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Abstract

The Internet offers a great opportunity for tourism organizations, in particular hotels, to market and promote
their products and services via websites. Trust is a critical factor in stimulating purchases over the Internet. Trust
can be influenced by many factors such as word-of-mouth, reputation, usability of websites, and perceived
security. Although many studies have been conducted to examine the factors influencing trust, very few studies
have investigated the relationships of word-of-mouth, reputation, usability, perceived security, trust, and
patronage intention in Taiwan.

The purpose of this research is to examine the relationships between positive word-of-mouth, reputation,
usability, perceived security, trust, and patronage intention. A survey was conducted to examine these
relationships and a total of 324 responses were collected and analyzed. The results indicated that reputation and
usability, were positively associated with perceived security and trust. But, positive word-of-mouth was not

associated with perceived security and trust. Moreover, trust was positively associated with patronage intention.
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