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The purpose of this paper is to study a framework on building and continuing consumer trust in mobile
travel and tourism content (M—TTC). Trust development life cycle in e—commerce is a trust—oriented
building flow of online consumer. Travel information and content in mobile commerce is a initiative and
immature step in the ubiquitous era. Travel and tourism industry is information intensive and network
business between the bricks and clicks, the public and private, and the virtual and physical. A framework
of travel and tourism content in m-commerce based on Siau and Shen (2003) and in perspective of
information cities by Ferguson, et al. (2004) proposes conceptual components to build information and
content for continuous consumer trust. The main results of the paper by focus group research
methodology focus on building a conceptual m—trust model of mobile content in travel and tourism
industry. Additionally, it shows what the important factor is and how the trustworthy improves

continuously to the public, mobile vendors, and technological aspects.
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