., Martin, J. 2004. “Factors influencing destination image”. Annals of Tourism Research 31(3), 657-681.

Buhalis, D., Law, R. 2008. “Progress in information technology and tourism management: 20 years on and 10
years after the Internet - The state of eTourism research”. Tourism Management 29(4), 609-623.

Camprubi, R., Guia, J., Comas, J. 2013. “The new role of tourists in destination image formation”, Current Issues
in Tourism 16(2), 203-209.

Cantallops, A.S., Salvi, F. 2014. “New consumer behaviour: A review of research on eWOM and hotels”.
International Journal of Hospitality Management 36, 41-51.

Casalo, L.V., Flavian, C., Ibafiez-Sanchez, S. 2018. “Influencers on Instagram: Antecedents and consequences of
opinion leadership”. Journal of Business Research (in press).

Casald, L.V., Flavian, C., Guinaliu, M., Ekinci, Y. 2015. “Do online hotel rating schemes influence booking
behaviours?”. International Journal of Hospitality Management 1(49), 28-36.

Chan, I.C.C., Lam, L.W., Chow, C.W.C., Nang Fong, L.H.N., Law, R. 2017. “The effect of online reviews on
hotel booking intention: The role of reader-reviewer similarity”. International Journal of Hospitality Management,
66, 54-65.

Chang, J.H., Wang, S.H. 2019. “Different levels of destination expectation: The effects of online advertising and
electronic word-of-mouth”. Telematics and Informatics, 36, 27-38.

Chen, Z. 2017. “Social acceptance and word of mouth: How the motive to belong leads to divergent WOM with
strangers and friends”. Journal of Consumer Research 44(3), 613-632.

Chew, E.Y.T., Jahari, S.A. 2014. “Destination image as a mediator between perceived risks and revisit intention:
A case of post-disaster Japan”. Tourism Management 40, 382-393.

Chi, H-K., Huang, K-C., Nguyen, H.M. 2019. “Elements of destination brand equity and destination familiarity
regarding travel intention”. Journal of Retailing and Consumer Services, 52.

Chung, N., Koo, C. 2015. “The use of social media in travel information search”. Telematics and Informatics
32(2), 215-229.

Crompton, J.L. 1979. “An assessment of the image of Mexico as a vacation destination and the influence of the
geographical location upon that image”. Journal of Travel Research 17(4), 18-23.

Cronbach, L.J. 1951. “Coefficient alpha and the internal structure of tests”. Psychometrika 16(3), 297-334.
Falk, R., Miller, N. 1992. A primer for soft modeling. University of Akron Press, Akron.

Filieri, R., Alguezaui, S., McLeay, F. 2015. “Why do travelers trust TripAdvisor? Antecedents of trust towards
consumer-generated media and its influence on recommendation adoption and word of mouth”. Tourism
Management 51, 174-185.

Fornell, C., Larcker, D.F. 1981. “Evaluating structural equation models with unobservable variables and
measurement error”. Journal of Marketing Research 18(1), 39-50.

Frias, D.M., Rodriguez, M.A., Castafieda, J.A. 2008. “Internet vs. travel agencies on pre-visit destination image
formation: An information processing view”. Tourism Management 29(1), 163-179.

Geisser, S. 1975. “The Predictive Sample Reuse Method with Applications”. Journal of the American Statistical
Association 70(350), 320-328.

Giglio, S., Bertacchini, F., Bilotta, E., Pantano, P. 2019. “Using social media to identify tourism attractiveness in



six Italian cities”. Tourism Management, 72, 306-312.

Gottschalk, S.A., Mafael, A. 2017. “Cutting through the online review jungle. Investigating selective eWOM
processing”. Journal of Interactive Marketing 37, 89-104.

Hair Jr,J.F., Hult, G.T.M., Ringle, C., Sarstedt, M. 2016. A Primer on Partial Least Squares Structural Equation
Modeling (PLS-SEM). Sage publications, Thousand Oaks (CA).

Hair, J.F., Ringle, C.M., Sarstedt, M. 2011. “PLS-SEM: Indeed a Silver Bullet”. Journal of Marketing Theory and
Practice 19(2), 139-151.

Hanlan, J., Kelly, S. 2005. “Image formation, information sources and an iconic Australian tourist destination”.
Journal of Vacation Marketing 11(2), 163-177.

Hao, X., Xu, S., Zhang, X. 2019. “Barrage participation and feedback in travel reality shows: The effects of media
on destination image among Generation Y. Journal of Destination Marketing & Management 12, 27-36.
Henseler, J., Ringle, C.M., Sarstedt, M. 2015. “A new criterion for assessing discriminant validity in variance-
based structural equation modelling”. Journal of The Academy of Marketing Science 43(1), 115-135.

Hu, L., Bentler, P. 1998. “Fit indices in covariance structure modelling: Sensitivity to underparameterized model
misspecification”. Psychological Methods 3(4), 424-453.

Huang, S., van der Veen, R. 2018. “The moderation of gender and generation in the effects of perceived destination
image on tourist attitude and visit intention: A study of potential Chinese visitors to Australia”. Journal of Vacation
Marketing 25(3), 375-389.

Hultman, M., Kazeminia, A., Ghasemi, V. 2015. “Intention to visit and willingness to pay premium for ecotourism:
The impact of attitude, materialism, and motivation”. Journal of Business Research 68(9), 1854-1861.

Hunter, W.C. 2016. “The social construction of tourism online destination image: A comparative semiotic analysis
of the visual representation of Seoul”. Tourism Management 54, 221-229.

IAB Spain 2019. Estudio Anual de Redes Sociales 2019. Disponible en: https: https://iabspain.es/estudio/estudio-
anual-de-redes-sociales-2019/

Inversini, A., Cantoni, L., Buhalis, D. 2009. “Destinations' information competition and web reputation”.
Information Technology & Tourism 11(3), 221-234.

Jacobsen, J., Munar, A. 2012. “Tourist information search and destination choice in a digital age”. Tourism
Management Perspectives 1, 39-47.

Jalilvand, M.R., Samiei, N., Dini, B., Manzari, P.Y. 2012. “Examining the structural relationships of electronic
word of mouth, destination image, tourist attitude toward destination and travel intention: An integrated approach”.
Journal of Destination Marketing & Management 1(1-2), 134-143.

Jalilvand, M.R., Ebrahimi, A., Samiei, N. 2013. “Electronic word of mouth effects on tourists’ attitudes toward
Islamic destinations and travel intention: An empirical study in Iran”. Procedia-Social and Behavioral Sciences
81, 484-489.

Jeong, E., Jang, S.C. 2011. “Restaurant experiences triggering positive electronic word-of-mouth (eWOM)
motivations”. International Journal of Hospitality Management 30, 356-366.

Ketter, E. 2016. “Destination image restoration on Facebook: The case study of Nepal's Gurkha Earthquake”.
Journal of Hospitality and Tourism Management 28, 66-72.

Kim, H., Stepchenkova, S. 2015. “Effect of tourist photographs on attitudes towards destination: Manifest and
Latent content”. Tourism Management 49, 29-41.

Kim, S-E., Lee, K.Y, Shin, S.I., Yang, S-B. 2017. “Effects of tourism information quality in social media on
destination image formation: The case of Sina Weibo”. Information & Management 54(6), 687-702.

Kladou, S., Mavragani, E. 2015. “Assessing destination image: An online marketing approach and the case of
TripAdvisor”. Journal of Destination Marketing & Management 4(3), 187-193.

Kéltringer, C., Dickinger, A. 2015. “Analyzing destination branding and image from online sources: A web content
mining approach”. Journal of Business Research 68(9), 1836-1843.

Konecnik, M., Gartner, W.C. 2007. “Customer-based brand equity for a destination”. Annals of Tourism Research
34(2), 400-421.

Ladhari, R., Michaud, M. 2015. “eWOM effects on hotel booking intentions, attitudes, trust and website
perceptions”. International Journal of Hospitality Management 46, 36-45.

Law, R., Buhalis, D., Cobanoglu, C. 2014. “Progress on Information and Communication Technologies in
Hospitality and Tourism”. International Journal of Contemporary Hospitality Management 26(5), 727-750.

Li, X.R., Cheng, C.K., Kim, H., Petrick, J.F. 2008. “A systematic comparison of firsttime and repeat visitors via a


https://iabspain.es/estudio/estudio-anual-de-redes-sociales-2019/
https://iabspain.es/estudio/estudio-anual-de-redes-sociales-2019/

two-phase online survey”. Tourism Management 29(2), 278-293.

Lian, T., Yu, C. 2019. “Impacts of online images of a tourist destination on tourist travel decision”. Tourism
Geographies 21(4), 635-664.

Litvin, S.W., Goldsmith, R.E., Pan, B. 2008. “Electronic word-of-mouth in hospitality and tourism management”.
Tourism Management 29(3), 458-468.

Lund, N.F., Cohen, S.A., Scarles, C. 2018. “The power of social media storytelling in destination branding”.
Journal of Destination Marketing & Management 8, 271-280.

Luo, Q., Zhong, D. 2015. “Using social network analysis to explain communication characteristics of travel-related
electronic word-of-mouth on social networking sites”. Tourism Management 46, 274-282.

Mak, A.H. 2017. “Online destination image: Comparing national tourism organisation's and tourists' perspectives”.
Tourism Management 60, 280- 297.

Molinillo, S., Liébana-Cabanillas, F., Anaya-Sanchez, R., Buhalis, D. 2018. “Destination Marketing Organizations
online platforms: Image and visit intention”. Tourism Management 65, 116-130.

No, E., Kim, J.K. 2015. “Comparing the attributes of online tourism information sources”. Computers in Human
Behavior 50, 564-575.

Nunnally, J. 1978. Psychometric theory. McGraw-Hill, New York.

Pantano, E, Servidio, R., Viassone, M. 2011. “An exploratory study of the tourist-computer interaction: the role
of web site usability on hotel quality perception”. International Journal of Digital Content Technology and its
Applications 5(5), 208-216.

Park, O-J., Kim, M.G., Ryu, J-H. 2019. “Interface effects of online media on tourists’ attitude changes”. Tourism
Management Perspectives 30, 262-274.

Park, S. H., Hsieh, C-M., Lee, C-K. 2017. “Examining Chinese college students’ intention to travel to Japan using
the extended theory of planned behaviour: Testing destination image and the mediating role of travel constraints”.
Journal of Travel & Tourism Marketing, 34(1), 113-131.

Park, S., Nicolau, J.L. 2015. “Asymetric effects of online consumer reviews”. Annals of Tourism Research 50, 67-
83.

Pérez-Tapia, G., Mercadé-Melé, P., Almeida-Garcia, F. 2018. “Corporate image and destination image: the
moderating effect of the motivations on the destination image of Spain in South Korea”. Asia Pacific Journal of
Tourism Research 24(1), 70-82.

Qiu, R.T.R., Maseiro, L., Li, G. 2018. “The psychological process of travel destination choice”.

Journal of Travel & Tourism Marketing 35(6), 691-705.

Ringle, C.M., Wende, S., Becker, J.M. 2015. SmartPLS 3. SmartPLS, Béenningstedt.

Roldan, J.L., Snchez-Franco, M.J. 2012. “Variance-Based Structural Equation Modeling: Guidelines for Using
Partial Least Squares in Information Systems Research” en M. Mora, O. Gelman, A. Steenkamp, M. Raisinghani
(eds.), Research Methodologies, Innovations and Philosophies in Software Systems Engineering and Information
Systems (pp.193-221).

San Martin, H.. Rodriguez del Bosque, I.A. 2008. “Exploring the cognitive-affective nature of destination image
and the role of psychological factors in its formation”. Tourism Management 29(2), 263-277.

Sharifsamet, S., Jin, H.S., Martin, B. 2018. “Marketing destinations: the impact of destination personality on
consumer attitude”. Journal of Strategic Marketing 28(1), 60-69.

Smith, W.W., Li, X., Pan, B., Witte, M., Doherty, S.T. 2015. “Tracking destination image across the trip
experience with smartphone technology”. Tourism Management 48, 113-122.

Souiden, N, Ladhari, R., ChiaDMI, N.E. 2017. “Destination personality and destination image”. Journal of
Hospitality and Tourism Management 32, 54-70.

Stone, M. 1974. “Cross-validatory choice and assessment of statistical predictions”. Journal of the Royal Statistical
Society: Series B (Methodological) 36(2), 111-147.

Tan, W.K., Wu, C.E. 2016. “An investigation of the relationships among destination familiarity, destination image
and future visit intention”. Journal of Destination Marketing & Management 5(3), 214-226.

Tham, A., Croy, G., Mair, J. 2013 “Social media in destination choice: distinctive electronic word-of-mouth
dimensions”. Journal of Travel & Tourism Marketing 30(1/2), 144-155.

Van der Veen, R., Song, H. 2014. “Impact of the perceived image of celebrity endorsers on tourists’ intentions to
visit”. Journal of Travel Research 53(2), 211-224.

Wang, C.Y., Hsu, M.K. 2010. “The relationships of destination image, satisfaction, and behavioral intentions: an
integrated model”. Journal of Travel and Tourism Marketing 27(8) 829-843.



Wu, S.I., Chen, J.Y. 2014. “A model of green consumption behaviour constructed by the theory of planned
behaviour”. International Journal of Marketing Studies 6(5), 119-132.

Xia, M., Zhang, Y., Zhang, C. 2018. “A TAM-based approach to explore the effect of online experience on
destination image: A smartphone user’s perspective”. Journal of Destination Marketing & Management 8, 259-
270.

Xu, J., Chan T.L., Pratt, S. 2018. “Destination Image of Taiwan from the perspective of Hong Kong residents:
Revisiting structural relationships between destination image attributes and behavioural intention”. International
Journal of Hospitality & Tourism Administration 19(3), 289-310.

Ye, Q., Law, R., Gu, B., Chen, W. 2011. “The influence of user-generated content on traveler behaviour: an
empirical investigation on the effects of e-word-of-mouth to hotel online bookings”. Computers in Human
Behavior 27(2), 634-639.



