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O ABSTRACT 0O

The aim of the current research is to study the effect of the electronic written word
on the mental image of four-star hotel establishments in the city of Tartous. Where the
researcher followed the descriptive analytical approach and used the questionnaire as a tool
for data collection and analysis. He also distributed the questionnaire to clients of 4-star
hotels in Tartous who visited the hotel as a result of the electronic written word for other
clients about the hotel on social media.

Among the most important findings of the researcher:

There is a positive effect of the electronic written word on the mental image of hotel
establishments.

The most important recommendations:

e Striving to satisfy the guests with negative electronic comments, reach them,
understand their requests, and apologize to them in an effort to turn them into customers
with a positive electronic written word.

e Make the customer experience enjoyable and unparalleled in the hotel in pursuit of
his positive electronic written word.

Key words:
The electronic written word, the mental image, 4-star hotels in Tartus

*Lecturer (Doctor) in the Department of Hotel Management at the Faculty of Tourism at Tartous
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18 ) Reza. MOHAMMD et al. 2012. The Effect of Electronic Word of Mouth on Brand Image and Purchase Intention.

Department of New Sciences and Technologies, University of Tehran, Tehran, Iran. Emerald Group Publishing.
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Descriptive Statistics

N Mean Std. Deviation
Ayl dagi€al) dal]) 42 3.9095 .88257
Ll 5yguall 42 4.2173 .50233
Valid N (listwise) 42

SPSS il e o alaisYl dald) dae) (e @ juaal)

O @ 39095 aied Ay pY) LsCdl LS s Slaal) awgidl) of 2B 5 8 Joanll e
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Correlations

dagisall da) B seal
Aig ALy Aga
g S 2 i€all K1) Pearson Correlation 1 557
Sig. (2-tailed) .000

N 42 42

Tl 5)guall Pearson Correlation 5577 1

Sig. (2-tailed) .000
N 42 42
**. Correlation is significant at the 0.01 level (2-tailed).
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Model Summary

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 5572 310 293 42235

a. Predictors: (Constant),dxig 5isty) dugical) dalsl)
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Aadl) 5yseall il il

Sy dygina LAY Bgil Julat :(8) ady Jgaad)

ANOVA?®
Model Sum of df Mean F Sig.
Squares Square
1 Regressi 3.210 1 3.210 17.99 .000°
on 7
Residual 7.135 40 178
Total 10.346 41
a. Dependent Variable: dial)  guall
b. Predictors: (Constant), d.ig sty disi<al) dals))

SPSS cly Aa Ao alaieYh Eall) dae) (e i jaaall
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Coefficients?®
Model Unstandardized Standardiz t Sig.
Coefficients ed
Coefficient
s
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B Std. Error Beta
1 (Constant) 2.978 299 9.947 | .000
4gisall dalgl) 317 075 .557 4.242 | .000
iy sy

a. Dependent Variable: dglay) 4sadl) 3 pall
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