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ABSTRACT

At present, the online review of using products and services posted on
the social networking sites was widespread. The spaces on websites or blogs provide
a lot of information which is both positive and negative comments from the
customers to consider. Many feedbacks and brand trust of the products given have
an impact on the perceived trustworthiness of online review and intention to
purchase the products.

This study was the experimental research (One-shot Case Study) which
controlled the amount and the characteristic of the positive and negative comments.
The questionnaire was employed as a tool to collect the data. The participants of
this study were the 160 university students aged 18-23 who used the internet in
Bangkok. The data were analyzed by using Simple Linear Regression Analysis and

Multiple Regression Analysis methods.
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The findings of this study revealed that the perceived trustworthiness of
online review and brand trust of the products posted on the Internet had effects on
the customers’ intention to purchase the products. It was evident that the way to
present the online review mentioning brand trust played a vital role in the marketing

world which provided a variety of products to support the customers’ needs.
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