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Abstract 

This study examines the effect of perceived online review quality on electronic word-of-mouth (eWOM) 

behavior and the mediating role of information credibility in the hotel industry context. A quantitative research 

approach was employed. The sample consisted of 400 Thai hotel guests who had experience reading online  

reviews and booking 3-5 star hotels in Thailand. Simple random sampling was applied, and data were collected 

through an online questionnaire. Structural equation modeling (SEM) was used to examine causal relationships  

and the mediating effect. 

The results indicate that perceived online review quality has a significant positive effect on eWOM behavior 

(  = .341, p = .006) and information credibility (  = .703, p < .001). Information credibility also positively influences 

eWOM behavior and partially mediates the relationship between perceived online review quality and eWOM 

behavior. 
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The findings contribute to the theoretical understanding of digital consumer behavior by integrating the 

Stimulus Organism Response (S-O-R) framework and the Information Adoption Model (IAM) in the hotel industry 

context. Practically, the results suggest that hotel businesses should strengthen online review management, 

encourage high-quality review content, and enhance information credibility on digital platforms in order to stimulate 

positive eWOM and improve sustainable competitiveness. 
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