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Abstract:

Tourist experience is the most important tourism product. However, the qual-
ity of experience is a relatively neglected topic in tourism-related literature.
Better understanding of the quality of experience that tourists had during
their visit can provide information needed to further develop the destination
and enhance its competitiveness by adjusting its services to tourists’ needs. In
addition, high quality of experience triggers the human need of sharing that
experience. People have always shared their positive experience with their
friends and peers, and with recent development of information technologies,
sharing experience implies sharing it online as well. The aim of this paper is
to show the importance of offering tourists high quality experience in order to
share their opinions and recommendations online, making them available for
other tourists, which will consequently enhance tourism destination competi-
tiveness. In order to reach the conclusion, the paper will show the results of
the research on the degree that Serbian tourists rely on user-generated content
when choosing a destination and making additional travel choices. The data
collected were analysed using the statistical analysis software SPSS, version 23.
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INTRODUCTION

Tourism is a service industry, that is, an industry where no tangible
goods are produced, but only services are provided to its consumers. In
fact, the most important tourism product is the tourist experience. It dis-
plays all the characteristics of services - it is intangible, inseparable from
production, and it lacks heterogeneity and ownership (Williams and Sou-
tar, 2009). The beneficial experience the visitors gain during their trip is an
integral component of the tourism product (Pernecky and Jamal, 2010).
The importance of service quality has been well documented in the tour-
ism-related literature. However, the importance of the quality of experi-
ence has been relatively neglected, probably due to the fact that the quality
of experience is subjective and, therefore, hard to measure. The quality of
experience can be defined as “the subjective personal reactions and feelings
felt by consumers when consuming or using a service” (Chen and Chen,
2010, p. 29). Better understanding of the quality of experience that tourists
had during their visit can provide information needed to further develop
the destination and enhance its competitiveness by adjusting its services to
tourists’ needs. In addition, high quality of experience triggers the human
need of sharing that experience. People have always shared their positive
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experience with their friends and peers, and with the re-
cent development of information technologies, sharing
experience implies sharing it online as well. Therefore,
shared experiences are more public than ever and have
the ability of reaching almost every person in the world.

As the number of tourists worldwide is rising, so are
their expectations and needs for more detailed infor-
mation. As a result, new and better ways of informing
potential tourists about the various options available to
them have become more important than ever. The ap-
propriate marketing strategy has always been the basis
of achieving and maintaining tourism destination com-
petitiveness by offering potential tourists the opportu-
nity to find the exact information they are looking for.
However, the internet has completely changed the way
travel- related information is distributed, as well as the
way tourists access information, plan and book their
trips and share travel experiences (Buhalis and Law,
2008). Nowadays, modern tourists do not rely solely on
the information sent directly by the travel organizations
or companies, but they also rely on online reviews and
recommendations posted by other tourists who shared
their quality of experience. Social media websites, repre-
senting various forms of user-generated content (UGC)
such as blogs, virtual communities, social networks, re-
views and media files shared on various internet sites
have gained substantial popularity in online travelers’
use of the Internet (Xiang and Gretzel, 2010). Many so-
cial media websites help users with posting and sharing
comments, opinions and experiences related to travel,
which then serve as information to other users. With
the growing popularity of user-generated content, con-
sumers are gaining significantly more power in product
development and distribution of information on the
internet, while the authority of marketers and tourism
organizations and companies is declining (Thevenot,
2007). Therefore, travel organizations and companies
no longer have ultimate control over the image of their
destination or product (Hays et al., 2013). Since tour-
ism is “information-rich” industry (Gretzel et al., 2000,
p- 147), user-generated content is extremely important
for the tourism sector. There have always been tourists
who turned to recommendations of others in pursuit
of information about their future trips, and nowadays,
online reviews and recommendations have become an
inexhaustible source of referrals. Tourism products and
services are intangible. Therefore, other people’s recom-
mendations can significantly influence one’s willingness
to purchase them (Litvin et al., 2008). User-generated
content has become an additional source of information
that tourists consider part of their information seeking
process, and social media websites have become an es-
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sential part of travel-related information search (Leung
et al., 2013). What makes people share their opinion
about their trip is either a very high or very low quality
of experience. Online travel community is considered
a source of credible information for potential tourists
since it provides valuable criticism and recommenda-
tions (Chung and Buhalis, 2008). Therefore, tourism
organizations and companies should ensure that the ex-
periences they offer are as real, compelling and memo-
rable as possible, in order to engage each customer in an
inherently personal way (Pine and Gilmore, 1998) and
incite them to share their quality of experience online.

RESEARCH METHODOLOGY

The aim of this paper is to show the importance of
offering tourists high quality experience in order for
them to share their opinions and recommendations on-
line, which will consequently enhance tourism destina-
tion competitiveness. In order to reach the conclusion,
the paper will show the results of the research on the
degree that Serbian tourists rely on user-generated con-
tent while choosing a destination and making additional
travel choices. For that purpose, a questionnaire was
used for data collection. All the questions were multiple-
choice questions. The survey was conducted online on a
random sample of the population of the Republic of Ser-
bia for the period from March 30, 2016 until April 15,
2016. The data collected were analysed using the statisti-
cal analysis software SPSS, version 23. The questionnaire
was answered by a total of 444 respondents. However,
only those respondents who claimed to regularly use
digital media as a source of information while choos-
ing a tourism destination were taken into account, thus
including a total of 296 valid respondents. The research
was based on the following hypotheses:

General hypothesis:

HO - Tourists rely on online reviews and recom-
mendations to a great extent while choosing
a tourism destination and making additional

travel choices.
Specific hypotheses:
H1 - Younger tourist are more prone to relying on
online reviews and recommendations than

the older ones.

H2 - Tourists rarely write reviews.

H3 - Tourist are prone to sharing travel-related
content on social media.

H4 - Facebook is social media website that most

tourists use for sharing travel-related content



RESULTS

First of all, the respondents had to choose the digi-
tal media they mostly rely on while choosing a tour-
ism destination. The data collected shows that 33.5%
of the respondents rely on the recommendations of
other tourists. In addition, 75.7% of the respondents
rely on the results of their own internet search, 51.6%
of them use official web pages of tourism destinations,
and 17.9% find the information needed on social me-
dia, while 8.1% of the respondents rely on promotional
material received via email. The following step was to
establish whether the respondents rely on reviews while
making additional travel choices. The overall results
show that only 9.5% of the respondents do not rely on
reviews, while 90.5% of them do. Those who do rely on
reviews declared that they do it for the following rea-
sons: 64.9% of the them use reviews to help them with
choosing accommodation, 37.8% for choosing the best
attraction to visit in a destination, 32.1% for choosing
local restaurants, 31.4% for informing about entertain-
ment choices, 27% for choosing optional excursions and
21.3% for choosing means of transportation. However,
when asked whether they write reviews and recommen-
dations, as much as 73.6% of the respondents declared
that they do not write them, 17.6% of the respondents
said that they write reviews about the accommodation,
11.5% of them write reviews about the tourism desti-
nation itself, 7.8% write reviews about the local restau-
rants, 5.7% about entertainment choices in the desti-
nation, and 5.7% about the attractions in a destination.
On the other hand, when asked whether they share tra-
vel-related content on social media, only 27.7% of the
respondents declared that they never do. The rest of the
respondents answered in the following way: 60.5% share
their travel photographs, 23.6% check-in on Facebook
while travelling, 17.2% share travel-related statuses on
Facebook, 12.5% share travel videos, 5.7% write in fo-
rums about their experience, 4.05% tweet about their
trip and 2.4% write a travel-related blog. Only the res-
pondents who share travel-related photographs or vi-
deos were asked to determine the social media website
they are most likely to share them on, i.e., 177 respon-
dents answered the question about sharing travel-re-
lated photographs, and 37 of them responded about
sharing travel-related videos. The majority of the res-
pondents chose Facebook — 92.1% of them share pho-
tographs and 81.1% share videos on this social network.
Facebook is followed by Instagram where 52.5% of the
respondents share their travel-related photographs, and
70.3% of them share videos. The rest of the social media
were selected by significantly fewer respondents and can
therefore be disregarded in this paper.

DISCUSSION

Numerous conclusions can be drawn based on the
data collected and presented herein. First of all, the data
showed that a third of the respondents rely on online
reviews and recommendations while choosing a tou-
rism destination, which is not an insignificant percen-
tage. However, the great majority of the respondents,
that is, a staggering 90.5% of them answered that they
rely on online reviews and recommendations while ma-
king additional travel choices. In addition, in order to
make an assumption on the basis of the sample about
the percentage of tourists in general population that rely
on online reviews and recommendations while making
additional travel choices, a new variable was created in
SPSS called “Reviews”. The variable contains two valu-
es — “I rely on reviews” and “I don’t rely on reviews”.
Therefore, the specific choice of reviews that the respon-
dents rely on is disregarded; the only important infor-
mation is that they rely on them. After performing the
one-sample binomial test and testing different propor-
tions, we can draw a conclusion that the percentage of
tourists that relies on online reviews and recommenda-
tions in general population is between 88% and 93%.
Fig. 1 shows the results of the one-sample binomial test.
Therefore, the general hypothesis HO claiming that tou-
rists rely on online reviews and recommendations to a
great extent while choosing a tourism destination and
making additional travel choices is accepted.

In order to establish whether there is a difference in
the degree of relying on online reviews and recommen-
dations between younger and older respondents, the res-
pondents were divided into two groups - younger than
40 and older than 40, since 40 years old was the mean va-
lue of the age groups offered in the questionnaire. Table
1 shows that a significantly larger percentage of younger
respondents relies on online reviews and recommendati-
ons compared to the older ones. Therefore, the hypothe-
sis H1 claiming that younger tourists are more prone to
relying on online reviews and recommendations than the
older ones is accepted.

Another important conclusion that can be drawn
from the data presented in the paper is that even tho-
ugh the majority of the respondents are influenced by
reviews and recommendations of other tourists, they
themselves are very reluctant to write them. The data
collected showed that as much as 73.6% of the repond-
ents never write online reviews and recommendations,
which leads to the acceptance of the hypothesis H2.
However, they are not reluctant to share different types
of travel-related content. All the respondents that share
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Figure 1. One-Sample Binominal Test — accepting general hypothesis (Source: Author)

Table 1. Cross tabulation showing the percentage of younger and older respondents relying on online reviews and

recommendations

Reviews Count
% of Total
Count
% of Total
Count

% of Total

I don't rely on reviews

Irely on reviews

Total

Age
Younger than
Older than 40 40 Total
7 21 28
2.4% 7.1% 9.5%
51 217 268
17.2% 73.3% 90.5%
58 238 296
19.6% 80.4%  100.0%

Source: Author

some type of travel-related content on social media
were grouped regardless of their choice of reviews they
rely on. Figure 2 shows the perecntage of respondents
sharing travel-related content as opposed to those who
do not. As can be noted, the majority of respondents
gladly share the details about their trip, thus creating
user-generated content about the tourism destination

they were visiting as well. In conclusion, the hypothesis
H3 claiming that tourists are prone to sharing travel-
related content on social media is accepted.

Lastly, the data collected showed that Facebook is the
most popular choice for sharing travel-related content.
The majority of respondents share their travel-related
videos and photographs on this social network. In addi-

I share travel-related content on social media

. I do not share travel-related content on social media

Figure 2. Percentage of respondents sharing travel-related content on social media (Source: Author)

Table 2. Sharing travel-related content on Facebook

Frequency
Valid |do not share travel- 113
related content on
Facebook
| share travel-related 183
content on Facebook
Total 296

Cumulative
Percent  Valid Percent Percent
38.2 38.2 38.2
61.8 61.8 100.0
100.0 100.0

Source: Author
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tion, many respondents answered that they check-in on
Facebook while travelling or post travel-related statuses.
In order to prove that tourists mostly use Facebook for
sharing travel-related content, the respondents were di-
vided into two groups, those who selected Facebook for
sharing at least one type of travel-related content, and
those who did not select Facebook at all. Table II shows
that 61.8% of the respondents use Facebook for sharing
their travel-related content, while 38.2% of them do not.
Therefore, the hypothesis H4 claiming that Facebook is
a social media website that most of the tourists use for
sharing travel-related content is accepted.

CONCLUSION

The Internet has become an indispensable part of
modern life. It is not just a one-way source of informa-
tion such as traditional media, but a system based on
the exchange of information, and therefore a very im-
portant instrument used in tourism. Internet connects
companies with companies, companies with tourists,
and tourists among themselves, which significantly en-
hances modern tourists’ options for information search.
Over the last few years, a number of online tools have
emerged helping users to create and share their own
content. Nowadays, different types of internet websi-
tes are available for modern tourists enabling them to
publicly express their opinions and feelings at every
moment of their trip and share that information with
other tourists (Munoz-Leiva et al., 2012). Thanks to the
new applications and internet websites available, touri-
sts are able to find more useful and personalized infor-
mation tailored to their tastes and preferences (Doolin
et al., 2002), enabling them to quickly and easily find
the desired destination or accommodation (Brown and
Chalmers, 2003). User-generated content available on
the internet is playing an increasingly important role
in informing modern tourists (Gretzel and Yoo, 2008).

This paper presented the results of the research on
the degree that Serbian tourists rely on user-generated
content while choosing a destination and making ad-
ditional travel choices. The data collected showed that
online reviews and recommendations play a very im-
portant role in modern tourists’ information -seeking
process. In addition, tourists who are not prone to writ-
ing online reviews and recommendations gladly share
their travel-related content on social media, mostly on
Facebook, which increases the amount of user-gener-
ated content available for other tourists. The research
is based on the assumption that high quality of experi-
ence leads to tourists sharing their travel-related content
on social media or writing an online recommendation,

which consequently increases tourism destination com-
petitiveness. Further research is needed in order to de-
termine the degree of correlation between the quality
of experience and willingness to share that experience
online with other tourists.
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