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Abstract | The Internet and the world wide web are fundamental locations within our e-World - thus

emerging new e-source of health and healthcare information that are an essential part of the changes in

the medical tourism industry. The issues related to the challenges and problems that medical tourists

face and the reliability of the information that in�uences their decision-making need special attention

since much fake advertising, news, and business is distributed through social media and targeted medical

tourists. A blog is di�erent from other social media since the reader can identify the blogger; therefore,

trust is unique. Considering past research on medical tourism and blogs, this study examines whether

medical blogs would impact potential medical tourists settling on a choice of healthcare abroad. Data

were collected from 143 blog readers and analyzed through Amos. Results showed that information

usefulness and blog credibility are the key determinants in�uencing medical blog readers' intention to

travel to destinations for treatments. Many people consider blogs as self-reported and reliable compared

to the information on social media, which many people question its reliability and do not trust the

information. Therefore, ignoring this information and area of research is not possible.
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1. Introduction

Medical tourism is an industry that has seen

development at an exponential rate. The Internet,

an essential source of information, has been a criti-

cal component in the advancement of the medical

tourism industry (Hohm & Snyder, 2015; Wong

& Sa'aid Hazley, 2020). It was reported that 49%

of medical tourists discovered needed information

through the Internet (Medical Tourism Associa-

tion, 2009). Patients look for information related

to the accessible scope of methods, costs, accre-

ditation and a�liations, settlements, understan-

ding attributes, and diverse language competence

on the web (Crooks et al., 2011; Ghosh & VK,

2022; Wong, Velasamy & Tengku Arshad, 2012).

Hospitals and service providers are not alone in

promoting medical tourism directly to consumers

as other sources are also available in promoting

medical tourism to consumers (Moghavvemi et

al., 2017). Georgakopoulou (2013) highlighted

the role of digital media for the co-construction

and intertextuality of a narrative in an online en-

vironment. Digital media provides an opportunity

for users (doctors and patients) to be involved in

telling stories (Sowinska & Sokoª, 2018; Wong &

Sa'aid Hazley, 2020). Medical blogs are an exam-

ple of a medium to communicate with information-

seeking medical tourists.

Users produce content via social media for pe-

ople with similar interests to share knowledge,

answer related questions, and provide support

(Robertson, 2016). The use of blogs in he-

althcare for obtaining information is becoming

more popular among healthcare sta� and pa-

tients (Fang et al., 2021; Robertson, 2016).

Medical blogs provide direct access to detai-

led information on healthcare facilities worldwide

(e.g., http://www.mymedholiday.com/blog/;

http://www.imtj.com/imtj-blog/). Blogs

have provided diverse narratives, including nar-

ratives in the medical context (Sowinska & Sokoª,

2018). Blogs are considered a source of naturally

occurring data without in�uence from any inves-

tigators. In healthcare, blogs are regarded as a

promising data source for health research (Atana-

sova, 2018). A blog is an example of a textual

structure used for sharing experiences, stories, and

the co-creation of new knowledge shaped by per-

sonal experience (Fang et al., 2021; Koteyko &

Hunt, 2016).

Medical blogs are committed to raising aware-

ness of international healthcare options among

medical tourists and educating and increasing

the number of medical tourists. This provides

medical tourists the tools to locate, compare,

and contact any medical travel or medical tou-

rism providers in a more e�cient and convenient

way. Most medical blogs are either non-pro�t

global associations for medical tourism (http:

//www.medicaltourismassociation.com/en/

index.html) or individual medical tourism blog-

gers (https://healthtourist.wordpress.

com; http://www.mofrust.com/).

Readers of medical blogs usually look for in-

formation on speci�c themes to understand the

medical conditions they are experiencing, disco-

ver arrangements, and look for assessments from

bloggers or di�erent readers. About 40% of the

patients surveyed by Honigman (2013) agreed that

information found through online networking � in-

cluding medical blogs � in�uenced the way they

managed their health. They indicated that they

would trust medical data shared by others via

web-based networking media systems (Honigman,

2013). These insights prove that patients uti-

lize blog(s) to gather research and health-related

data. Despite the increased usage of blogs among

medical tourists, only a few research articles con-

centrate on blogs from a reader's point of view

to in�uence the medical tourists' goal to settle on

making choices, particularly with medication.

Recently, medical professionals have also be-

gun to write blogs to share their thoughts from

an insider's perspective (Stephens, 2015). Some

bloggers regularly work with healthcare suppliers,

http://www.mymedholiday.com/blog/
http://www.imtj.com/imtj-blog/
http://www.medicaltourismassociation.com/en/index.html
http://www.medicaltourismassociation.com/en/index.html
http://www.medicaltourismassociation.com/en/index.html
https://healthtourist.wordpress.com
https://healthtourist.wordpress.com
http://www.mofrust.com/
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governments, insurance agencies, businesses, and

di�erent healthcare purchasers to provide straight-

forward healthcare information to potential pati-

ents. These medical blogs are focused on bringing

worldwide healthcare alternatives to medical tou-

rism to light, in addition to instructing and incre-

asing the number of medical travelers (Stephens,

2015).

This study is inspired by the limited research

about the impact of medical blogs on patients in

their goal to settle on choosing medical care. Be-

sides, the nature of data obtained from blogs is

another vital component that in�uences user inte-

rest in virtual groups or blogs. To our best kno-

wledge, there is no detailed study on the sources

of data available, particularly in terms of informa-

tion usefulness and perceived information literacy

within the context of medical blogs and tourism.

Past studies have concentrated on bloggers instead

of their readers, and no study has been completely

focused on medical blogs. There is a lack of rese-

arch in this context, and there is a need to shed

some light in this area. The questionnaire in this

study was created based on surveys from distinc-

tive research gaps noted by past researchers.

Thus, the objective of this research is (a) to

measure the relationship between e-WOM cre-

dibility, information usefulness of blogs, and ex-

pectation of knowledge capital with blog readers'

(potential medical tourists') attitude, and (b) to

measure the in�uence of blog credibility, user at-

titude, and grati�cation of participating in blog

activities on readers' intention to choose a medi-

cal destination or treatment.

Even though this study is one of the �rst stu-

dies in the medical blogs and medical tourism

industry, we trust that it will be a helpful guide in

understanding the signi�cance of medical blogs in

encouraging patients' basic leadership, which will

help medical tourism facilitators and healthcare

suppliers in understanding the desires of patients.

2. Literature Review and Hypotheses Deve-

lopment

Healthcare professionals (HCPs) are no longer

collected from the hotspot to obtain health infor-

mation (Collins & Lewis, 2013; Wong & Sa'aid

Hazley, 2020). Medical intermediaries use the In-

ternet to spread important insights about accessi-

ble medical administrations and techniques to cus-

tomers (Herrick, 2007) through di�erent applicati-

ons and social networking platforms such as emails,

blogs, Twitter, Facebook, YouTube, and other on-

line group sites (Collins & Lewis, 2013).

One of the key advantages of utilizing social

media is that patients can guarantee the security

of their content and have complete control over

who reads their posts. On Facebook, patients can

impart information to families and companions and

provide opportunities for a more extensive gathe-

ring of followers. Patients can also utilize video

platforms like YouTube to narrate their experien-

ces and share information with di�erent viewers.

Similarly, weblogs (blogs) also permit patients to

impart data to families and companions. Blogs are

viewed as a social platform to help people speak

to others (Baker & Moore, 2008; Sánchez-Villar &

Bigné, 2020). They provide a platform for indivi-

duals to assemble or share information and expe-

riences (Wang & Lin, 2011). Compared to social

networks, blogs have a conceivably bigger group

of onlookers or individuals who discover their blogs

through searching the Internet. Blogs are more sui-

table for patients to insert content � for example,

videos from di�erent stages � and can be utilized

as a part of an assortment of gadgets to help the

patients to recount their stories. The critical ad-

vantage of blogs is that patients are not restricted

by space constraints, unlike microblogging. With

blogs, patients can share more of their considera-

tions or encounters compared with other forms of

communication.

Previous studies investigated variables that in-

�uence blog utilization (Hsu & Lin, 2008; Wang,
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Chih, & Jhong, 2009), the potential use of blogs

in various orders (Baker & Moore, 2008; Xu &

Zhang, 2021), and the mental impact of blogging

on customers (Ko & Kuo, 2009). The number of

existing readers on a blog can in�uence the inte-

rest of new blog readers, indicating the popularity

and comfortability of using the blog (Wang & Lin,

2011). Inevitably, individuals tend to depend on

choices made by others (Bonabeau, 2004). Blogs

are considered socially intelligent, group-like in na-

ture (Ozmen & Orhon, 2010; Sánchez-Villar &

Bigné, 2020), and as a social instrument for in-

dividuals to communicate with others (Baker &

Moore, 2008). They are utilized as tools for emo-

tional management and data sharing instead of cri-

tical thinking or remedial action and care (Chung

& Kim, 2008).

People are likely to emulate others' choices or

surmise qualities of others' conduct (Bonabeau,

2004; Sánchez-Villar & Bigné, 2020). Past studies

have shown that social impact played an impera-

tive part in user intention to utilize blogs. Lin and

Lee (2006) observed that data quality emphatically

impacts user goals to take an interest in a virtual

group.

A few studies have connected blogging activi-

ties with a capacity to give its users esteem th-

rough content, innovation apparatuses, and social

collaboration between blog users (Ip & Wagner,

2008). Blogs that share learning to enable users

to communicate with others (Tang, Tang, & Chi-

ang, 2014; Xu & Zhang, 2021).

Blogs also see the utilization of media as a

type of expression, a method of social networ-

king, and a gathering platform of social resistance

and change (Heilferty, 2009; Sánchez-Villar, J., &

Bigné, 2020). A study on women expounding on

their breast cancer experience online was found as

an example of illness blogging (NcNamara, 2007).

The author found that self-expression, author-

reader perception, and control over the story stron-

gly a�ected the bloggers' capacity to provide im-

portant information from their breast cancer expe-

rience (Heilferty, 2009). Blogs are also a valuable

source of information on healthcare for researchers

and individuals managing chronic conditions (Ata-

nasova, 2018).

2.1. Theoretical Background

The Theory of Reasoned Action (Fishbein &

Ajzen, 1975) and the Theory of Planned Behavior

(Ajzen, 1985), form the backbone of the studies

associated with the attitude-intention relationship

and explain that behavior is partially determined

through the intention of individuals to perform the

behavior. These theories highlight the factor of

intention, which resembles a person's level of en-

couragement and motivation in executing their de-

cision by accomplishing a speci�c behavior (Ajzen,

1985). Based on the Theory of Reasoned Action

(TRA), many individuals' behaviors becomes fore-

seeable based on intention because these behavi-

ors are controlled by intention (Ajzen & Fishbein,

1980). The Theory of Reasoned Action (TRA) is

commonly used as a base model to predict behavi-

oral intentions in consumer behavior and the mar-

keting industry because this theory possesses very

strong predictive power (Lam & Hsu, 2004; Lee,

2005). In addition, the Theory of Reasoned Action

(TRA) explained that behavioral intention consists

of two essential factors: the subjective norm and

the attitude towards performing a speci�c behavior

(Fishbein & Ajzen, 1975).

The relationship between intention and beha-

vior assumes that individuals tend to make rati-

onal decisions based on their information (Chung

& Kim, 2008). Previous literature stated that the

level of fascination a consumer has towards a web-

site depends on the "quality"of the website (Kang

& Kim, 2006). Factors contributing to intention

are likely to vary in the social media community.

Many studies have veri�ed the e�ect of norms on

intention to use Internet-related services. Hsu et

al. (2013) stated that the intention was the level
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to which the user would like to blog in the future.

Their studies proved that social factors and attitu-

des towards blogging signi�cantly in�uenced a blog

participant's intention to continue using blogs.

2.2. Attitude

Rutherford and DeVaney (2009) denoted that

an attitude towards a behavior is an individual

assessment, either positive or negative, of beha-

vior based on personal beliefs. Ajzen (1985) said

that attitudes are derived from salient behavioral

beliefs that in�uence a speci�c behavior. Ajzen

(1985) de�ned attitude towards the behavior as a

person's positive or negative feelings about exe-

cuting a behavior (i.e., when an individual wants

to use technology or a website) (Teo & Chwee,

2010). Hsu et al. (2013) quoted Lu and Lin,

who proposed that customers' views on a particular

website's content, context, and infrastructure im-

pacted their corresponding attitudes. Studies have

shown that intrinsic and extrinsic motivation steer

a person towards behavior to achieve speci�c ob-

jectives (Hsu et al., 2013). Factors contributing to

consumer attitude towards blogs are important for

theoretical and practical reasons. In addition, pre-

vious literature suggests that the level of attraction

a consumer has towards a website after visiting it

relies on the "quality"of the website (Kang & Kim,

2006).

2.3. Electronic-Word of Mouth

Today, the Internet has expanded consumer

options for gathering information by including

other consumer comments and providing opportu-

nities for consumers to propose their consumption-

related advice by engaging in e-WOM (Park et al.,

2011). Research has shown that consumers tend

to hear opinions and become in�uenced by others

such as family members, relatives, circles of fri-

ends, or even testimonials from other consumers

while or before making a purchasing decision (Park

et al., 2011; Ruhamak et al., 2018; Lee & Choeh,

2020). e-WOM, like marketers, provides explicit

information and personalized answers to potential

customers, but unlike marketers, they also o�er in-

teractivity and a sympathetic ear to e-WOM par-

ticipants (Bastos & Moore, 2021; Tsao & Hsieh,

2012). Compared to formal commercial marketing

platforms like advertisements, bloggers' commen-

dations constitute a kind of informal communica-

tion channel (Hsu et al., 2013).

In the context of blogs, data quality can be de-

�ned as the blogger's general perception of the col-

lective quality of blogs (Park et al., 2011; Sánchez-

Villar & Bigné, 2020). As discussed in previous

studies, e-WOM credibility is de�ned as the extent

to which one recognizes the recommendation as

believable, true, or factual (Park et al., 2011; Tran

& Strutton, 2020). When users or information se-

ekers acknowledge the reliability of the informa-

tion, their expectations of the same or a similar

service/product will increase. Views di�er among

researchers on the dimension of source credibility

that in�uences consumer attitude towards a pro-

duct or service. Blogs are examples of platforms

used for e-WOM distribution. Information from a

professional forum or a reliable review site is more

credible and may change reviewers' perceived risk

(Bastos & Moore, 2021; Wu, 2014). An example

was given to a website known as TripAdvisor.com

(a specialized travel website where travel informa-

tion can be obtained), which was viewed as more

reliable compared to an unknown source, increa-

sing the acceptance of TripAdvisor.com to its rea-

ders.

Since blogs can vary from expert blogs to be-

ginner blogs, it will be worthwhile to study how

much in�uence e-WOM credibility brings to the

attitudes of blog readers or information seekers.

With consideration and the circumstances of the e-

WOM, information received from bloggers or com-

ments from readers is believed to a�ect the atti-



394 |JT&D | n.º 39 | 2022 | MOGHAVVEMI et al.

tude of blog readers. Based on previous studies

and the above explanation, the following hypothe-

sis has been developed:

H1: Electronic-WOM credibility has a signi-

�cant e�ect on blog readers' attitude.

2.4. Information usefulness

Davis (1989) has de�ned usefulness as the de-

gree to which an individual trusts that using a

particular system will enhance their job perfor-

mance (Hsu et al., 2013). Based on previous

studies, information usefulness can be de�ned as

the main factor for users seeking to enhance their

knowledge, which will a�ect their decision-making

(Nowakowski, 2020). In the context of blogs, this

research treats usefulness as the perceived use-

fulness of bloggers' recommendations (Hsu et al.,

2013). From a customer's perspective, product in-

formation is needed from various reference groups

and personal media, such as blogs, to reduce tran-

saction uncertainty (Hsu et al., 2013). Blogs with

higher information usefulness are expected to in-

crease the beliefs and intention of a reader regar-

ding a particular product or service. Accordingly,

the following hypothesis is developed:

H2: Information usefulness has a positive ef-

fect on blog readers' attitude.

2.5. Expectation for knowledge capital

The expectation for knowledge capital has been

de�ned as the degree to which a person belie-

ves they can obtain mutual bene�ts through kno-

wledge (Hsu & Lin, 2008; Sahasranamama et al.,

2021). The term "knowledge capital"alludes to

the insights and know-how that one has aced (Lin

& Lu, 2011). Weblogs help sort out learning (San-

dars, 2007). Blogging is an advantageous route

for individuals to distribute their thoughts, record

their learning encounters, and consolidate di�erent

assets (Lin & Lu, 2011). The blogger's capacity

to put forth remedy expressions about the item

by holding signi�cant aptitudes, competency, and

the information aims to impact the reader's goal

towards an item or administration (Sánchez-Villar

& Bigné, 202; Zhu & Tan, 2007).

When readers read blogs, especially when see-

king certain information, the expectation of kno-

wledge and experiences is important. The main

reason to read blogs is to understand better cer-

tain issues (Fang et al., 2021). The blogger's level

of capability to make correct statements about the

product by retaining relevant skills, competency

and knowledge are expected to in�uence the rea-

der's intention towards a product or service (Zhu

& Tan, 2007). Hence, based on the above infor-

mation, the following hypothesis is developed:

H3: An expectation for knowledge capital

has a positive e�ect on blog readers' atti-

tude.

2.6. Relationship between Attitude and In-

tention

As explained by Hsu et al. (2013), attitude

is related to in�uential beliefs that in�uence the

individual's attitude towards a system, which ex-

plains the individual's behavioral intention to use

the system. Attitude is a consistent behavioral in-

clination of a person based on their perception,

whether they like or dislike an individual or a par-

ticular object (Park, Kim, & Ryu, 2019). Ajzen

(1985) posited that attitude is derived from seve-

ral salient behavioral beliefs in�uencing a speci�c

behavior.

Based on the Theory of Planned Behavior

(TPB), attitude towards the behavior is de�ned as

a person's positive or negative feelings about exe-
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cuting a behavior (i.e., when an individual wants

to use technology) (Park, Kim, & Ryu, 2019; Teo

& Chwee, 2010). Therefore, we hypothesize that

a medical blog's positive or negative attitude will

a�ect potential medical tourists' intention to cho-

ose a medical destination or treatment. Hence, the

following hypothesis is derived for this study.

H4: Blog readers' attitude has a signi�cant

e�ect on blog readers' intention to choose a

medical destination or treatment.

2.7. Blog credibility

Trust is characterized as the perceived credibi-

lity and benevolence of a target of trust (Doney

& Cannon, 1997; Sánchez-Villar & Bigné, 2020).

Credibility focuses on the exchange partner's reli-

ability, and benevolence is the extent to which one

partner is interested in the other partner's welfare.

Trust is important in an online purchase setting

when a consumer who is confronting some level

of exchange hazard swings to the next individual

whom he or she accepts as trustworthy and liberal

(Hsu et al. 2013; Tran & Strutton, 2020). Trust is

a critical component for fruitful online exchanges

(Salo & Karjaluoto, 2007; Sánchez-Villar & Bigné,

2020) and is essential towards gaining and keeping

customers in addition to acquiring the upper hand

on the Internet (Hsu et al., 2013; Tran & Strutton,

2020).

Bloggers' recommendations make a sort of ca-

sual communication channel, in contrast with for-

mal business showcasing channels � for example,

promotions. Consumers typically identify with re-

commendations by bloggers since the assessments

from bloggers are not business-related (Cheng &

Fang, 2015). Besides, this is because of the two-

way correspondence that bloggers and readers set

up, compared to a business promotion, which is a

restricted correspondence.

Online clients respect blogs, which form one

of the prevalent e-WOM stages, as a trustworthy

source across various types of media (Bastos &

Moore, 2021; Hsu et al., 2013). The blogger is

the objective of the trust generated by the online

clients, and through perusing and continuous asso-

ciations on the blog, blog readers get comfortable

with bloggers and the content they provide, and

thus, trust is shaped (Hsu et al., 2013; Sánchez-

Villar & Bigné, 2020). A blog reader may have

con�dence in a blogger's con�dent suggestion and

this example of trust will in�uence the reader's pre-

ference for speci�c items or administrations.

Hsu et al. (2013) have also speci�ed blog-

gers' notoriety for being a believable source, which

is viewed as a huge calculation a�ecting a con-

sumer's choice to buy a speci�c item. Jain and

Posavac (2001) additionally reasoned that a high-

believability source will be more convincing in af-

fecting consumers' buying conduct. Thus, the ac-

companying hypothesis in relation to blog credibi-

lity is to examine the relationship between website

believability and the reader's state of mind (Tran &

Strutton, 2020). A blogger's reputation as a cre-

dible source is considered as an in�uential factor in

swaying a consumer's decision to buy a certain pro-

duct (Hsu et al., 2013). Therefore, we hypothesize

that:

H5: Blog credibility has a positive e�ect on

a blog reader's intention to choose a medical

destination or treatment.

2.8. Grati�cation from participating in blog

activities

Logically, a patient's commitment to his or her

own treatment and care happens with the assis-

tance of intelligent new media (Chung & Kim,

2008). The e�ect of social support has been under

the control of electronic care groups but not parti-

cularly under the control of blogs. The utilization

of blogs in medical tourism has not been exami-
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ned. Hillan (2003, p. 334) cited that "weblogs

and online diaries can create the feeling of having

a place with a bigger social gathering for the client

when he or she makes or reads a website, and when

they are gradually being incorporated into medical

o�ces, permitting patients to get a welcome from

loved ones and to give individual encounters to in-

dividuals with a similar medical condition."

Chung and Kim (2008) supported the use of

the employment and grati�cation hypothesis to

clarify how a growing number of patients and col-

leagues utilize weblogs and the apparent grati�ca-

tions provided through blogging exercises. Blogs

have helped people look for information not provi-

ded by their doctors and permitted them to exa-

mine data from websites with their doctors in a

self-assured way (Chung & Kim, 2008). Kaplan

et al. (1989) have demonstrated that more no-

teworthy support of patients improves physiologi-

cal, behavioral, and subjective prosperity. Chung

(2008) likewise said that a patient's support of his

or her own treatment and care had demonstrated

positive results in helping patients. The following

hypothesis is developed in relation to grati�cation

interests by readers.

H6: Grati�cation from participation in blog

activities has a positive e�ect on a blog rea-

der's intention to choose a medical destina-

tion or treatment.

Figure 1 | Conceptual Model

3. Methodology and Results

3.1. Measurement Instrument

The questionnaire items (e-WOM credibility,

Blog credibility, Expectation of knowledge capital,

Information usefulness, Grati�cations from partici-

pation, Attitude, and Intention) used in this study,

as depicted in Figure 1, were primarily adapted

from previous studies. e-WOM credibility was

adopted from Park et al. (2011). It was de�-

ned as the extent to which one perceives the re-

commendation from a medical tourism blog to be

believable, true or factual. Blog credibility was

adopted from Hsu et al. (2013) and it was de�ned

as a blog's reputation for source credibility, in ad-

dition to being considered as an in�uential factor

in swaying a potential medical tourist's decision

to choose a medical destination or treatment. In-

formation usefulness was adopted from Hsu et al.

(2013) and de�ned as the usefulness of the infor-

mation published in medical tourism blogs.

Grati�cations from participation was adopted

from Deborah et al. (2008) and it was de�ned as

how potential medical tourists used blogs and the

perceived grati�cations, they received from di�e-

rent blogging activities. The expectation of kno-

wledge capital was adopted from Hsu et al. (2013)
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and it was de�ned as the degree to which poten-

tial medical tourists believed they could obtain mu-

tual bene�ts through knowledge shared in medical

blogs. Attitude and intention to choose or use

treatments were adopted from Hsu et al. (2013)

and they were de�ned as positive and negative at-

titudes towards an intention to choose a medical

destination or treatment. Each item was measu-

red using a �ve-point Likert scale, ranging from

"strongly disagree", with a value of 1, to "stron-

gly agree", with a value of 5. Demographic items

covered gender, age, education level, Internet ex-

perience, blogs they read, the frequency of reading

blogs, and whether they were aware of medical tou-

rism and medical or health blogs.

3.2. Sample and procedure

This research is part of a major project fun-

ded under the Ministry of Education (an uns-

peci�ed country) starting in 2015 to investi-

gate di�erent aspects of medical tourism. A

message was posted, outlining the objectives of

this study and a hyperlink to a survey form

on medical blogs (https://healthtourist.

wordpress.com; http://www.mofrust.com/;

http://www.credihealth.com/; http://www.

privatehealth.co.uk/blog/), was sent th-

rough online forums such as Google+ Circles, as

well as other social networking platforms such as

Facebook and Twitter, in addition to email.

The message was distributed to invite medi-

cal blog users to participate in an online questi-

onnaire focusing on the e�ects of medical tourism

blogs on medical tourists' decision-making. During

the study, participants could respond to the online

questionnaire by clicking on the link provided in the

posting. Participants voluntarily responded to the

online questionnaire. Pertaining to the segment of

blog users, no di�erentiation of participation roles

(blogger and blog readers) was considered since

many blog participants were involved in both roles.

The online survey yielded a total of 143 responses.

Respondents addressed their Internet encoun-

ters, the websites they typically read, how frequen-

tly they read weblogs, and their mindfulness on

medical tourism and online blogs identifying with

medical well-being. 92.3% knew about medical

tourism and 87.4% knew about medical tourism

online blogs, as seen in Table 1. The study revea-

led that the sample consisted of more females than

males. This was consistent with the blog usage

population because, according to statistics about

blog users (LiveJournal.com, 2012), females used

blogs more heavily than males worldwide.

https://healthtourist.wordpress.com
https://healthtourist.wordpress.com
http://www.mofrust.com/
http://www.credihealth.com/
http://www.privatehealth.co.uk/blog/
http://www.privatehealth.co.uk/blog/
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Table 1 | Demographics Pro�le

4. Results

The reliability of the data was examined th-

rough Cronbach's ¸ and the results show that the

values of all variables are above 0.7 with Attitude

= 0.893; Blog credibility = 0.867, Grati�cations

from participation= 0.906, Information usefulness

= 0.915, Intention = 0.902, Knowledge capital =

0.809, and e-WOM = 0.821, which indicate that

all the variables are reliable. This study examined

the relationship between the independent and de-

pendent variables through structural equation mo-

delling of AMOS 18.0. Con�rmatory factor analy-

sis was conducted through AMOS to con�rm the

research model and to test the measurement model

in order to explain how measured variables logically

and systematically represented constructs involved

in a theoretical model. The �nal �t for the �rst

model in the calibration sample shows a good �t

with the data collected, with a chi-square value of

205.806 (ffl 2/df = 2.122), a degree of freedom

value of 97, CFI = 0.934; GFI = 0.861; AGFI =

0.780; TLI = 0.907; and RMR = 0.043, indicating

that the model is at an acceptable level.

The study assessed the convergent and discri-

minant validity of the scales using Average Vari-

ance Extracted (AVE) composite reliabilities of all

the constructs, and results for this study show that

composite reliability for all the constructs excee-

ded 0.7, which support the convergent validity of
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the variables, while the Average Variance Extrac-

ted (AVE) for each construct was greater than 0.5

(see Table 2). The results of these tests provide

evidence for convergent validity (Fornell & Larc-

ker, 1981; Hair et al., 2006). We compared the

square root of each construct's AVE to its correla-

tions with other variables, and the results showed

that the construct correlations were all below the

square root of AVE for each respective construct

(Fornell & Larcker, 1981; Hair et al., 2006) which

supported the discriminant validity of the variables

(see Table 2). Overall, the analysis supported con-

vergent and discriminant validity.

Table 2 | Inter-Construct Correlation and Square Root of Variance

After con�rmatory factor analysis and con�r-

ming the model we used the �nal results and run

structural model to examine the e�ect of e-WOM,

Information usefulness and knowledge capital on

blog users attitude and the e�ect of the attitude,

blog credibility and grati�cations participation on

their intention to choose a medical destination or

treatment. The structural model tested, and the

results shows that the value of �t indices is in

the acceptable range with the value of chi-square

298.764 (ffl 2/df = 2.246), degree of freedom 133,

CFI = 0.907; GFI = 0.825; AGFI = 0.750; TLI

= 0.881; and RMR = 0.045. As shown in Ta-

ble 3 and Figure 2, Information usefulness is the

strongest factor that in�uences blog users attitude

(˛=0.676, P=0.000), followed by Knowledge capi-

tal (˛=0.360, P=0.009) and e-WOM (˛=-0.236,

P=0.043). The results supported H1, H2 and

H3. In fact, the signi�cant e�ect of e-WOM was

found to be negative towards Attitude. The re-

sults show that blog credibility has the strongest

e�ect on blog users' intention to choose a medi-

cal destination or treatment (˛=0.566, P=0.000),

followed by grati�cations participation (˛=0.301,

P=0.000) and attitude (˛=0.244, P=0.01). Thus,

the results also supported H4, H5 and H6.

The R-Square value obtained shows that e-

WOM, Information usefulness, and Knowledge ca-

pital can explain 69% of the variance in attitude,

while Attitude, Blog credibility, and Grati�cations

from participation are able to explain 93% of the

variance in intention to travel to a destination for

treatments.

Table 3 | Results of testing the research model
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Figure 2 | Final Results of the Conceptual Model

5. Discussion

The main aim of this research is to examine the

e�ect of e-WOM, information usefulness, and kno-

wledge capital on blog readers' attitude and the

e�ect of blog credibility, grati�cations from parti-

cipation, and attitude on blog readers' intention to

choose a medical destination or treatment, with all

independent variables and their relationship with

intention being displayed in Figure 1. As displayed

in Table 2 and Table 3, the results obtained from

this research show that these factors are important

predictors of a potential medical tourist's attitude

and intention to choose a medical destination or

treatments.

Information usefulness and blog credibility are

the strongest factors which a�ect blog users' at-

titude and intention while other factors like kno-

wledge capital and grati�cations participation also

have a strong e�ect. The input from this study

helps medical bloggers � both individuals and me-

dical associations � to comprehend the necessities

of readers and enhance their marketing strategies.

Medical tourism blog readers have respon-

ded with positive remarks on the medical tou-

rism blogs they read, and it must be noted that

at least 87.4% of the blog readers have aware-

ness about medical and health blogs, according

to Table 1. The discoveries of this study pro-

pose that expectations are mainly controlled by

attitude, which is speci�cally impacted by infor-

mation usefulness and blog credibility. This sup-

ports the testimonial from a medical blog reader

who mentioned that the medical blog community

has provided much information pertaining to the

medical scope and services useful to it (refer to

http://blog.vitummedicinus.com/2007/07/

new-to-medical-blogs-vitums-beginners.

html).

The earlier survey �ndings in the IMTJ Medi-

cal Tourism Climate Survey's also uncovered that

di�erent patient decides their selection of a speci-

�c goal for medical treatment. In this study, blog

credibility, usefulness of information, e-WOM cre-

dibility and blog grati�cation from participation

impact the potential medical tourist's attitude,

which speci�cally impacts his or her aim to choose

his or her medical destination or treatment.

TRA has been utilized to clarify individual con-

victions in speci�c conducts. Hsu and Lin (2008)

and Xu and Zhang (2021) have demonstrated that

attitude towards utilizing a blog has a noteworthy

bene�cial outcome toward the goal to blog. In

this study, it has been demonstrated that there is

a clear relationship between blog reader's attitude

and expectation towards choosing their medical

destination or treatment.

e-WOM believability was demonstrated to im-

pact e-WOM (Bastos & Moore, 2021; Park et al.,

2011). The study demonstrated that if consumers

http://blog.vitummedicinus.com/2007/07/new-to-medical-blogs-vitums-beginners.html
http://blog.vitummedicinus.com/2007/07/new-to-medical-blogs-vitums-beginners.html
http://blog.vitummedicinus.com/2007/07/new-to-medical-blogs-vitums-beginners.html


JT&D | n.º 39 | 2022 | 401

think that the online survey is tenable, then they

will buy in view of what they have reviewed and

accepted. This study echoed the literature, where

e-WOM believability has a noteworthy construc-

tive outcome on the attitude of the blog reader to

build his or her goal towards the choice that he

or she will make. The survey accomplished in this

study con�rmed that blog readers rely on bloggers'

suggestions before settling on any choice towards

a speci�c medical administration.

Grati�cation investment in blogging exercises

and the desires for information capital demons-

trate a solid friendship through generating e�ects

on the aim of blog readers in choosing their goal

or treatment (Chung & Kim, 2008; Sánchez-Villar

& Bigné, 2020). It creates the impression that the

desires for learning capital have a real impact on

the aim of the blog readers. However, Hsu and Lin

(2008) observed that information sharing elements

had no huge impact on a client's expectation.

5.1. Limitation of the study and future rese-

arch

The data for this study was collected online

and the respondents were from di�erent countries,

however, the study did not collect any information

related to the respondents' country of origin. Fu-

ture research articles can compare the data from

bloggers belonging to di�erent countries to explore

their intention and behavior. In addition, medi-

cal blogs can be categorised into di�erent types

such as organization blogs, independent media pu-

blishers and individual blogs. These distinctions

were not addressed in this research and, therefore,

would likely reveal content or source credibility is-

sues.

Thus, future studies may categorize and com-

pare results on di�erent blogs. Besides, the de-

velopment of Industry Revolution 4.0 technolo-

gies (e.g., arti�cial intelligence, Internet of things)

in the healthcare sector (Wong & Sa'aid Hazley,

2020) should also be given ample attention to fa-

cilitate an understanding of the e�ect of medical

blogs on the choice of a medical tourism destina-

tion and/or medical treatment overseas.

6. Conclusion

This study aims to comprehend the impact of

medical tourism blogs on medical tourists' goal to

settle on a choice of medical destination or tre-

atment. The online survey was distributed th-

rough a couple of individual medical websites and

other social networking platforms (Facebook, Go-

ogle+, messages, and LinkedIn). Medical profes-

sionals and corporate medical administrators can

bene�t greatly from this study in growing their

marketing e�orts by means of medical and he-

althcare blogs. As previously discussed, blogs are

a specialized device to draw in potential custo-

mers/consumers. Blogs empower communication

among scholars and readers. From an administra-

tor's viewpoint, medical facilities may bene�t from

blogs. In this manner, knowing the factors a�ec-

ting medical tourists will provide medical suppliers

with vital data on whether to utilize blogs as a me-

dium to provide data other than the websites.

Overall, blog credibility and information useful-

ness which impact readers' attitude and intention

to choose a destination or treatment, are the pri-

mary determinants of a potential medical tourist's

intention to take action. In that capacity, medical

suppliers will need to build their blog guest's goal

to enhance blog utilization and concentrate on the

nature of data in the blogs used by the medical

suppliers.

The examination of the impact of other factors,

for example, the level of social inclusion, age, and

gender of medical tourists, ought to be considered

for future research. This study exhibited and ap-

proved the factors in�uencing medical tourists' aim

in choosing their destination through medical tou-
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rism blogs. In addition, the �ndings of this study

will be valuable to industry players since blogging

and providing helpful data can enhance mindful-

ness and draw potential medical tourists to their

respective countries.
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