
Ⅰ. Introduction

Today, online reviews have become an essential 
part in the tourism industry. The unique characteristic 
of tourism products, which is the intangibleness, could 
increase the helpfulness of other traveler’s opinions 
or words-of-mouth for potential tourists’ decisions 
(Jalilvand and Samiei, 2012). This trend makes the 

tourist’s behavior be much more influenced by online 
tourism reviews (Litvin et al., 2008; Lee et al., 2013a). 
As the internet technology developed, the tourism 
business has gone through overwhelming trans-
formations and those changes have made the online 
tourism reviews be more significant resources for the 
tourists and suppliers (Lee, et al., 2013b; Rhee and 
Yang, 2014). Prior to making decisions about destina-
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tion or reservations, e.g., airline ticket, hotel and restau-
rant, tourists tend to read countless online tourism 
reviews to obtain useful information and, also, they 
are likely to be affected by the information in the 
online reviews made by the tourists who have already 
experienced services (Mudambi and Schuff, 2010). For 
a better understanding of reasons why online reviews 
impact significantly to the reader’s reaction, previous 
studies have focused on the perceived helpfulness of 
an online review and its credibility (Hu et al., 2008; 
Li and Hitt, 2008), and it has been proved the perceived 
helpfulness of online tourism reviews could facilitate 
or hinder the tourists’ decision making. Moreover, 
various studies have examined the online review’s influ-
ences on the tourists perception, such as the perceived 
image of destination and attitude toward destination 
(Jalilvand and Samiei, 2012; Li et al., 2009; Sparks 
and Browning, 2011; Ye et al., 2009).

The travel could be considered as a kind of process 
including various activities (Bieger and Laesser, 2004; 
Correia, 2002). In the temporal point of view, the 
process representing a tourist’s visit to destination 
consists of three phases, which are pre-trip stage, 
on-trip stage, and post-trip stage. The longitudinal 
separation is noted to be a sensitive factor to the 
behavior or perception of tourists (Lovelock and 
Wright, 2001; Teare et al., 1993). According to con-
strual-level theory, people’s information perception 
is not always exactly same depending on the specific 
situation, such as spatial distance, temporal distance 
and social dimension (Liberman and Trope, 1998; 
Trope and Liberman, 2003). However, only a few 
studies have examined the relationship between the 
information preference and time situation of con-
sumers in the tourism context, nevertheless the timely 
information could have more importance than that 
of other industries. Therefore, the purpose of this 
paper is to examine the different impacts of different 

kinds of online tourism reviews, experiential online 
reviews and factual online reviews, to the tourists’ 
perception and reaction with the longitudinal separa-
tion, pre-trip, on-trip and post-trip, based on a LTSM 
(Longitudinal Trust-Satisfaction Model) (Kim et al., 
2009). For this purpose, this study suggested a con-
ceptual research model developed from a LTSM and 
proposed several prepositions to highlight the online 
tourism reviews as an important factor for travelers’ 
physical and psychological perception longitudinally. 
This paper is an effort to add to the body of literature 
suggesting both direct and indirect effects of tourism 
review helpfulness processing on satisfaction within 
the context of pre-trip, on-trip, and post-trip stages. 
Finally, the expected results were presented and the 
theoretical and practical implications were followed. 

Ⅱ. Underpinning Theories

2.1. Online Tourism Review

Before the travel, tourists want to obtain valuable 
information and recommendations from various sour-
ces because the tourism product’s quality is almost 
impossible to be evaluated prior to the actual experi-
ence (Litvin et al., 2008). An online tourism review 
provides travel-oriented information such as tourism 
product or service attributes, quality of experience 
and performance from a tourist’s perspective. Thus 
the online tourism reviews have the capability to influ-
ence the decision-making process of tourists (Lee et 
al., 2008). Whenever tourists realize that they need 
to make a decision, information search is likely to 
take place, and this motivation triggers the usage 
of online tourism reviews. In this vein, the online 
tourism review has a vital effect to traveler as well 
as destination for the on-site information, such as 
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destination expectation or destination image (Jalilvand 
and Samiei, 2012; Li et al., 2009; Sparks and Browning, 
2011; Xiang and Gretzel, 2010; Ye et al., 2009).

Some studies about online reviews and product 
category, in general, suggested how customers recog-
nize online reviews to be helpful for selecting the 
products (Chevalier and Mayzlin, 2006; Liu, 2006; 
Mudambi and Schuff, 2010; Reinstein and Snyder, 
2005). Similarly, the helpfulness of online tourism 
reviews has been focused in practical situation, for 
example, numerous famous travel review websites 
(e.g., TripAdvisor, Yelp) highlight the helpfulness 
of online reviews by showing the number of suppor-
tive votes for each reviews. Another significant aca-
demic stream of online review research is about the 
volume of online reviews and valence of online re-
views’ content (Bansal and Voyer, 2000; Duan et 
al., 2008; East et al., 2008; Li et al., 2011). Some 
researchers categorized online reviews with the basis 
of review’s content characteristics (Li et al, 2011; 
Xia and Bechwati, 2008). Li et al. (2011) argued that 
there were two types of online reviews, abstract re-
views and concrete reviews, which an abstract review 
represented  consumers’ individual feeling, emotion 
or experience, but a concrete review mentioned the 
general fact or details. Xia and Bechwati (2008) sug-
gested that online reviews could be assorted by their 
content in which were a factual online review, having 
plain facts and objective attributes, and experiential 
online review, having personal experiences and sub-
jective attributes. Based on the previous studies, this 
paper would employ the division of online reviews 
resulting in experiential reviews and factual reviews 
within the tourism context. Thus, this research de-
fined an experiential review as any positive or negative 
online review describing individual’s experiences and 
feelings formed through the products’ or services’ 
experience, whereas, a factual review is defined as 

an online review including plain facts or objective 
information made by experienced buyers (Hennig- 
Thurau et al., 2004).

2.2. Longitudinal Trust-Satisfaction Model (LTSM)

In the viewpoint of model constructs, a LTSM 
involved two different perspectives being identified 
as underpinning frameworks: the extended valence 
framework (EVF) and expectation-confirmation 
theory (ECT), as shown in <Figure 1> (Kim et al., 
2009). The LTSM is separated into three phases: 
pre-purchase phase, on-purchase phase, and post- 
purchase phase. Among those phases, EVF was ap-
plied in pre-purchase phase. The framework proved 
empirically some hypotheses about the consumer 
behavior with the perception of risk and perception 
of benefit at the same time (Peter and Tarpey, 1975). 
The perceived risk was defined as “consumer’s sub-
jective belief about the potential uncertain negative 
values from the online transaction with the selling 
party or entity” in LTSM, and consumers are likely 
to minimize, or decrease, any expected negative re-
sults related with consumer purchasing behavior. 
Reversely, perceived benefit was defined as “con-
sumer’s subjective perceptions about the potential 
positive values from the online transaction with a 
certain website” in LTSM and consumers try to max-
imize, or increase, any expected positive results re-
lated with the purchasing behavior (Kim et al., 2009). 
Kim et al. (2009) has proposed the trust as an im-
portant factor to influence the perceived risk and 
perceived benefit based on the related research results 
(Gefen, 2000; Kim et al., 2005; Massey and Montoya- 
Weiss, 2006; McKnight et al., 2002), and verified 
the considerable influence of trust to perceived risk 
and perceived benefit. Additionally, Peter and Tarpey 
(1975) declared that buyers usually evaluated the 
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products, referred as perceived value, by comparing 
the both positive and negative sides of goods. If the 
valence of the products was recognized positively, 
buyers would decide to purchase the goods or vice 
versa. The perceived valence of products could affect 
consumer’s intention to purchase, and this intention 
would finally go to the actual purchase. Clearly, the 
EVF explained the consumer behavior with a trust 
factor affecting to perceived risk and benefit which 
were crucial factors to estimate the perceived value 
(Peter and Tarpey, 1975).

As for ECT, another model applied to the LTSM, 
it represented the post-purchase phase of LTSM (Kim 
et al., 2009). In fact, the ECT has been widely used 
in various fields of studies to understand the relation-
ship between consumer satisfaction and  repurchase 
intention (Bhattacherjee, 2001; Oliver and Burke, 
1999). The consumer satisfaction which is an initial 
variable of ECT, was defined “as what consumers 
predict they should and will receive from the e-tailer 

through a specific current e-commerce transaction” 
in LTSM. According to the operational definition 
of consumer expectation, it is formed prior to the 
actual purchase because expectation is the anticipated 
concept predicting the future consequences in 
advance. Furthermore, the expectation was proposed 
to be closely related with the confirmation, and per-
ceived performance and satisfaction included in 
post-purchase phase. Hence, this made the consumer 
expectation factor be possible to be connected with 
pre-purchase phase and post-purchase phase (Kim 
et al., 2009). In LTSM, the perceived performance 
was defined as “consumer’s perception of how the 
transaction, including product/service performance, 
fulfils his or her needs, wants, and desires” (Churchill 
and Surprenant, 1982). In case of the confirmation, 
it was referred to “consumer’s subjective judgment 
of the transaction performance against some pre-pur-
chase standards such as expectations” (Kim et al., 
2009). ECT confirmed that consumers would be sat-

<Figure 1> Longitudinal Trust-Satisfaction Model (Source: Kim et al., 2009)
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isfied only when the perceived performance is greater 
than their expectation about specific goods or services 
and, on the contrary, consumers would be dis-
appointed when the perceived performance is lower 
than their expectation (Bhattacherjee, 2001; Oliver 
and Burke, 1999). Simply, the consumer satisfaction 
is decided through specific process, called as con-
firmation, to compare the level of two factors, per-
ceived performance and expectation. Finally, if the 
buyers were satisfied, they would be inclined to re-
purchase or recommend the products to others. 
According to McKinney et al. (2002), consumer sat-
isfaction can be conceptualized as “customer’s cogni-
tive and affective state of fulfillment in the con-
sequence of the purchase.” The loyalty, stemmed 
from the studies of consumer behavior, reflects the 
positive attitude of consumers, and this construct 
is explained with three kinds of actions, which are 
retention, repurchase and recommendation (Rowley 
and Dawes, 1999). In LTSM, this construct appeared 
as e-loyalty for the research context, e-commerce, 
in same conceptualization. The loyalty has been veri-
fied to be positively influenced by consumer sat-
isfaction through previous research (Oliver and Burke 
1999; Singh and Sirdeshmukh, 2000; Yi and La, 2004), 
thus it has been regarded as a result construct of 
satisfaction.

Synthetically, the EVF and ECT composed LTSM 
to explain the relationship between consumer trust 
and satisfaction in the electronic commerce environment. 
Besides, the LTSM had some implications for confirm-
ing the relationship in perspectives of longitudinal con-
cept, separating into pre-purchase phase, purchase 
phase and post-purchase phase. By proving the influ-
ence of consumer trust, LTSM developed the framework 
of consumer behavior in an internet transaction setting 
as a three-fold process (Kim et al., 2009). 

Ⅲ. Propositions Development

Adopting the underpinning theory literatures of 
LTSM and synthesizing the online tourism review 
context, this study proposed a research model, called 
as longitudinal online tourism review-satisfaction 
model (LOTR-SM), and it shows in <Figure 2>. In 
this study, the LTSM developed for the examination 
of the effects of trust to e-commerce websites and 
other elements (e.g., willingness to purchase, expect-
ation to online transaction, actual purchase, sat-
isfaction, confirmation, and e-loyalty) was applied 
to the tourism context. In case of LTSM, it confirmed 
the relationship between trust and satisfaction within 
e-commerce circumstance, but the LOTR-SM was 
proposed to clarify that how online tourism review’s 
helpfulness influences to the several critical tourism 
elements (e.g., expectation of destination, visit in-
tention, destination satisfaction, and destination loy-
alty) in a travel setting.  In other words, LTSM is 
a model of single perspective within e-retailer level, 
but LOTR-SM is a multi-perspective model covering 
the areas, e-retailer and tourism. In the model, the 
helpfulness of online tourism review is expected to 
affect expectation directly and also indirectly two 
constructs, perceived risk and benefit, in pre-trip 
phase. At on-trip phase, the expectation would impact 
the visit intention which is an antecedent of actual 
visit behavior. Through the actual trip experiences, 
the tourists could compare their expectation with 
the reality of travel experience and, consequently, 
the travelers would be determined to be satisfied 
or dissatisfied. Finally, this satisfaction or dissat-
isfaction could impact the destination loyalty. Thus, 
this research further verified not only the effects of 
online tourism review’s helpfulness to expectation 
and intention, but also the effects to tourist’s sat-
isfaction in longitudinal process.
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3.1. Pre-trip Phase 

The influence of online review in tourism area 
has been considered higher than that of general prod-
ucts due to the unique characteristics of tourism 
products,an intangibleness making it difficult to 
pre-experience the products or services without actual 
purchase (Litvin et al., 2008). The online review’s 
impact can be determined by its helpfulness, referred 
as review helpfulness, which has been explained by 
information diagnosticity (Chen and Xie, 2008; Jiang 
and Benbasat, 2007; Pavlou and Fygenson, 2006; 
Pavlou et al., 2006). When the information in online 
reviews meets to consumer’s specific needs or wants, 
the reviews can be perceived as useful to the reader, 
and this increases its helpfulness. In this regard, pre-
vious studies found that the online review helpfulness 
had an effective impact to reader’s psychological per-
ception and physical behaviors (Chen et al., 2008; 
Kohli et al., 2004; Ye et al., 2009). From the theoretical 
supports, this research used the online tourism re-
view’s helpfulness as the first factor, replacing the 

consumer trust in LTSM, defined as the perceived 
extent of usefulness of helpfulness for forming trav-
eler’s psychological recognition and behavioral in-
tention caused from the travel information’s rele-
vance with specific decision about travel experiences 
(Chen et al., 2008; Feldman and Lynch, 1988; Kohli 
et al., 2004; Menon and Raghubir, 2003).

Many researchers found that the online users per-
ceived the online reviews’ helpfulness or reliability 
differently based on their various traits (Mudambi 
and Schuff, 2010; Schlosser, 2011). Mudambi and 
Schuff (2010) argued that the characteristics of online 
reviews’ sources had effective influences to online 
review’s helpfulness. Also, Schlosser (2011) main-
tained that the extent in which online reviews could 
persuade the readers and make them have a specific 
intention, was largely dependent to the product’s 
unique nature described in the reviews. On the other 
hand, some studies assorted the online reviews into 
different categories accordance with review content 
features (Li et al., 2011; Xia and Bechwati, 2008).  
Li et al. (2011) assessed that a concrete review differed 

<Figure 2> Longitudinal Online Tourism Review-Satisfaction Model (LOTR-SM)
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from an abstract review because a concrete review 
provides concrete attribute information (e.g., the 
CPU of this computer is the latest version), whereas 
an abstract review is typically more related to a re-
viewer’s personal feelings (e.g., this computer uses 
very well). They investigated that both types of online 
reviews could result in consumer varied perception 
of products or services (Li et al., 2011). The other 
suggested the separation of online reviews by the 
review content is experiential and factual reviews 
(Xia and Bechwati, 2008). Likewise the abstract re-
views, the experiential reviews provide the reviewer’s 
individual experiences and feelings, but factual re-
views focus on plain facts such as objective functions 
similar as concrete reviews (Xia and Bechwati, 2008). 
Though the distinctions used different names and 
concepts, the central point of separation is quite anal-
ogous in terms of focusing on review’s content 
characteristics. Moreover, those classifications were 
proved empirically by confirming the different influ-
ences of distinct kinds of reviews. This study applied 
the separation concept to the online tourism review 

context for evaluating the online tourism review’s 
effect in various angles and different affects to the 
multiple constructs of tourist perception and 
behavior. In TripAdvisor, one of the most famous 
travel review websites, different inclinations of online 
tourism reviews can be seen proposed by the previous  
literatures (see <Figure 3>). Therefore, this study 
categorized online tourism reviews into two seg-
ments, a factual tourism review and experiential tour-
ism review, and defined as follows,

A factual tourism review is any positive or negative 
statement offering plain fact or nformation made 
by experienced tourists about a tourism which is 
made available to ultitude of the people and in-
stitutes via the Internet (Xia and Bechwati, 2008).
An experiential tourism review is any positive or 
negative statement describing individual’s experi-
ences and feelings made by experienced tourists 
about a tourism which is made available to multi-
tude of the people and institutes via the Internet 
(Xia and Bechwati, 2008).

Factual review Experiential review

<Figure 3> Examples of Factual Tourism Review and Experiential Tourism Review
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3.1.1. Direct and Indirect Effects of Online 
Review Helpfulness

The online reviews have been indicated that it 
had a great impact on the receiver’s expectation to-
ward the reviewed subjects (Webster, 1991). In this 
study, the expectation is defined as what tourists 
anticipate they should or will get from the tourism 
experiences (Kim et al., 2009). In tourism area, 
Hanlan and Kelly (2005) confirmed that online re-
views were a crucial source for developing the tourists’ 
image about destination in Australian region. Since 
the tourism products and services are intangible, tou-
rists are inclined to rely on the online reviews about 
destination to form their expectation and to acquire 
indirect experiences (Bansal and Voyer, 2000; 
Murray, 1991; Olshavsky and Granbois, 1979). Hence, 
we proposed the following proposition based on the 
previous research.

P1: A tourist’s expectation is likely to be related to tourism 
review helpfulness.

In addition to the direct effect of review helpful-
ness, we proposed that online tourism review played 
in indirect effects through perceived risk and benefit. 
Usually, travelers are prone to rely on the information 
of online reviews to get more benefits and to minimize 
the risks at the same time (Hennig-Thurau et al., 
2003). In this study, we defined perceived risk as 
a personal belief about uncertain negative utility such 
as “uncertainty,” “discomfort,” or “anxiety” from the 
travel. In the tourism context, Roehl and Fesenmaier 
(1992) found three dimensions of perceived risk, in-
cluding physical-equipment risk, vacation risk, and 
destination-specific risk. It is salient to explore tou-
rists’ risk perception because how tourists perceive 
risk is likely to affect their current and future travel 

decisions (Yuksel and Yuksel, 2007). The online tour-
ism review provides tourists with the information 
of actual risks, which they might encounter when 
travelling to destination or place, and the reviews 
are likely to reduce the perception of individual’s 
internal risks (Yang and Nair, 2014). Also, this re-
ducing of perceived risks is assumed to stimulate 
the form of tourist’s expectation sequentially. Thus, 
following propositions could be proposed.

P2a: A tourist’s perceived risk regarding destination 
through the tourism reviews is likely to be negatively 
affected by tourism review helpfulness.

P2b: A tourist’s expectation through the tourism review 
helpfulness is likely to be negatively affected by a 
tourist’s perceived risk.

As for the perceived benefits, current study defined 
perceived benefit as a personal belief about positive 
value from the travel. Through online tourism re-
views, tourists can arrive at a better decision or de-
crease their efforts to search information (Hennig- 
Thurau et al., 2004). The reduction of search costs 
within destination and place may contribute to tour-
ism related benefits with traveling destination. In 
the tourism context, we suggested that tourists are 
likely to save their efforts (e.g., search cost and com-
parison process) and even increase their productivity 
(e.g., better traveling decision, lower price hotel) in 
the information search for travel experiences when 
they can connect with credible online reviews. The 
perceived benefit, confirmed as an effectual motive 
to read online reviews, could be influenced by online 
tourism review’s helpfulness and impact to the build-
ing of expectation, thus we proposed the following 
propositions.

P3a: A tourist’s perceived benefit regarding destination 
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through the tourism reviews is likely to be positively 
affected by tourism review helpfulness.

P3b: A tourist’s expectation through the tourism review 
helpfulness is likely to be positively affected by a 
tourist’s perceived benefit.

3.1.2. Effect of Expectation on Visit Intention

According to ECT, consumer forms an expectation 
of a specific product or service prior to transaction 
(Bhattacherjee, 2001; Oliver and Burke, 1999), and 
after a step of consumption, they perceive its 
performance. Consumers assess the perceived per-
formance of products or services through their prior 
expectation and consequently, confirm their expectation. 
Then, they develop a satisfaction level from their 
confirmation level. Finally, they formulate a product 
purchase intention based on their satisfaction level 
(Oliver, 1980). Thus, tourists’ expectation acts as a 
connector between the pre-purchase and post-pur-
chase phases. In other words, the expectation con-
struct is both a backward and forward factor (Kim 
et al., 2009). Tourists’ expectation is related tourists’ 
prediction of what they should and would get through 
traveling experiences. Tourists have an expectation 
about the quality of tourism experiences that he or 
she will get from the travel.  Along with the expect-
ation, the tourist perceives not only uncertain negative 
results (e.g., physical-equipment risk, vacation risk, 
and destination-specific risk) but also certain positive 
results (e.g., lower cost, saving time, etc.) through 
the online reviews. Pizam and Milman (1993) con-
firmed ECT in the perspectives of tourism industry 
by proving confirmation and disconfirmation be-
tween tourists’ expectation, and travel experiences 
were reliable indicators of satisfaction with destination. 
Thus, the following proposition could be suggested.

P4: A tourist’s visit intention through the tourism review 
helpfulness is likely to be positively affected by his 
or her expectation.

3.2. On-Trip Phase

Adopting the theory of reasoned action, a behav-
ioral intention is a predictor of actual behavior (Ajzen 
and Fishbein, 1980). This research defined the two 
constructs which were visit intention and actual visit. 
Visit intention refers to tourists’ expectation of future 
travel to destination or place for leisure or vacation 
purpose (Lam and Hsu, 2006), and actual visit is 
tourists’ actual travel behavior (visit or not). The 
relationship between visit intention and actual visit 
behavior is salient in the tourism industry. The behav-
ioral intention implies as a direct determinant of 
actual behavior (Ajzen, 1985), so it is assumed that 
if the intention is evaluated precisely, it would offer 
the best indicator of behavior (Fishbein and Ajzen, 
1975). Tourists are likely to visit as long as they 
have willingness to visit through the reduction of 
perceived risk and gain the perception of benefits 
from online tourism review.

P5: The actual visit to destination is likely to be positively 
affected by a tourist’s visit intention through the 
tourism review helpfulness.

3.3. Post-Trip Phase

After the actual traveling experiences, tourists con-
firm their expectation through post-trip evaluation 
and form their satisfaction level. This study extends 
tourism review helpfulness and other constructs (e.g., 
expectation, satisfaction, confirmation, loyalty) as 
three-phases. The post-trip process may be explained 
by ECT. According to ECT, the confirmation is the 
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evaluation process of comparison between prior ex-
pectations versus post perceived performance across 
two different time period (Oliver, 1980). Based on 
the explanation, the confirmation is defined as the 
tourist personal judgment about actual destination 
visit experience against the expectation in this study. 
Originally, perceived performance has been defined 
as buyer’s subjective perceptions about the degree 
of fulfillment for consumer’s needs and wants by 
the performances generated from products or services 
(Churchill and Surprenant, 1982). These two similar 
concepts are hard to be distinguished clearly because 
of the simultaneousness, especially in tourism area, 
noted as one of the tourism product’s unique charac-
teristics (Williams and Shaw, 2011). Mostly, tourism 
intangible products are purchased and experienced 
simultaneously in tourists’ perspectives. In this vein, 
the tourists are inclined to compare the travel experi-
ences with their prior expectation during the actual 
travelling period (Bigne et al., 2001). In this regard, 
perceived performance and confirmation are easy 
to be overlapped in tourism context practically, 
caused from a feature of tourism products, and theo-
retically resulted from similarity among the questions 
of each constructs. Therefore, in this research, the 
expected concerns from two overlapped constructs, 
perceived performance and confirmations, would be 
handled by simplification of those concepts into a 
distinct concept that is confirmation.

This model explains satisfaction induced from the 
match between prior expectation of products or serv-
ices and their actual performance, hence, the sat-
isfaction refers to tourist’s cognitive and affective 
condition of fulfillment brought from the discrep-
ancies between actual destination visit experience 
and expectation (Parasuraman et al., 1988). In this 
vein, we proposed how tourists formulate their revisit 
intention through the satisfaction level. Tourist’s re-

visit process is likely to differ from the first visit 
process because an experienced tourist to a specific 
destination has formed satisfaction level by evaluating 
their past experience, which is likely to influence 
future revisit decision (Kim et al., 2009). As stated, 
expectation refers to a tourist’s prediction about a 
travel experience prior to visiting destination. 
Performance is the tourist’s perception of how the 
experience fulfils his or her needs (Churchill and 
Surprenant, 1982), and expectation is a bridge of 
pre-trip phase and post-trip phase. Once tourists set 
their expectation in the pre-trip phase, performance 
is evaluated in the post-trip phase through the com-
parison between the perception of performance and 
the level of expectation. Confirmation is formed when 
the actual performance is equal or better than prior 
expectation. Disconfirmation, in the same sense, is 
generated when the evaluated performance is less 
enough to fulfill their expectation. From these com-
parison process, we may define that expectation pro-
vides salient basic information for evaluation 
performance. Thus, expectation should impact to 
confirmation and, subsequently, the confirmation 
would influence satisfaction. Thus, following propo-
sition can be proposed.

P6: A tourist’s confirmation is likely to be related to his 
or her expectation.

The tourist satisfaction literature includes several 
studies utilizing a design in which satisfaction is an 
antecedent of purchase intention (Bolton, 1998). 
Customer satisfaction means a tourist’s cognitive and 
affective state of fulfillment after the purchase 
(Mckinney et al., 2002). The tourist has known the 
average quality of tourism services (i.e., expectation), 
and then he or she updated the prior expectation 
on the perceived quality of travel experience. That 
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is tourist satisfaction that resulted from observation 
of perceived performance. A higher perceived per-
formance than his or her expectation is likely to 
occur a relatively higher level of satisfaction.

P7: A tourist’s satisfaction is likely to be positively affected 
by confirmation of his/her expectation.

Tourist’s satisfaction relies not only on perception 
of current fulfillment but also on prior expectation. 
Thus, satisfaction is likely to be impacted by expect-
ation (Kim et al., 2009) because expectation is a 
connector between satisfaction and confirmation, 
accordingly. Expectation is not only an information 
source adjusted confirmation but also a focal factor 
significantly affecting tourists’ satisfaction level.

P8: A tourist’s satisfaction is likely to be positively affected 
by his/her expectation.

According to Senecal and Nantel (2004), an online 
review has a significant impact to buyer’s purchase 
choices by making the consumers estimate quality 
of the product based on the online information 
(Varadarajan and Yadav, 2002). Since the consumer 
online reviews are considered as more credible than 
the information made by experts or marketers, the 
positive online reviews may lead the readers to have 
a higher expectation (Yoo and Gretzel, 2009). Such 
a firm attitude about products or services is com-
paratively hard to be changed, resulting in the con-
sumer’s perception which is likely to confirm his 
or her expectation (Jiang et al., 2010). Empirically, 
it has been proved that the tourists were more satisfied 
with their experiences when they were exposed to 
the positive online reviews (Jiang et al., 2010). To 
that respect, the online tourism reviews could effec-
tively influence to the tourists’ satisfaction by creating 

and strengthening their prior expectation.

P9: A tourist’s post-trip satisfaction is likely to be positively 
affected by pre-trip tourism review helpfulness.

Loyalty is a vital requirement of consumer’s re-
purchase behavior. The level of repurchase intention 
is likely to be increased when the level of loyalty 
is high. If consumers were satisfied with a previous 
transaction, they would tend to repeat the transaction 
in the future. From a firm perspective, satisfaction 
is an important factor of successful long-term relation-
ship with customers (Kim et al., 2009). Accordingly, 
tourists satisfied with certain destination are likely 
to have a high degree of revisit the destination. Finally, 
the higher level of tourist’s loyalty brings the destina-
tion’s tourism industry to successful output through 
the higher level of visitor’s satisfaction. In addition, 
destination loyalty is conceptualized as affirmative 
attitude showing two behavioral concepts (Rowley 
and Dawes, 1999): intention to revisit the destination 
and to recommend destination to other people 
(Oppermann, 2000).

P10: A tourist’s destination loyalty is likely to be positively 
affected by his/her judgement of positive satisfaction.

Ⅳ. Conclusion

The proposed conceptual model, LOTR-SM, will 
be proved by a questionnaire survey based on longi-
tudinal design. The sample respondents are the future 
tourists who bought or booked the travel package 
products, and they will be asked to answer two differ-
ent questionnaires including questions for each 
construct. According to participant’s situation, for 
example, the questionnaire asking online review help-
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fulness, perceived risk, perceived benefit and expect-
ation will be distributed to the potential tourists pre-
paring their travel. On the other hand, another ques-
tionnaire asking online review helpfulness, con-
firmation, satisfaction and destination loyalty would 
will be answered by the actual tourists finished their 
travel. As for the questions, they will be sourced 
from the previous, related research and manipulated 
based on the current study’s purpose and context.

One of the major theoretical contributions of this 
research is that the proposed model integrates all 
three phases (pre-trip, on-trip, and post-trip) of travel 
experiences and analyzes the online tourism reviews 
as salient sources of tourism information (Li et al., 
2011; Xia and Bechwati, 2008). Another theoretical 
implication of this study is related to the influence 
of tourists’ online review search behavior in pre-trip 
phase to actual travel experiences in on-trip and 
post-trip phase. Besides more theoretical implications 
are expected to be found for each proposition. As 
for the propositions 1, 4, 7 and 10, the ECT could 
be supported empirically in the tourism context, spe-
cifically within online tourism review context. By 
proving the propositions 2a, 2b. 3a and 3b, the trav-
eler’s dual motivations for reading the online reviews 
confirmed in previous research could be verified in 
more realistic situation by focusing on the specific 
characteristic of online reviews, its helpfulness 
(Hennig-Thurau et al., 2003). In addition, the influen-
ces from the similarities and differences in tourist’s 
factual reviews and experiential reviews lead to intend 
to visit and satisfaction indirectly or directly could 
be understood. As a result, the proposed model en-
ables researchers to examine the impacts of percep-
tion of online review’s helpfulness and other tourism 
elements (e.g., perceived risk and benefit, destination 
expectation, visit intention, actual visit, satisfaction, 
confirmation, destination loyalty) within the long- 

term relationship with customers and tourism e-re-
tailers through the overall investigation about the 
propositions. If the propositions were confirmed pos-
itively, it would hint another implication of online 
review’s importance and these results would be able 
to commit to managerial aspects as well. 

The several practical implications for destination 
marketers can be suggested. First, the importance 
of online tourism reviews in impacting to perceived 
risk, and benefit should be noted. The negative effect 
of perceived risk of traveling destination could be 
reduced by reinforcing their online review system, 
or the positive effect of perceived benefit could be 
increases by manifesting the benefit of online review 
search. Another implication is that the hypothesis 
development could be possible, which the more online 
review perceived as helpful, the more tourists are 
likely to increase its’ expectation and visit intention. 
This study proposed that expectation is likely to affect 
both confirmation and satisfaction directly. 
Additionally, the proposed model suggests that expect-
ation and confirmation both is likely to be influenced 
their utilization of online review. Therefore, marketers 
need to develop helpful online reviews for the reduc-
tion of perceived risk and strengthen of perceived 
benefit. It is important for marketers to have various 
insights of how tourists acquire information. It is 
also important to know the major components of 
travel experiences and how they fit together. With 
those understanding, tourism e-retailer can design 
different online review strategies matched with differ-
ent traveling processes. Finally, it is expected that 
an online review has a significant influence to visit 
intention for destination and satisfaction. Also, online 
reviews can be possibly a crucial construct to visit 
specific destination or place during the visit because 
of the change in tourist’s behavior emerged from 
smart devices such as smartphone or smartwatch. 
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