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The Effect of Social Media Use Intensity on Reliance of EWOM
and Acceptance of EWOM
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ABSTRACT

As many people all over the world increasingly take more time in exchanging with other
people or acquiring information on the internet, use of social media becomes a part of their
daily lives. A lot of changes of consumer culture, which have been occurring through social
media, have significant effects on corporate marketing activities. Since social media’s importance
to airlines has been continuously increased, this study attempts to examine effects of passengers’
uses of social media, who plan to select an airline, on dependence on reliance of electronic
word-of mouth(EWOM) and EWOM acceptance. To this end, a questionnaire survey of
passengers who use airlines and the airline’s social media was conducted, and then effective
data of 302 copies were analyzed by using the structural equation modeling. The findings show
that social media use intensity has a significant effect on Acceptance of EWOM via reliance of
EWOM, while a direct effect of social media use intensity on Acceptance of EWOM is not
significant. From this study, it is found that control and management of social media and only
EWOM are effective tools for marketing of airline businesses, suggesting that innovative
strategies are required to preemptively cope with changes in consumers’ behaviors and markets,
which continue to evolve.
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