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Abstract:  

The study aimed to measure the impact of electronic word of mouth on the purchasing 
decisions of customers on the Booking.com platform when selecting hotels to visit. This was 
achieved by identifying the aspects of electronic word of mouth and their dimensions, which 
include credibility, negativity, positivity, interactivity, and content. To achieve these objectives, we 
designed a questionnaire that was distributed electronically to a random sample of customers on the 
Booking.com platform. The sample size was 203 individuals, we processed the data using the SPSS 
26 statistical program.  

The  study  concluded  with  a  series  of  results,  the  most  important  of  which  is  that  electronic  
word of mouth has an impact on the purchasing decision. The most influential dimensions of the 
electronically worded mouth on the purchasing decision of the study sample are negativity, 
followed by positivity, interactivity, content, and credibility. 
Keywords: electronic word of mouth- purchase decision- Booking.com platform.  
JEL Classification : M310, M370, M300. 
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