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Effect of Online-Word-of-Mouth on Perceived Trust and Perceived
Risk of Online Travel Website
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Abstract

In 2013, Apple Daily came to light that Taiwan Samsung used internal staff to write
negative online reviews in social networks about HTC mobile phones. The report also pointed
out that Taiwan consumers would make purchasing decisions through online word-of mouth.
Similarly, in 2010, Taiwan’s Consumers Foundation reviewed 10 bloggers’ product
recommendation online articles, found that among the 10 bloggers, two bloggers did not
attached product test used certificates from companies. Therefore, the purpose of this study is to
investigate the impact of electronic word-of-mouth (eWOM) on consumers’ trust attitude and
perceived risk of online review articles on travel websites. Convenience sampling was adopted
for this study and online questionnaires were posted on Survey Monkey from March 15th to
April 15th, 2015 for data collection. The study resulted in 474 valid questionnaires. All
hypothesis were valid based on the regression analysis. In other words, eWOM demonstrated

significant impact on consumers’ trust attitude and risk perception.

Key Words: Online community, eWOM, Perceived Trust, Perceived Risk.
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