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Abstract 

Tendensen med falske anmeldelser og betalt indhold på brugergenerede medier udfordrer denne 

type mediers troværdighed. Denne kandidatafhandling søger at udforske begrebet om website 

trust inden for brugen af medier med brugergeneret indhold i forbindelse med hotelsøgning. 

Dette studie tager udgangspunkt i rejseplatformen TripAdvisor. Resultaterne af undersøgelsen er, 

som følge heraf, specifikt gældende for denne virksomhed og dens hjemmeside. Da online 

troværdighed på platforme med brugergeneret indhold i en rejsekontekst er et relativt uudforsket 

område, betyder det, at området stadig rummer muligheder for yderligere forskning.  

 

Med henblik på at udarbejde en teoretisk ramme for studiet foretages der i den første del af 

afhandlingen en gennemgang af relevant litteratur. Herefter identificeres relevante variabler og 

forholdene mellem disse, hvorefter en konceptuel model med udgangspunkt i online 

troværdighed udvikles. På baggrund af variablerne i den foreslåede model udarbejdes en række 

hypoteser. De fem uafhængige variabler som repræsenterer forbrugeres antecedenter for website 

trust er som følger: website quality, information quality, source credibility, customer satisfaction, 

og user experience. Website trust er identificeret som troværdigheden af TripAdvisor, og udgør, 

som den midterste variabel i modellen, både en afhængig variabel og en uafhængig variabel. 

Derudover undersøges de to afhængige variabler intention to use og intention to recommend.  

 

En selvadministreret online spørgeskemaundersøgelse blev foretaget på baggrund af 173 

respondenter, som tidligere har gjort brug af TripAdvisor, for at teste om hypoteserne accepteres 

eller afvises. Resultaterne af undersøgelsen blev analyseret gennem brugen af multiple lineære 

regressioner. Der blev fundet signifikante korrelationer mellem alle de primære testede variabler. 

Analysen viste at de fem foreslåede antecedenter alle har en signifikant positiv påvirkning af 

forbrugernes tillid til TripAdvisor. Ydermere viste analysen en signifikant positiv sammenhæng 

mellem website trust og forbrugernes intentioner om at bruge og anbefale TripAdvisor til 

hotelsøgning. Sammenhængene i modellen blev desuden analyseret for at teste om de tre 

faktorer: køn, alder, og rejsehyppighed modererede disse sammenhænge. Heraf viste analysen at 

kun forholdet mellem website quality og website trust var modereret af køn, således at website 

quality er en vigtigere prædiktor for website trust for mænd end for kvinder. 
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Endeligt giver denne afhandling anbefalinger til forskere og TripAdvisor managers på baggrund af 

såvel teoretiske som ledelsesmæssige implikationer som følge af den gensidigt fordelagtige rolle 

som tillid over for TripAdvisor har i forbindelse med forbrugeres intention om at bruge og anbefale 

platformen til hotelsøgningsaktiviteter. Afslutningsvist fremlægges studiets begrænsninger samt 

forslag til fremtidig forskning. 
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1. Introduction 

1.1 Background and relevance 

The rapidly growing role of information and communication technologies (ICT) has revolutionized 

the tourism industry. It is today considered an essential channel for travelers’ information search 

as it allows consumers to interact with others without the constraints of time and space (Horner & 

Swarbrooke, 2016; Beldad, de Jong & Steehouder, 2010; Dickinger, 2011). According to O’Connor 

(2010, p. 754), the emergence of Web 2.0 has transformed the Internet from “(...) a push 

marketing medium to one where peer-to-peer generation and sharing of data are the norms”. This 

evolution has impacted the tourism and hospitality industry in a significant way as research has 

demonstrated that travel consumers increasingly rely on online reviews when planning their 

vacations (Litvin, Goldsmith & Pan, 2008; Filieri, Alguezaui & McLeay, 2015). Online consumer 

reviews on websites such as TripAdvisor are usually referred to as consumer-generated media 

(CGM) or user-generated content (UGC) as the content is posted by the users of such platforms 

(Filieri et al., 2015). Thus, the Internet has become a facilitator of information sharing, allowing 

consumers to offer their advice to others by engaging in electronic word-of-mouth (eWOM) 

(Hennig-Thurau, Gwinner, Walsh & Gremler, 2004). Online consumer reviews have an influence on 

travel consumers' decisions regarding where to go, where to stay, how to go, and what to do at a 

given destination (Arsal, Backman & Baldwin, 2008; Gretzel & Yoo, 2008; Dickinger, 2011). They 

also allow consumers to identify which travel-related products and services match their needs, 

which can ultimately enhance their decision-making process (Filieri et al., 2015).  

Research demonstrates that eWOM is considered highly trustworthy and informative 

compared to content produced by official providers of travel-related products and services 

(Dickinger, 2011; Filieri et al., 2015; Bickart & Schindler, 2001). Despite this, CGM platforms such 

as TripAdvisor have been accused of misleading travelers by failing to prevent fake and 

promotional reviews (Buckley, 2019). This tendency has made the news media question the 

trustworthiness of CGM platforms and the credibility of the reviewers (Buckley, 2019; Filieri et al., 

2015). In relation to this, an increasing number of consumers are concerned about the appearance 

of fake or biased reviews on review sites, blogs, forums etc. (Jindal & Liu, 2008). Lack of trust in an 

organization is often the primary reason why consumers refuse to interact with the given 



8 

organization and use its services and products (Beldad et al., 2010; Grabner-Kräuter, 2002; Lee & 

Turban, 2001). In recent years, the concept of website trust has received increasing attention from 

both scholars in academia and managers within the business sector. It has become an important 

goal for managers to know the factors affecting website trust as it is considered to be a critical 

determinant of the success of an online organization (Beldad et al., 2010).  

1.2 Problem statement 

Over the years, the consumer decision-making process has changed drastically due to the 

emergence of Web 2.0. With the abundance of information available digitally from various sources 

including online reviews written by other consumers, many people rely on the Internet for their 

travel planning (O’Connor, 2008). As a result, the information search stage related to travel 

planning has moved online. However, with the rise of fake and promotional reviews, consumers 

are becoming increasingly concerned about the trustworthiness of the information they find in 

online consumer reviews. This thesis seeks to examine the concept of website trust. The objective 

is to understand how website trust influences the consumers’ behavioral intentions regarding 

their use and recommendation of TripAdvisor for hotel searches. Moreover, the ambition is to 

create a conceptual framework that can aid the understanding of website trust by examining 

which factors that influence consumers’ trust in a CGM website and whether those factors and 

website trust itself affect consumers’ behavioral intentions in relation to their use and 

recommendation of TripAdvisor for hotel searches. On this basis, the following research question 

is formulated to provide the foundation of the study: 

 

“Which antecedents influence trust on the website TripAdvisor, and how does this trust, in turn, 

influence consumers’ intention to use and recommend TripAdvisor for hotel searches?” 

 

To get a deeper understanding of these influences, the following sub-questions are formulated: 

 

“What effect does the consumers’ gender have on these influences?” 

“What effect does the consumers’ age have on these influences?” 

“What effect does the consumers’ travel frequency have on these influences?” 
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1.3 Purpose of the study 

The antecedents of website trust have been investigated in previous studies (e.g. Filieri et al., 

2015; Yoon & Occeña, 2015; Corritore, Kracher & Wiedenbeck, 2003; Pavlou, 2003; Grabner-

Kräuter, 2002). The concept of website trust has been investigated in the context of e-commerce 

and its influence on consumers’ purchase intentions on transactional websites (Jarvenpaa, 

Tractinsky & Vitale, 2000; Kim, Ferrin & Rao, 2008; Grabner-Kräuter, 2002; Lee & Turban, 2001; 

Yoon, 2002). However, limited research has investigated website trust on CGM platforms (Filieri et 

al., 2015; Ayeh, Au & Law 2013a; Yoo & Gretzel, 2009). 

With this thesis, we aim to fill this gap in the literature by testing a model that investigates 

the antecedents of website trust and its influence on consumers’ behavioral intentions towards a 

specific CGM platform, namely TripAdvisor. The antecedents included in this study are selected on 

the basis of a comprehensive literature review on the antecedents of online trust and 

supplemented by additional research regarding online trust (e.g. Beldad et al., 2010; Filieri et al., 

2015; Pavlou, 2003; Cheung, Lee & Rabjhon, 2008). The antecedents of website trust towards 

TripAdvisor investigated in this study are website quality, information quality, source credibility, 

customer satisfaction, and user experience.  

The two behavioral intentions measured in the model are the consumers’ intention to use 

TripAdvisor for hotel searches and consumers' intention to recommend TripAdvisor through word-

of-mouth (WOM) and eWOM. Furthermore, it will be investigated whether gender, age, and travel 

frequency have a moderating effect on all relationships between the factors in the research 

model.  

1.4 Structure of the thesis 

The effort to provide an answer to the research question takes outset in a comprehensible 

theoretical research process surrounding existing literature on the field of website trust and its 

antecedents, CGM and WOM, and consumers’ decision-making process. The following section of 

the thesis concerns the development of hypotheses and a presentation of the conceptual 

framework. Next section covers the methodological approach undertaken to conduct the research 

study. The hypotheses are tested and analyzed in the results section, which is followed by a 

discussion of the study’s results and their implications at the theoretical and managerial level, 
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respectively. Thereafter, the limitations of the study are evaluated in parallel with 

recommendations for further research on the topic. Lastly, a conclusion will sum up the findings 

from the thesis.  

2. Literature review 

The literature introduced in this section will provide the reader with an overview of important 

elements in the field of website trust and its antecedents, CGM, consumers’ decision-making 

process in relation to the purchase of vacations, as well as use intention and WOM 

recommendation in the context of tourism. The theories applied are subjectively chosen from the 

rationale that they all contribute and support the further understanding of this research study. 

First, the concept of trust will be elaborated upon in order to understand the difference between 

offline trust and online (website) trust. Second, literature related to CGM will be outlined. Last, 

relevant literature regarding the consumers’ decision-making process when purchasing leisure 

travels will be examined.   

 

2.1 Understanding the concept of trust 

In the extant literature, it is well established that the construct of trust is complex and variegated, 

and several authors claim that the concept of trust does not have a universally accepted definition 

yet (Jeacle & Carter, 2011; Beldad et al., 2010; Andaleeb, 1992, p. 7; McAllister, 1995, p. 709). 

Researchers argue that there is a two-way stream of trust conceptualization (Beldad et al., 2010). 

The first conceptualization of trust focuses on the concept as an expectation regarding the 

behavior of an interaction partner (Koller, 1988; Luhmann, 1979), whereas the second couples 

trust with acceptance of and exposure to vulnerability (Mayer, Davis & Schoorman, 1995; Doney, 

Cannon & Mullen, 1998). Mayer et al. (1995, p. 712) propose that trust should be defined as “the 

willingness of a party to be vulnerable to the actions of another party based on the expectation 

that the other party will perform a particular action important to the trustor, irrespective of the 

ability to monitor or control that other party”. Hence, the authors view trust as the willingness to 

take risks. Similarly, Moorman, Deshpandé, and Zaltman (1992, p. 315) define trust as “a 

willingness to rely on an exchange partner in whom one has confidence”. Morgan and Hunt (1994, 
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p. 23) conceptualize trust as “the behavioral intention of “willingness”. Moorman et al. (1992) thus 

base their definition of trust on the reliability of the confidence in the trustee, whereas Morgan 

and Hunt (1994) base their definition of trust on the confidence in the trustee’s reliability.  

 Following this account of definitions, it seems clear that the concept of trust is discussed 

widely with a substantial degree of variance in the literature. For a more holistic view on what 

constitutes the concept of trust, we look to the vast study by Castaldo, Premazzi, and Zerbini 

(2010), containing an extensive review and analysis of the most prominent articles on trust in 

market relationships (2010). According to the findings of Castaldo et al. (2010, p. 663), most of the 

trust definitions include five common ‘‘building pieces”. First, the ‘conceptual nature’ of trust is 

regarded most widely as a “reliance, a belief, a willingness, an expectation, a confidence, and an 

attitude” (Castaldo et al., 2010, p. 663). The second building piece is the ‘subjects’ represented by 

the trustor and trustee in the business relational context in which trust is important. These 

subjects are e.g. organizations or individuals and may be characterized in a number of ways: “their 

competence, expertise, honesty, integrity,...”, but are, in essence, fundamental antecedents of 

trust (Castaldo et al., 2010, p. 663). Third, the ‘object’ of trust “ may take the form of actions by 

the trustor, who will behave in a way that is consistent with his decision to trust, and actions by 

the trustee, who will act in a way that is assumed to be consistent with the achievement of the 

trustor’s objectives” (Castaldo et al., 2010, p. 663). As such, the ‘object’ makes up the behavioral 

dimension of trust. The fourth building piece is related to the ‘consequences’ of trust (e.g. positive 

or non-negative outcomes for the trustor) (Castaldo et al., 2010). Lastly, the fifth building piece is 

the ‘characteristics of the relational context’, which is related to the degree of uncertainty, risk, or 

vulnerability. It builds on the notion that the trustor voluntarily puts himself in a vulnerable 

situation (Castaldo et al., 2010).  

Castaldo et al. (2010) argue that research on trust embraces most management disciplines 

and extends to economics as well as psychology (Rousseau, Sitkin, Burt and Camerer, 1998). 

Similarly, as a result of the many conceptualizations and views on trust, there are many different 

definitions of the concept proposed for different research contexts (Huh & Shin, 2014; Castaldo et 

al., 2010). Researchers seem to agree on one thing, however; trust has evolved from a personal 

trait to an attitude (Mayer et al., 1995; Rousseau et al., 1998), but as for the concept beyond this 

notion, there is less agreement (Castaldo et al., 2010). Lewicki and Bunker (1996) categorize trust 
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into three perspectives: (1) Trust as an individual feature; (2) Trust as an expectation; (3) Trust as 

an institutional phenomenon. Each categorization will now be elaborated upon below.  

2.1.1 Trust as an individual feature 

When looking at trust from an individual level, the concept should be understood in the view of 

the psychology of an individual (Beldad et al., 2010). Personal characteristics such as attitudes, 

values, moods, and emotions can explain why a person trusts and why this trust either increases 

or declines (Jones & George, 1998). Research indicates that people vary in terms of how much 

they are willing to trust (Luhmann, 1979). Mayer et al. (1995) argue that the propensity to trust 

among individuals depends on personality types, cultural backgrounds, and developmental 

experiences. McKnight, Cummings, and Chervany (1998) propose a model of specific relationships 

among several trust-related constructs and two cognitive processes. They distinguish between two 

types of dispositions to trust, each of which affects trusting intent in a different way: (1) faith in 

humanity, and (2) trusting stance. Faith in humanity means that a person believes that others are 

well-meaning and reliable, whereas trusting stance refers to one’s belief that “(...) regardless of 

whether people are reliable or not, one will obtain better interpersonal outcomes by dealing with 

people as though they are well-meaning and reliable” (McKnight et al., 1998, p. 477).   

 

2.1.2 Trust as an expectation  

Trust can also be viewed from a sociological standpoint instead of from a psychological standpoint. 

In relation to the association between trust and expectation, Koller (1988, p. 266) refers to trust as 

people’s expectation that others are willing to behave promotively towards them even though the 

ones trusted have the freedom to choose alternative behaviors that could have a negative 

consequence for those who trust. This view is backed up by Luhmann (1979), who views trust as 

an expectation that others will handle their freedom in keeping with the personality they have 

presented and made socially visible to others. Furtherly, Luhmann (1979) argues that trust reduces 

social complexity by accepting risks. Accepting risks involves the expectation of a particular 

outcome. Barber (1983) identified three kinds of expectations concerning trust: (1) an expectation 

of the persistence and fulfillment of the natural and social order; (2) an expectation of the 

technically competent role performance from those involved with an individual in social 
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relationships; and (3) an expectation that partners in interactions will carry out their fiduciary 

obligations and responsibilities (Barber, 1983). According to these views, the concept of trust 

should be seen as an expectation that the trustees will not betray the trustors despite their ability 

to do so. One can use a set of criteria for assessing whether a person is trustworthy or not. These 

include benevolence (Luhmann, 1979), competence or ability (Luhmann, 1979), and honesty or 

integrity (McKnight et al., 1998). Sztompka (1999) argues that in order to estimate the 

trustworthiness of a counterpart, people evaluate their counterparts’ reputation, performance, 

and appearance.  

 

2.1.3 Trust as an institutional phenomenon  

According to McKnight et al. (1998, p. 474), “Institution-based trust means that one believes 

impersonal structures support one's likelihood for success in a given situation”. As such, it is 

brought on by a sense of security one feels about a situation because of guarantees, safety nets, 

or other structures (Shapiro, 1987; Zucker, 1986). Lewis and Weigert (1985, p. 968) argue that 

from a sociological standpoint, “(...) trust must be conceived as a property of collective units 

(ongoing dyads, groups, and collectives), not of isolated individuals”. This means that trust, when 

viewed as a collective attribute, applies to the relations among people rather than to their 

individually taken psychological states (Lewis & Weigert, 1985). Therefore, the authors argue that 

trust must exist in a social system on which all social relationships ultimately depend (Lewis & 

Weigert, 1985). This collective aspect of trust applies for groups, institutions, and organizations, as 

trust is a requirement for effective operation within such types of groups (Sztompka, 1999). In 

comparison, the view of Lewicki and Bunker (1996) on trust is less rigid. When viewed as an 

institutional phenomenon, both confined within interpersonal relationships but also relationships 

between organizations and people and between organizations and institutions (Lewicki & Bunker, 

1996). In addition, trust is an essential part of economic exchanges. Since not everything can be 

verified prior to a transaction, customers need to determine whether they trust a company 

enough to make an actual purchase (Doney & Cannon, 1997).  
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2.2 Website trust 

Trust is generally assumed to be an essential prerequisite for people’s adoption of electronic 

services (Beldad et al., 2010). Lack of trust in organizations often results in consumers avoiding to 

participate in online exchanges, as they are afraid of being scammed (Grabner-Kräuter, 2002). 

Scholars have investigated the difference between how people trust others in the physical world 

compared to in an online environment. Kim et al. (2008, p. 2) define an online consumer’s trust as 

“(...) a consumer’s subjective belief that the selling party or entity will fulfill its transactional 

obligations as the consumer understands them”. In a similar vein, website trust is also defined as 

trust between consumers and websites and the consumer’s belief that a website will perform its 

activities in accordance with the consumer’s expectations (Pavlou & Gefen, 2004).  

The Internet is probably the most important innovation over the last decades. It has 

revolutionized communications by allowing people to interact and transact with others without 

the constraints of time and space (Beldad et al., 2010). Internet technology has made it possible 

for organizations across the world to extend their services outside their local surroundings. 

Despite this, internet technology also raises a number of concerns among consumers. Digital 

transactions are intangible and faceless; thus some people might be reluctant to engage in any 

form of these transactions (Beldad et al., 2010). People’s acceptance of online transactions 

depends on a number of factors including the estimated benefits they offer, people’s trust in 

online transactions, people’s trust in the technology used for the transactions, and people’s trust 

in organizations as the other party in the transactions (Beldad et al., 2010, p. 857). In recent years, 

trust has, in the context of the digital environment, drawn increasing attention from both the 

business sector and academia. This is due to the notion that trust is regarded as being an 

important determinant for the success of online organizations and services (Beldad et al., 2010). In 

addition, studies have shown that trustworthiness influences intention and attitude change (Ayeh 

et al., 2013a).  

Corritore et al. (2003, p. 738) argue that one must resort to existing research on offline 

trust in order to understand online trust as results of a substantial number of studies on trust in 

offline settings are applicable to trust in online environments. The authors add that the common 

denominator between offline and online trust is their rootedness on an exchange, which is 

hampered by risks, fear, costs, and complexities (Beldad et al., 2010). However, differences are 
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also present between offline and online trust as they differ in terms of their objects of trust. As 

mentioned, the object of trust in an offline environment is typically a person or an organization 

(Castaldo et al., 2010), whereas, in an online context, the proper objects of trust are the 

technology (primarily the Internet) and the organization deploying the technology (Beldad et al., 

2010).  

Website trust has drawn increasing attention from researchers as they view the concept as 

an important variable influencing consumers’ initial engagement with a website (Beldad et al., 

2010). This is due to the level of uncertainty and risks which tend to be higher in an online 

environment compared to an offline environment (Huh & Shin, 2014). Scholars have observed that 

digital media sources lack traditional authenticity indicators (Ayeh et al., 2013a). This absence of 

verification has resulted in criminal acts where managers are paying webmasters to delete 

consumers’ unfavorable comments or hiring individuals to post negative comments about 

competitors (Ayeh et al., 2013a, p. 134). Furthermore, many shady organizations have contacted 

hoteliers offering to write positive reviews of their hotel on e.g. TripAdvisor for a fixed price (Ayeh 

et al., 2013a). As a result, travel consumers who intend to use CGM platforms for travel planning 

may be concerned about the trustworthiness of the sources on CGM platforms. On the contrary, 

other scholars argue that “(...) since non-commercial information is perceived to be more 

objective and credible, consumers tend to regard information from their peers (in this case, CGM 

contributors) as trustworthy” (Ayeh et al., 2013a, p. 135). These conflicting views on trust provide 

interesting grounds for research on the topic.  

 

2.2.1 Antecedents of website trust 

Several researchers have investigated website trust, a term that is also known as online trust (e.g., 

Filieri et al., 2015; Yoon & Occeña, 2015; Corritore et al., 2003; Pavlou, 2003; Huh & Shin, 2014; 

Casalo, Flavian & Guinaliu, 2007). Previous studies on website trust related to marketing, 

communication, and e-commerce have identified various antecedents and influencing factors of 

website trust. In a literature review on website trust conducted by Huh and Shin (2014), it was 

found that the antecedents and factors influencing website trust include individuals’ disposition to 

trust or dispositional trust (Lee & Turban, 2001; McKnight, Choudhury & Kacmar, 2002), internet 
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usage and past experience using the Internet (Aiken & Boush, 2006; Bart, Shankar, Sultan & Urban, 

2005), concerns for private security (Metzger, 2006) and familiarity with the website (Gefen, 2000; 

Wingreen & Baglione, 2005). Website trust has been investigated in different contexts; hence the 

literature contains different antecedents of the concept. Yoon and Occeña (2015) investigated the 

influencing factors of trust in consumer-to-consumer (C2C) electronic commerce. The purpose of 

their research is to address a gap in the existing literature by developing a structural model of trust 

in C2C e-commerce. In the model, the authors incorporate four key perspectives: (1) natural 

propensity to trust, (2) perception of website quality, (others’ trust of buyer/seller, and (4) third-

party recognition.  

Corritore et al. (2003) identified two main categories of factors that can impact an 

individual’s degree of trust in a website. These are: (1) “external factors that exist explicitly or 

implicitly in a particular trust context”; and (2) “the individual trustor’s perception of these 

factors” (Corritore et al., 2003, p. 749). They propose that the perception of credibility, ease of 

use, and risk, has an impact on the decision to trust in an online environment (Corritore et al., 

2003). Trust has been identified to be an important and central success factor of e-commerce 

activities (Flavián, Guinaliu & Gurrea, 2006; Jarvenpaa et al., 2000). Pavlou (2003) proposed a 

model referred to as the e-commerce acceptance model. The model contains two dependent 

variables: intention to transact and actual transaction behavior. These are posited as the primary 

constructs to determine acceptance of e-commerce. The proposed model integrates additional 

key drivers of e-commerce acceptance, namely: trust, perceived risk, perceived usefulness, and 

ease of use (Pavlou, 2003). Casalo et al. (2007) investigated the influence of satisfaction, perceived 

reputation, and trust on a consumer’s commitment to a website. The authors consider that 

perceived reputation and satisfaction with previous interactions are antecedents of website trust 

(Casalo et al., 2007).  

As illustrated, the concept of website trust has been the subject of vast research in the 

context of online transactions; however, limited research has investigated the antecedents of trust 

in eWOM, particularly in the context of online reviews and whether trust affects travel consumers’ 

behavior (Filieri et al., 2015; Anaya-Sánchez, Molinillo, Aguilar-Illescar & Liébana-Cabanillas, 2019). 

The primary focus of eWOM research has concentrated on consumers' motivations for writing 

reviews (Hennig-Thurau et al., 2004), on consumer reviews influence on the sales of different 
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types of goods (Dellarocas, Zhang & Awad, 2007; Godes & Mayzlin, 2004), and the influence of 

consumer reviews on other consumers’ purchase decisions (Smith, Menon & Sivakumar, 2005; 

Senecal & Nantel, 2004). Existing e-tourism literature has investigated the role of reviews in 

reducing travel consumers' perceptions of risk when booking accommodations online (Gretzel, 

Yoo & Purifoy, 2007) and the impact that online travel reviews have on the credibility of hotels 

(Sparks & Browning, 2011). Filieri et al. (2015) investigated the antecedents of trust towards CGM 

and its influence on recommendation adoption and WOM intentions. The antecedents of trust 

presented in Filieri et al.’s (2015) model are classified into three main categories adopted from the 

framework of Beldad et al. (2010). These include (1) website-based antecedents, such as website 

quality and information quality; (2) customer-based antecedents, such as user experience and 

user’s tendency to trust; and (3) organization/company-based antecedents, such as user 

experience (Filieri et al., 2015).  

Ayeh et al. (2013a) examined the determinants of travelers’ attitudes and intentions 

towards the use of CGM platforms for travel planning. In order to measure the impact of factors 

such as perceived ease of use, usefulness, homophily, perceived source trustworthiness, and 

perceived enjoyment, Ayeh et al. (2013a) adopted the Technology Acceptance Model (TAM). They 

found that except for perceived source trustworthiness, all factors contribute to the intention to 

use CGM websites for travel planning (Ayeh et al., 2013a). Although much of the research 

conducted on website trust is highly contextual, a relatively unified view on the antecedents of 

website trust seems to exist among the scholars.   

 

2.3 CGM and eWOM 

CGM can be characterized as a new form of WOM that serves informational needs by offering 

non-commercial, detailed, and up-to-date information beyond the boundaries of one’s social circle 

(Yoo & Gretzel, 2010). This gives eWOM an advantage compared to traditional WOM as the 

message has the potential to reach a much broader audience. First-hand knowledge 

communicated on CGM platforms by other consumers who do not have a commercial interest has 

been found especially useful for travel products as they lack the features of pre-trial and frequent 

repeat purchases (Yoo & Gretzel, 2010). Today, CGM websites are considered to be the central 
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hub for travel consumers to plan and book their vacations. Since travelers increasingly begin using 

CGM platforms for travel planning, more Internet users become accustomed to the use of CGM 

websites (Yoo & Gretzel, 2010). Researchers expect that the importance of CGM platforms will 

grow due to an increasing amount of both users and content (Yoo & Gretzel, 2010).  

The emergence of Web 2.0 has fundamentally changed the way travel consumers create, 

exchange, and use travel information (O’Connor, 2008). Travel consumers can actively collaborate 

with peers in producing, consuming and diffusing travel information through the Internet to a 

greater extent than ever before (Yoo & Gretzel, 2010). Figures show that more than 80% of 

consumers research their vacation online and typically spend more than two hours in their search 

for the right deal (Filieri et al., 2015). Many consumers seek travel-related advice specifically on 

CGM platforms providing UGC (Filieri et al., 2015). Consequently, research has shown that travel 

consumers' decisions regarding which hotel to book, which attractions to visit, where to eat, and 

more are influenced by what they read on CGM platforms (Filieri et al., 2015). Previous studies 

indicate that online reviews on travel-related CGM websites are highly trusted (Gretzel, Yoo, Lee & 

Fesenmaier, 2009). In addition, CGM platforms provide travel decision-makers with a variety of 

psychological benefits, including feelings such as active involvement and satisfaction with the 

planning process, more concrete expectations, and greater confidence in their decision-making 

(Gretzel & Yoo, 2008). The reason may be that CGM platforms allow users to identify where they 

get the most value for money, thus avoiding products and services that do not meet their 

requirements. Consumers use CGM websites to get a feel for what a destination or 

accommodation will be like prior to travel, which is the primary reason they read online consumer 

reviews on websites such as TripAdvisor (Filieri et al., 2015).  

 As more and more travel consumers use and create online reviews on CGM platforms, 

researchers have investigated the role of such platforms in different contexts (Yoo & Gretzel, 

2010). Examples of this include examinations of travelers’ motivation for engaging in CGM 

creation (Chung & Buhalis, 2008; Yoo & Gretzel, 2008), how travel consumers use CGM platforms 

and how they are influenced by the use of these (Arsal et al., 2008; Gretzel, et al., 2009; Gretzel & 

Yoo, 2008), the likeliness of travelers being exposed for CGM platforms when searching for travel-

related information online (Xiang & Gretzel, 2009), and how travel consumers evaluate the 

credibility of UGC and form trust in CGM websites (Yoo, Lee & Gretzel, 2007). Furthermore, 
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researchers have conducted studies regarding travel consumers' ability to distinguish between 

genuine and fake online reviews on CGM platforms (Yoo & Gretzel, 2009). Empirical studies with 

regards to CGM platforms have also found linkages between travel consumers' personal 

characteristics and their creation and use of online reviews on CGM platforms (e.g., Lee, Yoo & 

Gretzel, 2009; Yoo & Gretzel, 2008). These studies indicate that differences exist in terms of travel 

CGM usage patterns and perceptions. The differences investigated in the studies are based on 

gender, age, race, nationality, culture, etc. This will be elaborated upon in the hypotheses 

development section.  

Online consumer reviews can be characterized as a form of eWOM, which refers to “any 

positive or negative statement made by potential, actual or former consumers about a product or 

company, which is made available to a multitude of people and institutions via the Internet” 

(Hennig-Thurau et al., 2004, p. 39). The existing literature on eWOM has primarily focused on 

online consumer reviews’ influence on other consumers’ purchase decision (Smith et al., 2005), on 

consumers’ motivation for writing online reviews (Hennig-Thurau et al., 2004), and on the effect of 

online consumer reviews on new product sales (Cui, Lui & Gao, Z., 2012). Research has shown that 

online consumer reviews influence the travel and tourism industry on a number of factors 

including hotel room sales (Ye, Law, Gu & Chen, 2009) and which accommodation to book 

(Vermeulen & Seegers, 2009). Social networks have become one of the most popular tools in 

promoting tourism products, and scholars argue that UGC has now become as crucial as officially 

provided information regarding travel and tourism (Inversini, Cantoni & Bulhalis, 2009). One of the 

reasons for this is the increasing popularity of CGM platforms (Inversini et al., 2009). For instance, 

TripAdvisor, one of the world’s largest travel platforms, generates more than 730 million user 

reviews and opinions covering over eight million listings for restaurants, hotels, vacation rentals, 

and attractions (Lock, 2019). Despite its popularity, there are many stories regarding fake and 

promotional reviews posted on TripAdvisor and other CGM websites (Buckley, 2019). With this 

information in mind, the trustworthiness of CGM platforms becomes an interesting subject of 

research.  
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2.3.1 CGM creation  

Shao (2009, p. 9) argues that individuals deal with CGM platforms in three ways: (1) consuming, (2) 

participating, and (3) producing. Consuming refers to consumers who only watch, read, or view 

but never participate. Participating includes both user-to-user interaction and user-to-content 

interaction (e.g., ranking content, sharing the content with others, posting comments, etc.). 

Producing encompasses the creation and publication of personal content such as text, audio, 

images, video etc. (Shao, 2009, p. 9). Although the different usages of CGM are analytically 

separate, Shao (2009) argues that they are interdependent in reality. They support one another by 

helping individuals to fulfill their respective psychological and social needs. Other studies suggest 

that CGM behaviors should be understood in terms of the level of participation (e.g., Tedjamulia, 

Olsen, Dean & Albrecht, 2005; Nonnecke & Preece, 2001). The most common way of using CGM 

platforms is by browsing and consuming content without contributing (Yoo & Gretzel, 2010). The 

second most common involvement is content contribution, which involves asking questions to 

others when one has not been able to find the information he/she was looking for (Yoo & Gretzel, 

2010). Nonnecke and Preece (2001, p.1) call individuals that engage in these two above mentioned 

ways “lurkers”. Lurkers can be defined as “one of the ‘silent majority’ in an electronic forum; one 

who posts occasionally or not at all but is known to read the group’s postings regularly” (Nonnecke 

& Preece, 2001, p. 1). According to Yoo and Gretzel (2010, p. 610), the final type of engagement is 

active participation, which includes responding to other individuals’ questions, making content 

contributions and engaging in social interactions with others on CGM websites. Individuals who 

engage in CGM at this engagement level are known as CGM creators (Yoo & Gretzel, 2010). 

According to Wang and Fesenmaier (2001), the level of participation in online tourist communities 

can be explained in terms of the need for fulfillment. They argue that travel consumers who 

engage in online travel communities are motivated by social, psychological, and functional needs 

(Wang & Fesenmaier, 2001). In order for consumers to meet their social needs, they interact with 

other members and establish relationships with them (Wang & Fesenmaier, 2001). The 

psychological needs are met when travel consumers actively engage in activities such as 

relationship building and other forms of communication. Hence, they make the community a part 

of their lives (Wang & Fesenmaier, 2001). Travel consumers' functional needs are satisfied when 

they seek and consume information (Wang & Fesenmaier, 2001).  
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2.3.2 Motivations for CGM creation and eWOM communication 

According to Hennig-Thurau et al. (2010, p. 40), consumer motives that have been identified as 

relevant for traditional WOM communication can also be expected to apply to eWOM 

communication. Anderson (1998) found that customers who are extremely dissatisfied are more 

likely to engage in WOM compared to customers who are highly satisfied. Other researchers argue 

that the motives for engaging in positive WOM communication are different compared to the 

motives that drive negative WOM communication (Sundaram, Mitra & Webster, 1998). Dichter 

(1966) identified four categories of motivations for engaging in positive WOM: product-

involvement, self-involvement, other-involvement, and message-involvement. Dichter’s (1966) 

model has since its formulation been modified by Engel, Blackwell, and Miniard (1993), who 

renamed the categories and added a new motive: dissonance reduction. Engel et al. (1993) argue 

that dissonance reduction is a motive for engaging in negative WOM. While Dicher (1966) focused 

on positive WOM, Engel et al. (1993) and Sundaram et al. (1998) expanded the research by 

examining motives for engaging in both positive and negative WOM. Consequently, Sundaram et 

al. (1998) identified four motives for engaging in positive WOM: altruism, product involvement, 

self-enhancement, and helping the company. On the other hand, the four motives for engaging in 

negative WOM include altruism, anxiety reduction, vengeance, and advice seeking.  

The Internet has enabled consumers to participate actively in content production, which is 

an essential aspect of the increasing popularity of CGM platforms (Yoo & Gretzel, 2010). Despite 

this, research indicates that only a small proportion of consumers create online content, meaning 

that the majority of CGM users merely consume information posted by others (Daugherty, Eastin 

& Bright, 2008). This view aligns with the research of Nonnecke and Preece (2001), suggesting that 

the involvement engaged in by the aforementioned “lurkers” make up the two most common 

involvement types. 

Researchers have investigated people’s motivations for sharing content on CGM platforms (e.g., 

Henning-Thurau, Gwinner, Walsh & Gremler, 2004; Daugherty et al., 2008). Hennig-Thurau et al. 

(2004, p. 44) suggest 11 distinct motivations consumers may have in engaging in eWOM 

communication on CGM websites: (1) concern for other consumers; (2) desire to help the 

company; (3) social benefits received; (4) exertion of power over companies; (5) post-purchase 

advice seeking; (6) Self-enhancement; (7) economic rewards; (8) convenience in seeking redress; 
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(9) hope that the platform operator will serve as a moderator; (10) expression of positive 

emotions; and (11) venting of negative feelings. Scholars have also studied consumers’ 

motivations for contributing with travel-related reviews on TripAdvisor (Yoo & Gretzel, 2008). It 

was found that people who post content on TripAdvisor are generally motivated by positive 

emotions such as self-enhancement and enjoyment, concerns for other consumers or to fulfill a 

need of wanting to help an organization (Yoo & Gretzel, 2008).  

2.3.3 Barriers for CGM creation  

Researchers have also investigated the barriers related to CGM contribution (e.g. Nonnecke & 

Preece, 2001; Mason, 1999; Yoo & Gretzel, 2010). It has been found that people often deselect to 

contribute with content on CGM platforms due to a preference for remaining anonymous, due to 

shyness over public posting and due to time and work-related constraints (Nonnecke & Preece, 

2001). People are often scared to post content on CGM websites as they are concerned about 

whether they are knowledgeable enough to post information about the specific topic (Ardichvili, 

Page & Wentling, 2003). Other barriers for CGM creation include factors such as fear of criticism 

(Yoo & Gretzel, 2010), feelings of incompetence (Mason, 1999), feelings of a too harsh tone on the 

specific media (Katz, 1998), lack of confidence in writing, and laziness (Gretzel et al., 2007). Hence, 

many people are concerned about others' perception of them and are afraid to mislead fellow 

community members.  

 

2.4 Consumer decision-making process  

Traditional WOM has played a significant role in consumers’ buying decisions (Richins & Root-

Shaffer, 1988). In 1988, during the era of mass communications and mass advertising, it was 

estimated that 80% of all buying decisions were influenced by WOM (Richins & Root-Schaffer, 

1988). The Internet has extended consumers’ options for gathering information from other 

consumers, and it provides them with the opportunity to offer their advice to other consumers by 

engaging in eWOM (Hennig-Thurau & Gremler, 2004). The decision-making process can be defined 

as the process of making choices by identifying a decision based on information gathering and 

assessing alternative solutions (UMass Dartmouth, n.d.). Lecinski (2011) highlights how the 
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majority of consumers across markets and sectors use online media to search for information on 

virtually all types of products before actually making a purchase. As for consumers in Denmark, 

80% of the population have made an online purchase within the last 12 months (Dansk Erhverv, 

n.d.). The proportion has been steadily increasing over the last ten years and nothing indicates 

that we have seen the peak yet. In 2018, Danish consumers spent DKK 67 billion online on travel 

and tourism products, making it the most popular category for Danes to purchase online (DIBS, 

2018). 81% of consumers are now booking hotels online, and it is only a matter of time before 

many of those not booking their hotel rooms online make the transition (ABTA, 2018). Trust 

towards a retailer is regarded as one of the main factors affecting the consumer decision-making 

process (McKnight et al., 2002). With this information in mind, the case for online retailers and 

service providers to establish website trust with consumers becomes evident. 

The literature contains several suggestions on what makes up the decision-making process. 

According to Solomon (2013), the consumer decision-making process consists of five stages: (1) 

problem recognition, (2) information search, (3) evaluation of alternatives, (4) product choice, and 

(5) outcomes. The amount of effort consumers put into each stage depends on what product they 

are searching for. The purchase of a vacation is usually considered a high involvement purchase; 

however, the level of involvement should not necessarily be seen in the light of the product but 

rather in the light of the individual consumer (Solomon, 2013). This paper will primarily focus on 

step 2 of the model, information search, as this is the stage where consumers use CGM platforms 

for travel planning.  

Information search is a central aspect of the travel, tourism, and hospitality industry (Arsal, 

Woosnam, Baldwin & Backman, 2010). Information search is a critical aspect for travel consumers 

as tourism products are considered intangible in nature and delivered places away from home. 

Travel consumers search for information about a potential trip in order to maximize benefits and 

minimize the level of uncertainty surrounding different categories of risk, including functional, 

financial, social, and psychological (Arsal et al., 2010). Information search is thus an essential part 

of travel consumers' decision-making process.  

The emergence of Web 2.0 and UGC has transformed both consumer behavior and marketing 

approaches on the web (Ayeh et al., 2013a). O’Connor (2010, p. 754) argued that “the Internet is 

evolving from a push marketing medium to one where peer-to-peer generation and sharing of 
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data are the norm”. According to Ayeh et al., (2013a, p. 132), tourism and hospitality have been 

impacted by this evolution in three fundamental ways: 

1. The rise of various online communities based on travel discussions such as TripAdvisor and 

Yelp - even mainstream social media sites like Facebook and Instagram are offering 

possibilities for consumers to stimulate travel discussions. 

2. It has changed travel consumers’ behavior in terms of information search and travel 

planning. 

3. Social media has become an integrated part of hospitality and tourism organizations’ 

marketing strategies. 

 

Social media provides an opportunity for travel consumers to share their opinions and experiences 

through text, pictures, and videos on review sites, blogs, and social networking sites (Ayeh et al., 

2013a). As mentioned, this phenomenon where consumers create content visible for other 

consumers on social media is generally termed UGC or CGM (Ayeh et al., 2013a). CGM has become 

an integrated part of many consumers' travel planning, and studies have acknowledged its 

increasing influence on travel decision making (Ayeh et al., 2013a). For instance, Arsal et al. (2010) 

argue that during the travel planning stage, travelers’ information search focuses on information 

regarding where to go, where to stay, how to go, and what to do at the destination. Traditional 

WOM has impacted consumers’ information search, and product choice and research indicates 

that an increasing number of consumers are now willing to rely on eWOM as an essential source 

of information regarding specific products (Brown, Broderick & Lee 2007; Litvin et al., 2008). 

eWOM and CGM thus have a significant impact on the decision-making process when searching 

for hotels online (Ye, Law, Gu & Chen, 2011).   

The rapid growth of Web 2.0 applications, which empower Internet users and allow two-

way information communications in travel and tourism, has generated a significant amount of 

online UGC on hotels, travel destinations, etc. (Ye et al., 2011). At the same time, an increasing 

number of travel consumers are using CGM platforms for travel planning (Ye et al., 2011). Reports 

have shown that searching for travel-related information on the Internet is one of the most 

popular online activities (Ye et al., 2011). User reviews are especially important for experience 

goods such as travels as the quality of the product remains unknown prior to consumption (Klein, 
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1998). Consumers thus rely on WOM and online reviews in order to improve their decision-making 

regarding such products. It is thus essential for hospitality and tourism practitioners to understand 

the determinants of travel consumers’ utilization of CGM platforms if they are to maximize the use 

of these emerging platforms for their online marketing strategies.  

3. Conceptual framework and hypotheses development 

This chapter contains a summary of the theoretical background for the variables included in the 

conceptual framework, followed by an account of the development of hypotheses in relation to 

the theory on which they are developed.  

 

As previously covered, several antecedents of trust have been identified in the academic 

literature, but most of the studies have focused on transaction websites (Hoffman, Novak & 

Peralta, 1999; Grabner-Kräuter, 2002; Lee & Turban, 2011). In a literature review regarding the 

antecedents of online trust in commercial and non-commercial websites, Beldad et al. (2010) 

classified the antecedents of trust into three main categories: 

1. Customer and client-based trust antecedents, such as the users' experience with the 

specific technology used for the transaction or the users' tendency to trust 

2. Website-based trust antecedents, such as website quality and information quality 

3. Company/organization-based trust antecedents, such as the consumers' experiences with 

online organizations (Beldad et al., 2010. 

 

In this thesis, we approach the investigation of the antecedents of trust towards CGM 

platforms (i.e. TripAdvisor) with an outset in Beldad et al.’s (2010) framework. However, in our 

conceptual framework we do not explicitly differentiate between the classifications described 

above. Since the literature review conducted by Beldad et al. (2010) lacks some essential elements 

and characteristics relevant to CGM websites, we have decided to include eWOM literature (e.g. 

Filieri et al., 2015) to fit the research context of this thesis. For instance, the reviews on a CGM 

platform like TripAdvisor are written by anonymous users. Therefore, we consider source 

credibility as an essential antecedent in the context of our model. Furthermore, Beldad’s et al. 

(2010) framework fits both commercial and non-commercial organizations, but it does not contain 
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any empirical validation for CGM websites. The aforementioned represents another reason for our 

inclusion of the theory of Filieri et al. (2015). Previous research has a broad focus on the general 

use of CGM websites (e.g., Arsal et al., 2008; Xiang & Gretzel, 2009; Ayeh et al., 2013a) while our 

study focuses on a specific CGM website, namely TripAdvisor. Moreover, this focus on TripAdvisor 

is reflected in our investigation of the behavioral intentions to use the CGM platforms for hotel 

searches. As such, our study expands upon the general focus of previous research and thereby 

aims to fill the existing gap in the literature by narrowing the scope to focus on the topic in 

relation to hotel searches on TripAdvisor. 

 Accordingly, this study includes the following antecedents of website trust: website quality, 

information quality, source credibility, customer satisfaction, and user experience. All antecedents 

of website trust are based on users’ experience and perception of TripAdvisor.  

Furthermore, we attempt to measure the trusting behavior towards TripAdvisor. Therefore, we 

investigate whether website trust influences consumers' intention to use TripAdvisor for hotel 

searches and whether website trust influences CGM users' intention to recommend the CGM 

website (eWOM & WOM). Moreover, we investigate whether gender, age, or travel frequency 

moderates any of the relationships between website trust, its antecedents, and the intentions 

mentioned above. On this basis, the following conceptual framework has been developed. 
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Figure 1: Conceptual framework with hypothesized effects. Source: Authors’ own work. 

3.1 Hypotheses 

A hypothesis essentially is an unproven statement of a research question in a testable format 

(Hair, Bush & Ortinau, 2002). Research questions and hypotheses are similar in their intent to 

express relationships. On the other hand, research problem statements are more interrogative, 

whereas hypotheses tend to be more specific and declarative (Hair et al., 2002). According to 

Blaikie (2010, p. 21), hypotheses are tentative answers to specific kinds of research questions that 

use certain research strategies, particularly to the deductive research approach to answer them. 

Typically, hypotheses are stated in the form of a particular kind of relationship between two or 

more concepts. Hypothetical statements can be formulated about any variable and can express a 

possible relationship between the associated variables (Hair et al., 2002). By testing the 

hypotheses, the researcher may be able to see if the associated variables have the same 

relationship as predicted in the hypothesis (Blaikie, 2010). This research paper utilizes quantitative 

methods to test the hypotheses by operationalizing the concepts in the hypothesis, collecting the 

appropriate data, and then exploring the nature of the relationship between the measures of the 

concept (Blaikie, 2010). It is of high importance to distinguish between theoretical and statistical 

use of hypotheses. Blaikie (2010, p. 147) argues that “statistical hypotheses are used to establish 

whether a relationship between two variables that have been measured in a probability sample 

could be expected to exist in the population from which the sample was drawn”. This research 

paper uses statistical hypotheses by examining the relationship between website trust and a 

number of its antecedents as well as the effect of website trust on potential behavioral intentions. 

Furthermore, we investigate whether gender, age, or travel frequency moderates any of these 

relationships.  

3.2 Drivers of website trust 

In the following section, the factors affecting website trust will be presented and elaborated upon. 

As previously mentioned, this research paper takes its outset in the trust-building model 

developed by Beldad et al. (2010). The reason for using Beldad’s et al. (2010) framework is that it 
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fits both commercial and non-commercial websites. The rationale behind this choice will be 

outlined in the following hypotheses development section.  

3.2.1 Website quality 

Research has shown that website quality has an influence on consumer trust in e-commerce 

websites (McKnight et al., 2002). The construct of website quality has been investigated since the 

late 1990s; however, its scope has not been uniform with definitions of the construct ranging from 

narrow to broad (Dedeke, 2016). The primary reason for this is that there are various types of 

websites upon which the understanding of the construct is dependent (Yang, Cai, Zhou, & Zhou, 

2005). Some definitions of website quality include information aspects such as content sufficiency 

or content richness (Chung & Law, 2003; Palmer, 2002). Other researchers in tourism include 

factors such as language and information architecture and then combine it with ease of 

navigation, layout, and graphics (Law & Ngai, 2005). A similar conundrum arises when looking at 

the construct of website design quality. For instance, some scholars include system quality, service 

quality, and information quality (Wen, 2009). In contrast, other scholars define it in terms of the 

user’s perception of e.g., navigability and aesthetics (Lowry, Vance, Moody, Beckman & Read, 

2008). This paper uses the following definition of website quality: “‘customers’ perception of a 

website’s performance in information retrieval and delivery” (Yang et al., 2005, p. 579). The 

rationale behind our choice of definition is that it differs from website design quality, thus we have 

excluded design elements such as layout and graphics and instead included factors such as the 

website’s accessibility from different devices and its ease of use.  

TripAdvisor and similar CGM platforms serve as information presenting and 

communication websites as they do not enable transactions. Therefore, factors such as interactive 

communication and customization, ease of navigation, technical adequacy, privacy, and security 

all impact website quality (Filieri et al., 2015). In addition, Filieri et al. (2015, p. 177) argue that 

“(...) if a CGM is perceived as safe and secure, eases of consumers’ navigation and the retrieval of 

information through customized search engines and has forums where customers can interact 

with other customers, the user of such CGM platforms will form a positive impression of the CGM 

website, which ultimately will be perceived as reliable”. Thus, we argue that if the factors 
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mentioned above are met, travel consumers will have a positive impression of the CGM platform’s 

website quality, thus perceiving it as a reliable website. For this reason, we hypothesize as follows: 

 

H1. Website quality positively influences the consumer’s trust in TripAdvisor. 

 

3.2.2 Information quality 

Information quality refers to the quality of the information contained in an online review (Filieri et 

al., 2015). Park, Lee, and Han (2007, p. 128) define information quality as “the quality of the 

content of a consumer review from the perspective of information characteristics”. Information 

quality is an important determinant of user trust in commercial websites, and research indicates 

that it can predict purchase intentions and information adoption (Filieri et al., 2015). In eWOM, 

information quality reflects a number of elements, including relevancy, accuracy, credibility, and 

usefulness of the information (Filieri et al., 2015; Liao, Palvia & Lin, 2006). Liao et al. (2006) argue 

that since customers cannot touch and feel the item in online shopping, they require detailed and 

valid information to decide on the purchase. Although TripAdvisor does not enable transactions, 

we argue that this logic similarly applies to CGM websites as the intention to use TripAdvisor again 

is dependent upon the quality of information presented on the website.  

 Review sites offer travel consumers advice from other travelers regarding a wide variety of 

travel choices and planning features (Horner & Swarbrooke, 2016). Travel consumers are offered a 

variety of solutions, products, features, which complicates the decision-making process and 

requires that consumers can collect a large amount of information in order to customize their 

journey (Filieri et al., 2015). Since all consumers are different and have varying needs, a CGM 

platform must aim to satisfy each individual's needs by providing relevant information for all 

segments. Studies have shown that the more credible the provided information is perceived to be, 

the more useful it is (Cheung, Luo, Sia & Chen, 2009). If the consumers believe that the 

information they have received from the reviews is credible, useful, valuable, current, complete 

and relevant to satisfy their needs, it will have a positive impact on trust towards the CGM 

platform (Filieri et al., 2015). Accordingly, we hypothesize: 
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H2. Information quality positively influences the consumer’s trust in TripAdvisor. 

 

3.2.3 Source credibility  

According to Hovland, Janis, and Kelley (1953), credibility can simply be defined as the believability 

of some information and its source. This definition is backed up by O’Keefe (2002), who views 

credibility as perceivers’ judgments regarding the believability of communicators. In addition, 

Tseng and Fogg (1999) argue that credible people are believable people; and credible information 

is believable information. Research suggests that people are less likely to pay attention to media 

they perceive as uncredible (Metzger, Flanagin, Eyal, Lemus & McCann, 2003). Credibility is thus 

critical if CGM websites are to compete with other information sources such as official travel 

providers (Ayeh et al., 2013b). The concept is especially crucial in travel planning due to the 

intangible nature of tourism and hospitality products (Ayeh et al., 2013b).  

The concept of credibility has been applied in different contexts, and several dimensions of 

source credibility have been proposed, including e.g., dynamism, authoritativeness, character, and 

attractiveness (Ayeh et al., 2013b). Despite this, there seems to be a general agreement on two 

dimensions of source credibility, namely trustworthiness, and expertise (O'Keefe, 2002; Tseng & 

Fogg, 1999; Yoo & Gretzel, 2008). Ayeh et al. (2013b) believe that these two dimensions are the 

most relevant, which apply to the particular context of CGM platforms. In the context of source 

credibility, trustworthiness relates to the degree of confidence in the source’s “intent to 

communicate the assertions” they consider “most valid (true)”. At the same time, expertise refers 

to the extent to which users of CGM perceive the contributors (sources) to be “a source of valid 

assertions (truth)” (Hovland et al., 1953, p. 21). However, challenges arise when practically 

evaluating source credibility on CGM platforms. Some travel consumers may find online reviews 

credible as the sources (other travelers) are regarded as having no commercial interest (Ayeh et 

al., 2013b). This view is backed up by Dickinger (2011), who found that UGC appears to be highly 

trustworthy. On the contrary, strategic manipulation and uncertainty about the trustworthiness of 

particular CGM websites are among some of the issues that raise credibility concerns about online 

reviews and UGC (Dellarocas, 2003; Gretzel, 2006).  
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According to Filieri et al. (2015), source credibility is one of the most fundamental 

predictors of consumers’ acceptance of a message in traditional WOM. In contrast to traditional 

WOM, where the communication occurs face-to-face, consumers in eWOM cannot adopt 

paraverbal cues to evaluate the credibility of a source (Tidwell & Walter, 2002). Thus, it is more 

challenging to evaluate source credibility in eWOM than traditional WOM because the receiver of 

eWOM communication has no prior relationship with the source, and reviews are often written by 

anonymous sources (Dellarocas, 2003). However, many CGM websites now require sources to 

create a profile before posting reviews (Filieri et al., 2015). Once the source has provided personal 

information such as name, profile picture, location, and places visited, the CGM platform’s 

algorithms and reviewer reputation systems enable consumers to assess the source's credibility 

(Cheung et al., 2009). An example of this is TripAdvisor, which has a badge system showing the 

number of contributions each reviewer has provided to the website ranging from ‘new reviewer’ 

to ‘top contributor’. In addition, reviewers also have the opportunity to achieve other types of 

expertise badges within different categories (TripAdvisor, n.d.).  

Thus, we argue that the personal information regarding the reviewers on a CGM platform 

is an indication of the credibility of the source. We believe that the perceived credibility of the 

source has an influence on consumers’ trust towards the CGM platform. This means that if travel 

consumers perceive the reviewer as a reliable source, it will positively impact trust towards the 

CGM website. Hence, consumers might believe that the CGM website has an effective mechanism 

that will sort out untrustworthy and fake sources in the search process. Thus, we hypothesize as 

follows:   

 

H3. Source credibility has a positive effect on the consumer’s trust in TripAdvisor. 

 

3.2.4 Customer satisfaction  

Customer satisfaction refers to the degree a customer has been satisfied with his or her previous 

experiences with a company, product or service (Filieri et al., 2015). According to Casalo et al. 

(2007, p. 3), customer satisfaction can be defined as “(...) an affective consumer condition that 

results from a global evaluation of all the aspects that make up the consumer relationship”. It is 
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thus an evaluation of all cumulative experiences with a company, product or service, rather than 

of the satisfaction resulting from one specific experience (Olsen & Johnson, 2003). An online 

shopping experience can be enjoyable, gratifying, or satisfying; as well as it can be disappointing, 

frustrating, or discouraging (Beldad et al., 2010). Pavlou (2003) argues that there is a positive 

relationship between customer satisfaction and trust since customers who are satisfied with their 

online shopping experience tend to trust the vendor for a second visit. This perspective is backed 

up by Bauer, Gretner, and Leach (2002), who found that satisfaction has a positive effect on 

business-to-consumer relationships on the Internet.  

Based on this we expect that consumers who are satisfied with their previous experiences 

with a CGM platform will be more likely to trust the specific CGM platform. When planning their 

trips, CGM users search for recommendations online. If the recommendations meet or exceed the 

travelers’ expectations, then he/she will be satisfied with the information search experience (Filieri 

et al., 2015). On the contrary, if travel consumers feel that the reviews are inaccurate or seemingly 

fake, they will most likely not trust the CGM website (Filieri et al., 2015). Consumers will feel more 

confident about the reliability of the recommendations received if they are satisfied with their 

previous experiences. Therefore, we hypothesize as follows: 

 

H4. Customer satisfaction has a positive effect on the consumer’s trust in TripAdvisor. 

 

3.2.5 User experience  

In the context of this research paper, the receiver of communications in eWOM is travelers who 

seek information, recommendations, and advice from a CGM platform. Beldad et al. (2010, p. 860) 

argue that “people who lacked experience with online transactions and with online organizations 

would have a totally different level of trust compared to those with enough experience”. It is, 

therefore, considered important to investigate travel consumers' level of experience in using CGM 

platforms and online reviews when investigating website trust. Consumers are usually ready to 

trust those who have proven their trustworthiness before (Beldad et al., 2010). On this notion, if a 

consumer has had a positive experience in terms of reading reviews on TripAdvisor, he/she will be 

more likely to trust the CGM website.  
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Brown et al. (2007) state that less experienced Internet users are more naive when it 

comes to online trust; thus they are more likely to find information sources credible. Aiken and 

Boush (2006) support this argument and claim that people with higher levels of web experience 

tend to be more critical when it comes to trusting online organizations. This is because 

experienced users may already have accumulated knowledge of what could go wrong when 

browsing the Internet (Aiken & Boush, 2006). On the contrary, other studies have found that 

experienced Internet users are more likely to trust information read online as they may feel 

knowledgeable enough in how to spot unreliable sources and reviews (Filieri et al., 2015). 

Inexperienced users possess less knowledge about CGM websites, and they are less likely to tell if 

a source is credible or not (Filieri et al., 2015). In this paper, we argue that experienced Internet 

users are more likely to distinguish reliable from unreliable sources and reviews confidently. 

Therefore, we hypothesize as follows: 

 

H5. User experience has a positive effect on the consumer’s trust in TripAdvisor. 

 

3.3 Behavioral outcomes/intentions  

3.3.1 Intention to use  

Social media and CGM platforms have become an essential part of the travel consumers' decision-

making process. The growing importance of these media has not escaped the attention of 

researchers, who have investigated the role of CGM websites in information search (Arsal et al., 

2008; Xiang & Gretzel, 2009). Despite this, Ayeh et al. (2013a, p. 133) note that the particular 

purpose of travel planning has rarely been the focus of these studies. Travel consumers use CGM 

platforms to seek information about travel-related topics to shape perceptions and assist their 

decisions about destinations, hotels, and restaurants (Arsal et al., 2008). Thus, marketers and 

organizers of CGM platforms will likely be highly interested in finding out how potential users 

perceive this type of media and how easy it is to use. Therefore, we find it interesting to 

investigate the intention to use CGM websites in a travel planning context.  

Davis (1989, p. 985) defines perceived usefulness as “(...) the degree to which a person 

believes that the use of a particular system enhances his or her work”. In this research paper, 
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perceived usefulness describes the travel consumers’ expectations that using CGM platforms will 

enhance their travel planning. Studies have confirmed that perceived usefulness is an important 

factor in hospitality and tourism settings (Huh, Kim & Law, 2009; Law & Jogaratnam, 2005). The 

usefulness of CGM platforms is thus related to the extent to which CGM platforms help travel 

consumers in their travel planning and decision-making (Ayeh et al., 2013a). According to 

McKnight et al. (2002), consumers’ behavior is the ultimate variable of interest to a web-based 

vendor. As it can be difficult to simulate actual behavior in an experimental setting, this study 

measures behavioral intentions instead of actual behaviors. We define behavioral intentions in 

terms of travel consumers' intention to use TripAdvisor when searching for hotels online. The 

behavioral intentions examined in this study relate to a behavior that a user may perceive to be 

fraught with risk, thus making it an interesting aspect for trust to address. Following travel advice 

from an unknown source could end up ruining one’s vacation if the advice does not fulfill the 

user’s expectations. Therefore, intention to use becomes a trust-related behavior. Thus, we 

hypothesize as follows: 

 

H6. Website trust positively influences the consumer’s intention to use TripAdvisor for hotel 

searches. 

 

3.3.2 Intention to recommend  

The idea behind WOM communication is that information about services, products, companies 

etc. can spread from one consumer to another (Brown, Barry, Dacin & Gunst, 2005). Harrison-

Walker (2001, p. 61) defines WOM as “informal, person-to-person communication between a 

perceived non-commercial communicator regarding a brand, a product, an organization, or a 

service”. The difference between traditional WOM and eWOM is that the message in eWOM is 

shared through electronic media like online discussion forums, social media, blogs, or review sites. 

In contrast, the message in traditional WOM is shared face-to-face (Cheung et al., 2008). It can 

thus be argued that eWOM is more powerful compared to traditional WOM, as eWOM provides 

an opportunity for consumers to interact and share their thoughts to more people than just those 

within their own network. WOM and eWOM can either be positive or negative. Commercial 
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enterprises like TripAdvisor are naturally interested in gaining positive WOM, such as 

recommendations to others (Brown et al., 2005). Empirical studies in online settings have 

confirmed that trust has an impact on consumers’ intention to engage in positive WOM. For 

instance, Brown et al. (2005) proved that overall satisfaction, which includes trust as an element, 

influences positive WOM. We thus argue that if travel consumers trust the CGM platform, there 

will be a higher chance that they will tell their family, friends and acquaintances about the CGM 

platform and their experiences using it. Therefore, we hypothesize:  

 

H7. Website trust positively influences the consumer’s intention to recommend TripAdvisor for 

hotel searches (WOM & eWOM).  

 

3.4 Moderating factors 

3.4.1 Gender  

Empirical studies regarding travel CGM platforms have found linkages between travelers’ personal 

characteristics and CGM creation and usage (Gretzel et al., 2009; Lee et al., 2009; Yoo & Gretzel, 

2008). Research has shown gender differences in general web usage (Sanchez-Franco, 2006) and 

online travel information search in particular (Kim, Lehto & Morrison, 2007). Research suggests 

that women are more likely to be influenced by recommendations received from friends, and they 

are more likely to engage in WOM behavior compared to men (Gretzel & Yoo, 2008). Despite this, 

other studies have found that the tendency to write reviews is more significant for males (Gretzel 

et al., 2007). Hence, it appears that gender may impact several aspects of consumers' use of online 

reviews for travel-related decisions.  

It is generally assumed that men are more interested in technology than women, however, 

research shows that women are using e-commerce more than ever (Hernández, Jiménes & Martín, 

2011). Venkatesh and Morris (2000) investigated the literature on gender differences related to 

computer usage and found that there are significant effects on gender in attitudes and behaviors 

related to computers. For instance, the study revealed that men consider perceived usefulness to 

a greater extent than women in their decision-making regarding the use of new technology 
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(Venkatesh & Morris, 2000). On the contrary, perceived ease of use was more salient to women 

compared to men after initial training with the system (Venkatesh & Morris, 2000).  

The increasing importance of technology in today's society has made scientists interested 

in discovering gender differences in customers’ perception, intention, and behavior (Yoon & 

Occeña, 2015). Van Slyke, Comunale, and Belanger (2002) found that male customers in e-

commerce are less rational and less sensitive to risks than female customers. An explanation for 

this may be gathered from an evolutionary perspective, where women traditionally have been 

caregivers for the family. According to Langowitz and Minniti (2007, p. 356), this means that “(...) 

putting the family’s resources in danger, especially in a situation of necessity, may increase their 

perception of risk”. This is also backed up by Olsen and Cox (2001), who state that females are 

more risk-averse than men in the presence of social and technological hazards.   

In a study conducted by Bae and Lee (2011), the researchers explored gender differences in 

consumers’ perception of online consumer reviews and found significant differences. The results 

of the study show that the effect of online consumer reviews on purchase intention is stronger for 

females than males, and that females are more cautious and conservative when shopping online 

(Bae & Lee, 2011). This is backed up by other researchers who have found differences between 

men and women with regard to eWOM messages and shopping behaviors (Dittmar, Long & Meek, 

2004; Rodgers & Harris, 2003). Based on this review of gender differences’ effect on computers, 

eWOM, and technology in general, we argue that gender has a moderating effect on all the 

relationships among the variables in the research model. Accordingly, we hypothesize as follows: 

 

H8a. Gender has a moderating effect on the relationship between website quality and website 

trust. 

H8b. Gender has a moderating effect on the relationship between information quality and website 

trust. 

H8c. Gender has a moderating effect on the relationship between source credibility and website 

trust. 

H8d. Gender has a moderating effect on the relationship between customer satisfaction and 

website trust.  
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H8e. Gender has a moderating effect on the relationship between user experience and website 

trust. 

H8f. Gender has a moderating effect on the relationship between website trust and intention to 

use TripAdvisor for hotel searches. 

H8g. Gender has a moderating effect on the relationship between website trust and intention to 

recommend TripAdvisor for hotel searches. 

 

3.4.2 Age 

Research suggests that older generations are less tech-savvy than younger generations 

(Hernández et al., 2011). Younger generations represent the most substantial proportion of 

Internet users, and they tend to use computers and the Internet more compared to older 

generations (Akman & Mishra, 2010). Despite this, many older generations have used the Internet 

to buy goods and services due to the ease of use (Akman & Mishra, 2010). However, there is a 

significant difference between how older generations use the Internet compared to younger 

generations. For instance, Jones and Fox (2009) found that younger people are more likely to use 

the Internet for playing games, downloading music, and watching videos. In contrast, older people 

tend to use it to seek health information and purchasing products. Research shows that 85% of 

young consumers (millennials or Generation Y) primarily learn about new products through WOM, 

indicating that these generations are more likely to be influenced by WOM compared to older 

consumers (Gretzel & Yoo, 2008).  

In addition to the significant difference between the effect of age on internet usage, 

scholars have found that age affects the initial decision on whether or not to purchase on the 

Internet (McCloskey, 2006). Despite that age has an impact on consumers’ Internet usage, studies 

examining website trust on CGM platforms have not explored the potential effect of age as a 

moderating factor in these contexts (e.g., Filieri et al., 2015; Huh & Shin, 2014). Thus, we consider 

it relevant to study whether or not age has a moderating effect on the relationships among the 

variables in the research model. Therefore, we hypothesize as follows: 

 

H9a. Age has a moderating effect on the relationship between website quality and website trust.  
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H9b. Age has a moderating effect on the relationship between information quality and website 

trust 

H9c. Age has a moderating effect on the relationship between source credibility and website trust. 

H9d. Age has a moderating effect on the relationship between customer satisfaction and website 

trust. 

H9e. Age has a moderating effect on the relationship between user experience and website trust. 

H9f. Age has a moderating effect on the relationship between website trust and intention to use 

TripAdvisor for hotel searches. 

H9g. Age has a moderating effect on the relationship between website trust and intention to 

recommend TripAdvisor for hotel searches. 

3.4.3 Travel frequency 

Upon reviewing the literature on website trust related to CGM platforms, we argue that there is a 

gap regarding the potential effect that travel frequency may have on the relationships among the 

variables in our research model. As mentioned earlier, Brown et al. (2007) argue that less 

experienced Internet users are more naive when it comes to online trust, making them more likely 

to find information sources credible. We propose the idea that similar dynamics exist with regards 

to the influence of travel frequency on the use of online review sites. To specify, we argue that the 

relationships between the variables in the research model are affected by consumers’ travel 

frequency. Both prior knowledge and travel experiences impact tourism information search (Ho, 

Lin & Chen, 2012). Similarly, past studies indicate that travel consumers’ information search is 

derived from past information searches and previous experiences with a specific destination or a 

similar one (Fodness & Murray, 1997; Chen & Gursoy, 2000). The information is processed and 

stored in the travel consumers’ memory, which then forms prior knowledge (Ho et al., 2012). This 

knowledge has an impact on consumers' information search behavior and their decision-making 

(Snepenger, Meged, Snelling & Worrall, 1990). Based on this, we argue that consumers’ travel 

frequency has a moderating impact on all the relationships among the variables in the research 

model. Thus, we hypothesize: 
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H10a. Travel frequency has a moderating effect on the relationship between website quality and 

website trust. 

H10b. Travel frequency has a moderating effect on the relationship between information quality 

and website trust.  

H10c. Travel frequency has a moderating effect on the relationship between source credibility and 

website trust. 

H10d. Travel frequency has a moderating effect on the relationship between customer satisfaction 

and website trust.  

H10e. Travel frequency has a moderating effect on the relationship between user experience and 

website trust.  

H10f. Travel frequency has a moderating effect on the relationship between website trust and 

intention to use TripAdvisor for hotel searches.  

H10g. Travel frequency has a moderating effect on the relationship between website trust and 

intention to recommend TripAdvisor for hotel searches. 

 

The hypotheses proposed above will all be tested in the results section of the thesis. 

4. Methodology 

This chapter of the thesis demonstrates the underlying methodological approach to the research 

study which represents the foundation and structure of the thesis and guides how the data is 

collected and analyzed to answer the research question. As such, this chapter will cover 

methodological reflections and decisions related to the role of theory, research- design, paradigm 

and its implications for ontology, epistemology and the researchers’ stance, as well as the research 

strategy. Next, the data description and data collection is covered and followed by the approach 

for a pilot test of the questionnaire is covered in relation to face validity. Thereafter, a description 

of data, the data collection process and analysis is explained. Lastly, the structure of the 

questionnaire is described and followed by an account of the construct measures before 

concluding with the approach for data cleaning.  
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4.1 The role of theory 

The hypotheses are not specifically suggested by the theory. Rather, the theoretical ideas from the 

literature provide grounds for the motivation to explore the research in a specific way (Blaikie, 

2010). In other words, the hypotheses are guided in a specific direction by the theoretical 

framework. The theories used in the study affords a theoretical framework for the focus of this 

thesis. As such, the theory provides a bearing direction and concentration of the research. As such, 

the chosen literature supports and reflects the overall quality and credibility of the study. In light 

of this, the theories applied in this research study are derived from carefully chosen literature 

comprising primarily top-rated journal articles. To ensure that the literature applied in this thesis 

meets a high level of credibility and reliability, the material was checked against The Australian 

Business Deans Council (ABDC) Journal Quality List. The ABDC Quality List uses extensive reviews 

performed by expert panels to rank 2,682 academic journals which are then divided into four 

different categories representing their level of quality: A* (7.41%), A (24.27%), B (31.69%) and C 

(36.61% of the total number)1. For this research study, only journals ranked A*, and A have been 

relied upon. Exceptions apply when using B ranked journals or literature found in books, in which 

cases the material was deemed reliable, and used only when the author(s) has published other 

articles on the subject in journals ranked A* or A. Journals ranked C were completely left out of 

the research study based on the notion that they are of unsatisfactory credibility. 

 

4.2 Research design 

According to Blaikie (2010, p. 15), “a research design is an integrated statement of and justification 

for the technical decisions involved in planning a research project”. Designing social research is a 

process where the researchers anticipate all aspects of the research project before carrying it out. 

The research design is a plan of the methods and procedures needed to be collected and analyzed 

by the decision-maker (Hair et al., 2002). The steps included in the research design are what turns 

the research question into a research project. Thus the research design becomes a guide on how 

to collect and analyze data. The steps related to the research design will be discussed below. 

 
1 Established by the Australian Business Dean Council in 2007, the ABDC, aims to overcome the regional and discipline 
bias of international lists. It was last reviewed in 2019 https://abdc.edu.au/research/abdc-journal-list/  

https://abdc.edu.au/research/abdc-journal-list/
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4.2.1 Research paradigm 

Instead of seeking to determine the essence of their discipline, Popper proposed that 

philosophers, scientists, and economists should confront problems by adopting a critical attitude 

towards existing theories and ideas, and by falsifying these theories through critical discussion 

(Parvin & Meadowcroft, 2010, p. 45). Popper emphasized the importance of enthusiastic 

engagement for those involved in the scientific discovery process. Inspired by the Greeks, this is 

what Popper called critical rationalism which can be described as “(...) free discussion of theories 

with the aim of discovering their weak spots so that they may be improved” (Popper, 1963/2007b, 

p. 67; Parvin & Meadowcroft, 2010, p. 45). According to Popper, critical rationalism is “an attitude 

of admitting that I may be wrong and you may be right, and by an effort, we may get nearer to the 

truth” (Popper, 1945/2006b, p. 249; Parvin & Meadowcroft, 2010, p. 45). Popper believed that 

scientific discovery is born out of critical dialogue among a community of individuals. Popper 

suggested that scientists and philosophers should see themselves as engaged in a joint project. By 

doing so, knowledge will grow as a consequence of public engagement, debate, and empirical 

testing. As such, the process of scientific discovery is driven forward by repeated and successive 

attempts to falsify existing theories and replace them with others, thereby increasing our 

collective knowledge of the world (Parvin & Meadowcroft, 2010). Following this idea, science 

becomes characterized as a trial and error process of conjecture and refutation. Researchers put 

forward theories about a given problem in the world, and in doing so, invite others to falsify their 

theories. Popper’s philosophy aimed to develop a theory of epistemology that could contribute to 

the development of human and scientific thought (Parvin & Meadowcroft, 2010). Because we use 

observations in the service of deductive reasoning and propose theories to account for those 

observations, the philosophy of critical rationalism has been deemed the most appropriate for our 

research. While theoretical ideas spring from research paradigms, paradigms are also considered 

the source of ontological and epistemological assumptions. These assumptions and their 

implications for this thesis will be covered in the following section. 
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4.2.1.1 Ontological and epistemological assumptions 

Besides the logical stances connected with different research strategies, the research strategy is 

also influenced by the ontological and epistemological assumptions on which they are based 

(Blaikie, 2010). First, ontological assumptions relate to our existing perception of the construct of 

social reality. These assumptions make claims about the kinds of social phenomena that can or do 

exist, the conditions of their existence, and the dynamics of how they are related (Blaikie, 2010). 

According to Saunders, Lewis, and Thornhill (2019), there are two foundational perspectives of 

ontology both of which represent opposite extremes: namely objectivism and subjectivism. 

Objectivism proclaims that social entities and phenomena exist and operate in an objective and 

tangible reality independently of social actors (Bryman, 2016). Subjectivism, on the contrary, 

asserts that social entities and phenomena are continually created from the perceptions and 

actions of the social actors concerned with their existence (Bryman, 2016). 

In this thesis, we approach research through a cautious realist ontology, which suggests the 

perception of reality as having an independent existence (Blaikie, 2010). This ontology falls within 

the foundational perspective of objectivism. Nevertheless, the reality cannot be observed directly 

or accurately because of imperfections in the human senses, and the fact that the act of observing 

is an interpretive process. Therefore, it is necessary to adopt a cautious and critical attitude when 

conducting research based on cautious realistic ontology (Blaikie, 2010). 

Second, epistemological assumptions are concerned with the process of gathering 

knowledge and therefore relate to the development of new theories and models, which aim to 

improve or expand upon existing models and theories in the given field of research. In other 

words, epistemology relates to what we consider acceptable knowledge in a given field of 

research at a given point in time. Granted, there are advantages and disadvantages of each of the 

epistemological stances, a falsificationism approach is adopted for this thesis.  Furthermore, a 

deductive research strategy is most appropriate to be used with a cautious realist ontology and 

the epistemology of falsificationism (Blaikie, 2010). Approaching research through the 

epistemological assumption of falsificationism implies that knowledge is created through trial and 

error in which theories are proposed and tested against empirical evidence. As mentioned, we are 

unable to observe reality directly; therefore, it is necessary to direct our test of theories towards 

trying to falsify rather than confirm them. This method is applied to approach the study from the 
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perspective of a cautious realist with a focus on developing hypotheses that can be tested through 

a collection of reliable primary data suited for quantitative analysis. 

Moreover, this thesis seeks to contribute to the knowledge of the concept of website trust 

and its implications for the consumers’ hotel search process by testing the hypotheses mentioned 

earlier. Furthermore, as it is not possible to establish whether knowledge is objectively true, it 

must be regarded as tentative and, as such, open to revision (Blaikie, 2010). As described above, 

this notion of seeking falsification rather than confirmation of theories is adjacent to Karl Popper’s 

perspective of critical rationalism.  

 

4.2.1.2 Addressing researchers’ stance 

Social researchers must decide what stance to take towards the research process and participants 

to assess the relationship between the researcher and the researched. Blaikie (2010) highlights 

that while the deductive research strategy aims to uncover an objective truth, it must be noted 

that a researcher’s culture, language, knowledge, and previous experiences make 

presuppositionless data collection impossible. On this note, we address our researchers’ stance in 

this thesis. Detachment often remains the ideal approach to exclude personal values and political 

commitments from the research process, however, it is recognized that a complete achievement 

of detachment is impossible. Blaikie (2010) proposes a number of possible stances social 

researchers can adopt. The traditional ‘scientific’ stance is perceived to be that of the detached 

observer whose involvement is limited to being an ‘uninvolved spectator’, especially during the 

data collection process. Arguably, the values and preferences of the researchers can threaten the 

objectivity of the research, and, hence, the value of the results. For this reason, detachment is, as 

mentioned, a necessity for producing reliable knowledge (Blaikie, 2010). 

In order to accomplish the role of detached observers in this research study, interaction 

with participants was limited to one-way communication, which consisted exclusively of a wide 

distribution of the questionnaire through a post on social media. Hence, no direct contact was 

established with potential respondents. Moreover, the survey was conducted as a self-

administered questionnaire completed by respondents online with no interference by the 

researchers. The survey method will be further elaborated upon in the section related to data 

description and the data collection process.   
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4.2.2 Research strategy 

When researchers want to answer research questions, they have to choose the best research 

strategy to answer them (Blaikie, 2010). The ambition of a research strategy is to provide the 

thesis with a logic, or a set of procedures, for answering the proposed research questions, in 

particular, “what” and “why” questions (Blaikie, 2010). Research strategies differ in terms of the 

types of research questions and the purposes they can answer.  

Traditionally, science is an inductive process where scientists start to collate and systemize 

observations about the world (Parvin & Meadowcroft, 2010, p. 35). This approach is taken by 

scientists to extrapolate from their observations overarching the laws of nature, which can be 

used to explain the world and to predict future events (Parvin & Meadowcroft, 2010). According to 

Parvin and Meadowcroft (2010, p. 35), science begins “(...) in the observation of particular, 

isolatable properties or behaviors via scientific methods”. Afterward, the results are gathered and 

used to infer generalizable laws. A scientist needs to establish proper circumstances where the 

observations can be made and tested (Parvin & Meadowcroft, 2010). By gathering and repeating 

experimentation and empirical testing, scientific theories are inferred from observed facts about 

the world. This scientific view is known as an inductive process of establishing the laws of nature 

based on observable facts (Parvin & Meadowcroft, 2010).  

Karl Popper believed that this traditional view of understanding science was flawed. 

Popper argued that the inductive method relies on fundamental philosophical and logical 

impossibility, meaning that we cannot predict the future by examining the past (Parvin & 

Meadowcroft, 2010). Popper concluded that the problem with the inductive strategy is that one 

cannot scientifically prove theories - they can only be falsified (Parvin & Meadowcroft, 2010). 

Explaining Popper’s falsification theory is most commonly exemplified by the statement “All swans 

are white”. According to Popper, “the statement ‘All swans are white’ cannot be proven by 

observing any number of white swans, but it can be decisively refuted by a single successful 

attempt” (Parvin & Meadowcroft, 2010, p. 37). Thus, facts can only prove a theory to be false, not 

to be true. This means that a hypothesis will forever remain a hypothesis unless it is proven to be 

false, in which it will be rejected. Following this logic, Popper argued that science is not an 

inductive process, but rather a deductive one.  
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The deductive research strategy is concerned with identifying specific problems in the 

world, proposing theories to resolve them, and then seeking to falsify the proposed theories 

(Parvin & Meadowcroft, 2010). According to Blaikie (2010, p. 85), “The aim of the deductive 

research strategy is to find an explanation for an association between two concepts by proposing a 

theory, the relevance of which can be tested”. The deductive research strategy is followed in this 

paper in the way that a hypothesized model is proposed and tested afterward. This is done by 

proposing a theoretical framework, formulating hypotheses, and then testing the hypotheses by 

gathering appropriate quantitative data that can be measured. If a hypothesis is tested and 

accepted, the hypothesis is corroborated but not proven to be true (Parvin & Meadowcroft, 2010; 

Blaikie, 2010). On the contrary, if the hypothesis tested is rejected, the theory is proven to be 

false; hence, it must be abandoned. The deductive strategy is used to deduce whether or not a 

theory can be confirmed based on what is known about the world at a given time. Thus, the 

purpose of the deductive strategy is to find an explanation among other possible explanations 

rather than finding the definitive truth (Blaikie, 2010).  

4.2.3 Data description and data collection process 

The findings of this thesis are based on a comprehensive collection of data to facilitate the testing 

of the proposed hypotheses. The phase of collecting empirical data represents the central pillar of 

this research study, and as such, the processing and analysis of the empirical data are essential. In 

order to collect the necessary quantitative data to examine and test the constructed hypotheses, a 

survey was deemed the appropriate methodological measure. Using a survey serves the purpose 

of examining potential relationships between several variables. The main goal of quantitative 

survey research methods is to provide specific facts and estimates from a representative sample of 

respondents (Hair et al., 2002). According to Hair et al. (2002, p. 256), the decision-makers can use 

this to: “(1) make accurate predictions about relationships between market factors and consumer 

behaviors; (2) understand relationships and differences; and (3) verify and validate the existing 

relationships”. According to Fowler (2009), surveys, furthermore, facilitate the collection of 

information from or about people to describe, compare, or explain their behavior, feelings, values, 

and knowledge. This survey has been conducted as a self-administered questionnaire completed 
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by respondents online. Evans and Mathur (2005) describe the value of online surveys in detail and 

outline a number of strengths and benefits of using online surveys for research.  

This thesis follows Evans’ and Mathur’s (2005) view on why an online survey makes for an 

excellent tool for data collection. First, the use of online surveys provides the possibility of a global 

reach. A global reach was not achieved in our survey due to a majority of Danish respondents in 

the sample; however, the benefits related to a global reach are still present. High Internet 

adoption in the population aids the representativeness of online surveys, which are a useful tool 

to obtain information from respondents living in different parts of a country simply and at a low 

cost. Second, online surveys provide a high degree of flexibility as they can be easily distributed in 

a number of formats. For this thesis, the survey was distributed using a link to a survey URL via e-

mail and on social media platforms. Third, ease of data entry and analysis is achieved through the 

applied survey tool Qualtrics XM which alleviates the administrative burden of and inputting data. 

Furthermore, it allows for instant access to the survey data in one database, making responses 

easy to tabulate for analysis. Fourth, online surveys can be conducted and administered in a highly 

time-efficient way, offering the benefit of speed and timeliness. The time spent to get the survey 

into the field and for data collection is also minimized (Evans & Mathur, 2005). For this thesis, 

approximately two weeks were spent collecting a total of 173 valid responses that were useful and 

relevant for the analysis. Fifth, the use of an online survey offers the advantage of convenience in 

several ways. Respondents are free to answer the questionnaire at a suitable time and place of 

their choice while also being able to decide on the pace at which they wish to complete the 

questionnaire. To facilitate convenience for the respondents, our questionnaire was set up to 

allow respondents to begin their responses and return to it at a later point in time resuming at the 

question of where they left off. 

4.2.3.1 Sample profile and sampling method 

According to Hair et al. (2002), how researchers obtain a sample for a given study is a paramount 

concern when collecting raw data through surveys. Two main approaches to sampling designs 

exist, namely, probability and nonprobability. In probability sampling, each sampling unit (an 

individual respondent) in the defined target has a known, nonzero probability of being selected for 

the sample (Hair et al., 2002). As such, the actual probability of selection for each individual 

respondent can possibly be equal depending on the type of probability sampling design applied. In 
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probability sampling, unbiased selection of respondents and ensuring that the sample represents 

the defined target population is of concern. The probability sampling method allows researchers 

to evaluate the reliability and validity of raw data collected by calculating the probability that the 

findings based on the sample would be different in the defined target population. The results 

derived from the use of probability sampling designs can be generalized to the defined target 

population; however, a specified margin of error assessed through the use of statistical methods 

must be accounted for (Hair et al., 2002).  

On the other hand, in non-probability sampling, the probability of selection of each 

sampling unit (individual respondent) is unknown. As a consequence, the potential sampling error 

cannot be accurately known either. Instead, the selection of respondents is based on subjective 

judgment, desire or knowledge of the researcher, and as a result, the extent to which the sample 

can be considered representative of the defined target population relies on the sampling approach 

and the researcher’s control of the selection activity (Hair et al., 2002). One of the efforts made to 

select sampling units was to filter out respondents who had no past experience in using 

TripAdvisor. The sampling approach used in this thesis was convenience sampling, which is 

considered a non-probability sampling method. In convenience sampling (also known as accidental 

sampling), sample units are gathered at the convenience of the researchers, typically during the 

conduction of the study (Hair et al., 2002). The assumptions at the basis of this method are that 

the defined target population is homogenous, and, as a result, the respondents possess similar 

characteristics in terms of what is being studied to those of the overall target population. In 

practical terms, it is difficult to assess the representativeness of the sample. An advantage of 

convenience sampling is that it allows for a large number of respondents (e.g. 150-200) to be 

interviewed in a relatively short period of time (Hair et al., 2002). 

The online questionnaire was conducted through the online-based survey creation 

program Qualtrics XM. The online questionnaire was distributed by link via Facebook as well as 

through direct e-mail. Overall, 267 respondents participated in the online questionnaire; however, 

out of this number, only 254 answered the survey in its full capacity due to the rest being recorded 

as still “In progress”. As such, 13 responses were omitted from the total sample due to responses 

being significantly incomplete. The decision to omit these responses entirely was made based on a 

lack of answers in the individual respondents’ questionnaire, therefore, making the responses 
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unreliable for the purpose of further analysis. Furthermore, respondents were asked to indicate 

whether they had used TripAdvisor in the past; those who expressed having no prior experience 

using TripAdvisor were taken to the end of the questionnaire. This group accounts for 173 of the 

total sample N = 254. The original total sample of N = 254, therefore, comprises 173 responses 

relevant for further analysis. Once the data was cleaned, it was imported into SPSS for further 

analysis. 

4.2.3.2 Central tendency and dispersion 

The mean value, described as the average value of a given dataset, is used to analyze the central 

tendency of the variables in the conceptual model. A clear tendency of positive answers was 

identified for all of the variables. The mean value of the entire conceptual model was 4.55502, 

which can be interpreted as a result of most of the respondents agreeing with the statements in 

the questionnaire. To check for potential dispersion, the standard deviation was evaluated to 

assess the variance between values and the mean. The highest standard deviation was 1,5423 for 

the scale USEINTENT, while the average standard deviation for all the variables was 1,2159. The 

coefficient of variation was assessed by CV=standard deviation / mean to evaluate the spread. 

Generally, a CV >= 1 implies a somewhat high variation, while a CV < 1 can be considered low. 

Hence, at a value of 0.2666, the spread can be considered relatively narrow. Table 1 below 

illustrates the values for the mean and standard deviations.  
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Table 1. Descriptive statistics. Source: Authors’ own work. 

Values are based on responses to 7-point Likert scales for each variable*; 1 denotes strongly agree, 

4 - neither agree nor disagree, and 7 – strongly disagree. *For UX 1 denotes not experienced at all, 

4 - neither experienced nor inexperienced, and 7 - very experienced 

 

The socio-demographic characteristics of the sample profile can be viewed in Table 2. The sample 

is largely made up of individuals in the age 21-27 from Denmark which constitutes 65% of the 

sample, although all age groups are represented in the sample. Therefore, as for age distribution 

the sample cannot be considered representative. The composition of this sample is likely a result 

of the convenience sampling method, and the age concentration could be considered a limitation. 

However, according to a study performed by the global marketing research firm Nielsen (2013), 

individuals in this age group represent the most frequent users of consumer reviews.  

As illustrated below, the distribution between males and females among the respondents was 

almost equal at 46% and 54% respectively, hence, the survey can be considered representative in 

terms of gender.  

 

 

Table 2. Socio-demographic characteristics of the sample. Source: Authors’ own work, 2020 
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4.3 Pilot testing and face validity 

Before initiating the data collection process, a pilot test of the questionnaire was conducted. It is 

generally recommended for researchers to ensure pilot testing of questionnaires to avoid the risk 

of respondents finding it difficult to respond to questions and, overall, to minimize data recording 

issues. Pilot testing provides the advantage of enabling the preliminary assessment of the validity 

of the questions and the reliability of the collected data (Saunders et al., 2019). An extra step can 

be taken by using the data collected from the pilot test responses to perform an initial analysis to 

ensure that the questions can provide answers enabling hypothesis testing. According to Saunders 

et al. (2019), the number of participants required for a pilot test depends on the research project’s 

size, objectives, and the research questions relative to the time constraints. However, the 

participants chosen for the pilot test should not be individuals who could potentially become 

respondents of the questionnaire in the actual data collection process. Instead, it is advised that a 

pilot test group comprises individuals who have demographic traits and characteristics 

comparable to those of the selected sample of the study (Bryman, 2016). In light of this, a pilot 

test was conducted with a group of 10 Danish respondents in the ages between 23 to 58 who all 

had previous experience with using TripAdvisor. The test respondents were our friends, family as 

well as our colleagues. After the test participants had completed the questionnaire, a review was 

conducted to obtain feedback from the respondents on their experience with the questionnaire. 

The questions for respondents were asked in accordance with the principles put forward by 

Saunders et al. (2019). The questions aimed to uncover the time respondents took to complete 

the questionnaire, whether the instructions provided in the introduction were understandable, if 

any questions were unclear or ambiguous, and whether the set-up of the questionnaire was 

suitable. Finally, the test respondents were asked if they had any further comments.  

The purpose of the conducted pilot test was twofold. First, the purpose was to assess the 

extent to which the questions posed in the questionnaire were unambiguous, understandable, 

easy to complete, and whether the data was properly collected and recorded in the survey tool. 

Second, conducting the pilot test contributed to an assessment of the face validity of the survey. 

Face validity refers to the subjective assessment of the “extent to which the content of the items is 

consistent with the construct definition based solely on the researcher’s judgment.” (Hair et al., 

2002, p. 601). Hence, it safeguards that the constructs and items and the survey structure are 
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logical to the respondents and that the survey at large clearly illustrates what it was intended to 

measure (Hair et al., 2002). The steps described in this section as part of the pilot testing process 

ensured that the questionnaire was appropriately set up and could successfully be distributed to 

the intended sample. 

 

4.4 Structure of the questionnaire 

As mentioned, the questionnaire was designed in Qualtrics XM and contained a total of 37 

questions. The questionnaire (Appendix 1) consists of eight overall dimensions, which make up the 

primary constructs of the conceptual framework: five antecedents of website trust, website trust, 

and two behavioral intentions. Our research study aims to examine potential relationships that 

may exist between the different variables in the constructs. At the beginning of the questionnaire, 

a control question was set to filter out undesirable respondents from the final dataset. This control 

question concerned whether respondents had used TripAdvisor in the past and was included to 

facilitate the delimitation of our study, which focuses on consumers with existing experience using 

TripAdvisor. Therefore, all respondents who had not used TripAdvisor were taken to the end of 

the questionnaire without being presented to any other questions to save their time and because 

they would not be valid in the final dataset. Therefore, the sole purpose of this question was to 

eliminate this group of respondents from the final dataset. 

Following the first control question, the next 32 questions concerned the measuring of the 

main variables in the hypothesized model, namely the five antecedents, website trust, and the two 

intentions. These questions were adopted directly or adapted from existing scales used in previous 

studies by other researchers. The common practice of re-using existing scales offers the advantage 

that it increases the chance of using variables with high internal reliability. This is because the 

measurement qualities of the given variables are already known from the previous studies in 

which they were used. Furthermore, by using existing scales and their corresponding questions, 

researchers can more appropriately compare their results with those achieved in similar studies 

and thereby expand upon the literature on the field (Bryman, 2016).  

Lastly, four questions related to socio-demographic characteristics were included. Our 

study aims to assess whether a number of demographic factors possess moderating effects on any 



52 

of the hypothesized relationships. This was the reason for dedicating the last section of the 

questionnaire to gathering information about the demographics of respondents, including gender, 

age, nationality, and their frequency of traveling for leisure on a yearly basis. The questions 

related to demographics were intentionally placed at the end of the questionnaire to facilitate a 

higher completion rate. The reason for this is twofold: first, some respondents may be discouraged 

by this type of question and, as a consequence, be less inclined to complete the survey. Second, 

the questions about demographics are not detrimental to the central aim of the research; hence, 

they were prioritized after the main questions are answered. 

When conducting survey research, it is necessary to match the survey method with the 

amount of information needed (Hair et al., 2002). Therefore, a researcher should assess the risk of 

respondent fatigue versus getting more information. Respondent fatigue poses a threat to the 

reliability of responses as it can potentially cause bias in the resulting data structures (Hair et al., 

2002). All the survey questions in this thesis were formulated as closed-ended questions to 

mitigate the risk of respondent fatigue and ease the process of data cleaning to prepare for 

quantitative analysis (Bryman, 2016). Compared to a 5-point Likert scale, using a 7-point Likert 

scale provides the advantage of allowing for more accurate responses; however, it poses a risk of 

fatiguing the respondents (Hair et al., 2002). This risk was assessed relative to the overall 

complexity and the length of the questionnaire which are considered moderate. The risk was not 

viewed as significant, hence, to answer the questions in the survey, a 7-point Likert scale was 

deemed appropriate and was used for all the questions to ensure consistency. The response 

options in the Likert scale ranged from a negative to positive sentiment as well as an option in the 

middle which represented a neutral sentiment to signal indifference or uncertainty toward the 

question. Qualtrics XM, provided a standard template setting for the 7-point scales denoting the 

response options. The options on the scale were not randomized but positioned in the same 

sequence for each of the questions to avoid confusing the respondents (Saunders et al., 2019). The 

questions relating to demographics were measured through single-item scales. With the 

questionnaire structure covered, the measurement scales used for the questionnaire will now be 

accounted for. 
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4.5 Construct measures 

Following the literature review, a theoretical framework was developed, consisting of eight 

characteristics on which the respondents may differ. These characteristics make up the variables 

of the conceptual framework and can be categorized as independent (predictors) and dependent 

variables. In the words of Hair et al. (2002, p. 301), “The independent variable is assumed to be 

the causal factor of a functional relationship with a dependent variable.”. We identified three 

primary relationships in the model for further analysis. The first relationship suggests that website 

trust is dependent on the five different independent variables: website quality, information 

quality, source credibility, customer satisfaction, and user experience. The two next relationships 

examine website trust as an independent variable and causal factor for the functional relationship 

with the intention to use and intention to recommend as dependent variables. As previously 

mentioned, these variables were measured using 7-point Likert scales; however, the construct 

used to measure these variables will now be elaborated upon.  

 All of the constructs used in the questionnaire have been used in previous studies and, 

hence, are either adopted directly or adapted from carefully selected journal articles. The 

selection of constructs underwent the same selection process as that of the literature used for this 

thesis, as described at the beginning of the methodology section. This was done to ensure high 

construct validity and internal consistency reliability in the selected scales. Moreover, the purpose 

of using existing scales to guarantee validity and reliability is to ensure the questionnaire can: (1) 

facilitate a collection of the appropriate data; and (2) do so consistently. Construct validity is 

concerned with the accuracy of measurement and refers to “the extent to which a set of 

measured items actually reflects the theoretical latent construct those items are designed to 

measure” (Hair et al., 2002). Internal consistency, a measure of reliability, refers to correlating the 

responses to each item in the questionnaire with responses to other items in the questionnaire 

(Saunders et al., 2016, p. 367). It is most commonly assessed through the measure of Cronbach’s 

alpha. The internal consistency reliability of the scales used in the survey will be covered later on 

in the thesis. 
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4.5.1 Antecedents 

4.5.1.1 Website quality 

The scale measuring website quality for TripAdvisor was adapted from the scale developed by 

Yang et al. (2005) for websites without transactions, which was more recently used in Filieri et al. 

(2015). The items in the scale used by Filieri et al. (2015) were reported to have high levels of 

composite reliability (0.926) and adequate discriminant validity (0.643). However, while Yang et al. 

(2005) examined the usefulness of content and the sufficiency of information, we exclude the 

items measuring these factors from the website quality construct on the background of research 

done by DeLone & McLean (1992) establishing website quality and information quality as two 

distinctive factors. The items in this scale were measured using a 7-point Likert scale ranging from 

1 = “Strongly disagree” to 7 “Strongly agree”. The scale contained seven items asking the 

respondents to which extent they agree that TripAdvisor “is easy to use, has well-organized 

information, has customized search functions, is easily accessible from different devices, provides 

opportunities to interact with others, guarantees users’ privacy, and has high speed of page-

loading”.  

4.5.1.2 Information quality 

Information quality was measured as a distinctive factor through the scale adapted from Filieri et 

al. (2015), which is based on previous eWOM studies (Cheung et al., 2009; Filieri & McLeay, 2014; 

Park et al., 2007). The items used for this scale are in line with the research of McKinney, Madu, 

and Zahedi (2002), who define reliability and usefulness of information as the main components of 

information quality. The items in the scale used by Filieri et al. (2015) were reported to have high 

levels of composite reliability (0.902) and adequate discriminant validity (0.607). Our scale 

contained six items asking the respondents to which extent they agree that the information they 

found in online reviews on TripAdvisor was “up to date, relevant to my needs, sufficient to cover 

my needs, valuable, useful, credible”.  The items in this scale were also measured using a 7-point 

Likert scale ranging from 1 = “Strongly disagree” to 7 “Strongly agree”.     
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4.5.1.3 Source credibility 

Source credibility was measured through a scale developed by Wu and Schaffer (1987) and more 

recently used by Cheung et al. (2008). The items in the scale used by Cheung et al. (2008) were 

reported to have high levels of composite reliability (0.84) and adequate discriminant validity 

(0.73). The items in our scale were measured using a 7-point Likert scale ranging from 1 = 

“Strongly disagree” to 7 “Strongly agree”. The scale contained two items asking the respondents 

to which extent they agree that: “the reviewers were trustworthy” and “the reviewers were 

reliable”.  

4.5.1.4 Customer satisfaction 

A scale with two items from Pavlou (2003), adapted more recently by Filieri et al. (2015), was used 

to measure customer satisfaction. In the study by Pavlou (2003), the scale was reported to have 

high levels of internal consistency reliability (α = 0.94) and adequate discriminant validity (1.0). 

Likewise, the items in the scale used by Filieri et al. (2015) were reported to have high levels of 

composite reliability (0.893) and adequate discriminant validity (0.806). The items in our scale 

were measured using a 7-point Likert scale ranging from 1 = “Strongly disagree” to 7 “Strongly 

agree”. The scale contained two items asking the respondents to which extent they agree with the 

statements: “I am satisfied with the information I have received from TripAdvisor” and “I am 

satisfied with my previous experiences with TripAdvisor”.  

4.5.1.5 User experience 

The original scale (Smith et al. 2005) assessed users’ experience in terms of “going on-line”, “on-

line browsing/shopping” and “online recommendations”. Filieri et al. (2015) adapted the scale 

from Smith et al. (2005) to survey user experience on CGM platforms. The items in the scale used 

by Filieri et al. (2015) were reported to have high levels of composite reliability (0.903) and 

adequate discriminant validity (0.757). For this study, the scale used by Filieri et al. (2015) was 

adapted to the context of assessing respondents’ experience, specifically in terms of TripAdvisor. 

The items in our scale contained three items asking the respondents how they would rate their 

level of experience in terms of: “using Tripadvisor”, “browsing TripAdvisor,” and “navigating online 

reviews”. The items in this scale were measured using a 7-point Likert scale ranging from 1 = “not 

experienced at all” to 7 “very experienced”.   
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4.5.2 Website trust 

The constructs measuring behavioral intention to use TripAdvisor for hotel information search was 

adapted from Ayeh et al. (2013a). The scale used in the study by Ayeh et al. (2013a) demonstrated 

high composite reliability (0.973) as well as an adequate discriminant validity (0.878). The items in 

our scale were measured using a 7-point Likert scale ranging from 1 = “Strongly disagree” to 7 

“Strongly agree”. The items in our scale contained five items asking the respondents to which 

extent they agree with the statements: “I will not hesitate to use TripAdvisor to search for hotels 

or information about hotels”, “I plan to seek advice about hotels from TripAdvisor”, “I expect to 

use TripAdvisor to search for hotels or information about hotels”, “I intend to use TripAdvisor to 

search for hotels or information about hotels”, and “I am very likely to use TripAdvisor to search 

for hotels or information about hotels”.   

 

4.5.3 Behavioral intention outcomes 

4.5.3.1 Intention to use 

The constructs measuring behavioral intention to use TripAdvisor for hotel information search was 

adapted from Ayeh et al. (2013a). The scale used in the study by Ayeh et al. (2013a) demonstrated 

a high composite reliability (0.973) as well as an adequate discriminant validity (0.878). The items 

in our scale were measured using a 7-point Likert scale ranging from 1 = “Strongly disagree” to 7 

“Strongly agree”. The items in our scale contained five items asking the respondents to which 

extent they agree with the statements: “I will not hesitate to use TripAdvisor to search for hotels 

or information about hotels”, “I plan to seek advice about hotels from TripAdvisor”, “I expect to 

use TripAdvisor to search for hotels or information about hotels”, “I intend to use TripAdvisor to 

search for hotels or information about hotels”, and “I am very likely to use TripAdvisor to search 

for hotels or information about hotels”.  
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4.5.3.2 Intention to recommend (WOM & eWOM) 

The intention to recommend TripAdvisor via WOM or eWOM was measured using a scale 

developed by Brown et al. (2005). The items in the scale used by Brown et al. (2005) demonstrated 

high levels of composite reliability (0.980). With regards to the adequate discriminant validity the 

authors argued “we are confident that each of the latent variables in our model exhibits 

discriminant validity with all other latent variables” (Brown et al., 2005, p. 131). The items in our 

scale were measured using a 7-point Likert scale ranging from 1 = “Strongly disagree” to 7 

“Strongly agree”. The scale contained four items asking the respondents to which extent they 

agree with the statements: “I have mentioned to others that I seek hotel information from 

TripAdvisor”, “I made sure that others knew that I rely on TripAdvisor for hotel information”, “I 

spoke positively about TripAdvisor to others” and “I recommend TripAdvisor to close personal 

friends and family”. The scales and their respective items and codes are illustrated in the table 

below. The codes are used as needed throughout the thesis and are coded in the same way to 

represent the variable codes in the dataset and the output from SPSS. 
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Table 3. Scales and items. Source: Authors’ own work. 

 

4.6 Data cleaning and processing 

The dataset was extracted directly from Qualtrics with a total sample of N = 254. As mentioned in 

the section on sampling, the respondents with no experience of TripAdvisor were deemed 

irrelevant for the purpose of this study due to its delimitation. These responses were deleted from 
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the dataset in Excel in order to prepare the dataset for further analysis in SPSS. The dataset was 

extracted in numerical form for compatibility with SPSS; hence, the responses given on questions 

using a Likert-scale were conveyed with numbers ranging from 1 representing ‘Strongly Disagree’ 

through 7 representing ‘Strongly Agree’ and one representing ‘Not experienced at all” to “Very 

experienced”. All questions in the questionnaire were made mandatory, which significantly limited 

the occurrence of missing answers. However, questions with the option of free-text responses 

such as the respondent’s age were possible to answer however desired by the respondent. Only 

three responses contained missing answers, with two blank answers related to age and one 

respondent stating their travel frequency as “Often”. These answers were marked with 99 to 

identify the occurrence of missing answers in the dataset. With all responses in the dataset 

present, final data cleaning could begin in SPSS. In order to remedy the issue of the missing 

answers, the descriptive statistics were examined in SPSS to find the MEAN of each particular item 

containing missing answers. As such, the average of all the responses to the respective item was 

filled in to replace the missing answer for the item in question. Answers to the question of travel 

frequency were in a free-text format, and, as a result, several respondents had given up a range of 

numbers rather than a single number as their response. For the purpose of compatible analysis, 

these responses were formatted to a single number representing the expected average number of 

times traveled per year within the stated range (i.e. a response of 4-6 was formatted to a 5). 

To analyze the dataset, the statistical method of multiple linear regression (MLR) was 

applied. MLR provides the advantage of modeling relationships between a number of independent 

variables to explain the variation in the dependent variable (Sweet & Grace-Martin, 2012). In order 

to perform the multiple linear regression analysis in SPSS, the variables of a given construct were 

computed into a new variable representing the construct and all its variables. The purpose of this 

action is to compute each of the constructs in a way that includes their respective items in one 

variable rather than several (e.g., the computed Website Trust variable is made up of all the 

questions related to this construct). Appendix 2 shows the dataset in its entirety. 

5. Results 

In this chapter, the results of the analysis are examined in detail. First, testing assumptions of 

normality is performed followed by an assessment of multicollinearity and singularity. Second, 
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internal reliability is checked through the method of Cronbach’s alpha followed by an evaluation of 

the nomological and external validity. Finally, the proposed hypotheses presented in the 

conceptual framework are examined in terms of whether they can be accepted or rejected. Note 

that the analysis was conducted in SPSS version 25 using the full dataset of answers from 

respondents who had prior experience using TripAdvisor N = 173; hence, the results are based on 

this data. The full dataset, as well as the output from the analysis, is included in Appendix 2 and 3, 

respectively. 

 

5.1 Testing assumptions of multiple regression 

5.1.1 Assumptions of normality 

The single most essential assumption in the context of multivariate data analysis is the normality, 

which refers to the shape of the data distribution for an individual metric variable and its 

correspondence to the normal distribution, the benchmark for statistical methods (Hair et al., 

2014). In order to test the normality of our data, we applied the Kaiser-Meyer-Olkin Test for 

Sampling Adequacy. The test returned a sampling adequacy value of .811 which, according to 

Kaiser’s (1974) index of factorial simplicity, indicates that the model is “meritorious”2. For another 

evaluation of the sampling value adequacy value, the appropriateness level is achieved at values 

above .50 (Hair, Black, Babin & Anderson, 2014). Furthermore, a Bartlett’s Test of Sphericity was 

conducted to measure the overall significance of all the correlations within the conceptual model. 

According to Hair et al. (2014), a statistically significant Bartlett’s Test of Sphericity (sig. < .05) 

indicates that sufficient correlations exist among the variables to proceed. In other words, the test 

“provides the statistical significance that the correlation matrix has significant correlations among 

at least some of the variables” (Hair et al., 2014, p. 102). As mentioned, the KMO and Bartlett’s 

test produced a sampling adequacy value of .811 at p < .001, respectively as illustrated in Table 4 

below. We can proceed to analyze each of the relationships through multiple linear regression 

analysis based on the value retrieved from Bartlett's Test of Sphericity. 

 
2 Kaiser (1974) gave the following evaluation for the levels of index of factorial simplicity: in the .90s, marvelous in the 
.80s, meritorious in the .70s, middling in the .60s, mediocre in the .50s, miserable below .50, unacceptable. 
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Table 4. KMO and Bartlett’s Test of Sphericity results. Source: Authors’ own work. 

5.1.2 Skewness and kurtosis 

The normality of the data was further assessed by a measure of the skewness and kurtosis values 

of the constructs WEBQUAL, WEBTRUST, and WOMEWOM. Skewness values were measured at 

the values of -.420 for WEBQUAL, -.849 for WEBTRUST, and .184 for WOMEWOM, as illustrated in 

table 5 below. According to Hair et al. (2014), skewness values falling outside the range of -1 to +1 

indicate a substantially skewed distribution. Based on our skewness values, the distribution can be 

considered normal. The kurtosis values of the scales provide a measure of how peaked or flat the 

distribution is compared to a normal distribution. A value of 0 represents a normal distribution; a 

positive value indicates a relatively peaked distribution, while a negative value indicates a 

relatively flat distribution (Hair et al. 2014). Our kurtosis test shows that the distribution departs 

somewhat from absolute normality at the level of 0. However, the kurtosis values do not provide 

grounds for concern; hence, on an overall assessment, the distribution is considered relatively 

normal. Furthermore, it should be noted that a completely normal distribution of data is usually 

more easily achieved in larger datasets and is, therefore, more common in studies with a larger 

sample. The kurtosis values are illustrated in Table 5 below. 

 

 

Table 5. Means, Standard deviation, skewness and kurtosis. Source: Authors’ own work. 
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5.2 Assessing multicollinearity and singularity 

Multicollinearity is an expression of the extent to which a variable can be explained by the other 

variables in the analysis (Hair et al., 2014). Multicollinearity can be an issue since it complicates the 

interpretation of the variate because it is more difficult to ascertain the effect of any single 

variable, owing to their interrelationships (Hair et al., 2014, p. 2). Therefore, researchers 

conducting multiple regression analyses should generally seek to avoid multicollinearity and 

singularity. The occurrence of multicollinearity happens if there is high correlation (.90 or higher) 

among independent variables. Conversely, singularity, an extreme case of 

collinearity/multicollinearity, occurs when an independent variable consists of other independent 

variables. In other words, when an independent variable is perfectly predicted (i.e., correlation of 

±1.0) by one or more other independent variables (Hair et al. 2014). Furthermore, regression 

models cannot be estimated when a singularity exists. Therefore, if singularity is present, 

removing one or more of the independent variables involved is necessary to remove the 

singularity. As illustrated in the correlations matrix, no correlation is near the level of ±1.0 for 

singularity. On this basis, we can conclude that singularity did not occur in our hypothesized 

model. In relation to multicollinearity, no correlations between independent variables were higher 

than the accepted level of .90, with the correlation between INFOQUAL and SAT being the highest 

at .805. Hence, multicollinearity did not occur in our model.  

In order to further confirm the absence of multicollinearity the Variance Inflation Factor 

(VIF) values were checked as high VIF values can be indicators of a high degree of collinearity or 

multicollinearity between the independent variables (Hair et al., 2014). A number of varying 

recommendations for acceptable levels of VIF can be found in the literature. While a VIF of 10 is 

the most commonly agreed-upon maximum level (Hair et al., 2014; Myers 1990; Kennedy, 1992), 

others set the limit to 5 (Rogerson, 2001) and even 4 (Pan & Jackson, 2008), indicating that 

researchers can use the benchmark that fits their own purposes. With the highest VIF identified 

among the variables being INFOQUAL at 3.647, the absence of multicollinearity is supported even 

under the strictest criteria (Pan & Jackson, 2008). The correlations of the scales in the model are 

illustrated in the correlations matrix in Table 6 below. 
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Table 6. Correlations Matrix. Source: Authors’ own work; SPSS Output 

5.3 Reliability 

In quantitative research methodology, one of the main concerns of the researchers is the 

reliability of the data collected (Hair et al., 2002). A typical pitfall relating to data reliability exists in 

the construct development process. Here bias may arise as a consequence of faulty construct 

development, which happens due to inaccurate or inadequate identification of the important 

subdimensions of the constructs from the survey. The consequences of this are typically 

constructs with low reliability and the increased risk of irrelevant and low-quality data collection. 

Therefore, when conducting quantitative studies, researchers must ensure the reliability of their 

empirical data to obtain consistent results (Hair et al., 2002). 

To assess the consistency of the entire scale, the reliability coefficient is measured with 

Cronbach’s alpha. More specifically, an internal reliability analysis using Cronbach’s alpha was 

performed on all scales, and their subscales were included in the questionnaire to establish that 

the item measures are consistent with the construct it is measuring. Table 7 shows the results of 

the internal consistency reliability analysis. The lower limit commonly agreed upon for Cronbach’s 



64 

alpha is .70, although it may decrease to .60 in exploratory research (Hair et al. 2010). Our 

research study does not constitute exploratory research; hence, an alpha of .70 to .80 is required 

for acceptance. As seen from the results in Table 7, our constructs returned measures of Cronbach 

alpha ranging from .725 to .938, indicating reliability above the recommended level of .70 and, 

hence, an overall internal consistency. It should be mentioned, however, that one of the issues 

related to assessing Cronbach’s alpha is the positive relationship with the number of items in the 

scale. Increasing the number of items will increase the reliability values. This point of criticism has 

advised cautionary use of the general guidelines for acceptable reliability. 

Cronbach's α =  

The upper half of the equation represents the number of items (N) squared multiplied by the 

average covariance between items, while the lower half represents the sum of all the item 

variances and item covariances. The criticism of Cronbach’s alpha has been directed at the upper 

half of the equation, which includes the number of items squared. This means that an increase in 

the number of items on the scale will accordingly spark an increase in alpha, and, hence, making it 

possible to obtain a higher alpha value by increasing the number of items on the scale – rather 

than as a result of a reliable scale. Therefore, researchers must place more stringent requirements 

for scales with large numbers of items (Hair et al. 2010). In order to further check the internal 

consistency of a scale, the average correlation among the items in the scale can be examined. 

Nevertheless, following Cronbach's logic, a low average correlation is equally reliable as one with a 

high average correlation (Field, 2017). 
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Table 7. Internal Consistency Reliability. Source: Authors’ own work. 

5.4 Nomological and external validity 

In relation to validity concerns besides the assessment of face validity, the nomological and 

external validity is assessed as an additional effort to ensure the overall validity. Nomological 

validity is defined by Hair et al. (2014, p. 601) as a measurement of “validity that examines 

whether the correlations between the constructs in the measurement theory make sense”. In 

other words, it is concerned with the conceptual framework’s ability to demonstrate significant 

relationships between all three levels of the model. As such, nomological validity provides a means 

for the researcher to check whether the relationships in the conceptual framework make sense. 

Significant relationships were identified on all levels in the regression analysis; hence, nomological 

validity is achieved. 

Several interpretations of external validity can be found in the literature of social research. 

This is due to the fact the different types of external exist. One external validity type is concerned 

with the extent to which results can be generalized to the entire target population (Hair et al., 

2014). This type of external validity is not secured because the sample for this study was not 

randomly selected, and therefore our results cannot be generalized. However, as mentioned, 

other interpretations of external validity exist. In this thesis, we concern ourselves with the 

external validity of our core variable, specifically website trust. In other words, when checking for 

external validity, the core variable’s ability to predict existing and known outcomes is examined. 

This type of external validity is dependent on the results of the regression analysis. Because 
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significant effects were found in the relationship between website trust and the two outcome 

variables, external validity is achieved. Hence, the core variable in our conceptual model can 

predict the known and existing outcomes. 

5.4.1 Evaluating the hypothesized model 

In order to assess the extent to which the conceptual model can explain the variance in the 

dependent variables, the R-square value is evaluated. Based on this value, the conceptual model 

explains 72.9% of the variance in WEBTRUST, 25.9% in USEINTENT, and 45.7% in WOMEWOM. 

Moreover, all of the seven regressions analyzing direct relationships retrieved Sig. values showing 

that statistical significance is achieved at the level of p < .0001. 

 

5.5 Hypothesis testing 

Multiple linear regression analysis was conducted to analyze the hypothesized relationships 

between the different variables. SPSS output from the regressions provides the source for 

assessing whether the independent variables contained the prediction power of the given 

dependent variables in the model. The outputs of the statistical analysis performed in SPSS can be 

found in the tables accompanying the respective sections on hypothesis testing. To assess the 

relationships between the variables, the unstandardized beta coefficient values were evaluated. 

Standardized beta coefficients offer the advantage that they eliminate the problem of dealing with 

different units of measurement (i.e., as a result of having a high variation in response scales and 

variability across variables) (Hair et al., 2014). However, because there was not a high variation 

among the scales used in our survey, the unstandardized beta coefficient is preferred. As such, the 

unstandardized beta coefficient was evaluated to determine the strength of the effect of the 

independent variable on the dependent variable and to confirm whether the effect is positive or 

negative. Generally, the value must lie between -1 and +1, where .00 - .20 = very weak ;.20 - .40 = 

weak; .40 - .60 = moderate; .60 - .80 = strong; .80 – 1 = very strong (Field, 2017). Furthermore, the 

significance value (Sig. / p-value) produced from the regressions was evaluated for each of the 

independent variables to assess whether their effect on the dependent variable (β) is statistically 

significant. In order to achieve statistical significance, the significance value must be less than .05; 
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hence, p-values exceeding this limit cannot be considered statistically significant in terms of its 

prediction of the given dependent variable. In contrast, a low significance value as possible is 

desirable because the lower it is (p < .05; .01; .001), the higher the confidence that the result is not 

attributed to chance.  

The last values evaluated were the R-Square, which is an indicator of the combined effects 

of the entire variate, which consists of one or more independent variables plus the intercept, in 

predicting the dependent variable. The value ranges from 1.0 representing a perfect prediction to 

0.0 representing no prediction. Besides explaining the prediction power of the variate, R squared 

also expresses the extent to which the variance in the dependent variable can be explained by the 

independent variable(s) (Hair et al., 2014, p. 160-161). Generally, there is no specific level 

recommended for R-square values; rather, the appropriate value will be dependent on the type of 

research in which it is used as well as the overall complexity of a given model (Hair et al, 2014). 

The first five hypotheses (H1, H2, H3, H4, H5) examine the relationship between the level 

of five different antecedents of website trust as independent variables and the level of website 

trust as the dependent variable. Hypotheses H6 and H7 study the effect of website trust as the 

independent variable on two behavioral intentions as the dependent variables. The last three 

hypotheses (H8, H9, H10) examine the existence of moderating effects on the conceptual model's 

relationships. 

5.5.1 Testing direct relationships 

H1. Website quality positively influences the consumer’s trust in TripAdvisor. 

The first presented hypothesis of this thesis aims to investigate the impact of website quality on 

website trust proposing that website quality positively influences the consumer’s trust in 

TripAdvisor. The results illustrate a very strong positive relationship between the two variables, 

which is statistically significant at (β = .861,  p < .001). In other words, the consumers’ perceived 

quality of the website is a significant predictor of the consumers’ website trust in CGM. Hence, as 

a result, the hypothesis is accepted. It translates to the fact that the website quality of TripAdvisor 

is considered a relevant factor for establishing consumers’ trust in the website, based on the 

acceptance of hypothesis H1. The R-Squared value is 0.296, meaning that the variables explain 

29.6 % of the variance in the hypothesized relationship H1. 
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H2. Information quality positively influences the consumer’s trust in TripAdvisor. 

The second hypothesis (H2) proposes that “Information quality positively influences the 

consumer’s trust in TripAdvisor..”. The results confirm a positive effect at the moderate level 

existing between the variables (β = .797, p < .001), suggesting that an increase in information 

quality is correlated to an increase in website quality. Hence, hypothesis H2 is accepted. The R-

Squared value is 0.580, meaning that the variables explain 58 % of the variance in the 

hypothesized relationship H2. 

  

H3. Source credibility has a positive effect on the consumer’s trust in TripAdvisor. 

The third hypothesis of this thesis investigates the impact of source credibility on the consumer’s 

trust in TripAdvisor. The results show a weak positive relationship (β = .698, p < .001, meaning that 

source credibility has a moderate positive effect on the consumer’s trust in TripAdvisor. 

Hypothesis H3 is, therefore, accepted. The R-Squared value is 0.592, meaning that the variables 

explain 59.2 % of the variance in the hypothesized relationship H3. 

  

H4. Customer satisfaction has a positive effect on the consumer’s trust in TripAdvisor. 

The fourth hypothesis aims to investigate whether customer satisfaction has a positive effect on 

the consumer’s trust in TripAdvisor. Hypothesis H4 is accepted (β = .702, p < .001), meaning that 

customer satisfaction has a positive effect on the consumer’s trust in TripAdvisor. The R-Square 

value is 0.608, meaning that the variables explain 60.8 % of the variance in the hypothesized 

relationship H4. 

 

H5. User experience has a positive effect on the consumer’s trust in TripAdvisor. 

The fifth, and last, of the examined antecedent of website trust is studied in hypothesis H5. The 

results showed (β = .0284, p < .001), meaning that the hypothesis is accepted. Thus, user 

experience has a weak effect on consumers’ trust in TripAdvisor. The R-Squared value is 0.097 

meaning that the variables explain 9.7 % of the variance in the hypothesized relationship H5.  
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H6. Website trust positively influences the consumer’s intention to use TripAdvisor for hotel 

searches. 

The sixth hypothesis investigates whether website trust has an influence on the consumer’s 

intention to use TripAdvisor for hotel searches. The results (β = .682,  p < .001) show that website 

trust has a strong positive effect on the consumers’ intention to use TripAdvisor for hotel 

searches. It means that an increase in website trust is correlated to an increase in intention to use. 

The R-Squared value is 0.259 meaning that the variables explain 25.9 % of the variance in the 

hypothesized relationship H6. 

 

H7. Website trust positively influences the consumer’s intention to recommend TripAdvisor for 

hotel searches (WOM & eWOM).  

The seventh hypothesis investigates whether website trust has an influence on the consumer’s 

intention to recommend TripAdvisor for hotel searches (WOM & eWOM). The results (β = .555, p < 

.001) show that website trust has a moderate positive influence on the consumer’s intention to 

recommend TripAdvisor for hotel searches. It means that an increase in website trust is correlated 

to an increase in intention to recommend. The R-Squared value is 0.457, meaning that the 

variables explain 45.7 % of the variance in the hypothesized relationship H7. 

 

The first five hypotheses were accepted, all with positive effects as illustrated by β recorded at the 

p < 0.001 significance level, indicating that the identified antecedents (WEBQUAL, INFOQUAL, SC, 

SAT, and UX) are all relevant to our study. Thus, we can conclude that consumers’ trust in 

TripAdvisor is predicted by the website quality itself, as well as its quality of information, source 

credibility, and the consumers’ satisfaction and their user experience. Likewise, the hypotheses H6 

and H7 were also accepted, which means that website trust is a driver for the intention to use and 

recommend TripAdvisor for hotel searches. 

Hypothesis 
Independent 

variable 

Unstandardized 
coefficients 

beta 

Significance 
R-square Results 

P-value 

H1. Website quality 
positively influences 

WEBQUAL ,861 ,000*** ,296 Accepted 
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the consumer's trust 
in TripAdvisor 

H2. Information 
quality positively 
consumer's trust in 
TripAdvisor 

INFOQUAL ,797 ,000*** ,580 Accepted 

H3. Source credibility 
positively influences 
the consumer's trust 
in TripAdvisor 

SC ,698 ,000*** ,592 Accepted 

H4. Customer 
satisfaction positively 
influences the 
consumer's trust in 
TripAdvisor 

SAT ,702 ,000*** ,608 Accepted 

H5. User experience 
positively influences 
the consumer's trust 
in TripAdvisor 

UX ,284 ,000*** ,097 Accepted 

H6. Website trust 
positively influence 
the consumer's 
intention to use 
TripAdvisor for hotel 
searches 

WEBTRUST ,682 ,000*** ,259 Accepted 

H7. Website trust 
positively influence 
the consumer's 
intention to 
recommend 
TripAdvisor for hotel 
searches 

WEBTRUST ,555 ,000*** ,457 Accepted 

 

 Table 8. Hypothesis testing of direct relationships (H1-H7). Source: Authors’ own work 

The p values for regression relationships:*** = statistically significant at p < 0.001 
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5.5.2 Testing moderating relationships 

To examine the existence of potential moderating effects between the relationships in the model, 

21 hypotheses were developed. These hypotheses are labelled H8, H9, and H10 each labeled from 

‘a’ through ‘g’ (i.e. H8a, H8b, etc.) The hypotheses labeled ‘a’, ‘b’, ‘c’, ‘d’, and ‘e’ examine the 

moderating effect on the relation between the five antecedents and website trust, while the 

hypotheses labeled ‘f’ and ‘g’ examine the moderating effect on the relationship between website 

trust and the two outcome variables (USEINTENT and WOMEWOM). Multiple linear regressions 

were conducted to test each of the hypotheses, the results of which will be covered individually in 

the following section. 

5.5.2.1 Moderating effects of gender: 

For testing the first five hypotheses H8a; H8b; H8c; H8d; H8e the moderating effect of gender is 

studied on the relationship between the five antecedents and website trust. Next, to test the two 

last hypotheses H8f and H8g, the moderating effect of gender is examined on the relationships 

between website trust and the two outcome variables.  The first hypothesis related to moderating 

effects of gender proposed that: 

 

H8a. Gender has a moderating effect on the relationship between website quality and website 

trust. 

In the regression testing this hypothesis, a negative moderate effect was identified in the 

relationship between website quality and website trust at β = -.458. At p = .019, the observed 

effect is statistically significant at the p < .05 level. The R-Squared value (.390) suggests that 39% of 

the relationship between website quality and website trust can be attributed to gender. As a 

result, hypothesis H8a is accepted. 

 

H8b. Gender has a moderating effect on the relationship between information quality and website 

trust. 

The values from this regression show a very weak negative moderating effect of gender on the 

relationship between information quality and website trust at β = -.125. However, at p = .229, the 

effect is statistically insignificant. As a result, hypothesis H8b is rejected. The R-Squared = .609.  
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H8c. Gender has a moderating effect on the relationship between source credibility and website 

trust. 

Like the previous tested hypothesis, the values from this regression show a very weak negative 

moderating effect from age on the relationship between source credibility and website trust at β = 

-.115. The effect is statistically insignificant as the p-value = .214. As a result, hypothesis H8c is 

rejected. R-Squared = .601.  

 

H8d. Gender has a moderating effect on the relationship between customer satisfaction and 

website trust. 

Once more, the values from this regression illustrate that there is a very weak negative 

moderating effect from age on the relationship between customer satisfaction and website trust 

at β = -.123. However, the effect is statistically insignificant as the p-value = .151. As a result, 

hypothesis H8d is rejected. R-Squared = .637.  

 

H8e. Gender has a moderating effect on the relationship between user experience and website 

trust. 

Similar to the three previous tested hypotheses, the values from this regression show a very weak 

negative moderating effect from age on the relationship between user experience and website 

trust at β = -.174. Like the others, the effect is statistically insignificant as the p-value = .177. As a 

result, hypothesis H8e is rejected. R-Squared = .173.  

 

H8f. Gender has a moderating effect on the relationship between website trust and intention to 

use TripAdvisor for hotel searches. 

In the values from this regression a very weak positive moderating effect of age is observed in the 

relationship between website trust and intention to use at β = .037. However, the effect is 

statistically insignificant as the p-value =.844. As a result, hypothesis H8f is rejected. R-Squared = 

.269.  
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H8g. Gender has a moderating effect on the relationship between website trust and intention to 

recommend TripAdvisor for hotel searches. 

In the results for this hypothesis, a very weak positive moderating effect from age on the 

relationship between website trust and intention to recommend is observed at β = .065. However, 

the effect is statistically insignificant as the significance value considerably exceeds the .05 level as 

p = .715. As a result, hypothesis H8g is rejected. R-Squared = .637. In summary, only one 

hypothesis related to gender was accepted, namely H8a, which examined the relationship website 

quality and website trust. This means that website quality is a stronger predictor of website trust 

for males than for females. The regressions conducted to analyze the other hypotheses related to 

gender (H8b through H8g) all returned non-significant p-values; hence, these hypotheses were 

rejected. Very weak negative effects were found in relationships hypothesized in H8b, H8c, H8d, 

H8e, while a very weak positive effect was found for H8f; however, the effects were, as 

mentioned, not significant at p > 0.05. Thus, gender significantly moderated no other relationships 

than those mentioned above. The complete overview and summary of the testing of hypotheses 

H8a, H8b, H8c, H8d, H8e, H8f, and H8g and are illustrated in Table 9 below.  

Hypothesis 
Independent 

variable 

Unstandardized 
coefficients 

beta 

Significance 
R-square Results 

P-value 

H8a. Gender has a moderating 
effect on the relationship 
between website quality and 
website trust. 

GENDER -,458 ,019* ,390 Accepted 

H8b. Gender has a moderating 
effect on the relationship 
between information quality 
and website trust. 

GENDER -,125 ,229 ,609 Rejected 

H8c. Gender has a moderating 
effect on the relationship 
between source credibility and 
website trust. 

GENDER -,115 ,214 ,601 Rejected 

H8d. Gender has a moderating 
effect on the relationship 
between customer satisfaction 
and website trust.  

GENDER -,123 ,151 ,637 Rejected 
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H8e. Gender has a moderating 
effect on the relationship 
between user experience and 
website trust.  

GENDER -,174 ,177 ,173 Rejected 

H8f. Gender has a moderating 
effect on the relationship 
between website trust and 
intention to use TripAdvisor for 
hotel searches.  

GENDER ,037 ,844 ,269 Rejected 

H8g. Gender has a moderating 
effect on the relationship 
between website trust and the 
intention to recommend 
TripAdvisor for hotel searches. 

GENDER ,065 ,715 ,209 Rejected 

Table 9. Hypothesis testing of moderating effects of gender (H8a-H8g). Source: Authors’ own work. 

The p values for regression relationships: * = statistically significant at 0.05. 

 

5.5.2.2 Moderating effects of age 

For testing the first five hypotheses of (H9a; H9b; H9c; H9d; H9e), the moderating effect age is 

studied on the relationship between the five antecedents and website trust. Next, to test the two 

last hypotheses (H9f and H9g), the moderating effect of age is examined on the relationships 

between website trust and the two outcome variables. The first hypothesis related to the 

moderating effects of age proposed that:  

 

H9a. Age has a moderating effect on the relationship between website quality and website trust. 

The results show that age has no considerable moderating effect on the relationship between 

website quality and website trust at β = -.001 and a p-value of .922, which greatly exceeds .05; 

hence, the effect is statistically insignificant. Hypothesis H9a is therefore rejected. R-Squared = 

.593.  

 

H9b. Age has a moderating effect on the relationship between information quality and website 

trust 
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The values from this regression show no moderating effect from age on the relationship between 

information quality and website trust at β = .000 and is statistically insignificant as the p-value = 

.922. As a result, hypothesis H9b is rejected. R-Squared = .583.  

 

H9c. Age has a moderating effect on the relationship between source credibility and website trust. 

The results show no effect of age on the relationship between source credibility and website trust 

at β = .000 and is, moreover, statistically insignificant as p = .930. Therefore, hypothesis H9c is 

rejected. R-Squared = .772.  

 

H9d. Age has a moderating effect on the relationship between customer satisfaction and website 

trust. 

No moderating effect of age on the relationship between customer satisfaction and website trust 

is observed as β = .000. The p-value = .960 and, hence, indicates statistical insignificance. 

Therefore, hypothesis H9d is rejected. R-Squared = .612.  

 

H9e. Age has a moderating effect on the relationship between user experience and website trust. 

A very weak negative effect is observed in this regression as β = -.006; however, the p-value = .259 

and, therefore, the effect is considered statistically insignificant. Therefore, no effect of age on the 

relationship between user experience and website trust is observed, and, as a result, hypothesis 

H9e is rejected. R-Squared = .129.  

 

H9f. Age has a moderating effect on the relationship between website trust and intention to use 

TripAdvisor for hotel searches. 

For the testing of this hypothesis, no effect of age on the relationship between website trust and 

use intention is observed in the results of the regression as β = .000. The p-value = .955 and is, 

therefore, statistically insignificant. Therefore, hypothesis H9f is rejected. R-Squared = .271.  

 

H9g. Age has a moderating effect on the relationship between website trust and intention to 

recommend TripAdvisor for hotel searches. 



76 

For this regression, the results showed no considerable effect of age on the relationship between 

website trust and intention to use at β = .002. At p = .755, the effect was, furthermore, statistically 

insignificant. Therefore, hypothesis H9g is rejected. R-Squared = .212.  

 

In summary, all the hypotheses related to age were rejected based on β-values close to 0.000, 

suggesting an extremely limited presence of any moderating effects as well as all p-values 

exceeding the accepted level of .05. It should be noted that, as mentioned previously, the sample 

surveyed is not representative in terms of age distribution due to a strong overweight of 

respondents in the age between 21 to 27. It can be argued that, as a result of this, the potential 

moderating effects of age were not identifiable with the given dataset. The complete overview 

and summary of testing of hypotheses H9a, H9b, H9c, H9d, H9e, H9f, and H9g and the results from 

the regression analysis are illustrated in Table 10 below.  

 

 

Hypothesis 
Independent 

variable 

Unstandardized 
coefficients 

beta 

Significance 
R-square Results 

P-value 

H9a. Age has a moderating 
effect on the relationship 
between website quality and 
website trust. 

AGE -,001 ,922 ,303 Rejected 

H9b. Age has a moderating 
effect on the relationship 
between information quality 
and website trust.  

AGE ,000 ,937 ,583 Rejected 

H9c. Age has a moderating 
effect on the relationship 
between source credibility 
and website trust. 

AGE ,000 ,930 ,772 Rejected 

H9d. Age has a moderating 
effect on the relationship 
between customer 
satisfaction and website 
trust. 

AGE ,000 ,960 ,612 Rejected 

H9e. Age has a moderating 
effect on the relationship 

AGE -,006 ,259 ,129 Rejected 
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between user experience 
and website trust. 

H9f. Age has a moderating 
effect on the relationship 
between website trust and 
intention to use TripAdvisor 
for hotel searches.  

AGE ,000 ,955 ,271 Rejected 

H9g. Age has a moderating 
effect on the relationship 
between website trust and 
intention to recommend 
TripAdvisor for hotel 
searches.  

AGE -,002 ,755 ,212 Rejected 

 

 Table 10. Hypothesis testing of moderating effects of age (H9a-H9g). Source: Authors’ own work. 

 

5.5.2.3 Moderating effects of travel frequency 

For testing the first five hypotheses of (H10a; H10b; H10c; H10d; H10e), the moderating effect of 

travel frequency is studied on the relationship between the five antecedents and website trust. 

Next, to test the two last hypotheses (H9f and H9g), the moderating effect of travel frequency is 

examined on the relationships between website trust and the two outcome variables. The first 

hypothesis related to the moderating effects of travel frequency proposed that:  

 

H10a. Travel frequency has a moderating effect on the relationship between website quality and 

website trust. 

The results show that travel frequency has a weak positive moderating effect on the relationship 

between website quality and website trust at β = .031 and a p-value (.305) well above the 

accepted level for significance of .05. Hypothesis H10a is thus rejected. R-Squared = .338.  

 

H10b. Travel frequency has a moderating effect on the relationship between information quality 

and website trust. 
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The results show that travel frequency has a very weak moderating effect on the relationship 

between information quality and website trust at β = .015. However, the p-value (.301) greatly 

exceeds .05; hence, the effect is statistically insignificant. Hypothesis H10b is therefore rejected. R-

Squared = .593.  

 

H10c. Travel frequency has a moderating effect on the relationship between source credibility and 

website trust. 

The results show that travel frequency has a very weak positive moderating effect on the 

relationship between source credibility and website trust at β = .016, but the effect statistically 

insignificant at p = .161. Therefore, hypothesis H10c is rejected. R-Squared = .613.  

 

H10d. Travel frequency has a moderating effect on the relationship between customer satisfaction 

and website trust. 

The results show that travel frequency has no considerable moderating effect on the relationship 

between customer satisfaction and website trust (β = -.001), and is statistically insignificant at p = 

.942 . Hypothesis H10d is thus rejected. R-Squared = .619.  

 

H10e. Travel frequency has a moderating effect on the relationship between user experience and 

website trust. 

The results show that travel frequency has a positive, but very weak moderating effect on the 

relationship between user experience and website trust (β = .013). However, the effect is 

statistically insignificant at p = .555. Thus, hypothesis H10e is rejected. R-Squared = .135.  

 

H10f. Travel frequency has a moderating effect on the relationship between website trust and 

intention to use TripAdvisor for hotel searches. 

The results show that travel frequency has no considerable moderating effect on the relationship 

between website trust and intention to use as illustrated by β = -.001, and the level for statistical 

significance is considerably exceeded at p = .967. Hypothesis H10f is therefore rejected. R-Squared 

= .264.  
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H10g. Travel frequency has a moderating effect on the relationship between website trust and 

intention to recommend TripAdvisor for hotel searches. 

The results show that travel frequency has no considerable effect on the relationship between 

website trust and intention to recommend (β = -.004) and the level for statistical significance is 

considerably exceeded at p = .844. Thus, hypothesis H10g is rejected. R-Squared = .209.  

 

In summary, four regressions produced positive low β-values within the range of .013 to .031, 

while the remaining three were close to .000. However, all p-values were recorded at well above 

the accepted level of 0.05, proving no statistically significant effects were present. In practical 

terms, the results suggest that consumers’ frequency of traveling for leisure is not considered a 

relevant factor for the variables examined in this study. The complete overview and summary of 

testing of hypotheses H10a, H10b, H10c, H10d, H10e, H10f, and H10g and the results from the 

regression analysis are illustrated in table 11 below. 

 

 

Hypothesis 
Independent 

variable 

Unstandardized 
coefficients 

beta 

Significance 
R-square Results 

P-value 

H10a. Travel frequency has a 
moderating effect on the 
relationship between website 
quality and website trust. 

TRAVEL 
FREQUENCY 

,031 ,305 ,338 Rejected 

H10b. Travel frequency has a 
moderating effect on the 
relationship between 
information quality and website 
trust.  

TRAVEL 
FREQUENCY 

,015 ,301 ,593 Rejected 

H10c. Travel frequency has a 
moderating effect on the 
relationship between source 
credibility and website trust.  

TRAVEL 
FREQUENCY 

,016 ,161 ,613 Rejected 

H10d. Travel frequency has a 
moderating effect on the 
relationship between customer 
satisfaction and website trust.  

TRAVEL 
FREQUENCY 

-,001 ,942 ,619 Rejected 
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H10e. Travel frequency has a 
moderating effect on the 
relationship between user 
experience and website trust. 

TRAVEL 
FREQUENCY 

,013 ,555 ,135 Rejected 

H10f. Travel frequency has a 
moderating effect on the 
relationship between website 
trust and intention to use 
TripAdvisor for hotel searches.  

TRAVEL 
FREQUENCY 

-,001 ,967 ,264 Rejected 

H10g. Travel frequency has a 
moderating effect on the 
relationship between website 
trust and intention to 
recommend TripAdvisor for 
hotel searches.  

TRAVEL 
FREQUENCY 

-,004 ,844 ,209 Rejected 

 

Table 11. Hypothesis testing of moderating effects of travel frequency (H10a-H10g). Source: 

Authors’ own work. 

To conclude the testing of hypotheses related to the moderating effects in the model, no 

statistically significant moderating effects of age or travel frequency were identified in any of the 

relationships of the conceptual model. Among the hypotheses related to the moderating effects of 

gender, H8a was accepted while all others were rejected. Specifically, gender was found to 

negatively moderate the relationship between website quality and website trust, making it the 

only statistically significant moderator identified in the conceptual model. Looking at both positive 

and negative values, the β-value farthest from 0 recorded for regressions using age as the 

independent value was -.006, while the highest recorded β for regressions using travel frequency 

as the independent value was .031. In comparison, for regressions using gender as the 

independent variable, the β-value closest to 0 was .037, while the average β-value for all the 

regressions measuring gender (H8a to H8g) was -0.128. Despite this, the only statistically 

significant effect was measured for H8a; however, a takeaway from this observation is that gender 

may be a factor worth examining in other contexts for further research within the field. 

Based on the testing of the hypotheses above, the results are drawn in the conceptual model 

below.   
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Figure 2: Conceptual model. Source: Authors’ own work. 

6. Discussion 

In the previous section, the results of the survey were presented. In order to examine and 

understand the reason(s) behind what might have caused the hypotheses to be rejected or 

accepted, this paragraph will discuss the outcome of the hypotheses and how the results might 

contribute to the literature. This study aims to address and understand the phenomenon of 

website trust and its influence on the intention to use and the intention to recommend 

TripAdvisor for hotel searches. A conceptual framework was created with an outset in the 

literature to offer a preliminary view on some of the variables and factors that potentially 

influence the relationship between website trust and the intention to use and the intention to 

recommend TripAdvisor. First, the theoretical implications will be discussed. The results of our 

study will be considered in relation to existing theory. Second, the managerial implications will be 

discussed. This section will outline implications that marketers and researchers can draw benefit 

from.  

[Restricted]

Website quality

Information 
quality

Source credibility
Website trust

Gender

Travel frequency

Intention to use 
TripAdvisor for 
hotels searches

Intention to 
recommend 
TripAdvisor

(WOM & eWOM)

Direct effect

Moderating effect

Customer 
satisfaction

User experience

Age,861***

,797***

,698***

,702***

,284***

-,458*

,682***

,555***

,031 N.S

,015 N.S

,016 N.S

,013 N.S

-,125 N.S

-,115 N.S

-,135 N.S

-,174 N.S

,0,37 N.S

,065 N.S
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6.1 Theoretical implications  

6.1.1 Implications of antecedents 

The five first regressions conducted in the quantitative analysis relate to the antecedents of 

website trust in the case of TripAdvisor. First and foremost, the hypotheses measuring the 

relationship between the five antecedents and website trust were all supported, suggesting that 

website quality, information quality, source credibility, customer satisfaction, and user experience 

all have a significant positive influence on the consumers’ trust in TripAdvisor.  

The findings of this study are, to a certain extent, in line with those made in the study 

conducted by Filieri et al. (2015). In our study, website quality was found to be the most important 

antecedent of website trust. Thus, if consumers have a strong perception of TripAdvisor’s 

performance in information retrieval and delivery, they will form a positive impression of the 

website and, as a result, perceive it as a reliable website. Information quality was found to be the 

second most important antecedent of trust towards TripAdvisor in our research. Other studies 

have found information quality to be the most important antecedent of website trust (e.g. Filieri 

et al., 2015; Zahedi & Song, 2008). This finding suggests that information quality is an important 

determinant of user trust in CGM websites. Hence, if consumers believe that the information they 

have received from online reviews is credible, useful, valuable, current, complete, and relevant to 

satisfy their needs, it will have a positive impact on their trust towards TripAdvisor. Our findings 

also show that customer satisfaction has a strong positive effect on consumers’ trust in 

TripAdvisor. If a consumer feels that the online recommendations received from CGM sources 

meet or exceed his/her expectations, then he/she will be satisfied with the information search 

experience. On the contrary, if the consumers feel that the reviews are inaccurate or seemingly 

fake, it will have a negative impact on their trust towards the CGM platform. The finding that 

customer satisfaction from past experiences predicts website trust corresponds with findings from 

previous studies (e.g., Filieri et al., 2015; Casalo et al., 2007; Pavlou, 2003). However, as for the 

study of the two remaining antecedents, the findings of this thesis differ from those of Filieri et al. 

(2015). While source credibility and user experience were not significant predictors of website 

trust in the study conducted by Filieri et al. (2015), the results of this study indicate an importance 

of these antecedents of website trust. The finding in the study by Filieri et al. (2015), may be 
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because many consumers are aware that fake reviews and fake profiles may appear on CGM 

platforms like TripAdvisor. Therefore, it was contrary to the findings of Filieri et al. (2015) that we 

found source credibility to be a strong predictor at the positive level to the same extent as 

satisfaction on consumers’ trust in TripAdvisor. However, the strong positive relationship observed 

in our study may be attributed to the combination of three factors: 

1. The possibilities for sources to provide personal information 

2. The CGM platforms algorithms 

3. The receiver reputation systems that enable the consumers to assess the credibility of the 

source (Cheung et al., 2009) 

 

Though not all content contributors on CGM platforms can be considered credible (Buckley, 2019), 

it is assumed that most CGM users can determine whether or not a source is credible.  

Like source credibility, the findings related to user experience in this study also differ from the 

findings from Filieri et al. (2015). Among the five antecedents investigated, the findings revealed 

user experience to have the weakest, although a present, positive influence on consumers’ trust in 

TripAdvisor. Consequently, evaluations of trust on TripAdvisor will be slightly more positive among 

experienced users than those of inexperienced users. Some researchers claim that people with 

higher levels of web experience tend to be more critical when it comes to trusting online 

organizations (Aiken & Boush, 2006). This notion is in line with Brown et al. (2007), who argue that 

less experienced Internet users are more naive when it comes to online trust; thus, they are more 

likely to find information sources credible. Therefore, we considered it relevant to investigate the 

relationship between user experience and website trust. The explanation for user experience as 

the weakest predictor of website trust may be found in the delimitation of this study to examine 

exclusively respondents who had used TripAdvisor in the past. As we can see from the responses 

to the items measuring user experience, respondents of the survey had a comprehensible 

experience of using and browsing TripAdvisor as well as navigating online reviews. This and the 

view of Brown et al. (2007) may explain why the effect of user experience on website trust is 

relatively weak. Similarly, the effect may have been more significant if inexperienced users were 

surveyed. 
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6.1.2 Implications of behavioral outcomes 

Following the regressions conducted to analyze the relationship between the five antecedents and 

website trust on TripAdvisor, we examined the concept of website trust in relation to two 

particular outcome variables proposed in hypothesis H6 and H7. As it can be difficult to simulate 

actual behavior in an experimental setting, this study measured behavioral intentions instead of 

actual behaviors. The two hypotheses were accepted, which suggests that consumers’ trust in 

TripAdvisor has a positive influence on their intention to use TripAdvisor for hotel searches and 

their intention to recommend TripAdvisor through WOM and eWOM for hotel searches. Thus, the 

acceptance of hypothesis H6 suggests that if consumers trust TripAdvisor, they are more likely to 

use the particular media in their travel planning process when searching for hotels. This finding 

extends and contributes to eWOM literature as the particular purpose of travel planning has rarely 

been the focus of eWOM studies (Ayeh et al., 2013a). Furthermore, the positive effect that 

website trust has on consumers’ intention to recommend TripAdvisor through WOM and eWOM 

observed in the regression for hypothesis H7 aligns with results from previous studies suggesting 

that consumers are more willing to engage in WOM and eWOM behavior if they perceive a CGM 

platform as trustworthy (e.g. Brown et al., 2005; Filieri et al., 2015). 

 

6.1.3 Implications of moderating factors 

Previous studies have found personal characteristics such as gender and age to be important 

determinants of e.g., travelers’ perceptions and usage patterns related to travel CGM websites 

(Yoo & Gretzel, 2010), web usage in general (Sanchez-Franco, 2006; Jones & Fox, 2009), online 

travel information search (Kim et al., 2007), and WOM behavior (Gretzel & Yoo, 2008; Fall & 

Knutson, 2001; Patterson, 2007). The results of the regressions related to the moderating effects 

of gender and age will now be discussed before covering travel frequency. 

6.1.3.1 Gender 

In the literature review, we covered studies suggesting that personal characteristics influence 

travelers’ perceptions and usage patterns related to travel CGM websites (Yoo & Gretzel, 2010). 

Research by Kim et al. (2007) illustrated gender differences in the context of online travel 
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information search, while other studies suggested that women are more likely to engage in WOM 

behavior than men (Gretzel & Yoo, 2008). Hence, the literature suggests that gender differences 

have an impact on consumers' use of online reviews for travel-related decisions. To our 

knowledge, these gender differences have not been examined in the specific context of using CGM 

(in this case, TripAdvisor) for hotel searches. As such, the findings of this thesis represent an 

expansion of the existing literature and an effort to fill the gap by investigating gender’s impact on 

the relationships between the variables in our model. In line with our expectations based on the 

findings of the aforementioned research, the findings in this thesis suggest that gender has a 

moderating effect on the relationship website quality and website trust. In practical terms, our 

findings suggest that website quality is a stronger predictor of website trust for males than for 

females. The construct measuring website quality included items related to perceived ease of use 

of TripAdvisor. Venkatesh and Morris (2000) found that perceived ease of use is more salient to 

women than men after initial training with the system (Venkatesh & Morris, 2000). Since we 

surveyed experienced TripAdvisor users, our findings are surprising in the sense that the 

moderating effect on website quality and website trust was only present for males. No other 

moderating effects of gender were found to be significant in this study, which is in line with the 

findings from research conducted by Yoon and Occeña (2015), who found no significant effect of 

gender related to online trust.  

6.1.3.2 Age 

Differences between consumers’ Internet usage have been investigated by scholars who have 

found that younger generations tend to use computers and the Internet more compared to older 

generations (Akman & Mishra, 2010). Scholars have investigated the factor of age as a moderator 

of trust in the context of C2C e-commerce (Yoon & Occeña, 2015). In the study conducted by Yoon 

& Occeña (2015), age was found to moderate the perception of website quality and its influence 

on trust in C2C e-commerce for people who are in their 20’s. Despite evidence in the literature 

suggesting that age has an impact on consumers’ Internet usage, studies examining website trust 

on CGM platforms have not explored the potential effects of age as a moderating factor in these 

contexts (e.g., Filieri et al., 2015; Huh & Shin, 2014). As a contribution to the existing literature, our 

study examines age as a moderating factor in website trust and its antecedents and its 

implications for intentions to use and recommend TripAdvisor for hotel searches. However, 
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contrary to our expectations, the findings in this thesis suggest that no significant moderating 

effects of age were present in any of the relationships hypothesized in the model. A possible 

explanation for the findings related to age is twofold and may be found in the survey sample. First, 

a convenience sampling method was used, and as a result, the sample consists mainly of Danish 

individuals aged 21-27, representing 65% of the sample. Second, the total sample used for analysis 

N = 173 may be considered small because it is difficult to observe moderating effects in smaller 

datasets.  

6.1.3.3 Travel frequency  

Consumers’ travel frequency remains an overlooked factor in the existing literature on tourism. 

Notably, we found no studies measuring the potential effects of this variable in the context of 

website trust and the use of CGM platforms for travel-related purposes. However, previous 

studies have found that prior knowledge and travel experiences impact travelers’ information 

search (Ho, Lin & Chen, 2012; Fodness & Murray, 1997). Following this logic, we argued that in a 

similar sense, consumers might be influenced by their travel frequency in how they perceive 

website trust and its antecedents. However, as mentioned in the results section, no significant 

moderating effects of travel frequency were observed in any of the relationships in the model. As 

mentioned in the hypothesis section, Brown Broderick and Lee (2007) argued that less 

experienced Internet users are more naive when it comes to online trust, thus making them more 

likely to find information sources credible. We expected that similar dynamics would exist in the 

context of website trust, its antecedents, and the two outcome variables. Therefore, a moderating 

effect was expected, particularly on the relationship between source credibility and website trust. 

Despite our findings, the role of travel frequency is discussed in the section on recommendations 

for future research. 

6.2 Managerial implications  

This section will cover the managerial implications that are considered relevant for discussion 

upon the findings of the study. Several pieces of research have established that website trust is a 

crucial determinant for the success of CGM platforms (e.g., Beldad et al., 2010; Ayeh et al., 2013a; 

Filieri et al., 2015). Accordingly, our study's findings suggest that increasing the trust towards 
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TripAdvisor will lead to an increased intention to use and recommend the platform among 

consumers. It is, therefore, considered to be of utter importance for CGM organizations like 

TripAdvisor to establish website trust if they wish to get consumers to use the platform and 

recommend it to others through WOM and eWOM. Conversely, if CGM organizations fail to 

establish website trust, the users will most likely not engage with the platform for their 

information search, which will harm the CGM platform's influential power within its industry. Our 

study has provided empirical validation of a model that we believe can help managers of 

TripAdvisor and CGM organizations alike to understand the factors that influence website trust on 

their CGM platform. Website quality was found to be the most important antecedent of website 

trust. Hence, it is suggested that managers of CGM organizations emphasize this aspect to increase 

consumers’ trust in their website. To concretize, we suggest that CGM organizations ensure that 

the website is easy to use, has well-organized information, is easily accessible from different 

devices, and has high-speed of page-loading. Furthermore, information quality also emerged as a 

critical success factor for trust towards TripAdvisor. Managers of CGM organizations are therefore 

suggested to also focus on this aspect by ensuring that the information presented on their website 

is up to date, relevant to consumers’ needs, valuable, useful, and credible.  

However, as noted earlier, it can be challenging for managers of CGM organizations to 

ensure a high quality of information due to the rise of fake reviews and paid content (Filieri et al., 

2015; Buckley, 2019). If not managed, the challenge of the fake reviews tendency and paid content 

is assumed to have an impact on both website quality, information quality, source credibility, and 

customer satisfaction. This will ultimately impact consumers’ perception of TripAdvisor’s 

trustworthiness and, in addition, decrease their intention to use and recommend the platform for 

hotel searches. Consequently, managers should monitor the occurrence of untrustworthy reviews 

as CGM users are increasingly capable of identifying fake reviews and paid content. It is, therefore, 

recommended that CGM platforms utilize technology and implement algorithms that can identify 

and exclude fake and untrustworthy content. By doing so, CGM organizations will be more likely to 

ensure that the content provided on their CGM platform is trustworthy. As mentioned, many CGM 

websites now require sources to create a profile before contributing with reviews (Filieri et al., 

2015). TripAdvisor’s badge system that shows the number of contributions each reviewer has 

provided to the website ranging from ‘new reviewer’ to ‘top contributor’ is an excellent 



88 

opportunity for consumers to detect whether a content contributor is trustworthy or not. The 

findings of our study showed that the sources on TripAdvisor are perceived as credible in the mind 

of the respondents. This may suggest that the implementation of the initiatives mentioned above 

has contributed to the credibility of sources on TripAdvisor. It is thus suggested that TripAdvisor 

continuously try to optimize such features. Such features may be expanded with a request for 

content contributors to show some form of evidence that they have actually visited the hotel they 

have written a review about. An example of how this could work out is by demanding content 

contributors to upload a picture of a receipt or some other kind of evidence related to their hotel 

experience. The trustworthiness of the CGM platform and the source credibility will most likely 

increase by demanding such information. Thus, this research contributes to existing eWOM 

literature, and the findings will be useful to those involved in the implementation, design, and 

management of CGM platforms. We believe that if people working with CGM platforms are aware 

of the different antecedents of website trust and their implications, it can help them in designing 

websites that will be regarded as highly trustworthy.   

 

7. Limitations and future research 

This section covers the limitations of the study and addresses the potential needs for future 

research. This research study contains certain limitations. First, the sample was largely made up of 

respondents from Denmark, which can be seen as a result of using a convenience sampling 

approach in the data collection process. Despite the probability that the results of this study may 

apply to cultural settings comparatively similar to that of Denmark, the results may not be 

generalizable to other geographical areas that pose different cultural contexts. For example, 

cultural differences may have an effect on the consumers’ trust towards websites (Jarvenpaa, 

Tractinsky & Saarinen, 1999; Doney et al., 1998). Another limitation caused by the use of 

convenience sampling is the composition of the sample with 65% of respondents being in the age 

21-27. Furthermore, the sample size used in the study was relatively small (N = 173). We 

recommend that future research addresses these limitations by conducting the study on a larger 

scale – i.e., with a larger sample size, including a more representative distribution in terms of age. 

Additionally, replicating the study on a larger scale may provide grounds for the identification of 
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potential moderating effects that were not observed in this study, potentially due to the sample 

size. 

Furthermore, our study is based on observations made at a given point in time and 

provides a glimpse of an ongoing dynamic process. It is, therefore, recommended that future 

research takes the form of a longitudinal study over a more extended period of time. A 

longitudinal may offer the benefit of verifying and extending the findings of this thesis. Collecting 

data continuously over a longer time period would provide a better understanding of the 

relationship between the five antecedents and website trust and the outcome variables by testing 

the predictive validity of the model. Furthermore, a longitudinal research method may uncover 

whether the concept of website trust on TripAdvisor remains stable or changes over time. Such an 

approach could assess the volatility of consumers’ trust toward TripAdvisor through periods of 

e.g., bad publicity, crises, and the likes.   

The sample size was divided into two groups: the respondents who had experience with 

using TripAdvisor and those with no experience. Research in the field of consumer trust outlines 

several stages based on the consumers’ experience with an online-based service. In the 

‘exploratory stage,’ the consumer has no previous direct experience with an online-based service 

provider. In contrast, in the ‘commitment stage,’ consumers have gathered some level of 

experience and thereby choose to engage in ‘higher risk operations’ (McKnight et al., 2002). By 

sorting out the respondents with no TripAdvisor experience, this research study has explored the 

topic exclusively with users in the commitment stage, namely those with prior experience of CGM 

from TripAdvisor. It is highly recommended to conduct further research on users of CGM 

platforms in the exploratory stage for example by examining the effect of factors such as 

individuals’ propensity to trust, their experience and proficiency in Internet usage and website 

reputation, as these are considered to be essential in this stage (Beldad et al., 2010; Filieri et al., 

2015). Moreover, future studies could investigate the influence of antecedents of website trust 

that were not examined in this thesis, such as the influence of website design quality and risk 

perception of trust formation (Lowry et al., 2008; Gretzel et al., 2007).  

Our study has confirmed that there is a positive influence of consumers’ trust in 

TripAdvisor with their intention to use the website. As such, the findings of this thesis provide 

grounds for scholars to further examine the relationship between website trust and use intention 
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in a more general setting, or within the use of other specific websites relevant for the travel 

decision making process. Since this study examined intentional behaviors rather than actual 

behaviors (intention to use TripAdvisor and intention to recommend TripAdvisor though WOM 

and eWOM), it is suggested that future studies should examine and measure consumers' actual 

behaviors.  

8. Conclusion 

It was proposed that this thesis attempts to fill the gap in the literature on website trust and its 

implications in a CGM context by testing a model of the drivers of website trust and their influence 

on the consumers’ behavioral intentions towards the CGM platform TripAdvisor. 

The objective of the research was based on the threat of the tendency of fake reviews and paid 

content on CGM platforms, which TripAdvisor has adopted measures to prevent.  

 

This research study has contributed with an answer to the research question, namely that the five 

antecedents investigated: website quality, information quality, source credibility, customer 

satisfaction, and user experience all have a significant and positive influence on website trust 

towards TripAdvisor. Furthermore, the extent to which consumers trust TripAdvisor had a highly 

significant and positive relationship with the behavioral intentions of not only using it but also 

recommending TripAdvisor for hotel searches. Age and travel frequency did not have significant 

effects on the relationships in the conceptual model, while significant effects of gender were 

limited to website quality, which is a stronger predictor of website trust for men than women.  

 

The variable relationships in the model which are not significant also represent a finding of the 

study because a given part of conducting research is concerned with finding data that may not 

harmonize with our initial assumptions. Therefore, we acknowledge that the conceptual 

framework developed in this study (Figure 1 and 2) may be adjusted to better accommodate 

existing literature on CGM and website trust. Lastly, the findings of this study may be accurate in 

the case of Danish respondents using TripAdvisor, however, further research may be required in 

order to observe if the influences remain insignificant when examined in the context of other CGM 

platforms or with respondents of other nationalities. 
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