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Evaluation of Tourism Website Trust Degree and Its Influencing Factors:

Taking Ctrip as an Example
SHI Xiangjun XU Mingyue WAN Xucai

( School of Business Administration Nanjing University of Finance and Economics Nanjing 210023 China)

Abstract: Taking Ctrip as an example this paper attempts to evaluate the trust degree of tourism websites and further ana—
lyzes the influence factors of trust degree and its structural relationship by means of questionnaire survey and statistical analy—
sis. The results indicate that the Ctrip trust degree is in the medium level and shows the significant differentiations in demo—
graphic characteristics; the factors such as website usage frequency online comment information personalized customization
services service assurance website information reliability and price have impact on the website trust degree to different ex—
tents among which the frequency of website usage is found to be the main influencing factor followed by the online reviews
and customized services at the same time the service guarantee website information source and price also have influences on
the trust and privacy protection has the least influence.

Key words: tourism website; trust degree; influencing factors; Ctrip
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