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Abstract

The growth of social media platforms and Online Travel Agencies (OTAs) has 
made it easier for Chinese visitors to access and contribute to online reviews. 
Applying the Stimulus-Organism-Response (S-O-R) model, this study aims to 
understand how online reviews impact trust and hotel booking intentions among 
Chinese tourists in Phuket, Thailand. It investigates to what extent online 
reviews, including review quality and positive and negative reviews, impact the 
trust and hotel booking intentions of 400 Chinese tourists who booked hotels 
online. The Structure Equation Modeling (SEM) findings showed that positive 
and negative reviews strongly affect trust among Chinese tourists, while 
reviewing quality, negative reviews, and trust directly affect hotel booking 
intentions. This study provides valuable insights for hotels to understand 
Chinese tourists’ online booking behavior and intentions. It also highlights 
the influence of online reviews on Chinese tourists’ booking intentions, which 
aided in managing tourists’ overall services and experience in drawing Chinese 
tourists for hotel booking and tourism recovery.

© 2026 Kasetsart University.
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Introduction 

	 Technology significantly transforms the tourism and 
hospitality industries (Wu et al., 2020).  To meet customer 
expectations and satisfaction and sustainably grow their 
businesses in the long term, tourism and hotel operators 
should clearly understand the technological impacts on 
tourist behaviors, such as online purchasing (Pham et al., 
2020), social media (Pop et al., 2022), and online reviews 
(Kim & Kim, 2022). As a result, online reviews have 
increasingly become a significant source of information 
for travel planning and influence consumers’ purchasing 
decisions in the hotel industry (Kamble et al., 2020; Kim 
& Kim, 2022; Li et al., 2013). In addition, past research 
emphasizes the critical influence of online reviews on trust 
and online booking decisions (Cheng et al., 2019; Ozturk 
et al., 2017). Positive reviews can enhance trust in a hotel’s 
quality and services, ultimately influencing their booking 
intentions (Kim et al., 2017; Sparks & Browning, 2011). 
Conversely, negative reviews can deter potential guests 
and decrease bookings (Chakraborty, 2019; El-Said, 2020). 
Nevertheless, some studies reveal different impacts of 
online quality, positive and negative reviews on trust, and 
online hotel booking (El-Said, 2020; Gellerstedt & Arvemo, 
2019; Zhao et al., 2015; Zhu et al., 2020). Additionally, 
online reviews, including review quality, and positive and 
negative reviews impact trust and online booking intention, 
all these factors are not studied simultaneously in one study. 
Therefore, some knowledge gaps related to online reviews 
impacting trust and hotel booking intentions still exist.
	 Chinese tourists were among the most significant, 
substantial, and attractive tourist markets (Chen et al., 
2023). Thailand was one of the most sought-after travel 
destinations among Chinese travelers (Chen et al., 
2023). Chinese tourists entering Thailand numbered 
slightly over three million, or about 12.46 percent 
of the international tourists in 2023, and numbers 
have continuously increased in recent years (Ministry 
of Tourism and Sports, 2023).  Chinese tourists are 
technologically savvy (Wu et al., 2020), rely heavily on 
online reviews when making travel decisions, and prefer 
online booking over other methods due to its flexibility, 
convenience, and attractive incentives (Fan et al., 2023). 
They prioritize digital social relationships when traveling 
and seek more deterministic information before planning 
a vacation to Thailand (Wan, 2022). Additionally, Zhao 
et al. (2015) also found that online reviews significantly 
influence Chinese business travelers’ booking intentions, 
emphasizing the importance of timely and comprehensive 
reviews for hotels to attract Chinese tourists. 

	 Although online booking has become a vital channel 
for booking hotels (Cheng et al., 2019; Kamble et al., 
2020), only a few studies examine the impact of online 
reviews on hotel booking intention in the Chinese 
tourist segment (Chen et al., 2023; Wu et al., 2020; 
Zhao et al., 2015). Ozturk et al. (2017) supported the 
significance of trust and perceived value in online hotel 
booking intentions. Limited research focuses on how 
review content affects Chinese tourists’ trust and hotel 
booking intentions in a destination-specific context, 
especially in Thailand (Chen et al., 2023). There remains 
a significant gap in understanding how Chinese tourists, 
specifically, are affected by the quality of online reviews 
(both positive and negative) when deciding to book a 
hotel in Thailand. Therefore, it is crucial to understand 
how online reviews impact Chinese tourists’ trust and 
hotel booking intention. This study investigates whether 
the quality of the reviews and the positive and negative 
online reviews influence Chinese tourists’ trust and their 
decisions to book hotels online in Thailand. This research 
expects to better understand of the effects of review 
quality and positive or negative online reviews on trust 
and hotel booking intention and provide insights for 
promoting hotels and increasing the quality and quantity 
of online bookings in the future.

Literature Review
	
The Application of Stimulus-Organism-Response (S-O-R) 
Model

	 The Stimulus-Organism-Response (S-O-R) model 
is a helpful framework that helps explain the complex 
interplay between external environmental effects, 
organisms’ internal processes, and consumer behavior 
(Chang et al., 2014; Jang & Namkung, 2009; Mehrabian 
& Russell, 1974). The Stimulus (S) refers to any input 
that elicits a response from an individual, the Organism 
(O) is the reaction to the stimulus, and the Response 
(R) is the action that the organism takes because of the 
stimulus. By understanding how different stimuli impact 
an individual’s response, marketers and researchers can 
create more effective campaigns and products that better 
meet the needs and desires of their target audience.
	 The wide application of the S-O-R model in past 
research includes a variety of consumer behaviors, 
purchasing decisions, brand loyalty, and product usage 
(Chang et al., 2014), online consumer behavior research 
and purchase intentions (Li & Yuan, 2018; Zhang et al., 
2014), service quality on tourist satisfaction and engagement 
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in revisiting, recommending, and learning (Indrani 
& Gobinda, 2023), and forecasting tourists’ revisit 
intentions in the tourism sector (Cheng et al., 2020). 
	 In the hotel context, the S-O-R model is particularly 
effective in understanding the interactions between 
stimuli (e.g., hotel atmosphere, information quality, 
perceived interactivity, safety, privacy, price, promotion, 
and electronic word-of-mouth), individual’s internal 
state or process (e.g., emotions, perceived value), and 
response (e.g., hotel loyalty, hotel booking intention) 
(Emir et al., 2016; Hsu et al., 2012; Jani & Han, 2015). 
Accordingly, this study applies the S-O-R model to 
understand stimuli (review quality, positive/negative 
reviews) and an organism (trust) impacting the process of 
hotel booking intention.

Research Model and Hypothesis Development

Online Reviews as Stimuli (S) Impacting Trust as an 
Organism (O)

	 Online reviews refer to an opinion on a product or 
service submitted by consumers on an e-commerce, 
retail, or third-party platform after purchasing and 
consist of two parts: (1) a rating (usually given on a 
scale of 1–5 stars); and (2) content written by consumers, 
which impact the hotel booking intention of future 
customers (Lim et al., 2022; Mudambi & Schuff, 2010). 
Online customer reviews have grown in importance as 
e-commerce has expanded, and they now frequently 
serve as crucial informational resources for customers 
(Baek et al., 2012), especially Chinese travelers’ online 
hotel bookings (Zhao et al., 2015).
	 For an online hotel reservation to be effective, reviewers 
must be encouraged to provide helpful evaluations and 
make it simpler for customers to access such reviews 
when making an online hotel reservation (Baek et al., 
2012).  According to Gorade (2022), positive reviews 
are more prevalent in the hospitality industry than 
negative reviews. Positive eWOM accounts for nearly 70 
percent of online reviews and considerably impacts hotel 
booking intentions, while negative reviews negatively 
impact hotel bookings on TripAdvisor (Gorade, 2022). 
Additionally, positive information with numerical 
ratings mitigates the negative effect (Gorade, 2022). 
Zhao et al. (2015) and Ermawati (2020) also presented 
that negative online reviews significantly impact hotel 
booking intention. Past research (Danish et al., 2019; 
Kim et al., 2017; Ponnapureddy et al., 2017; Zhao et al., 
2015) finds online reviews and review valence (negative 

and positive) impacting travelers’ online hotel booking 
intentions. 
	 Trust refers to a positive perception of a person, 
interpersonal, or organization (Everard & Galletta, 2005; 
Lewicki & Bunker, 1996) and acts as a bridging variable 
between positive reviews and hotel booking intentions 
(Danish et al., 2019). This relationship reinforces the idea 
that consumers are more likely to book accommodations 
when they trust the information conveyed in online 
reviews. Hubble (2023) shows that most consumers 
read online reviews for local businesses and trust 
these reviews as much as personal recommendations.  
In addition, Chakraborty and Biswal (2020) indicate that 
various online hotel reviews create consumers’ trust and 
reliability. Additionally, Park et al’s. (2021) research 
shows that reviews with pictures effectively influence 
trust. On the other hand, Lăzăroiu et al. (2020) found that 
negative reviews are often perceived as more credible 
than positive ones, while positive reviews tend to foster 
greater initial trust, and trust moderately influences 
purchase intention. However, the influence of positive-
negative online reviews on trust associated with hotel 
booking intentions has yet to be explored. Therefore, this 
study proposes the following hypotheses.
	 Hypothesis 1 (H1): Review quality positively affects 
trust.
	 Hypothesis 2 (H2): Positive reviews positively affect 
trust.
	 Hypothesis 3 (H3): Negative reviews negatively 
affect trust.
 
Trust as Organism (O) Impacting Hotel Booking Intention 
as a Response (R)

	 Trust affects the intention to make reservations 
(Kusumasondjaja, 2015). Trust in online reviews and 
perceived information quality significantly impact online 
hotel booking intention (Augustine & Adnan, 2020; 
Mansour et al., 2014). The intention to book is positively 
impacted by faith in third-party online booking platforms 
and trust in hotels, which is influenced by online reviews 
(Kim et al., 2017). Furthermore, trust can become a loyalty 
factor (Ju & Jang, 2023). Similarly, Lim et al. (2022) and 
Sreejesh and Anusree (2016) also illustrated that online 
reviews positively affect trust, subsequently influencing 
booking intentions. Therefore, trust influences hotel 
booking intention by mediating between various stimuli 
(such as online reviews and website features) and the 
ultimate response to making a reservation. 
	 Hypothesis 4 (H4): Trust positively affects hotel 
booking intention.
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Online Reviews as Stimuli (S) Impacting Hotel Booking 
Intention as a Response (R)

	 Although the usefulness of the S-O-R model in 
understanding the process of how stimuli (online reviews) 
impact the organism’s reaction (trust) and result in a 
response (hotel booking intention), the S-O-R model does 
not always follow the particular order of Stimuli leading 
to Organism and Organism leading to Response (Kang, 
2011). Therefore, the external environment (Stimulus) 
can directly impact response. For example, the quality of 
online reviews could affect consumer purchase intention 
(Park et al., 2007), and perceived credible online reviews 
positively influenced the booking intention of travelers for 
hotels (Chakraborty, 2019). In addition, previous research 
(Kim et al., 2017; Ponnapureddy et al., 2017; Zhao  
et al., 2015) reveals that the stimuli (positive and negative 
reviews) can directly affect the online booking intention, 
bypassing the organism process of trust that takes time 
to compare, analyze and evaluate the reviews from many 
sources in making an online hotel booking. Accordingly, 
the authors propose that review quality and positive 
feedback favorably influence consumers’ intentions to 
book hotels online. In contrast, negative feedback has the 
opposite impact on consumers’ intentions to book hotels 
online (Figure 1). 
	 Hypothesis 5 (H5): Review quality positively affects 
hotel booking intention.
	 Hypothesis 6 (H6): Positive reviews positively affect 
hotel booking intention.
	 Hypothesis 7 (H7): Negative reviews negatively 
affect hotel booking intention.

Methodology

	 This study employed the quantitative method using 
an online survey to collect data from Chinese residents of 
mainland China who had traveled to Phuket and made at 
least one online hotel reservation. Hence, this study used 
questionnaires to analyze the impact of online reviews 
on trust and hotel booking intentions. Using a five-point 
Likert scale (from 1 strongly disagree to 5 strongly 
agree), the questionnaires were adapted from previous 
research: review quality by Chakraborty (2019), positive 
and negative reviews by Chakraborty (2019) and El-Said 
(2020), trust by Ponnapureddy et al. (2017), and booking 
intention by Chakraborty (2019). The questionnaire was 
back-translated from English to Chinese and Chinese 
to English to avoid misunderstanding or error. Two 
academic specialists and one industry expert in the 
research field tested the survey questions. After that, a 
pilot test was conducted with 30 respondents to ensure 
the reliability of the items at the preliminary stage. Then 
five experts assessed the instrument’s content validity and 
Item-Objective Congruence (IOC) by evaluating each 
topic, variable, and statement. The IOC index, ranging 
from 0.90 to 0.70, indicated that the questionnaire’s 
content was complete and usable.
	 This study investigates the influence of online review 
quality, positive and negative reviews, on the trust and 
hotel booking intentions of Chinese tourists visiting 
Phuket, Thailand. Understanding the impact of online 
reviews on the hotel booking intentions of Chinese 
visitors is particularly relevant, given Phuket’s status as 

Figure 1	 Research model and hypotheses
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a premier destination for Chinese tourists with a tourism 
turnover forecast of 119,180.98 million baht in 2022 with 
a 35 percent occupancy rate (Angskul, 2023). Getting 
a sampling frame for the target population is important 
owing to confidentiality concerns. In this study, a non-
probability convenience sampling was adopted. The 
online questionnaire was created on a Chinese online 
survey platform, Wen Juan Xing, and distributed via 
online channels and groups on a trusting source: WeChat 
(the most popular chat app among Chinese tourists) to 
prospective Chinese respondents worldwide (Ma et al., 
2020), using snowball sampling, between January to 
February 2023. A total of 487 responses were collected. 
However, 87 incomplete responses were deleted after 
a validation check. Thus, 400 valid responses were 
analyzed using the Structural Equation Model (SEM) for 
hypothesis testing.

Table 1	 Participants’ demographic data
Demographic data Frequency (n = 400) Percent

Gender
	 Male 124 31.0
	 Female 276 69.0
Age (years old)
	 18–24 11 2.8
	 25–35 200 50.0
	 36–50 149 37.2
	 51–64 28 7.0
	 65 and more 12 3.0
Education
	 Vocational/diploma or lower level 28 7.0
	 Bachelor’s degree 258 64.4
	 Master’s degree 51 12.8
	 Doctoral degree 63 15.8
Status
	 Single 159 39.8
	 Marriage 187 46.8
Others 54 13.4
	 Income (Chinese Yuan)
	 Under 1,000 CNY 10 2.5
	 1,000–1,200 CNY 29 7.3
	 1,201–1,400 CNY 118 29.5
	 1,401–1,600 CNY 176 44.0
	 1,601–1,800 CNY 42 10.4
	 Above 1,800 CNY 25 6.3
Experience in online hotel booking (times)
	 First time (one time) 29 7.3
	 Two times 138 34.5
	 Three times 189 47.3
	 Four times 30 7.4
	 More than four times 14 3.5

Results 

	 Table 1 demonstrates the participants’ demographic 
data. Most respondents were female (69%), 25–50 years 
old (87.2%) with a bachelor’s degree (64.4%), were 
married (46.8%), and earned between 1,201 and 1,600 
Yuan (73.5%) per month. Interestingly, most respondents 
had booked the hotel online at least twice (over 90%).
	 The fit indices show the statistical value of  
confirmatory factor analysis (X2 = 181.680, df = 109, 
RMSEA = .042, SRMR = .039, CFI = .972, TLI = .966). 
Before testing the hypotheses, this study examined the 
measurement model to determine the construct validity 
and reliability. Table 2 displays the statistics for all 
constructions’ standardized indicator loadings. The 
results demonstrate that all loadings are more than 0.50  
(Hair et al., 2017), supporting the reliability of each 
indicator. The Average Variance Extracted (AVE), 
Composite Reliabilities (CRs), and Cronbach alpha (a) 
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Table 2	 Confirmatory factor analysis
Variables Estimate 

Loading
AVE CR a

Review quality .55 .78 .75
Online reviews on hotels provided are relevant and accurate. .798
Online reviews on hotels provide detailed and comprehensive information. .859
Online reviews on hotels are clearly explained with logical justifications. .528
Positive review .54 .78 .76
Positive online hotel reviews (e.g., review score, review sentiment, review title 
sentiment) are consistent. 

.727

Positive online hotel reviews are reliable. .727
Positive reviews or recommendations influence you to book a hotel. .759
Negative review .61 .82 .82
Negative reviews influence your hotel booking intention. .795
Negative reviews are going to terminate your intentions to book the hotel. .716
You will perceive a hotel negatively if it often receives negative reviews. .828
Trust .50 .83 .81
I trust online hotel reviews because they are believable. .633
I trust online hotel reviews as credible because they are the consumer’s opinion. .753
I trust online hotel reviews verified by credible third-party online booking platforms. .738
I trust the hotels that received high scores in online reviews. .693
I trust online reviews that are politely written and reviewed with logical reasons (without 
emotion, e.g., angry emotion may lead to bias).

.698

Booking intention .53 .77 .74
I mostly rely on online reviews as key information before booking the hotel. .718
I consider online reviews before making a hotel booking. .761
I read online reviews before deciding on my hotel booking. .694

were used to investigate reliability and validity. All 
constructions’ AVE, CR, and α values are higher than the 
threshold values of .5, .7, and .7, respectively.
	 Discriminant validity presented in Table 3 was 
evaluated to show that each concept has distinctive 
features that set it apart from other constructs in the 
structural model. If each construct’s square root of AVE 
is greater than the correlation with other latent variables, 
statistically, discriminant validity is verified (Fornell & 
Larcker, 1981). All of the square roots of AVE in Table 3 
are greater than the correlation values in column and row, 
demonstrating the establishment of discriminant validity. 
Therefore, this study also confirmed the acceptable 
reliability and validity of the constructs.
	 The findings of the hypothesis testing are shown 
in Table 4. The results confirmed Hypothesis 2 (H2): 

Positive reviews positively affect trust (z = 7.133***), 
Hypothesis 3 (H3): Negative reviews negatively 
affect trust (z = -2.855**), Hypothesis 4 (H4): Trust 
positively affects hotel booking intention (z = 4.987***), 
Hypothesis 5 (H5): Review quality positively affects 
hotel booking intention (z = 5.318***), and Hypothesis 
7 (H7): Negative reviews negatively affect hotel booking 
intention (z = -4.283***). In contrast, the results did not 
support Hypothesis 1 (H1): Review quality positively 
affects trust. (z = 1.870), and Hypothesis 6 (H6): 
Positive reviews positively affect hotel booking intention  
(z = 0.608). Finally, the R2 value displays the variances 
explained; it was investigated for this study’s meaningful 
interpretation of path coefficients. This final dependent 
construct contributed R2 = .441 for trust and R2 = .546 for 
booking intention.

Table 3	 Discriminant validity
Variable M SD 1 2 3 4 5

Review quality 4.01 .71 .741
Positive review 4.02 .65 .331** .735
Negative review 3.78 .75 .332** .688** .781
Trust 3.92 .60 .365** .681** .540** .707
Booking intention 3.83 .63 .446** .527** .376** .648** .728

Note: Diagonal values represent the square root of AVE
** p < .01
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Discussion

	 This study reveals the proportion of 31 percent male 
and 69 percent female participants, which was aligned 
with the report of the increasing number of young 
Chinese travelers by Khaosod English (2023) and the 
previous research conducted by Samerjai (2021). In 
addition, the respondent profile was in line with previous 
research (Donovan, 2022), highlighting that a family trip 
has become a target market niche as most Chinese tourists 
are married and prefer to travel with their families. 
	 This study highlights the importance of the quality of 
online reviews on Chinese tourists’ booking intentions. 
Chinese tourists use more technology for their trips, 
especially online channels, to save time and convenience 
when booking airplane tickets, hotels, travel packages, 
and restaurants (Donovan, 2022).  The reliability and 
rationalism of online reviews can affect the review 
quality (Shin et al., 2017), and the valence of reviews 
is significant for decision-making regarding online 
bookings (Gellerstedt & Arvemo, 2019). Significantly, 
this study emphasizes the dominant impact of negative 
reviews on hotel booking intentions, which is consistent 
with past research (Gorade, 2022; Wen et al., 2021; Zhao 
et al., 2015).
	 Contrary to earlier studies (Danish et al., 2019; 
Ermawati, 2020) which concluded that good reviews 
were the most influential factor, this study found no 
substantial effect of favorable ratings on Chinese 
travelers’ hotel booking intentions. This is because 
cultural influences, personal values, negative reviews, 
and the authenticity of reviews have a greater impact 
on shaping consumer behavior; Chinese tourists prefer 
practical and trustworthy negative review aspects of hotel 
selection over positive reviews. Gorade (2022) found 
that the most critical aspect of online customer reviews 
is the number of reviews, and thus, review quality might 
also be related to review quantity. Similarly, Hanandeh 
et al. (2019) state that eWOM significantly affects hotel 
preferences, especially regarding quality, quantity, and 
credibility. 

Table 4	 Hypotheses testing results
Variable Trust Booking intention

Review quality H1: .103 (z = 1.870) H5: .312 (z = 5.318***)
Positive review H2: .990 (z = 7.133***) H6: .154 (z = .608)
Negative review H3: -.175 (z = -2.855**) H7: -.402 (z = -4.283***)
Trust H4: .795 (z = 4.987***)
R2 .441 .546

Note: **p < .01, ***p < .001

	 As predicted, trust is positively impacted by positive 
reviews while negatively affected by adverse comments. 
This is consistent with Zhu et al. (2020), who states that 
the perceived information quality of positive online 
reviews significantly influences trust, contentment, and 
purchase intention. Park et al. (2021) reveal that negative 
reviews and pictures culminated in high trust perceptions. 
Supporting the previous studies (Lim et al., 2022; 
Zahidah & Rostian, 2021), the research finding highlights 
the impact of trust on booking intention. According to 
Tran (2020), the perceived effectiveness of social media 
platforms and online trust positively affects purchase 
intention. Chinese tourists use chatbots, such as WeChat, 
to be the source of online reviews (Chan, 2020). If 
customers have high trust in a website and perceive a 
low level of risk in electronic transactions, they will 
increase their intent to purchase products through that 
website (Mansour et al., 2014). Additionally, Sparks and 
Browning (2011) stated that booking intents and customer 
trust are increased by information that is presented 
positively and includes rating information. Therefore, 
trust is also an essential factor that affects online hotel 
booking (Ponnapureddy et al., 2017). The findings 
suggest that when the customer reads a negative review, it 
shows the incredibility of the hotel and, thus, undermines 
trust in hotel booking, which corresponds to Danish et al. 
(2019) who found that trust impacts online hotel booking 
while negative reviews indirectly affect customers’ 
booking intention. Similarly, El-Said (2020) agrees that 
positive reviews have little significance on booking 
intentions but strongly affect negative reviews. However, 
when consumers read many positive reviews and evaluate 
the hotel’s quality, it might increase their desire to book 
a hotel directly, as it is an intangible product or service 
that customers cannot sample before booking (Kim et al., 
2017; Zhao et al., 2015). Additionally, the quality of both 
negative and positive reviews is an undeniable factor in 
customers’ decision-making when choosing an online 
hotel (Hanandeh et al., 2019). 
	 In conclusion, negative reviews, especially those 
with low star ratings and accompanying photos, have 
a stronger impact on booking decisions than positive 
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reviews as they erode trust. While a higher number of 
reviews generally increases trust, an increase in negative 
reviews can significantly deter books. Therefore, both the 
quality and quantity of reviews are crucial for shaping 
trust and influencing the online booking intentions of 
Chinese tourists. However, effective customer feedback 
management is essential for maintaining a positive online 
reputation.

Conclusion

Theoretical Implications

	 This research adds to the body of knowledge on 
consumer decision-making. Owing to the present, the 
changes in tourists’ behavior, especially in the pre-visit 
stage, affect the tourism and hospitality sectors. This 
study is the first attempt to apply the S-O-R model in 
tourism and hospitality by testing the quality of the 
reviews and online reviews on trust and hotel booking 
intention among Chinese tourists in Thailand. The 
S-O-R model is a suitable framework for understanding 
the impact of the environment (stimuli) on people’s 
behavior (Mehrabian & Russell, 1974). Specifically, 
this research shows the effect of review quality on trust 
and hotel booking intention. It also proves that Chinese 
tourists are more concentrated and sensitive to negative 
reviews than positive ones. Positive reviews greatly 
influence Chinese travelers’ trust, but they are more 
likely to change their hotel booking plans when they 
read negative ones. According to the S-O-R model, when 
the customers receive the hotel’s source information 
(the review quality and positive and negative reviews) 
(Stimulus: S), they recognize emotions stimulated by 
the external environment (Organism: O) regarding trust. 
Then, tourist behavior (Response: R) is changed by 
their evaluation of the information source based on their 
experience, influencing booking intention.
 
Practical Implications

	 The results of this study provide a practical application 
for hotels to understand Chinese tourist behavior and the 
impact of online reviews on hotel booking intentions. 
Specifically, Chinese tourists rely on online reviews as 
a significant source of information for travel planning, 
influencing consumers’ trust and purchasing decisions 
on travel and hotel booking intentions. Applying the 
S-O-R model in this context underscores the importance 
of providing high-quality information and fostering a 

sense among reviewers. Hotels with positive reviews 
can create first impressions and trust, leading to booking 
intentions. In contrast, negative reviews can cancel the 
intention to book. To meet customer expectations and 
sustainably grow their businesses, tourism and hotel 
operators should prioritize changes in consumer behavior, 
especially in online purchasing, regarding review quality, 
negative reviews, and trust, which directly influence the 
online booking intentions of travelers. The study results 
can improve effectiveness, increase tourists’ trust, and 
develop diverse marketing and promotion strategies in 
Thailand and other countries that respond to Chinese 
tourists, who are the main target market in Thailand, 
provide better service, a new channel of online booking 
innovation development, and motivate Chinese tourists to 
revisit Thailand continuously. 

Limitations and Future Research 

	 There are two major limitations to the research 
design. This study only investigates the effect of online 
review quality, positive/negative reviews on trust, and 
hotel booking intention among Chinese tourists (Demand 
side) who book hotels online. It did not include all 
influential variables affecting online hotel booking 
intention, such as brand image, perceived price, perceived 
value, security, and reliable payment system. Therefore, 
these variables should be considered in future studies. 
Additionally, future studies should include specific 
features of online reviews’ content and sources, such 
as usefulness, reviewer expertise, timeliness, volume, 
valence, and comprehensiveness identified by Zhao et al. 
(2015), which future research should consider. Lastly, Li 
et al. (2013) highlighted that qualitative research through 
online reviews may help understand the evolving tourists’ 
online behavior and provide insightful information. More 
qualitative research should be conducted on this topic.
Its sampling methods and valid data of more female 
Chinese participants may cause generalized issue. 
Therefore, the results cannot be generalized and may 
not apply to all nationalities of tourists who use online 
hotel booking. Future research should investigate more 
international tourists’ online hotel booking intentions in 
other countries for comparison. In addition, the control 
sampling may help justify the generalized issue. 

Conflict of Interest

	 The authors declare that there is no conflict of interest.



Pattanapokinsakul, K. et al. / Kasetsart Journal of Social Sciences 47 (2026) 470214 9

Fundings 

	 Phuket Rajabhat University under the Visiting 
Scholar Program, Ministry of Higher Education, Science, 
Ministry of Higher Education, Science, Research, and 
Innovation in Thailand funded this study.

Acknowledgments 

	 We thank all the stakeholders who supported us with 
the information.

References 

Angskul, T. (2023, April 27). TAT expects 25 million visitors in 2023. 
National News Bureau of Thailand. https://thailand.prd.go.th/en/
content/category/detail/id/52/iid/177533 

Augustine, A. A., & Adnan, W. H. (2020). The effects of perceived price, 
website, trust, and online reviews on online hotel booking intention 
in Kuala Lumpur. Global Science Journal (GSJ), 8(6), 374–388.

Baek, H., Ahn, J., & Choi, Y. (2012). Helpfulness of online consumer 
reviews: Readers’ objectives and review cues. International Journal 
of Electronic Commerce, 17(2), 99–126. https://doi.org/10.2753/
JEC1086-4415170204

Chakraborty. U. (2019). Perceived credibility of online hotel reviews 
and its impact on hotel booking intentions. International Journal of 
Contemporary Hospitality Management, 31(9), 3465–3483. https://
doi.org/10.1108/IJCHM-11-2018-0928

Chakraborty, U., & Biswal, S. K. (2020). Impact of online reviews on 
consumer’s hotel booking intentions: does brand image mediate?. 
Journal of Promotion Management, 26(7), 943–963. https://doi.org
/10.1080/10496491.2020.1746465

Chan, A. (2020, July 28). Fundamental differences in Chinese online 
behaviours (travel industry focused). Compass Edge. https://www.
compassedge.com/fundamental-differences-in-chinese-online-
behaviours-travel-industry-focused/

Chang, H., Yan, R., & Eckman, M. (2014). Moderating effects of 
situational characteristics on impulse buying. International Journal 
of Retail & Distribution Management, 42(4), 298–314. https://doi.
org/10.1108/IJRDM-04-2013-0074

Chen, G., Chen, Z., Saxon, S., & Yu, J. (2023, May 10). Outlook for 
China tourism 2023: Light at the end of the tunnel. McKinsey & 
Company https://www.mckinsey.com/industries/travel-logistics-
and-infrastructure/our-insights/outlook-for-china-tourism-2023-
light-at-the-end-of-the-tunnel

Cheng, W., Tsai, H., Chuang, H., Lin, P., & Ho, T. (2020). How can 
emerging event sustainably develop in the tourism industry? From 
the perspective of the S-O-R model on a two-year empirical study, 
Sustainability, 12(23), 10075.  https://doi.org/10.3390/su122310075

Cheng, X., Fu, S., Sun, J., Bilgihan, A., & Okumus, F. (2019). An 
investigation on online reviews in sharing economy driven hospitality 
platforms: A viewpoint of trust, Tourism Management, 71, 366–377. 
https://doi.org/10.1016/j.tourman.2018.10.020		

Danish, R. Q., Hafeez, S., Ali, H. F., Shahid, R., & Nadeem, K. (2019). 
Impact of online consumer reviews on hotel booking intentions: 
The case of Pakistan, European Scientific Journal, 15(7), 144–159. 
https://doi.org/10.19044/esj.2019.v15n7p144

Donovan, N. (2022). Chinese New Year trends and insights: Chinese 
travel behaviours uncovered. Booking.com. https://partner.
booking.com/en-gb/click-magazine/trends-insights/chinese-travel-
behaviours-uncovered

El-Said, O. A. (2020). Impact of online reviews on hotel booking 
intention: The moderating role of brand image, star category, and 
price. Tourism Management Perspectives, 33, 100604. https://doi.
org/10.1016/j.tmp.2019.100604

Emir, A., Halim, H., Hedre, A., Abdullah, D., Azmi, A., & Kama, S. B. M.  
(2016). Factors influencing online hotel booking intention:  
A conceptual framework from stimulus-organism-response 
perspective. International Academic Research Journal of Business 
and Technology, 2(2), 129–134. 

Ermawati, K. (2020). Peningkatan loyalitas wisatawan hotel melalui 
online reviews dan online booking intention. [Increasing hotel tourist 
loyalty through online reviews and online booking intention]. Service 
Management Triangle: Jurnal Manajemen Jasa, 2(1), 20–30. https://
ejurnal.ars.ac.id/index.php/jsj/article/view/235 [in Indonesian]

Everard, A., & Galletta, D. F. (2005). How presentation flaws affect 
perceived site quality, trust, and intention to purchase from an online 
store. Journal of Management Information Systems, 22(3), 55–96.

Fan, X., Lu, J., Qiu, M., & Xiao, X. (2023). Changes in travel behaviours 
and intentions during the Covid-19 pandemic and recovery period:  
A case study of China. Journal of Outdoor Recreation and Tourism, 
41, 100522. https://doi.org/10.1016/j.jort.2022.100522

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation 
models with unobservable variables and measurement error. 
Journal of Marketing Research, 18(1), 39–50. https://doi.
org/10.1177/002224378101800104

Gellerstedt, M., & Arvemo, T. (2019). The impact of word of mouth 
when booking a hotel: Could a good friend’s opinion outweigh 
the online majority? Information Technology & Tourism, 21(3), 
289–311. https://doi.org/10.1007/s40558-019-00143-4

Gorade, S. (2022, June 22). Impacts of online customer reviews on 
hotel bookings. LinkedIn. https://www.linkedin.com/pulse/impacts-
online-customer-reviews-hotel-bookings-sachin-gorade

Hair, J. F., Babin, B. J., & Krey, N. (2017). Covariance-based structural 
equation modeling in the journal of advertising: Review and 
recommendations. Journal of Advertising, 46(3), 454. https://doi.org
/10.1080/00913367.2017.1329496

Hanandeh, A., Al-Ghadir, H., Hanandeh, R., & Al-Hawaidi, M. (2019). 
The impact of electronic word of mouth on intention to travel. 
International Journal of Scientific & Technology Research, 8(12), 
1356–1362. http://www.ijstr.org/final-print/dec2019/The-Impact-Of-
Electronic-Word-Of-Mouth-On-Intention-To-Travel.pdf

Hsu, C. -L., Chang. K. -C., & Chen, M. -C. (2012). Flow experience and 
internet shopping behavior: Investigating the moderating effect of 
consumer characteristics, Systems Research and Behavioral Science, 
29(3), 317–332. https://doi.org/10.1002/sres.1101

Hubble. (2023, June 14). The impact of online reviews and ratings on the 
travel industry. Hubble Money. https://www.myhubble.money/blog/
the-impact-of-online-reviews-and-ratings-on-the-travel-industry

Indrani, P. & Roy, G. (2023). How eco-service quality affects tourist 
engagement behavior in ecotourism: Eco-consciousness and eco 
activity-based learning and S-O-R theory. Tourism Recreation 
Research. Advance online publication. https://doi.org/10.1080/0250
8281.2023.2275240

Jang, S. C., & Namkung, Y. (2009). Perceived quality, emotions, and 
behavioral intentions: Application of an extended Mehrabian–
Russell model to restaurants. Journal of Business Research, 62(4), 
451–460. https://doi.org/10.1016/j.jbusres.2008.01.038



Pattanapokinsakul, K. et al. / Kasetsart Journal of Social Sciences 47 (2026) 47021410

Jani, D., & Han, H. (2015). Influence of environmental stimuli on 
hotel customer emotional loyalty response: Testing the moderating 
effect of the Big Five personality factors, International Journal 
of Hospitality Management, 44, 48–57. https://doi.org/10.1016/j.
ijhm.2014.10.006

Ju, Y., & Jang, S. C. S. (2023). The Effect of Covid-19 on hotel booking 
intentions: Investigating the roles of message appeal type and brand 
loyalty, International Journal of Hospitality Management, 108, 
103357. https://doi.org/10.1016/j.ijhm.2022.103357

Kamble, Z., Doan, Q. T., Nguyen, H. N., Zeng, Z., & Zihui, L. L. (2020). 
The significance of online reviews for hotel entrepreneurial success, 
In A. Masouras, G. Maris, & A. Kavoura (Eds.), Entrepreneurial 
development and innovation in family businesses and SMEs (pp. 75–86.). 
IGI Global. https://doi.org/10.4018/978-1-7998-3648-3.ch005

Kang, E. (2011). The impact of sensory environments on spa-goers’ 
emotion and behavioral intention [Master’s thesis, University of 
Houston]. University of Houston Libraries.

Khaosod English. (2023, May 3). Thailand’s tourism industry blossoms 
anew with influx of Chinese visitors. https://www.khaosodenglish.
com/news/2023/05/03/thailands-tourism-chinese-visitors/

Kim, S. Y., Kim, J. U., & Park, S. C., (2017). The effects of perceived 
value, website trust and hotel trust on online hotel booking intention. 
Sustainability, 9(12), 2262. https://doi.org/10.3390/su9122262

Kim, Y. J., & Kim, H. S. (2022). The impact of hotel customer experience 
on customer satisfaction through online review. Sustainability, 14(2), 
848. https://doi.org/10.3390/su14020848	

Kusumasondjaja, S. (2015). Information quality, homophily, and risk 
propensity: Consumer responses to online hotel reviews. Journal 
of Economics, Business, and Accountancy Ventura, 18(2), 241–252. 

Lăzăroiu, G., Neguriță, O., Grecu, I., Grecu, G., & Mitran, P. (2020). 
Consumers’ decision-making process on social commerce platforms: 
Online trust, perceived risk, and purchase intentions. Frontiers in 
Psychology, 11, 890. http://doi.org/10.3389/fpsyg.2020.00890

Lewicki, R. J., & Bunker, B. B. (1996). Developing and maintaining trust 
in work relationships, In R. M. Kramer & T. R. Tyler (Eds.), Trust in 
organizations: Frontiers in theory and research (pp. 114–139). Sage 
Publications.

Li, H., Ye, Q., & Law, R., (2013). Determinants of customer satisfaction 
in the hotel industry: An application of online review analysis. Asia 
Pacific Journal of Tourism Research, 18(7), 784–802. https://doi.org
/10.1080/10941665.2012.708351 

Li, W., & Yuan, Y. (2018). Purchase experience and involvement for 
risk perception in online group buying. Nankai Business Review 
International, 9(4), 587–607. https://doi.org/10.1108/NBRI-11-
2017-0064

Lim, J. E., Mohd Zahari, F., & Abidin, R. (2022). Factors affecting 
online hotel booking intention: A study on UUM students, Journal of 
Technology and Operations Management, 17(1), 53–61. https://doi.
org/10.32890/jtom2022.17.1.5

Ma, Y., Hardy, A., & Ooi, C. -S. (2020). Researching Chinese tourists 
on the move. Journal of China Tourism Research, 16(2), 214–229. 

Mansour, K. B., Kooli, K., & Utama, R. (2014). Online trust antecedents 
and their consequences on purchase intention: An integrative 
approach. Journal of Customer Behaviour, 13(1), 25–42. 

Mehrabian, A., & Russell, J.A. (1974). An approach to environmental 
psychology. MIT Press.

Ministry of Tourism and Sports. (2023). สถิตินักท่องเที่ยวชาวต่างชาติที่เดินทาง
เข้าประเทศไทย ป ี2566 [International tourist arrivals to Thailand 2023]. 
https://www.mots.go.th/news/category/706 [in Thai]

Mudambi, S. M., & Schuff, D. (2010). What makes a helpful review?  
A study of customer reviews on Amazon.com. MIS Quarterly, 34(1), 
185–200.

Ozturk, A. B., Nusair, K., Okumus, F., & Singh, D. (2017). Understanding 
mobile hotel booking loyalty: An integration of privacy calculus 
theory and trust-risk framework. Information Systems Frontiers, 
19(4), 753–767. https://doi.org/10.1007/s10796-017-9736-4

Park, C. W., Sutherland, I., & Lee, S. K. (2021). Effects of online 
reviews, trust, and picture-superiority on intention to purchase 
restaurant services. Journal of Hospitality and Tourism Management, 
47, 228–236. https://doi.org/10.1016/j.jhtm.2021.03.007

Park, D. -H., Lee, J., & Han, I. (2007). The effect of on-line consumer 
reviews on consumer purchasing intention: The moderating role of 
involvement. International Journal of Electronic Commerce, 11(4), 
125–148. https://doi.org/10.2753/JEC1086-4415110405

Pham, L., Williamson, S., Lane, P., Limbu, Y., Nguyen, P. T. H., & 
Coomer, T. (2020). Technology readiness and purchase intention: 
role of perceived value and online satisfaction in the context of 
luxury hotels. International Journal of Management and Decision 
Making, 19(1), 91–117. 

Ponnapureddy, S., Priskin, J., Ohnmacht, T., Vinzenz, F., & Wirth, W.  
(2017). The influence of trust perceptions on German tourists’ 
intention to book a sustainable hotel: A new approach to analysing 
marketing information. Journal of Sustainable Tourism, 25(7), 
970–988. https://doi.org/10.1080/09669582.2016.1270953

Pop, R. A., Săplăcan, Z., Dabija, D. C., & Alt, M. A. (2022). The impact 
of social media influencers on travel decisions: The role of trust 
in consumer decision journey. Current Issues in Tourism, 25(5), 
823–843. https://doi.org/10.1080/13683500.2021.1895729

Samerjai. C. (2021). ความตั้งใจในการใช้บริการที่พักในสถานการณ์ความปกติใหม่
ของนักท่องเที่ยวชาวไทย [The intention to use accommodation service 
during the new normal situation of Thai tourists]. Journal of 
Humanities and Social Sciences Rajapruk University, 7(3), 21–41.  
https://so03.tci-thaijo.org/index.php/rpu/article/view/257425  
[in Thai]

Shin, S. Y., Van Der Heide, B., Beyea, D., Dai, Y. N., & Prchal, B. 
(2017). Investigating moderating roles of goals, reviewer similarity, 
and self-disclosure on the effect of argument quality of online 
consumer reviews on attitude formation. Computers in Human 
Behavior, 76, 218–226.

Sparks, B. A., & Browning, V. (2011). The impact of online reviews on 
hotel booking intentions and perception of trust. Tourism Management, 
32(6), 1310–1323. https://doi.org/10.1016/j.tourman.2010.12.011 

Sreejesh, S., & Anusree, M. R. (2016). The impacts of customers’ 
observed severity and agreement on hotel booking intentions: 
Moderating role of webcare and mediating role of trust in negative 
online reviews.  Tourism Review, 71(2), 77–89. https://doi.
org/10.1108/TR-08-2015-0037

Tran, L. T. T. (2020). Online reviews and purchase intention:  
A cosmopolitanism perspective. Tourism Management Perspectives, 
35, Article 100722. https://doi.org/10.1016/j.tmp.2020.100722

Wan, C. (2022). Marketing strategies of community-based tourism for 
generation Y Chinese tourists: The case study of the Andaman Coast, 
Thailand, [Doctoral dissertation, National Institute of Development 
Administration]. NIDA Wisdom Repository.

Wen, J., Lin, Z., Liu, X., Xiao, S. H., & Li, Y. (2021). The interaction 
effects of online reviews, brand, and price on consumer hotel 
booking decision making. Journal of Travel Research, 60(4),  
846–859. https://doi.org/10.1177/0047287520912330

Wu, L., Fan, A., & Shen, H. (2020). Embracing the future: New 
technology and mediated Chinese tourists. Journal of China Tourism 
Research, 16(4), 487–493. https://doi.org/10.1080/19388160.2020.1845074

Zahidah, S. R., & Rostiani, R. (2021). Kepercayaan pada ulasan 
daring meningkatkan niat memesan daring: Keuntungan mencari 
informasi? [Trusting online reviews enhances intention to book 
online: The perks of seeking information?] Jurnal Manajemen 
Bisnis, 12(2), 142–161. [in Indonesian]



Pattanapokinsakul, K. et al. / Kasetsart Journal of Social Sciences 47 (2026) 470214 11

Zhang, H., Lu, Y., Gupta, S., & Zhao, L. (2014). What motivates 
customers to participate in social commerce? The impact of 
technological environments and virtual customer experiences. 
Information & Management, 51(8), 1017–1030. https://doi.
org/10.1016/j.im.2014.07.005

Zhao, X., Wang, L., Guo, X., & Law, R. (2015). The influence of online 
reviews to online hotel booking intentions. International Journal of 
Contemporary Hospitality Management, 27(6), 1343–1364. https://
doi.org/10.1108/IJCHM-12-2013-0542

Zhu, L., Li, H., Wang, F.-K., He, W., & Tian, Z. (2020). How online 
reviews affect purchase intention: A new model based on the 
stimulus-organism-response (S-O-R) framework. Aslib Journal of 
Information Management, 72(4), 463–488.  https://doi.org/10.1108/
AJIM-11-2019-0308


	The impact of online reviews on trust and hotel booking intentionsamong Chinese visitors in Thailand
	Abstract
	Introduction
	Literature Review
	The Application of Stimulus-Organism-Response (S-O-R) Model

	Research Model and Hypothesis Development
	Online Reviews as Stimuli (S) Impacting Trust as an Organism (O)
	Trust as Organism (O) Impacting Hotel Booking Intention as a Response (R)
	Online Reviews as Stimuli (S) Impacting Hotel Booking Intention as a Response (R)

	Methodology
	Results
	Discussion
	Conclusion
	Theoretical Implications
	Practical Implications
	Limitations and Future Research

	Conflict of Interest
	Fundings
	Acknowledgments
	References

	List of Figure
	Figure 1 Research model and hypotheses

	List of Tables
	Table 1 Participants’ demographic data
	Table 2 Confirmatory factor analysis
	Table 3 Discriminant validity
	Table 4 Hypotheses testing results


