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ABSTRACT 
In recent years, electronic Word of Mouth Communication has developed 
exponentially, due to social media and the advances made in electronic commerce. A 
situation that has arrived with a greater perception of the phenomenons associated 
to it, such as false info, unprecise facts, un-checked news, manipulation and 
spontaneous generation of movements around said information. What has come to 
be known as “post-truth. In this context, the main Objective of this paper is to 
identify the dimensions that are related to and directly influence the development of 
electronic Word of Mouth Communication. To this end, the Methodology of the in-
depth interview technique and the technique of the online survey have been used in 
the methodology; this survey was applied to social media users throughout Spain. To 
analyze the results, the linear regression model was used. As a conclusion we can 
affirm that the dimensions of quality perception, value perception and satisfaction 
that users develop in social media has a direct influence on electronic Word of Mouth 
Communication. 
 
KEY WORDS:  Electronic word of mouth communication - Perception of quality - 
Perception of value - Satisfaction - Social media. 
 
RESUMEN  
En los últimos años, la comunicación de boca en boca electrónica ha desarrollado un 
crecimiento exponencial debido a los medios sociales y a los avances producidos en 
el comercio electrónico. Un incremento que ha venido acompañado por una mayor 
percepción de los fenómenos asociados a ella, como la profusión de informaciones 
falsas, la falta de comprobación de las informaciones, imprecisión, manipulación y 
generación espontánea de movimientos digitales o incluso ciudadanos, todo lo cual 
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se ha quedado globalmente incluido bajo el nombre genérico de “Post-verdad”.  Ante 
este contexto, el presente trabajo se ha marcado como objetivo principal identificar 
las dimensiones que tienen relación e influyen de una manera directa en el desarrollo 
de la comunicación de boca en boca electrónica. Para ello, se ha utilizado en la 
metodología la técnica de la entrevista en profundidad y la técnica de la encuesta 
online, dicha encuesta se aplicó a usuarios de los medios sociales en toda España. 
Para analizar los resultados, se recurrió al modelo de regresión lineal. Como 
conclusión, podemos afirmar que las dimensiones de la percepción de calidad, la 
percepción de valor y la satisfacción que los usuarios desarrollan en los medios 
sociales tiene una influencia directa en la comunicación de boca en boca electrónica. 
 
PALABRAS CLAVE: Comunicación de boca en boca electrónica - Percepción de 
calidad - Percepción de valor – Satisfacción - Medios sociales. 

 
A COMUNICAÇÃO DE BOCA EM BOCA ELETRÔNICA NOS MEIOS SOCIAIS. 

ANALISES DE SEUS ANTECEDENTES 
 
RESUME 
Nos últimos anos, a comunicação de boca em boca eletrônica desenvolveu um 
crescimento exponencial devido às redes sociais e aos avances produzidos no 
comercio eletrônico. Ante este contexto, o presente trabalho marcou como objetivo 
principal identificar as dimensões que têm relação e influem de maneira direta no 
desenvolvimento da comunicação de boca em boca eletrônica. Para isso, foi utilizado 
na metodologia a técnica da entrevista em profundidade e a técnica das encostas 
online aplicando-as aos usuários dos meios sociais em toda Espanha. 
Para analisar os resultados, recorreu ao modelo de regressão lineal. Como conclusão, 
podemos afirmar que as dimensões da percepção de qualidade, a percepção de valor 
e a satisfação que os usuários desenvolvem nas redes sociais tem uma influência 
direta na comunicação de boca em boca eletrônica.  
 
PALAVRAS CHAVE: Comunicação de boca em boca eletrônica – Percepção de 
qualidade – Percepção de valor – Satisfação – Meios Sociais. 
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1. INTRODUCTION  
  

In recent years, social media has transformed the way of thinking, buying or 
relating to of all consumers. This transformation has allowed 77% of the population 
to have access to the Internet and 47% to have a profile in a social environment. 
Spaniards spend an average of 4 hours connected to the Internet and 2 hours from 
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mobile phones; specifically, we spend 1 hour and 36 minutes watching social media 
and 2 hours and 17 minutes watching television (Sarmiento, 2017). These data 
reflect that the importance of the Internet as a marketing and communication 
channel cannot be underestimated. The majority of social media users participate in 
one or two online communities, either directly or indirectly (Albors et al., 2008). As 
such, the Internet and social media have brought a new way of communicating, 
electronic word-of-mouth communication 2 (Hennig-Thurau and Walsh, 2003, 
Sarmiento, 2014).  

The Internet and Information and Communication Technologies (ICT), in general, 
not only provide new opportunities for users to share their opinions positively or 
negatively on different brands (Chen and Xie, 2008), they are also new key channels 
for the commercialization of products and services (Chan and Ngai, 2010).  

 Electronic word-of-mouth communication has developed an exponential growth of 
its use in recent years, mainly due to social media (Brown et al., 2007) and thanks to 
the advances made in electronic commerce (Sarmiento, 2015). These two reasons 
soon caught the attention of researchers and marketing professionals whose results 
are available to everyone (Bickart and Schindler, 2001, Brown et al., 2007, Dwyer, 
2007, Xia and Bechwati, 2008).  
  
2. OBJECTIVES  
  

Research on electronic word-of-mouth communication can be divided into two 
branches: 1) a main one, which studies in Internet channels the influence of 
electronic word-of-mouth communication on the behavior of consumers (Bickart and 
Schindler, 2001; Xia and Bechwati, 2008); and 2) another, focused on consumers 
who use electronic word-of-mouth communication to search for information (Smith 
et al., 2005). Given this context and after reviewing the existing literature on 
electronic word-of-mouth communication, we have identified a gap that leads us to 
ask ourselves the following research question:  
  

                                                            
2  There is a lot of confusion in the current Marketing and Communication literature about which 
expression is more correct with respect to "word-of-mouth" communication. And, as the English term 
WOM (Word-of-Mouth) is the most commonly accepted to refer to the comments of consumers, in the 
literature available in Spanish several translations are used without the least conceptual and 
terminological rigor, such as "mouth "heard", "mouth to ear", "mouth-to-ear", "mouth to mouth" or 
"mouth in mouth". If we turn to the Dictionary of Current Spanish by Manuel Seco et al. (1999, p. 
681), it can be stated that under the entry for mouth, in sense 14, the word "mouth to mouth" is 
recorded, defined as "direct oral relationship or transmission". In the Dictionary of the Royal Spanish 
Academy (2014) the term "word of mouth" is already included as an adverbial phrase and defined as 
"saying about spreading news, rumor, praise, etc. "From one person to another." Consequently, we 
consider that the most correct thing to do is to use the expression "word of mouth" in our research 
work, since it refers to a communication technique consisting in passing oral information from one 
person to another person. And it coincides with what Kotler and Armstrong (2013, p. 133), from the 
perspective of Marketing, use. In fact, the term "word of mouth" is defined as "the impact on the 
purchasing behavior of the words and personal recommendations of friends, associates and other 
consumers who one trusts ". Likewise, from the perspective of consumer behavior, Solomon (2013, p. 
421) uses the term word of mouth communication and defines it as "the information about products 
that is transmitted from one individual to another".  
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Q1 What dimensions lead to the development of electronic word-of-mouth 
communication through social media?  
  

And, to respond to it, we propose two objectives:  
  

O1 Identify the dimensions that develop electronic word-of-mouth 
communication.  
O2 Analyze the relationship and influence of these dimensions on electronic 
word-of-mouth communication.  

  
And, two specific objectives:  
  

O 3 Identify and offer a clear definition of what is meant by social media.  
O 4 Identify the different types of social media through which electronic word-
of-mouth communication develops.  

  
In order to achieve these two objectives, we structured this paper in the following 

way: first, we will offer a review of the available literature on electronic word-of-
mouth communication and its antecedents, as well as the statement of hypotheses;  
second, and based on this review, we will develop a methodology using a linear 
regression analysis to verify the hypotheses; thirdly, we will discuss the results 
achieved to end with a section of conclusions of future recommendations.  
   
3. THEORETICAL FRAMEWORK  
  

Electronic word-of-mouth communication refers to "any positive or negative 
statement made by potential customers, either current or former, about a product or 
company that is made available to a large number of people and institutions through 
the Internet" (Hennig-Thurau et al., 2004, p.39). It can also be considered as the 
extension of traditional interpersonal communication brought to cyberspace.  

 In the research work of Lee and Youn (2009), it is stated that electronic word-of-
mouth communication has a series of unique characteristics that, due to their 
relevance, are detailed below: (1) Electronic word-of-mouth communication is not an 
oral activity anymore (Pollach 2008). In the digital context, the different websites 
and their web 2.0 applications are those that facilitate electronic word-of-mouth 
communication. As we have already mentioned earlier, word-of-mouth 
communication takes place in a face-to-face situation in which information about the 
product, service or brand is shared (Bickart and Schindler 2001). On the contrary, 
electronic word-of-mouth communication is transmitted through the different 
technological devices that capture the information (computer, tablet, mobile, etc.). 
The face-to-face context disappears, so the physical features to evaluate the other 
person are absent (Gelb and Sundaram 2002; Kiecker and Cowles 2001). Although 
the spoken word may have a great impact due to its immediacy (Herr et al. , 1991), 
the written word has the advantage of permanence over time (Bickart and Schindler 
2001); (2) Electronic word-of-mouth communication removes time and place 
restrictions. The advantage of asynchronous discussions is that they can be saved for 
a while to allow other users to participate or read their messages at their own pace 
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(Hoffman and Novak, 1997). Therefore, users can read, reread and compare 
archived opinions about products, services or brands that interest them. This ease of 
access makes electronic word-of-mouth communication very attractive to Internet 
users and, as a result, it has become the user's preferred source of information 
(Sarmiento, 2017); (3) The Internet is defined as a set of network of networks that 
allows electronic word-of-mouth communication to have a wider scope of 
dissemination, since it also has a greater number of taxpayers. The Internet allows 
the development of a "many to many" communication, which makes it, in 
comparison with word-of-mouth communication, more interactive (Gelb and 
Sundaram 2002, Kiecker and Cowles 2001). According to Hung and Liyan (2007), 
social media provides a dynamic, interactive, multimedia and social platform for the 
development of electronic word-of-mouth communication; (4) On many occasions, 
electronic word-of-mouth communication occurs between people who do not initially 
have any kind of relationship (Dellarocas 2003, Goldsmith and Horowitz 2006, Sen 
and Lerman 2007), but who, thanks to this type of anonymity that can occur in 
electronic communication, such users tend to lose their fear and share much more 
information, which increases the volume of electronic word-of-mouth communication 
(Sarmiento, 2015). As a result, the chances of finding other users with experiences 
about the service, product or brand of interest increase (Duhan et al., 1997).  

 The rise of social media in recent years has allowed the development of electronic 
word-of-mouth communication through the different web 2.0 platforms. The terms 
social media and web 2.0 often appear as interchangeable in the specific literature 
used; However, some researchers associate the term web 2.0 (Weinberg and 
Pehlivan, 2011, Berthon et al., 2012, Sarmiento, 2015), mainly with the online 
applications of a website; other researchers associate social media with the aspects 
that can be developed with web 2.0 applications: participation, conversation, 
interactivity, community, sharing, generating, etc. (Constantinides and Fountain, 
2007). One of the definitions that best reflects the concept of social media is the one 
provided by Aichner and Jacob (2015) in which they define social media as: (1) web 
2.0 applications based on the Internet; (2) Content Generated by the User (CGU); 
(3) user profiles that are developed from a structure of social organization among 
users; (4) means of communication that facilitate the development of social networks 
by connecting the profile of a user with others.  

The popularity of web 2.0 tools and their growth have allowed us to talk about 
different types of electronic word-of-mouth communication according to the platform 
used by the user to upload their content (for example, blogs, collaboration projects, 
business social network). , forums, microblogs, websites to share photos, websites to 
share opinions about products and services, social bookmarking, websites to share 
videos, social games, social networks and virtual worlds). After reviewing the 
literature on electronic word-of-mouth communication, we can state that most 
research papers have been applied to e-commerce websites or discussion forums 
(Cheung and Thadani, 2012).  
  
3.1. Background of electronic word-of-mouth communication  
  

Oliver defined satisfaction as "the positive response of the consumer. It is an 
emotional state produced in response to the evaluation of the characteristics of the 
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product or service, or the product or service itself "(Oliver, 1997, p, 17). The term 
satisfaction has been widely discussed in the literature (Mason and Bearden, 1979, 
Oliver, 1981, Anderson et al., 1994, Terblanche and Bosho fT, 2001, Ofir and 
Simonson, 2007), but a consensus about its definition or its nature has never been 
reached (Bigné, Andreu and Gnoth, 2005).  

 The most obvious difference between electronic services and services is the 
substitution of user-computer interaction for human-human interaction and, 
therefore, this change may require new approaches to measure satisfaction 
(Sarmiento, 2015), since the consumer in an electronic environment is both a virtual 
buyer and a real user of the computer (Koufaris 2002). Consumers who use social 
media cannot use all five senses to make purchasing decisions online, but they face 
limited representations, such as photographs, videos and text descriptions. 
Therefore, online decisions are also sensitive to the designs of the websites and the 
content generated by the user (Finn et al., 2009).  

Szymanski and Hise (2000) understood electronic satisfaction to be a global 
construct reflecting the accumulated effect of a series of discreet experiences with 
the service supplier for a period of time. And, as such, the degree in which a client is 
satisfied and dissatisfied with online experiences is measured. Anderson and 
Srinivassan also define electronic satisfaction as “”client’s satisfaction regarding their 
previous purchasing experience with a certain company of entropic commerce” 
(2003, p 125). In this context, Sarmiento affirms that electronic satisfaction is “the 
judgment the client currently forms about past experiences in relation to the 
perception of an online company” (2014, p 174). 

 Research papers like those by Naik et al. (2010) came to the conclusion that the 
dimensions such as customer’s satisfaction are antecedents and mediators of 
behavioral intentions, and since 1980 there is evidence that higher levels of 
satisfaction have a greater intention to recommend, ie, to develop electronic word-
of-mouth communication. Other authors such as Lee and Youn (2009) demonstrated 
that satisfied customers in online shopping develop positive electronic word-of-mouth 
communication, while unsatisfied customers develop negative electronic word-of-
mouth communication through social media.  

 Consequently, electronic satisfaction should be directly related to electronic word-
of-mouth communication, which is why we propose the following hypothesis:  

  
H 1 The satisfaction that is developed through social media has a positive effect on 
electronic word-of-mouth communication.  
  
Electronic services differ from traditional services in several important aspects. Let 

us see. According to Boyer (2001, p. 47), electronic services can be defined as "all 
the interactive services that are developed on the Internet through 
telecommunications, information and multimedia technologies". Hence, Santos 
(2003, p. 235) defined electronic quality as "the evaluations and considerations of 
consumers about the excellence and quality of the offer of electronic services in the 
market space". And, based on these two definitions of services and electronic quality, 
Parasuraman et al. (2005, p. 217) developed their own definition of quality of 
service: "the extent to which a website efficiently and effectively facilitates the 
purchase process, purchase itself and the delivery of products and services".  
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 Cristobal et al. (2007) and Matos and Rossi (2008) focused their interest on the 
fact that clients' perceptions of the quality of service have an important relationship 
with their behavioral responses, especially loyalty and electronic word-of-mouth 
communication. They found that, when the evaluations of the quality of the service 
are high, the intentions of the client's behavior in terms of recommendations are 
favorable, thus strengthening the relationship between clients and the company 
(Zeithaml et al., 1996). On the other hand, they discovered that, when clients 
perceive the performance of the service as inferior, they are likely to manifest a 
complaining behavior that involves negative electronic word-of-mouth 
communications (Zeithaml et al., 1996).  

 Another research work carried out on the relationship between the perception of 
quality of service and the development of electronic word-of-mouth communication 
was carried out by Sarmiento (2014). This author proved that, when the quality of 
service in the tourist social media is high, it directly influences the development of 
positive word-of-mouth communication and that, consequently, the perception of the 
quality of electronic service must be directly related to electronic word-of-mouth 
communication, and that is the reason why the following hypothesis is proposed:  

  
H 2 The perception of quality of service that is developed through social media has 
a positive effect on electronic word-of-mouth communication.  
  
In the discipline of Marketing, the notion of value has been studied from two 

perspectives: (1) the value of the client; and (2) the value for the client. When we 
mention the value of the client, we refer to the value that a customer represents for 
the organization, that is, how much margin or how much profit a certain client can 
contribute to the organization. On the contrary, the value for the client is focused on 
the value the client receives or perceives. In this piece of research, we will focus on 
the term of value for the client, since we consider that only clients can determine the 
value of the product or services (Lewitt, 1983).  

 Zeithaml (1988, p. 14) defines "the value perceived as the global evaluation the 
consumer makes of the usefulness of a product, based on the perception of what is 
perceived and what is delivered". Therefore, value is a compromise between what 
the client wants from that product and what the client gives until obtaining that 
product. We could say that what the client wants is highly subjective, as well as the 
perceptions of what is given. The perception of what the client will lose to acquire 
this value could be the monetary and non-monetary costs in which the dimensions of 
time and effort can be included (Sarmiento, 2015).  

 Woodruff (1997, p. 42) defines the value for the client as "a preference and 
perceived evaluation of the attributes of the product, of the attributes of the results 
and of the consequences derived from use that facilitate reaching the objectives and 
purposes of the client when using them.” Woodruff (1997) adds that there is quite 
unanimity among international researchers when it comes to understanding the value 
for the client as inherent to the use of the product or service.  

 Based on the above, Hartline and Jones (1996) proposed that the perceived value 
is related to and influences the behavior of clients, especially in word-of-mouth 
communication. McKee et al. (2006) already argued and proved that clients who 
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perceive greater value tend to be more committed to the organization and 
recommend other reference groups to become loyal to the organization.  

 Consistent with the previous justification, the perceived value understood as an 
antecedent of word-of-mouth communication and electronic word-of-mouth 
communication has constituted the hypothesis of several studies (Durvasula et al., 
2004, Keiningham et al., 2007, McKee et al. , 2006; Matos and Rossi, 2008; 
Kamtarin, 2012) mostly inserted in the context of services. It is also the reason why 
our research focuses on the context of the social media service and in an electronic 
environment. And, in this context, we propose the following hypothesis:  
  

H 3 The perception of the value that is developed through social media has a 
positive effect on electronic word-of-mouth communication.  

  
 4. METHODOLOGY  
  

The methodology that has been used in this piece of research to achieve the 
objectives and to verify the hypothesis has been structured in two phases: a first one 
in which qualitative techniques were used to identify the study dimensions (Malhotra, 
2008; Hair et al., 2010), in our study, we have used them to identify the antecedents 
of electronic word-of-mouth communication. In a second phase, quantitative 
research is developed to analyze the relationship between the study dimensions, in 
our case, we analyze how satisfaction, perception of quality of service, perception of 
value are related to and influence the development of the electronic word-of-mouth 
communication.  

 In the first phase, we held a group meeting (focus group). Malhotra (2008) and 
Hair et al. (2010) state that the participants of a focus group must have enough 
notion about the topic to be studied. Therefore, in our research, we have chosen 
experts in communication in online environments that could provide subjective and 
valid information for conducting research. Thus, the selected experts (from Esteban 
Curiel, 2007; Antonovica, 2012; Vallespín and Pinwheel, 2014; Sarmiento, 2016) 
were as follows: (1) academics whose research line is related to communication 
through the social media and who were identified by their contribution to the 
bibliography; and (2) professionals in the field of technology companies such as 
bloggers, instagrammers or youtubers, as well as directors of social networks, virtual 
games or communities of content exchange.  

 According to Malhotra (2008) and Hair et al. (2010), in order to correctly develop 
a focus group, a sample of 8 to 12 participants is necessary; In our research, the 
sample consists of 12 people (8 men and 4 women) aged 35 to 61 years. For the 
group, the interview tool was used in an unstructured and natural way in which a 
moderator (in this case, the researcher) guided the discussion to obtain information 
by listening to the groups of people in the target market and to reach the main 
objective of this first phase. Also, according to Malhotra (2008) and Hair et al. 
(2010), in this type of research, at least two sessions have to be carried out and they 
must be continued until the interviewed groups no longer offer ideas or opinions. In 
our research, three sessions lasting two hours were used; in the first, the subject 
was presented to the participants; in the second, it was discussed about it, and in 
the third and last, all the most important aspects are summarized.  
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 In the quantitative section, users from Spain who used social media regularly 
were chosen with the main objective of being able to analyze the relationship among 
satisfaction, perception of service quality, perception of value and electronic word-of-
mouth communication. In total, the population under study was 638 people, with a 
response rate of 65.76% (419 valid questionnaires) and an error of 6.7% for a 
confidence level of 95%. Previously, the adequacy of the questionnaire was checked 
through a pre-test based on a small number of respondents (45 people). It was 
carried out in the months of March and April 2017.  

 For the collection of information, the online survey technique and the 
questionnaire were used as a tool. The questionnaire consisted of 28 questions. It 
consisted of three sections: the first consisted of two filter questions to give greater 
validity to our research work and three questions related to the use of social media; 
the second had twenty questions related to the dimensions of satisfaction, the 
perception of quality of service, the perception of value and electronic word-of-
mouth communication; and the last one revolved around three socio-demographic 
questions. For our questionnaire, multiple structured, dichotomous and scale 
questions were used. For the measurement of scale questions, the Likert scale of 5 
points was used, where 1 indicated that the respondent highly disagreed and 5, that 
he strongly agreed. For the analysis and interpretation of the results, SPSS was used 
(frequency distribution, averages, dispersion measurements).  
  
5. ANALYSIS AND DISCUSSION OF THE RESULTS  
  

In this section, we analyze and discuss the results obtained from the 419 surveys 
carried out on social media users (blogs, collaboration projects, business social 
networks, forums, microblogs, photo sharing websites, websites for share opinions 
about products and services, social merchants, websites to share videos, social 
games, social networks and virtual worlds). The percentages presented below are 
calculated based on the sample size of 419 surveys. As Sarmiento (2016) affirms, 
this method has made it possible to obtain a sample that, both in size and in form, is 
representative of the society under study.  

 For the analysis of the demographics of the surveyed users, a descriptive analysis 
of frequencies was used. In question number one, they were asked about sex; 
61.09% of respondents were male and 38.90% were female. Regarding the ages of 
the users, 51.31% of respondents were 18-30 years old; 31.50% were 30-50 years 
old; 15.27% of respondents were 50-60 years old; and, finally, 1.9% of respondents 
were over 65 years old. Regarding the level of studies, the majority of respondents, 
63.23%, were graduates; 20.52% were high school graduates; 12.41% had a 
master's degree; and 3.85% had a PhD.  

 In group interviews, we used a content analysis that consists of the systematic 
analysis in which answers are taken and grouped into thematic categories or 
guidelines (Malhotra, 2008, Hair et al., 2010). In our research, in order to identify 
the most suitable dimensions as background of electronic word-of-mouth 
communication, we resorted to asking the selected experts about said dimensions. 
The results obtained from the group interview allowed us to identify satisfaction, 
quality of service and the perception of value as dimensions that influence electronic 
word-of-mouth communication. The majority of experts (84.5%) agreed that these 
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dimensions are general assessments of the online service that is being consumed 
and that has a direct relationship with the behavior of users.  

 Next, the results obtained from the two filter questions that were asked to 
respondents are shown. In question one, the respondent is questioned to see if he 
has ever used social media. The results show that 92.23% (386 out of the 419 
surveys) of users use social media, this data being the most significant. On the 
contrary, 7.77% (33 out of the 419 surveys) of users have never used them. In 
question two, the respondent is questioned about the frequency of use of social 
media. The results prove that 78.3% (328 out of the 419 users) of respondents use 
social media daily; 14% use them weekly (58 out of the 419 users); 4.3% use them 
monthly (18 out of the 419 users); and the least significant, 3.4% (15 out of the 419 
users) use them annually. These data from the filter questions reflect that the use of 
social media by the Spanish population is high and that the sample selected for our 
study is valid.  

 Questions three, four and five correspond to the use of social media by the 
interviewed users. In question three, the respondent was asked to indicate the 
extent to which he used social media. The results showed that the most used social 
media are social networks (91.2%); the second, social media to share videos 
(87.4%); the third was social media to share photographs (84.1%); the fourth social 
media of microblogging (77.4%); the fifth blogs (75.90%); the sixth social business 
networks (68.90%); the seventh the collaboration project (64.67%); the ninth virtual 
games (43.50%); the tenth virtual worlds (23.50%); and the last, the social markers 
(15.30%). In question four, the respondent is asked to indicate the main reason for 
using the social media. The results confirm that the main reason why users use 
social media is to maintain contact with other users (87.23%); the second reason is 
to find fun or entertaining content generated by other users (78.4%); the third 
reason is to share opinions on a specific topic, product, service or brand (64.59%); 
the fourth reason is to share photography and videos with the other users (59.45%); 
and the last of the reasons analyzed is to generate a contact network (34.5%). In 
question five, the respondent was asked if, by viewing the content on social media, it 
had provoked a reaction such as the development of electronic word-of-mouth 
communication. The majority of respondents (87.9%) answered affirmatively, which 
clearly reflects that social media influences user behavior (Kaplan and Haenlein, 
2012).  
   
6. CONCLUSIONS  
  

In this section, we collect the conclusions in the same order of the questions. In 
fact, the most important empirical contributions to academic praxis have been the 
following:  

 On the first general objective that consisted in identifying the dimensions that 
develop the electronic word-of-mouth communication, we can affirm that, after 
having made a review of the existing literature and after having made a focus group 
with experts, the dimensions that directly influence are the perception of value, the 
perception of the quality of service and satisfaction.  

 In the second objective, it was about demonstrating the relationship among the 
dimensions of the perception of value, the perception of quality of service, 
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satisfaction and electronic word-of-mouth communication. We can affirm that the 
dimension that most influences electronic word-of-mouth communication and, as 
demonstrated in the results, is the perception of value. This is mainly due to the fact 
that the perception of value is highly subjective, we have to understand value as the 
global evaluation of what the client wants from that service and what the client gives 
to obtain that service. This result coincides with the research work of Matos and 
Rossi (2008), who affirm that the perception of value was the dimension that most 
directly influences electronic word-of-mouth communication. The second dimension 
that most influences electronic word-of-mouth communication is the perception of 
quality. The quality of service in social media must be understood as global 
assessments of the excellence of the different attributes that make up the electronic 
service (design, ease of use, interactivity, quality of information, purchase process, 
security, etc.). This relationship coincides with the research work of Cristobal et al. 
(2007) in which they affirm that the clients' perceptions about the quality of the 
service have an important relationship with their behavioral responses, especially 
with electronic word-of-mouth communication. The third dimension and, therefore, 
the one that less influences is satisfaction. The main reason for this result is that 
satisfaction with the service of a determined social environment is an effective 
response to a specific fact. The three proposed hypotheses were verified by using a 
linear regression analysis model in which the hypothesis could be accepted.  

 Regarding the specific objectives, we can conclude that, after carrying out a 
review of the existing literature, we understand social media to be all websites that 
are interactive and that facilitate the exchange of content through a network of user 
profiles. Regarding the second specific objective, we can state that we have 
identified up to thirteen types (blogs, collaborative projects, business social 
networks, forums, microblogs, websites to share photos, websites to share opinions 
on products and services, social bookmarking, websites to share videos, social 
games, social networks, virtual worlds, instant messaging).  

 The model proposed in this piece of research has been limited to social media 
users on travel websites, excluding other contexts of interest. For future research, 
we consider it convenient to incorporate into this model the dimensions of fidelity 
and commitment as a background of electronic word-of-mouth communication.  
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