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Abstract

Objectives: Interpersonal influence and word-of-mouth communication represent
the most important sources of information used in the purchase decision process.
This form of communication has a special role and importance in tourism due to
the intangible nature of products offered in this market. With the advancement in
information technologies an increasing number of consumers — users of tourist
services use the Internet to obtain information about a tourist destination and, at
the same time, share their experiences with other consumers. In this way online
interpersonal influence and electronic word-of-mouth communication are realized.
The aim of this paper is to examine whether there are any significant differences
in the electronic word-of-mouth effects and generation by consumers — users of
tourist services in relation to their socio-demographic characteristics (gender,
age, and education). Methodology: The sample included 228 respondents from the
province of Vojvodina. The method of cross-tabulation was applied in order to test
the hypotheses. Implications/results: Survey results provide tourism marketers with
a more detailed insight into the behavior of users of tourist services with respect to
their socio-demographic characteristics. Contribution: This paper contributes to
further theoretical elaboration of the current phenomenon of electronic word-of-
mouth in terms of explaining it through the prism of causes and effects.
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E-WOM KPO3 TIPU3MY COUUOIEMOI' PAOCKE AHAJIM3E
KOPUCHHUKA TYPUCTHUYKUX YCJIIYTA

Apstrakt

Luwesu: Unmepnepconantu ymuyaj u word-of-mouth komyHukayuja npedcmagvajy
Jjeoar 00 HajeaxcHujux uzsopa unghopmayuja y npoyecy OOHowera 00IYKA O KYNOBUHLL.
Tocebry ynoey u 3Hauaj 06aj 6u0 KOMYHUKayuje uma y mypusmy ¢ 003upoM Ha
HEOnUN/bsU8y npUpooy YCIyiHCHO2 NPou3e00ad Koju ce Nojaemyjy HA 0B0OM MPIHCULUNY.
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Passeojem unghopmayuonux mexnonoeuja ceée eefiu Opoj nompowaua — KOPUCHUKA
mypucmuukux yeayea xopucmu Humepnem kaxo Ou npubasunu un@opmayuje o
MYPUCIUYKO] OeCIMUHAYUWIU Al U NOOCTUTU C80Jd UCKYCIEA ca OPyeUuM NOMPOUIAHUMA.
Ha oeaj nauun ocmeapyje ce oHnuHe UHMEPNEPCOHATHU YMUYaj U eNeKmpPOHCKA Word-
of-mouth komynuxayuja. Luws paoa je oa ce ucnuma oa au nocmoje sHavajue paziuxe
¥V epeKmuma u 2eHeEPUCArLY e-Wom 00 Cmpare NOMpowa4a — KOPUCHUKA MyPUCUYKUX
yenyea y 00HOCY HA 1bUX08e COUL00emMoSpaghcke Kapakmepucmuke (noi, 200uHe u
obpasosarse). Memooonoauja: Y3opak je obyxeamuo 228 ucnumanuxa ca mepumopuje
noxkpajure Bojeooune. 3a mecmuparse nocmasmenux Xunomesa npumMerseH je memoo
VHaKpcHoe mabenuparea. Hmniauxayuje/pesynmamu:  Pesynmamu  ucmpaxcusarsa
omoeyhasajy OOHOCUOUUMA OOTYKA Y CEKMOPY Mypusma 0emaseHUuju yeuo y noHauarse
KOPUCHUKA — MYPUCTMUYKUX — YCIyed A ACNeKMa  FUXO8UX — COYUO0eMOSPaACKUX
Kapaxkmepucmuxka. JJonpuroc: Pao mpeba 0a npyscu 0onpuHoc 0amoj meopujckoj epahu
AKMYenHo2 (PeHOMEHA e-WOM Y CMUCTY 00JauiFba8ara UCmoe Kpo3 Npusmy V3pOUHUKA
anu u egpexama ooz onpedemyjyhez ghaxmopa Koju 0OnUKYje noHauarse nompowaia
-KOPUCHUKA MYPUCTIUUKUX YCTYed.

Kwyunepeuu: mypuszam, e-WOM, npenopyke, coyuodemozpacrke kapakmepucmuxe
nompowaia

Introduction

The emergence and further development of the Internet have led to dramatic
changes in the behaviour of consumers — users of tourist services. Today’s potential
tourists have access to a wide range of different types of information provided by tourist
organisations, companies, and other consumers (Buhalis, Law, 2008). Thus, blogs,
online reviews, and social networks enable consumers to interact virtually and to share
information, opinions, and experiences about different products and services (Filieri,
McLeay, 2014).

This paper deals with the phenomenon of electronic interpersonal communication
—e-WOM (electronic word-of-mouth) in tourism. The aim is to examine whether there are
any significant differences regarding the e-WOM effects and generation by consumers —
users of tourist services with respect to their socio-demographic characteristics (gender,
age, and education). Following the introduction, the paper proceeds with the review of
literature related to the studied phenomenon — e-WOM, explanation of methodology,
research results, and the discussion and conclusion.

Literature Review

Being a process which includes provision of information and the exchange of
ideas, emotions, and experiences with the aim of achieving a particular effect, marketing
communication is of huge importance in tourism (Loncari¢, Ribari¢, Farkas, 2016). This
is also due to the fact that tourist services are intangible and cannot be experienced and
evaluated prior to purchase (Litvin et al., 2008; Philips et al., 2013). Therefore, before
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choosing a tourist destination, potential users of tourist services search for information
which would facilitate their decision-making process. The development of the Internet
has led to the expansion of possibilities of collecting information — consumers can view
comments made by other consumers as well as post their own comments, and thus
participate actively in the e-WOM process (Bronner, de Hoog, 2011). In this way, the
Internet supports all phases of the purchasing process — the pre-travel phase (the phase in
which all activities relating to search for information and the purchase can be undertaken
online), the on-travel phase (the phase in which consumers can use various interactive
platforms during the travel), and the post-travel phase (the phase in which consumers
“share” their experinces, opinions, and advice online) (Chung, Buhalis, 2008; Grubor,
Lekovi¢, Tomié, 2019).

Jalilvand, Esfahani and Samiei (2011) define e-WOM as a positive or negative
statement made by potential, current or previous users — consumers about a product,
service or company, which is accessible to a wide audience through the Internet. Litvin,
Goldsmith and Pan (2008) describe the e-WOM as informal communication among
consumers which takes place on the Internet. Thus, e-WOM includes online reviews,
recommendations and opinions (Serra Cantallops, Salvi, 2014). Unlike traditional WOM,
e-WOM enables consumers to collect information from a large number of georgaphically
dispersed and anonymous consumers (Park, Lee, 2009).

Depending on the extent of participation in e-WOM, there are several types of
consumers — users of tourist services (Nonnecke, Preece, 2001; Yoo, Gretzel, 2008).
The first type refers to consumers who just browse and collect information via the
e-WOM, but do not contribute. The second type includes consumers who ask questions,
whereas the third type comprises consumers who participate actively in the e-WOM
by asking and answering questions, and sharing their opinions and experiences related
to a certain product. Similarly, Loncari¢, Ribari¢ and Farkas (2016) identify two types
of consumers in their research. The first type refers to “moderate e-WOM users”, who
occasionally read other consumers’ comments and sometimes use the Internet as a source
of information regarding their travel plans and destination choices. These consumers are
not likely to “share” their opinion, experiences, and recommendations. The second type
refers to “passionate e-WOM users”, who almost always use the Internet as a source
of information, and read comments and recommendations made by other consumers.
The majority of consumers belonging to this type “share” their opinion and experiences
with other consumers, especially when they are extremely satisfied or dissatisfied with
a certain product or service. The most common motives for “sharing” opinions and
recommendations through the Internet are as follows: the desire to help other consumers
choose the right product or service, and the need to publicly express the opinion about a
product or service (Lee et al., 2011).

Taking into account the socio-demographic characteristics of consumers — users
of tourist services, Brooner and de Hoog (2011) conclude that online comments are
most frequently posted by consumers who belong to the middle class and are under the
age of 55. Similarly, Loncari¢, Ribari¢ and Farka$ (2016) conclude in their research
that younger persons are more inclined to post comments and ‘“share” their opinion,
experience, and recommendation via the Internet.
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Methodology

The paper presents a part of the results of the research which aims to point to the
existence of differences in frequency of making recommendations (related to the choice
of tourist destination) via the Internet and social network membership with respect to
gender, age, and level of education. The online enquiry was conducted in the period from
October to December 2018 on a convenience sample of 228 respondents of both genders
and different age and education levels in the Autonomous Province of Vojvodina. The
questionnaire consisted of three parts. The first part contained questions about socio-
demographic characteristics of respondents, the second part included questions related
to personal recommentations, whereas the third part consisted of questions related to
recommendations made by consumers via the Internet (Brooner, de Hoog, 2011). The
characteristics of respondents are shown in Table 1.

Table 1. Characteristics of respondents (n=228)

Number of Structure
Characteristics respondents o
(%)
(n)
Male 57 25,0
Gender
Female 171 75,0
up to 30 195 85,5
31-45 26 11,4
Age
46-65 7 3,1
65+ - -
Elementary education - -
Education Secondary education 73 32,0
Higher education 155 68,0
Several times/day 27 11,8
. 2-3 times/week 49 21,5
Recommendations (the 9.3 times/month 49 215
Internet)
2-3 times/year 46 20,2
Never 57 25,0
Facebook 153 67,1
. Twitter 4 1,8
Social . network 1 use both networks, but I use Facebook more. 56 24,6
membership
T am a member of another social network. 7 3,1
I am not a member of any social network. 8 3,5

Source: The authors’ calculation

The structure of the sample shows that female respondents make up the dominant gender
category (75%). A significant portion of surveyed participants are up to 30 years of age (85.5%),
whereas the smallest percentage of respondents belong to the 46 - 65 age group (3.1%). The
majority of respondents completed higher education (68.0%), whereas a smaller share of
respondents (32.0%) completed secondary education. The most commonly reported frequency
of recommendations made via the Internet refers to respondents who share them 2-3 times a
week and 2-3 times a month. The majority of research participants are members of Facebook.
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Based on the literature review and research aims, the following hypotheses were set:

H,: There are gender-related differences in the frequency of recommendations
made via the Internet and social network membership, i.e. female respondents make
recommendations more often and are more frequent members of social networks.

H._: There are age-related differences in the frequency of recommendations made via the
Internet and social network membership, i.e. the respondents up to 30 years of age make
recommendations more often and are more frequent members of social networks.

H,: There are education-related differences in the frequency of recommendations
made via the Internet and social network membership, i.e. the respondents who
completed secondary education make recommendations more often and are more
frequent members of social networks.

The hypotheses were tested using the cross-tabulation method. The IBM SPSS 21
statistical software was employed for processing data and testing the proposed hypotheses.

Results

A difference in frequency of recommendations (related to the choice of tourist
destination) made via the Internet and social network membership according to
respondents’ gender is shown in Table 2.

Table 2. Testing the independence of variables: recommendations — the Internet, social
network membership, and respondents’ gender

Gender
Total
Male Female
Several Frequency ‘ 6 21 27
times/ day % Recommendations 22.2% 77.8% 100.0%
% Gender 10.5% 12.3% 11.8%
2.3 times/ Frequency ‘ 19 30 49
week % Recommendations 38.8% 61.2% 100.0%
% Gender 33.3% 17.5% 21.5%
. ) Frequency 17 32 49
ﬁftce‘;';‘e':‘)e“da"”“s (the 2-3 times /-, Recommendations 34.7% 653%  100.0%
% Gender 29.8% 18.7% 21.5%
. Ucestalost 10 36 46
2'3y2$“/ % Preporuke 21.7% 783%  100.0%
% Pol 17.5% 21.1% 20.2%
Frequency 5 52 57
Never % Recommendations 8.8% 91.2% 100.0%
% Gender 8.8% 30.4% 25.0%
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Frequency 34 119 153
Facebook % Membership 22.2% 77.8% 100.0%
% Gender 59.6% 69.6% 67.1%
Frequency 2 2 4
Twitter % Membership 50.0% 50.0% 100.0%
% Gender 3.5% 1.2% 1.8%
T use both Frequency 14 42 56
networks.
. butluse % Membership 25.0% 75.0% 100.0%
Social network
bershi Facebook
membership more. % Gender 24.6% 24.6% 24.6%
I
m:rrrlllb?:r Frequency 2 5 7
OF AT o, Membership 28.6% 714%  100.0%
network. % Gender 3.5% 2.9% 3.1%
I am;l"t af Frequency 5 3 8
member o
any social % Membership 62.5% 37.5% 100.0%
network. % Gender 8.8% 1.8% 3.5%

Source: The authors’ calculation

The cross-tabulation of category variables: recommendations — the Internet and
respondents’ gender shows that 6 male respondents (22.2%) disseminate information
about tourist products/services to other consumers via the Internet several times a day,
19 male respondents (38.8%) disseminate recommendations 2-3 times a week, 17 male
respondents (34.7%) share recommendations 2-3 times a month, 10 male respondents
(21.7%)disseminaterecommendations 2-3 times ayear, whereas S malerespondents (8.8%)
never share recommendations via the Internet. As regards female respondents, 21 of them
(77.8%) disseminate information about tourist products/services to other consumers via
the Internet several times a day, 30 female respondents (61.2%) share recommendations
2-3 times a week, 32 female respondents (65.3%) share recommendations 2-3 times a
month, 36 female respondents (78.3%) disseminate recommendations 2-3 times a year,
whereas 52 women (91.2%) never share recommendations via the Internet. The majority
of male respondents disseminate information about tourist products/services to other
consumers via the Internet 2-3 times a week (33.3%), whereas most women do it 2-3
times a year (21.1%), i.e. male respondents make recommendations via the Internet more
often.

The cross-tabulation of category variables: social network membership and
respondents’ gender shows that 34 male repondents (22.2%) are mambers of Facebook,
2 male respondents (50.0%) are members of Twitter, 14 male respondents (25.0%)
are members of both networks, but use Facebook more, 2 male respondents (28.6%)
are members of another social network, whereas 5 male respondents (62.5%) are not
members of any social network. As for female respondents, it can be seen that 119 of
them (77.8%) are members of Facebook, 2 female respondents (50.0%) are members of
Twitter, 42 female respondents (75.0%) are members of both networks, but use Facebook
more, 5 female respondents (71.4%) are members of another social network, whereas 3
female respondents (37.5%) are not members of any social network. Male repondents are
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most frequently members of Facebook (59.6%), the same as women (69.6%). However,
female repondents are members of social networks more often.

Based on the results derived from cross-tabulation, we can conclude that women
are more likely to be members of social networks, whereas male respondents make
recommendations via the Internet more often. The obtained results indicate that the

hypothesis H, is partly confirmed.

The age-related difference in frequency of recommendations (related to the choice of
tourist destination) made via the Internet and social network membership is shown in Table 3.

Table 3. Testing the independence of variables: recommendations — the Internet, social
network membership, and respondents’ age

Age Total
ota
Upto30 31-45  46-65
S {times/ Frequency 24 1 2 27
evergaylmes % Recommendations  88.9%  3.7%  7.4%  100.0%
% Age 12.3% 3.8%  28.6% 11.8%
Frequency 42 6 1 49
2-3 times/week % Recommendations ~ 85.7% 122%  2.0% 100.0%
% Age 21.5%  23.1% 14.3% 21.5%
Frequenc 39 10 0 49
Recommendations 2-3 times/ d Y . o o o o
(the Internet) month % Recommendations  79.6% 20.4%  0.0% 100.0%
% Age 20.0%  38.5%  0.0% 21.5%
Frequency 40 4 2 46
2-3 times/year % Recommendations  87.0% 8.7% 4.3% 100.0%
% Age 20.5%  154%  28.6% 20.2%
Frequency 50 5 2 57
Never % Recommendations  87.7% 8.8% 3.5% 100.0%
% Age 25.6% 19.2%  28.6% 25.0%
Frequency 137 11 5 153
Facebook % Membership 89.5% 7.2% 3.3% 100.0%
% Age 703%  423% 71.4% 67.1%
Frequency 4 0 0 4
Twitter % Membership 100.0%  0.0% 0.0% 100.0%
% Age 2.1% 0.0% 0.0% 1.8%
Tuse both  Frequency 47 8 1 56
networks,
Social network butluse % Membership 83.9% 143% 1.8% 100.0%
0c1ab ne l:v or Facebook
membersiip more. % Age 24.1%  30.8% 143%  24.6%
1
m :r;nbir Frequency 5 1 1 7
"fsao‘;‘;;ﬁ‘er % Membership 714%  143% 143%  100.0%
network. % Age 2.6% 3.8% 14.3% 3.1%
I amélot af Frequency 2 6 0 8
member o
any social % Membership 25.0% 75.0% 0.0% 100.0%
network. 9% Age 1.0% 23.1%  0.0% 3.5%
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The cross-tabulation of category variables: recommendations — the Internet and the
age of respondents shows that 24 respondents up to 30 years of age (92.3%) disseminate
information about tourist products/services to other consumers via the Internet several times
a day, 42 respondents up to 30 years of age (85.7%) share recommendations 2-3 times a
week, 39 respondents up to 30 years of age (79.6%) share recommendations 2-3 times a
month, 40 respondents up to 30 years of age (87.0%) share recommendations 2-3 times a
year, whereas 50 respondents up to 30 years of age (87.7%) never share recommendations
via the Internet. As regards respondents belonging to the 31-45 age group, it can be
seen that 1 respondent (3.8%) disseminates information about tourist products/services
to other consumers via the Internet several times a day, 6 respondents (12.2%) share
recommendations 2-3 times a week, 10 respondents (20.4%) share recommendations 2-3
times a month, 4 respondents (8.7%) share recommendations 2-3 times a year, whereas 5
respondents (8.8%) never share recommendations via the Internet. Among the respondents
aged 46 to 65, 1 respondent (3.8%) disseminates information about tourist products/
services to other consumers via the Internet several times a day, 1 respondent (2.0%) shares
recommendations 2-3 times a week, 2 respondents (4.3%) share recommendations 2-3
times a year, whereas 2 respondents (3.5%) never share recommendations via the Internet.
The respondents in the age group up to 30 most frequently disseminate information about
tourist products/services to other consumers via the Internet 2-3 times a week (21.5%), the
respondents in the 31-45 age group 2-3 times a month (38.5%), whereas the respondents
in the 46-65 age group 2-3 times a year (28.6%), i.e. the respondents up to 30 years of age
make recommendations via the Internet more often.

The cross-tabulation of category variables: social network membership and
respondents’ age shows that 138 respondents up to 30 years of age (90.2%) are members
of Facebook, 4 respondents (100.0%) are members of Twitter, 47 respondents (83.9%)
are members of both networks, but use Facebook more, 5 respondents (71.4%) are
members of another social network, whereas 2 respondents (25.0%) are not members of
any social network. As for respondents aged 31-45, it can be seen that 11 respondents
(7.2%) are members of Facebook, 8 respondents (14.3%) are members of both Facebook
and Twitter, but use Facebook more, 1 respondent (14.3%) is a member of another social
network, whereas 6 respondents (75.0%) are not members of any social network. As
regards respondents belonging to the 46 to 65 age group, we see that 4 respondents
(2.6%) are members of Facebook, 1 respondent (1.8%) is a member of both Facebook
and Twitter, but uses Facebook more, 1 respondent (14.3%) is a member of another
social network, whereas 6 respondents (75%) are not members of any social network.
Among respondents aged 46 to 65, it can be seen that 4 respondents (2.6%) are members
of Facebook, 1 respondent (1.8%) is a member of both Facebook and Twitter, but uses
Facebook more, and 1 respondent (14.3%) is a member of another social network. The
respondents aged up to 30 are most frequently members of Facebook (70.4%), the
respondents aged 31 to 45 are members of Facebook (42.3%) as well as the respondents
belonging to the 46-50 age group (66.6%), i.e. the respondents aged up to 30 are members
of social networks more often.

Based on the results derived from cross-tabulation, it can be concluded that the
respondents up to 30 years of age make recommendations via the Internet more often
and are more frequently members of social networks. Taking into account the obtained
results, it can be concluded that the hypothesis H, is confirmed.
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A difference in frequency of recommendations (related to the choice of tourist
destination) made via the Internet and social network membership according to the level
of education is shown in Table 4.

Table 4. Testing the independence of variables :recommendations — the Internet, social
network membership, respondents’ level of education

Level of education

Total
Secondary Higher o
) Frequency 6 21 27
Se"erg;;‘m“/ % Recommendations 22.2% 77.8% 100.0%
% Education 8.2% 13.5% 11.8%
Frequency 16 33 49
2-3 times/week % Recommendations 32.7% 67.3% 100.0%
% Education 21.9% 21.3% 21.5%
. . Frequency 19 30 49
ﬁ:’fe‘:‘;‘e‘g‘*“dat“’“s (the 23 times! o, Recommendations 38.8% 612%  100.0%
% Education 26.0% 19.4% 21.5%
Frequency 9 37 46
2-3 times/year % Recommendations 19.6% 80.4% 100.0%
% Education 12.3% 23.9% 20.2%
Frequency 23 34 57
Never % Recommendations 40.4% 59.6% 100.0%
% Education 31.5% 21.9% 25.0%
Frequency 45 108 153
Facebook % Membership 29.4% 70.6% 100.0%
% Education 61.6% 69.7% 67.1%
Frequency 4 0 4
Twitter % Membership 100.0% 0.0% 100.0%
% Education 5.5% 0.0% 1.8%
Tuse both  Frequency 20 36 56
networks,
Social K but I use % Membership 35.7% 64.3% 100.0%
ocmb . networ Facebook
membership more. % Education 27.4% 23.2% 24.6%
1
m :rr:bzr Frequency 2 5 7
OF AT o4, Membership 28.6% 714%  100.0%
network. % Education 2.7% 3.2% 3.1%
lamnota  Frequency 2 6 8
member of
any social % Membership 25.0% 75.0% 100.0%
network. 9% Education 2.7% 3.9% 3.5%

Source: The authors’ calculation

The cross-tabulation of category variables: recommendations — the Internet and
respondents’ level of education shows that 6 respondents who completed secondary
education (22.2%) disseminate information about tourist products/services to
other consumers via the Internet several times a day, 16 respondents (32.7%) share
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recommendations 2-3 times a week, 19 respondents (38.8%) share recommendations
2-3 times a month, 9 respondents (19.6%) share recommendations 2-3 times a year,
whereas 23 respondents (40.4%) never share recommendations via the Internet. As
regards respondents who completed higher education, it can be seen that 21 respondents
(77.8%) disseminate information about tourist products/services to other consumers
via the Internet several times a day, 33 respondents (67.3%) share recommendations
2-3 times a week, 30 respondents (61.2%) disseminate recommendations 2-3 times a
month, 37 respondents (80.4%) share recommendations 2-3 times a year, whereas 34
respondents (59.6%) never disseminate information via the Internet. The respondents
who completed secondary education most frequently disseminate information about
tourist products/services to other consumers via the Internet 2-3 times a month (26.0%),
whereas the respondents who completed higher education 2-3 times a year (23.9%),
i.e. the respondents who completed secondary education make recommendations via the
Internet more often.

The cross-tabulation of category variables: social network membership and the
level of education of surveyed participants shows that 68 respondents who completed
secondary education (44.4%) are members of Facebook, 4 respondents (100%) are
members of Twitter, 20 respondents (35.7%) are members of both networks, but use
Facebook more, 2 respondents (28.6%) are members of another social network, whereas
2 respondents (25.0%) are not members of any social network. As regards respondents
who completed higher education, it can be seen that 85 respondents (55.6%) are members
of Facebook, 36 respondents (64.3%) are members of both Facebook and Twitter, but use
Facebook more, 5 respondents (71.4%) are members of another social network, whereas
6 respondents (75.0%) are not members of any social network. Both, the respondents
who completed secondary education (70.8%) and the respondents who completed higher
education (64.6%) are most frequently members of Facebook. However, the respondents
who completed secondary education use social networks more often.

Based on the results derived from cross-tabulation, it can be concluded that the
respondents who completed higher education make recommendations via the Internet
more often and are members of social networks more frequently. Taking into account the
obtained results, it can be concluded that the hypothesis H, is confirmed.

Discussion and Conclusion

Although marketing managers in tourism strive to create a positive and attractive
image of a destination, there are factors which are outside their control. One of those
factors is manifested in the fact that consumers — users of tourist services interact with
one another (Grubor, Lekovi¢, Tomi¢, 2019). In this process, which is called interpersonal
communication, consumers exchange their opinions, experiences, and recommendations
related to tourist destinations they have visited. In this way, consumers, both personally
or via the Internet, affect the behaviour of other comsumers in the process of choosing
the potential tourist destination. It is marketing managers’ responsibility to ensure that
their consumers “go” on the Internet and “share” their experiences with other consumers,
and at the same time become affected by experiences and recommendations of their
peers. Additionally, with the aim of improving the tourist offer and increasing sales,
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marketing managers must target consumers who consider online purchase “a good idea”
(boki¢, Milicevi¢, 2017).

Similar to findings of previous studies (Brooner, de Hoog, 2011; Loncari¢,
Ribari¢ and Farkas, 2016), the results presented in this paper confirm the claim that
males aged up to 30 who completed secondary education most frequently recommend
tourist products/services to other consumers via the Internet. Furthermore, the results
suggest that females aged up to 30 who completed secondary education are members of
Facebook more often, and that Facebook is the social network most commonly used by
respondents.

The main limitation of this paper lies in the relatively small convenience sample
as well as the fact that the research was conducted only in the Autonomous Province
of Vojvodina. Further research could include a greater number of respondents and
cover a larger research territory, as well as look into consumers’ motives for “sharing”
experiences and recommendations related to the choice of tourist destination via the
Internet.
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