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ABSTRACT

A growing reliance on the Internet as an information source when making
choices about tourism products raises the need for more research into effect of
online review as an important on building attitude and purchase intention of

consumer.

Based on SOR Framework (Stimulus-Organism-Response), this study
develops a model to investigate the different of attitude and purchase intention that

influence from pre and post reading online review.

Our findings indicate that (1) positive online review effect on consumer‘s
attitude by increasing a positive attitude towards Hotel and negative online review
bring the bad attitude towards Hotel. (2) positive online review (high) and negative
online review (low/high) effect on consumer’s attitude can change consumer’s

attitude towards hotel and purchase intention.
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