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This study employs structural equation model that establishes 
the effect of face-to-face word of mouth and electronic word 
of mouth directly on homestay tourists’ behaviour intention 
or through homestay image and attitude. Total 521 valid 
questionnaires are collected both online and offline. Analysis 
was performed using SPSS and Mplus7.0. The results illustrate 
that face-to-face word of mouth has no significant influence 
on homestay image, attitude and tourists’ behaviour intention 
while electronic word of mouth has a great effect on them. The 
homestay image and attitude which play mediating roles in 
the model also have significant impact on behaviour intention. 
Further practical implications of the study are discussed along 
with recommendations for future development of the homestay 
word of mouth management and marketing. 
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Introduction 

With the rapid development of the economy and 

the improvement of the living standard of resi-

dents, the consumption demand of residents is 

developing towards high quality and diversifica-

tion. The continuous improvement of tourism 

can address the demand for leisure and enter-

tainment. Homestay reflects the cultural atmos-

phere of a tourism destination, with the charac-

teristics of diversification and characteristics ca-

tering to the preferences and feelings of tourists, 

especially young groups, who pursue in-depth 

experiences. The development of the homestay 

industry in China continues to heat up (Chen, 

2018; Yang, 2019). On October 1, 2017, the Na-

tional Tourism Administration of China issued the 

industry standard “Basic Requirements and 

Comments on Tourism Homestay”, which pro-

vided standard reference guarantees for the de-

velopment of the homestay industry and defines 

a homestay as a small facility that takes ad-

vantage of local idle resources. The hosts take 

part in receiving guests and help tourists experi-

ence the local nature, culture, mode of produc-

tion and lifestyle, fully reflecting the experience 

features and co-construction and sharing that 

occurs between the hosts and customers (Lai, 

2018). Private dimension of family and the public 

sphere of hotel are combined on homestay 

(Lynch,2005). Despite being a worldwide phe-

nomenon, homestay programmes present differ-

ences if various countries are referred to 

(Mura,2015). The homestay industry in some 

countries such as China are in the stage of 

standardized development, and has not yet 

formed a mature system. Therefore, research on 

the influencing factors and mechanism of the be-

haviour intention of homestay tourists is helpful 

to put forward effective tactics for homestay mar-

keting to improve the attraction of homestays 

and promote the high-quality and high-speed de-

velopment of the whole homestay industry. 

Consumers share their pleasant or unpleasant 

experiences of products, services or experi-

ences with people who are not involved in their 

transaction, thus influencing other consumers' 

decision-making behaviour, which underscores 

the importance of word of mouth marketing (Ren, 

2009). There are obvious differences in the in-

formation carriers and communication modes of 

electronic word of mouth and face-to-face word 

of mouth (Ren, 2009), they both have similar and 

different processes which connotes that elec-

tronic word of mouth and face-to-face word of 

mouth affect consumer's behaviour intention in 

different ways. Therefore, it is necessary to 

study the different effects and mechanisms of 

both kinds of word of mouth. There are many 

studies on the influence factors of behaviour in-

tention in different fields and directions, mainly 

focusing on image, attitude, perceived value and 

satisfaction. For this paper, homestay image and 

tourists’ attitude are used as the intermediary 

variables; questionnaire, literature analysis, fo-

cus group interview method and structure equa-

tion model (SEM) are used to conduct empirical 

research which analyses the influence of the 

word of mouth on the behaviour intention of 

homestay tourists and compares the differences 

between face-to-face word of mouth and elec-

tronic one. Finally, according to the results of the 

research, some suggestions for word of mouth 

marketing, homestay image building and word of 

mouth customer relationship management are 

put forward to promote the development of 

homestay enterprises. 

1. Literature review and hypotheses  

1.1 Word of mouth 

Word of mouth (WOM) refers to oral informal 

communication between individuals about a 

brand, product or service (Arndt, 1967). WOM 

marketing is one of the most commonly used 

marketing strategies in marketing communica-

tion. It plays an important role in influencing 
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consumer decision-making (Niu and Zheng, 

2008). Divided by communication agencies, 

there are two forms, face-to-face word of mouth 

(fWOM) and electronic word of mouth(eWOM). 

With the advancement of Internet technology, 

eWOM has become an important way for con-

sumers to spread and collect information accom-

panied by fWOM (Guo, 2006). Studies mainly fo-

cused on the research of eWOM in the past 

years. 

In terms of the influence of eWOM on consumer 

purchasing decisions, Jin (2007) studied the dif-

ference in the influence on consumer purchasing 

decisions because of different eWOM infor-

mation dissemination directions, information 

types and product involvement levels. Li (2010) 

studied the relationships among eWOM, per-

ceived value and purchase intention. Li and Yue 

(2009) explored the influence of eWOM infor-

mation credibility on consumer buying behaviour. 

In terms of the formation of tourism word of 

mouth and its impact on tourism, Jalilvand and 

Samiei (2012) studied the influence of eWOM on 

tourism destination selection with theory of 

planned behaviour. Vermeulen and Seegers 

(2009) studied the relationship between online 

reviews and tourists' attitudes towards hotels. 

Jalilvand et al. (2012) analysed the relationships 

among eWOM, destination image, attitude and 

travel intention. Tan Yao (2017) studied the influ-

ence of eWOM on the online reservation behav-

iour of consumers. Filieri (2015) tested a model 

of antecedents and consequences of trust for 

consumer-generated media to explain that trust 

plays an important in the process of electronic 

word of mouth makes on receiver intention. Hud-

son et al. (2015) explained that social media in-

teractions with tourism brands affect how con-

sumers think and feel about those brands and 

finally act on electronic word of mouth marketing 

in a long term. Luo and Zhong (2015) proved 

that travel-related eWOM communication via 

social networking sites rely on strength of the ex-

isting social relationships. In comparison be-

tween traditional and electronic WOM, Song and 

Wang (2011) analysed the influence of negative 

fWOM and eWOM on consumer purchase inten-

tion. Xi et al. (2008) discussed the influence of 

fWOM and eWOM on customers’ purchase de-

cisions from three aspects: WOM sender char-

acteristics, WOM information characteristics and 

word of mouth receiver characteristics. Chen 

X.H. and Chen M. (2017) compared and studied 

the influence of two types of WOM on patients' 

medical treatment behaviour. Considering the 

aspects of connotation, type, information char-

acteristics, and the communication mode and 

process, Ren (2009) analysed the differences 

between online WOM and fWOM. WOM is an 

important factor influencing the attractiveness of 

products and services. It is significant for enter-

prises to master effective word of mouth market-

ing to clarify the influence of WOM on consum-

ers' behavioural intention. There are few studies 

compare the effects of fWOM and eWOM on 

tourism, especially few that analyse on the influ-

ence of homestay tourists’ behaviour intention. 

Therefore, it is significant to conduct a compara-

tive study of fWOM and eWOM in the homestay 

industry. 

1.2 Behaviour intention 

Behaviour intention is a type of attitude formed 

after completing a travel activity in a tourist des-

tination, and is the post-tour intention expression 

(Yang and Deng, 2018). For homestay tourists, 

behaviour intention can be exactly understood 

as the tourists’ desire to stay (Fu et al., 2016) 

and intention to recommend (Prayag and Ryan, 

2012); that is, the intention of the tourists to ini-

tially participate in and participate again in the 

experience of homestay lodging and the inten-

tion of communicating with others to share their 

experiences (Hung and Petrick,2011; Tavitiya-

man and Qu,2013) . Behaviour intention is one 
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of the most important predictors of behaviour 

(Deng, 2012). 

Many studies have investigated the driving vari-

ables of tourists' behaviour intentions. Pan and 

Wang (2008) studied the influence of scene fac-

tors on tourists' environmental behaviour consid-

ering five indexes, facilities, atmosphere, natural 

environment, quality of service and manage-

ment policy, by using empirical research meth-

ods. Chen, C. F., and Chen, F. S. (2010) dis-

cussed the relationship between quality of expe-

rience, perceived value, satisfaction and tourists' 

behaviour intention. Cheng and Lu (2013) stud-

ied the relationships among destination image, 

novelty, pleasure and the perceived value of is-

land tourism and passenger rebound behaviour 

intention by using a structural equation model 

(SEM). Li et al.  (2014) studied the effects of 

motivation and perceived value on satisfaction 

and behaviour intention of rural tourist. Motiva-

tion and value were mainly divided into escape 

from interpersonal restraints, perceived value, 

flashback value, personal value and unique 

value. According to the research of Song et al. 

(2014), attitude, subjective norm, and positive 

anticipated emotion which originally constructed 

on image and perception influence visitors’ be-

haviour intentions. Fu et al. (2018) investigated 

the relationships of souvenir authenticity and be-

haviour intention with the mediating effect of per-

ceived value in the context of experiential con-

sumption. On the basis of emotion appraisal the-

ory, Tu et al. (2017) expounded how the destina-

tion image acts on tourist behaviour intention 

through positive emotion and novelty. The driv-

ing factors of tourists' behaviour intention are 

complex and diverse. Based on the characteris-

tics of the homestay industry and the tourists’ ex-

pectation and demand to homestay, homestay 

image and attitude are selected as the latent var-

iables. 

1.3 Hypotheses and theoretical models 

Considering the transmission characteristics of 

fWOM and eWOM and the general influence fac-

tors of tourists' behaviour intention, this study 

constructs a model of fWOM and eWOM impact 

on tourists' behaviour intention. The model in-

cludes five core variables: fWOM, eWOM, 

homestay image, attitude and behaviour inten-

tion. 

In this study, fWOM refers to informal oral com-

munication between individuals about a brand, 

product or service that is not for commercial pur-

poses (Arndt, 1967). EWOM refers to providing 

tourists with positive or negative ratings on 

homestay accommodations based on the expe-

riences of other tourists portrayed on the Internet 

(Litvin et al, 2008). Destination (considering 

homestay as one kind of destination in trip) im-

age refers to the overall impressions, beliefs, 

ideas, expectations and feelings about the des-

tination over time (Kim and Richardson, 2003). 

Attitude refers to the positive or negative evalu-

ation of a personal homestay experience (Jali-

vand et al,2012). The tourist's behaviour inten-

tion refers to the tourist's willingness to partici-

pate in homestay products and services after ob-

taining some information about the homestay 

(Zhou et al, 2006). 

FWOM recommendations from relatives or 

friends represent an important source of form 

tourism images. FWOM impacts tourists’ atti-

tudes towards homestay experiences. Positive 

fWOM encourages tourists to experience a 

homestay, and tourists who receive negative 

fWOM are less likely to act. 

Based on this, the following hypotheses are pro-

posed: 

H1: FWOM has a significant influence on tour-

ists' perceptions of a homestay image. 

H2: FWOM has a significant influence on tour-

ists' attitudes towards homestays. 

H3: FWOM has a significant influence on tour-

ists' behaviour intentions. 
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EWOM has an important influence on tourists’ 

destination image perceptions, attitude and be-

haviour intention (Beerli and Martín, 2004). 

EWOM is considered to be a channel that can 

provide information accurately and efficiently 

which allow potential customers to assess the 

quality of a product or service and develop an 

associated image (Filieri, 2016). Positive eWOM 

can induce tourists to have positive destination 

image perceptions and attitudes towards desti-

nations (Hanlan and Kelly,2005), these tourists 

are more likely to have behaviour intention. In 

contrast, negative eWOM can make tourists 

have negative image perceptions and attitudes 

towards homestay and reduce the possibility of 

tourists' behaviour intention. 

Based on this, the following hypotheses are pro-

posed: 

H4: EWOM has a significant influence on tour-

ists’ perceptions of the homestay image. 

H5: EWOM has a significant influence on tour-

ists' attitudes towards homestays. 

H6: EWOM has a significant influence on tour-

ists' behaviour intention. 

Tourists' perceptions of the homestay image in- 

fluence their attitudes, and tourists with a good 

impression of homestays have a more positive 

attitude towards homestays. 

Based on this, the following hypotheses are pro-

posed: 

H7: The perception of a homestay image has a 

significant influence on tourists' attitudes to 

homestays. 

The image of a homestay is the starting point of 

tourists' expectations and ultimately determines 

tourists' behaviour (Stepchenkova and Morrison, 

2006; Gu and Ryan, 2008). Attitudes can be un-

derstood as the positive or negative evaluation 

of a particular behaviour. It is wildly believed that 

behaviour intention can directly affect a person's 

behaviour, and behaviour intention can be re-

garded as a significant function of the outcome 

of a behaviour. 

Based on this, the following hypotheses are pro-

posed: 

H8: The homestay image has a significant influ-

ence on tourists' behaviour intention.  

H9: The attitude of tourists towards a homestay 

has a significant influence on their behaviour in-

tention. 
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2. Methods 

2.1 Survey instrument 

When designing the questionnaire, a literature 

analysis and focus group interviews were used 

to determine the measured variables. Focus 

group interviews were conducted with three dif-

ferent groups: (1) Tourists who had heard of 

homestay accommodations through WOM and 

they had already stayed at a homestay accom-

modation; (2) Tourists who wished to stay at a 

homestay due to WOM but had not yet lodged at 

a homestay; (3) Tourists who were aware of 

homestays through WOM but had not formed in-

tention to stay at a homestay and may wish to in 

the future. There were total of 3*3 visitors. On 

the basis of this, for this study, we selected the 

travellers who choose travel accommodations 

based on fWOM and eWOM. The questions in 

questionnaire that were difficult to understand or 

ambiguous were deleted, revised and supple-

mented based on the discussion results. The 

questionnaire included questions about the tour-

ists' sex, age, education, average monthly in-

come of their family and occupation, and ques-

tions about tourism frequency, the experience of 

homestay lodging and so on to measure the 

tourist travel experience and intentions regard-

ing the use of homestay accommodations.  

The using of 5 core variables (fWOM, eWOM, 

perception of homestay image, attitude and 

behaviour intention) as the observation variables 

is mainly based on research questionnaires 

used in the classical literature (the source is 

given in Table1). A total of 24 questions are in-

cluded in the questionnaire (see Table 1 for de-

tails on the measuring items). Based on the re-

sults of the pre-research and the focus group in-

terviews. It was believed that the form of eWOM 

acquisition is not only unilateral online browsing 

or reading comments, but also two-way consul-

tations and communication between a commu-

nicator and receiver. Therefore, we revised the 

“eWOM3: I regularly browse other travellers' 

online travel comments to help me choose a 

good homestay” to “eWOM3: I often consult vis-

itors who participate in online comments/evalua-

tions to help me choose a satisfactory home- 

stay”. The focus interview group thought that be-

haviour intention reflects the tourists' own WOM 

communication behaviour, so the question items 

“BI4: I am willing to recommend that my relatives 

or friends stay at a homestay travel accommo-

dation” and “BI5: I would like to introduce the 

characteristics of homestays to my family and 

friends” was added. A five-point Likert scale was 

used to measure variables of the questionnaire. 

The numbers 1-5 represented “highly disagree”, 

“relatively disagree”, “fair”, “relatively agree” and 

“highly agree”, respectively.

 

Table 1. Variable measurement items 

Variable No. Items Sources 

fWOM fWOM1 Before planning a trip including stay in a 

homestay, I would ask somebody for advice face-

to-face 

Mohammad Reza Jalilvand(2017)  

fWOM2 Learning from someone I know about their com-

ments of a homestay can make me more confident 

to decide 

fWOM3 Before ordering, I must communicate with people 

around me about the word of mouth of a homestay 
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eWOM eWOM1 I often browse other travellers' online travel re-

views to see which homestays have left a good 

impression on other travellers 

Mohammad Reza Jalil-

vand(2012,2017) 

eWOM2 I often check other travellers' online travel reviews 

to make sure I choose a comfortable homestay 

eWOM3 I often consult visitors who participate in online 

comments/evaluations to help me choose a satis-

factory homestay 

eWOM4 If I decide to stay in a homestay without reading 

the online travel reviews of other travellers, I will 

not trust my decision 

eWOM5 While I am booking a homestay, other travellers' 

online positive reviews made me feel more reas-

suring staying at the homestay 

Homestay 

image 

HI1 Homestay facility is safe Mohammad Reza Jalilvand (2017) 

HI2 The atmosphere of homestay is warm and free 

HI3 Staying in a homestay enriched my whole trip 

HI4 Homestay offers an interesting experience that dif-

fers from traditional accommodation 

HI5 Stay in a homestay is of high cost performance 

Attitude AT1 As a tourist consumption link, I think homestay is 

very bad/very good 

Mohammad Reza Jalilvand (2017) and 

Huang Danyu (2015) 

AT2 As a tourist consumption link, I think homestay is 

very worthless/very valuable 

AT3 As a tourist consumption link, I think homestay is 

very unpleasant/very pleasant 

AT4 My overall impression of homestay is positive/neg-

ative 

AT5 Homestay is in line with my expectations for tourist 

accommodation 

Behaviour 

intention 

 

BI1 I predict that I will choose a homestay as my ac-

commodation when travel in the future 

Mohammad Reza Jalilvand (2017) and 

Ge Xuefeng (2012) 

BI2 I prefer to choose homestay as a place to stay on 

my trip rather than hotels, guesthouses, etc. 

BI3 Next time I have a chance to travel, I'll consider 

homestay 

BI4 I am willing to recommend my relatives or friends 

to stay at a homestay when travel 

BI5 I would like to introduce the characteristics of 

homestays to my family and friends 
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2.2 Sampling survey 

This paper explores the influences of fWOM and 

eWOM on homestay tourists’ behaviour inten-

tion. The respondents were tourists who have 

had experiences of staying in homestays or 

have had some knowledge of homestays. Ran-

dom sampling method was used in investigation.  

During 9 April 2019 to 4 May 2019, investigation 

team issued questionnaires online via WeChat, 

weibo and other online platforms. At the same 

time, Jiao Chang Wei homestay town and Shen-

zhen bay park where homestay tourists gather 

were chosen for offline questionnaires distribu-

tion.  A total of 531 questionnaires were distrib-

uted and got, of which 122 were offline question-

naires. After eliminating 10 invalid questionnair- 

es, we got 521 valid questionnaires, with an ef-

fective rate of 98.1%. 

2.3 Data processing 

According to Lee and Chang’ (2012) research on 

the influence of experiential marketing and activ-

ity involvement on loyalty intentions of wine tour-

ists, SPSS 16.0 and LISREL 8.70 were used to 

support SEM analysis. In this paper, software 

SPSS 22.0 and Mplus7 whose function is similar 

to LISREL were applied. SPSS 22.0 are used for 

evaluating the descriptive statistics, perform re-

liability and validity test to ensure that the ques-

tionnaire design is reasonable and suitable for 

item analysis. Structural equation modeling 

(SEM), which is a kind of multivariable statistic, 

integrates factor analysis and path analysis, and 

can test relationships that exist among dominant 

variables, potential variables, disturbances or er-

rors contained in the model. The indirect, direct 

and total effects of the independent variable on 

the dependent variable can be obtained. 

Through the data analysis of Mplus7 by the Max-

imum Likelihood Estimation method, the struc-

tural equation models of 5 latent variables and 

23 dominant variables were analyzed. 

3. Data analysis and results 

3.1 Respondent profiles 

In the sample composition, overall sample ratio 

of male and female is about 2: 3, men account 

for 40.7%, women account for 59.3%, age is 

mainly 18-25 years (45.3%) and 26-45 years 

(38.0%), education level is mainly Bachelor de-

gree (46.4%), monthly income is mainly 6000 

yuan or below (65.3%) and travel frequency is 

mainly 2-3 times a year (44.7%). They are the 

main target consumers of homestay industry. 

They are more receptive to new things, have 

more free time to travel and are mainly middle-

income groups. And the survey is based on tour-

ists' understanding of homestays. Among them, 

37.8% have stayed at homestays 2-5 times be- 

fore and 18.6% of them have stayed in a home- 

estay once.  

3.2 Reliability and validity testing 

First, Cronbach's α coefficient is used to test the 

reliability of the model. The higher the Cronbach 

α coefficient is, the higher the reliability of the 

measured results. Generally, the scale has ade-

quate reliability when Cronbach's α coefficient 

reaches 0.7-0.8, and 0.8-0.9 indicates that the 

reliability of the scale is quite good. The overall 

reliability of the questionnaire was 0.947, and 

Cronbach's α coefficients of the four latent vari-

ables varied from 0.779 to 0.924, which was 

higher than 0.7, indicating that the internal con-

sistency of the questionnaire was good. Second, 

a validity test was carried out with the KMO value. 

The KMO test value of the questionnaire was 

0.947, which was higher than the lowest stand-

ard of 0.5, indicating that the questionnaire was 

suitable for factor analysis. The convergence va-

lidity was reflected by the standard load, aver-

age variance extraction (AVE) and combined re-

liability (CR). Table 2 shows that the factor loads 

of the dominant variables are in the range of 

0.672-0.885, which indicates that the scale has 

better convergence. The AVE values of each 

sub-variable range from 0.538 to 0.715 and are 
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all larger than 0.5. The results indicate that these 

five sub-variables have a high degree of varia-

tion from the corresponding observation varia-

bles, and the measurement model has satisfac-

tory convergence. The CR index is used to de-

tect the reliability of sub-variables in the struc-

tural equation measurement model. If the CR 

value of a sub-variable is between 0.6 and 0.7, 

it indicates that the measurement model some-

what reliable. If the CR value is above 0.7, it in-

dicates that the measurement model highly 

reliable. The CR values of all potential variables 

in this study were higher than 0.7, which indi-

cated that the internal consistency of the model 

was good. Finally, the AVE value was used to 

test the discriminant validity. If the AVE values 

are all greater than the square value of the cor-

relation coefficient between the corresponding 

potential variables, this indicates that the discri-

minant validity is good. The discriminant validity 

of the constructs in this study was suitable. 

 

Table 2. Descriptive statistics and reliability and convergent validity of the scale 

Construct Items Mean (Std. 

Deviation) 

Standard factor 

loading 

Composite 

reliability 

Average variance 

extracted 

Cronbach’s 

α 

FWOM fWOM1 3.75(0.949) 0.710 0.777 0.538 0.779 

fWOM2 4.03(0.828) 0.784 

fWOM3 3.81(0.999) 0.703 

EWOM eWOM1 3.95(0.845) 0.777 0.876 0.586 0.869 

eWOM2 4.03(0.826) 0.848 

eWOM3 3.80(0.937) 0.672 

eWOM4 3.83(0.947) 0.700 

eWOM5 4.05(0.833) 0.817    

Homestay 

image 

HI1 3.54(0.863) 0.743 0.897 0.636 0.895 

HI2 3.86(0.861) 0.832 

HI3 3.83(0.878) 0.876 

HI4 3.96(0.856) 0.778 

HI5 3.69(0.912) 0.752    

Attitude AT1 3.66(0.853) 0.855 0.926 0.715 0.924 

AT2 3.73(0.831) 0.885 

AT3 3.71(0.846) 0.881 

AT4 3.72(0.899) 0.832 

AT5 3.63(0.931) 0.770    

Behavioral in-

tention 

BI1 3.71(0.864) 0.853 0.921 0.701 0.920 

BI2 3.57(0.948) 0.802 

BI3 3.82(0.872) 0.871 

BI4 3.73(0.878) 0.862 

BI5 3.83(0.890) 0.796 

Overall reliability of the questionnaire Cronbach’s α=0.947                           KMO Value=0.947 

Bartlett spherical test: Approximate chi-square = 8655.341                        df=253        Sig.=0 
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3.3 Model fitting and correction 

Based on the satisfactory reliability and validity 

test results, Mplus7 was used to analyse the 

structural equation model.  

The test and analysis results showed that the 

cardinal value of the model was 600.963, and 

the degree of freedom is 220, so the ratio of the 

cardinal degree of freedom was 2.732, and the 

ratio of cardinal degree of freedom was less than 

3, which means that the model has good adapt-

ability. The CFI was 0.956 (> 0.90 means the 

best), the TLI was 0.949 (> 0.90 means the best), 

the RMSEA was 0.058 (< 0.06 means the best) 

and the SRMR was 0.036 (< 0.08 means the 

best). The results showed that the fitting indexes 

of the model met the reference standard, which 

indicated that the structure model and the data 

model were well fitted and tested. 

3.4 Hypotheses validation results 

In this study, Mplus7 is used to validate the hy-

potheses, and the path test table (Table 3) and 

the path relationship diagram (Figure 2) of the 

structure model are obtained. At the same time, 

this paper examines the indirect effects of 

eWOM on the homestay image and attitude, the 

two intermediary variables in the model, and ob-

tains the chain intermediary effect diagram for 

homestay image and attitude (Figure 3) and the 

intermediary effect analysis table for homestay 

image and attitude (Table 4). 

 

Table 3. Path check list 

Hypothesis path Standardized regression 

coefficient β 

S.E. C.R. P Hypothesis results 

H1: fWOM→HI 0.069 0.076 0.910 0.363NB Nonsupport 

H2: fWOM→A -0.037 0.069 -0.541 0.588NB Nonsupport 

H3: fWOM→BI -0.033 0.056 -0.578 0.563NB Nonsupport 

H4: eWOM→HI 0.588 0.068 8.611 * * * Support 

H5: eWOM→A 0.131 0.074 1.773 * Support 

H6: eWOM→BI 0.117 0.061 1.914 * Support 

H7: HI→A 0.641 0.045 14.341 * * * Support 

H8: HI→BI 0.524 0.050 10.506 * * * Support 

H9: H→BI 0.320 0.044 7.272 * * * Support 

Note: * P < 0.1, * * P < 0.05, * * P < 0.01 

 

(1) The influence of traditional and eWOM on 

homestay image and attitude 

It can be seen from the verification results that 

the standardized path from fWOM to the 

homestay image, attitude and behaviour inten-

tion is β=0.069, p>0.1 and β=-0.037, p>0.1. 

FWOM has no significant effect on homestay im-

age and attitude, so H1 and H2 are not 

supported. The standardized path coefficients of 

eWOM to homestay image and attitude are 

β=0.588, p<0.01 and β=0.131, p<0.1. EWOM 

has a significant influence on homestay image 

and the attitudes of tourists, so H4 and H5 are 

supported. In contrast to different previous re-

sults regarding traditional and eWOM, it can be 

found that during tourists' perceptions of the 
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image of homestay and during the formation of 

their attitudes, they are mainly influenced by 

eWOM but are not greatly influenced by fWOM. 

The above results are caused by the differences 

between the fWOM and the eWOM. One differ-

ence is due to the source of information; fWOM 

is an exchange of information between acquaint-

ances and experienced people; therefore, the in-

formation source is narrow (Ren, 2009), and in-

dividual differences and emotion lead to a devi-

ation of in the WOM from the actual situation, 

which makes fWOM less credible. In contrast, 

the information source of eWOM is wide and in-

tegrates the views of different groups on the 

same homestay and different people's views on 

different homestays and provides sufficient ex-

planation for the comparison of information 

searchers' comprehensive evaluation, allowing 

eWOM to more easily to affect the tourists' iden-

tification (Wang, 2010). The other difference oc-

curs due to the form of information presentation; 

fWOM relies on face-to-face oral expression. 

The form is only a single occurrence cannot 

make the information recipients form a concrete 

impression (Wang, 2010). EWOM spreads infor-

mation through the Internet, mainly through ma-

jor review platforms, tourism strategy platforms 

and reservation platforms. The information form 

includes text, pictures, video, audio, etc., which 

truly provide a full picture of the purpose of 

homestays (Ren,2009). Information recipients 

can not only receive information unilaterally but 

also communicate and interact with information 

disseminators through online platforms. Third, 

because of tourists’ preferences for information, 

due to the high-speed development of infor-

mation technology and the popularization of in-

telligent terminals, the tourists’ information col-

lecting channel has gradually changed, and the 

online platform has become the key factor that 

affects the tourists (Guo,2006). Tourists’ de-

pendence on eWOM often manifests itself as the 

channel for collecting needed information and a 

necessary supplement to fWOM. 

(2) The influence of homestay image on tourist 

attitude 

The standardized path coefficient of homestay 

image attitude to tourists is β=0.641, p<0.01. 

The destination image has a significant effect on 

the behaviour intention, H7 is supported. Obvi-

ously, a visitors’ perception of the homestay im-

age of a homestay will affect the visitor's attitude 

towards homestay accommodations. Specifi-

cally, a negative homestay image of a homestay 

makes tourists have negative attitudes and val-

uations of homestays, and a positive homestay 

image of a homestay makes tourists have posi-

tive attitudes towards homestays. 

(3) Influence of fWOM, eWOM, homestay image 

and attitude on behaviour intention 

The standard path coefficient of fWOM to behav-

iour intention is β=-0.033, p>0.1. FWOM has no 

significant effect on behaviour intention, and H3 

is not supported. FWOM information has the 

shortcomings of being incomplete and having a 

single form, and the tourist's dependence on 

fWOM is low. Therefore, a tourist who receives 

travel information through fWOM does not di-

rectly develop the behaviour intention. 

The standardized path coefficients of eWOM, 

homestay image and attitude on behavioural in-

tention are β=0.117, p<0.1; β=0.524, p<0.01 and 

β=0.320, p<0.01. EWOM, homestay image and 

attitude have a significant influence on behav-

iour intention, and H6, H8 and H9 are supported. 

The comprehensive integrity, diversity and truth-

fulness of eWOM information lead to its high 

credibility, which plays a strong role in the rec-

ommendations and warning given to tourists and 

will greatly affect the tourists' behaviour intention. 

The perceptions of the destination image and 

tourists’ attitudes towards homestays obviously 

affect their behaviour intention and thus their de-

cision-making.
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Figure 2. Results of influence path analysis 

 

(4) The influence of eWOM on behaviour inten-

tion by means of homestay image and attitude 

The results of the analysis of the intermediary 

effect (Figure 3, Table 4) indicate that the total 

effect value of eWOM on the tourists' behaviour  

intention is 0.658. The homestay image and atti-

tude play intermediary roles in the process in 

which eWOM affects tourists' behaviour inten-

tion, and the intermediary effect value is 0.556, 

accounting for 84.498% of the total effect value. 

 

 

 

 

 

     

 

Figure 3. The chain mediating effect of HI and A 

 

Specifically, the intermediary effect is composed 

of three indirect effects: the indirect effect pro-

duced by eWOM → homestay image → behav-

iour intention; its value is 0.372, which accounts 

for 56.535% of the total effect ratio. The indirect 

effect produced by eWOM → attitude → behav-

ioural intention is 0.038, accounting for 5.775% 

of the total effect ratio. The chain intermediary 

effect produced by eWOM → homestay image 

→ attitude →behaviour intention; its value is 

0.146, accounting for 41.793% of the total ratio. 

The chain intermediary effect and the indirect ef-

fect mediated by the destination image at the 

Bootstrap 95% confidence interval do not con-

tain zero, indicating that the indirect effect is sig-

nificant (Liu, 2016). The formation of tourists' be-

haviour intention is the result of the direct effect 

of WOM and the indirect effect of homestay WO-  

eWOM 

Homestay image Attitude 

Behaviour inten-

tion 
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M and the indirect effect of homestay image  and attitude. 

 

Table 4. Mediating effect analysis of HI and A 

 Esti-

mate 

Boot 

Standard error 

Boot CI 

lower limit 

Boot CI 

upper limit 

Relative mediating effect p-value 

Total indirect effect 0.556 0.060 0.410 0.720 84.498% * * * 

eWOM→HI →BI 0.372 0.070 0.207 0.551 56.535% * * * 

eWOM → A→BI 0.038 0.026 -0.012 0.121 5.775% 0.151NB 

Chain mediation effects 

TOTAL = 0.658 

0.146 0.038 0.068 0.275 41.793% * * * 

Note: The Boot standard error, the lower limit of Boot CI and the upper limit of Boot CI refer to the standard error, the 

lower limit of the 95% confidence interval and the upper limit of the indirect effect estimated by the deviation corrected 

percentile Bootstrap method, respectively. All values keep three decimal places. 

 

4. Conclusions and recommendations 

4.1 Conclusions 

By using the methods of a literature analysis and 

focus group interviews, this paper constructs a 

structural model of the influence of fWOM and 

eWOM on tourists' behaviour intention, com-

pares and analyses the different degrees of ac-

tion related to fWOM and eWOM, and studies 

the relationships among the influence factors 

based on two mediating variables, homestay im-

age and attitude. 

First, the results of the full model show that the 

influence of fWOM on behaviour intention is not 

significant, but the influence of eWOM on the be-

haviour intention of tourists is significant. There 

are differences between fWOM and eWOM in 

the process of sending, spreading and receiving 

information. With the rapid development of the 

Internet, popularization of mobile intelligent ter-

minals and the emergence of online tourism plat-

forms, eWOM is not just a simple copy of fWOM 

information but also involves a qualitative 

change in the information carrier and communi-

cation mode (Ren,2009). The diversified and 

comparable information capacity of the eWOM 

carrier makes this form of communication more 

important to tourists, thus influencing the tour-

ists' behaviour intention to lodge at a homestay 

when they travel (Wang,2010). Second, the 

homestay image and attitude are the intermedi-

ary variables in which WOM influences the be-

haviour intention. The tourists take advantage of 

the perceived image and attitude towards 

homestays to determine the possibility of action. 

The tourists who choose homestays are usually 

those who have a good feeling about them, that 

is, the tourists who have positive image percep-

tions and attitudes towards homestays. Finally, 

attitude is affected by the homestay image, and 

a tourist's perception of the homestay image will 

directly influence the tourist's attitude towards 

homestays. The characteristics of the homestay 

industry, which focuses on features and the 

guest’s experience, determine that the public’s 

overall perception of homestays is always re-

lated to feelings, culture and localization, so that 

tourists can distinguish homestays from other 

lodging facilities such as hotels and form differ-

ent attitudes towards them (Wang, 2019). 

4.2 Recommendations 
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Based on the above conclusions, this paper puts 

forward the following suggestions to improve the 

marketing and popularization of homestay enter-

prises through positive WOM, WOM communi-

cation management and WOM attraction. 

(1) Increase efforts to build characteristic and 

high-quality homestays to guide the general ori-

entation of WOM 

Research shows that WOM, especially the 

eWOM, has a significant influence on tourists' 

behaviour intention. Homestays are supported 

by the diversified needs of tourists and the pur-

suit of an in-depth experience. To guarantee 

positive WOM regarding homestays, the owners 

of homestays need to carry out supply-side re-

form to meet the needs of tourists. For the whole 

homestay industry, WOM is mainly reflected in 

the unique differences between guesthouses 

and hotels. Creating a unique culture of 

homestays and providing tourists with unique 

and profound accommodation experiences will 

help the homestay industry form its own compet-

itive advantage. For individual homestay enter-

prises, the main focus of positive WOM should 

be the local customs, cultural atmosphere, inter-

nal design features and service quality. WOM is 

a form of non-commercialized information dis-

semination. The orientation of information de-

pends on the tourists' real feelings in the process 

of their experiences. These experiences are the 

premise of positive WOM communication for 

tourists and can be used to enhance the design 

and quality management of homestay facilities 

and improve the accommodation experiences of 

tourists. 

(2) Portray and maintain the image of homestays 

and encourage tourists to engage in eWOM 

First, tourists' behaviour intention is influenced 

by their homestay image perceptions and atti-

tudes, and the source of information on the 

homestay image can be divided into two types: 

official and unofficial channels. WOM is a typical 

unofficial channel, and it is difficult for homestay 

enterprises to control information from non-offi-

cial channels, such as shaping the homestay im-

age. For example, developing a representative 

theme design of homestay, unique service items 

and brand symbols, can make homestays form 

a typical and representative image. In terms of 

creating and maintaining the image of 

homestays, positive interventions should be car-

ried out as tourists develop their perceptions of 

the image to help tourists form positive attitudes 

towards homestays, which would influence tour-

ists' behaviour intention. Furthermore, the feed-

back and information sharing of travellers after 

completing their experiences are the main 

sources of eWOM, and the diversity of eWOM 

information is one of the reasons for the high 

credibility of eWOM. It is an important aspect of 

brand marketing to use an appropriate encour-

aging mechanism to make people who have 

completed the experience of lodging at a 

homestay to share their experience online and 

enhance the attractiveness of homestays to po-

tential tourists. Potential customers are more 

likely to realize consumption behaviour if they re-

ceive comprehensive and accurate information. 

(3) Actively communicate with customers and 

manage public relations online 

EWOM is bidirectional and open, and tourists 

will share their comments regarding their experi-

ences on an Internet platform to influence poten-

tial customers’ behaviour intention, which may 

be negative or positive. Negative WOM is often 

caused by tourists' unsatisfied expectations and 

low satisfaction with their accommodations. The 

sincerity of attitudes and willingness to com-

municate over time reflect the sense of respon-

sibility of the homestay enterprises. It is very im-

portant to strengthen the tourists' trust and safe-

guard the homestay image. At the same time, 

online comments are not only a channel of com-

munication between tourists but also platforms 



Ding Chunbin et al,. GJEBA, 2020; 5:31

GJEBA: https://escipub.com/global-journal-of-economics-and-business-administration/              15

for maintaining the relationship between the 

hosts and the guests. Maintaining a certain de-

gree of online activity and managing customer 

relations can help tourists form a positive image 

perception. 

4.3 Limitation and prospects 

There are some limitations and inadequacies in 

this study. First, the number of residents over 46 

years old can be more representative and per-

suasive. At the same time, future research direc-

tions can include considering the degree of the 

behaviour intention of residents over 46 years 

old. Second, the effects of gender, age, travel 

frequency and residential experience were not 

tested. Finally, there are no specific objects in 

the study of folk lodging included in this study, 

such as the type of folk lodging according to style 

and the type of folk lodging according to tourist 

destination. 
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