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ABSTRACT

Very fast improvement in web-based technologies and growth of social networking systems
make it essential for tourism industry to create and organize new tourism products and services.
Social media trend allows tourism businesses, especially hotels which want to maintain close
relationships with potential customers. This study is conducted to examine the effects of factors
such as e-word-of-mouth, perceived usefulness, perceived ease of use, trust and attitude on tourists’
behavioral intention in using social networks as tools to support their recent travel decistons.

This study is based on non-probability convenience sampling where data were gathered from
400 respondents who were staying in hotels in Bangkok and had planned their journey using social
networks. To gather the primary data, a self~administrated five-point Likert Scale questionnaire was
used. To analyze the data in details, the researcher used both descriptive and inferential analyses.

The results showed that there is a moderate positive significant relationship between e-word of
mouth communication and perceived usefulness, perceived ease of use and trust, perceived
usefulness and attitude, perceived ease of use and attitude, trust and attitude, trust and behavioral
intention and, attitude and behavioral intention. Moreover, there is a strong positive significant
relationship between perceived ease of use and perceived usefulness, trust and per_ccived usefulness,
and e-word of mouth communication and attitude,

The findings of this study will help managers and practitioners of tourism industry to better
understand changing tourists acceptance to use sophisticated web-based technologies for the choice
of destination prioritising social networks instead of conventional use of travel intermediaries such
as travel agents, so they can improve their marketing and communication strategies focused on the
online contexts as factors able to influence the behavioral intention of tourists in a more efficient

way.
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CHAPTER 1

GENERALITIES OF THE STUDY

1.1 Background of the Study

Tourism trade is growing at a fast pace moved forwards by advanced technologies.
The changing needs of tourists are persuading the travel trade to construct an improved
framework based on an organized method to improve marketing strategy, private and
public organizations and particularly in tourism destination. As stated by Pechlaner &
Tschurtschenthaler (2003), the evolution in tourism industry caused by technological
developments and changing needs of the tourists drives this industry to design new
strategies - based on a systemic procedure - in destination governance as well as in travel
destination and marketing strategy. Moreover, to respond to market trends, especially in
tourism destination, several factors including more experienced consumers, global
economic restructuring, and environmental boundaries to growth require rapid changes.
Furthermore, very fast improvement in web-based technologies and growth of social
networking systems make it essential for fourism industry to create and organize new

tourism products and services.

There is an enormous potential for marketers to use Internet for traveling goals.
Moreover, one of the most considerable Internet services is going-between tour operators
and travel agencies instead of previous ways to provide the clients with much easier,
faster, and more enjoyable ways of purchasing tourists merchandise when they purchase

themselves (Law & Buhalis, 2008). In addition, tourism organizations managed by

1



government and private businesses control their perspective online by social networking
media. As a consequence, not only are new devices made available to recognize tourists
preferences in their previous expeditions as well as their outlooks by social networking
media, but also new perspectives of the destination for traveling in the future has been

established (Puhringer & Taylor, 2008). For instance, fifty percent of Internet users living

in European countries organize their travel programs through surfing the Internet and
utilizing the information, pictures and videos uploaded by other users (Li & Bernoff,

2008).

Internet users find their necessary information from the Internet and transfer their
experiences to other people through online Internet sites based on web 2.0. Thus, this has
resulted in creating an online cooperative space, which has enormously influenced other
fields of industry, especially tourism industry that is going to change to a new style of
tourists manner (Ridings, Gefen, & Arinze, 2002). Hence, social media users are able to
select and provide their travel programs by themselves as well as to exchange their
information, opinions and suggestions about the place they are going to travel to by
tagging and sharing their images, comments and videos. In addition, all tourists who are
using Internet are able to gain more details and information they are interested in by new
application which they use (Doolin, Burgess, & Cooper, 2002). According to Chalmers &
Brown (2003}, using new applications, users are able to find their required information
about the destination details more quickly and more conveniently. In the same way,
Dawson (2007) defined social media technologies as a device capable of providing and
giving out destination details. This technology exists to benefit social networking sites

such as Facebook, group-based writing sites like wikis, content sharing sites which



include images, text and videos, and Rich Site Summary document that consists of

summarized or full texts.

Indeed, the tourism industry is equipped with a number of facilities and prepared
services by social network. Consequently, the social network, employing a modern
approach, presents new and efficient tools to promote local tourism products around the
world within the shortest possible time. In addition, it has brought the most significant
evolution in the pattern of business between mediators to design travel programs in
tourism industry (Law & Bubalis, 2008; Wang & Kracht, 2009). This virtual space not
only does allow users to share their ideas and recommendations, it can also help them to
post their travel memories (Dellarocas, 2003). In the same vein, hospitality firms such as
hotels use social networks, unlike traditional methods, to offer their services and facilities
to clients with no middleman and agency or process between them (Ye, Law, Gu, &
Chen, 2011). As a consequence, since social networks enjoy the advantages of being
highly interactive, sending messages quickly and highly effectively in order to search the
. required destination information, and having high quality visualization, they have turned
info the predominant tools for finding information on a destination (Kim, Jeong, & Lee,
2010). Additionally, trust reduces the hesitance of choosing a destination by using social

network and their interactivities (Pavlou, 2003; Gefen, Karahanna, & Straub, 20:03).

1.1.1 Overview of Tourism Industry in Thaiiand

The tourism industry is one of the financial resources and one of the most rapidly
developing industries in Thailand. Thailand tourism market has started to rise since 1960s

due to the development of international airlines at Bangkok airport and the stable political



atmosphere. Hotel and the retail industry have grown rapidly because of the increased
passenger volume. Ouyyanont (2001) stated that this market destination was reinforced
with the arrival of US troops from Vietnam War, who had come for recuperation and rest
(R&R). At the same time, as the living standards improved, greater number of people
gained more leisure time. Additionally, technological improvement in aircraft industry
provided them with opportunity to travel extensively, much cheaper and faster than
before. These reasons have led international mass tourism to strongly increase from
336,000 foreign visitors and 54,000 R&R soldiers in 1967 (Ouyyanont, 2001) to more
than 22 million tourists from around the world traveling to Thailand in 2012 according to
statistics obtained from Department of Tourism, Ministry of Tourism and Sports, (2013).
It has also been showed by statistics that a large number of domestic tourists have

dramatically increased over the past decade.

According to the statistics provided by TAT (Tourism Authority of Thailand, 2013)

in the first four months of 2013, the number of trips to Thailand was about 8.5 million.

in addition, one of the other reasons that has helped to improve this industry is re-
opening the old airport of Thailand (Don Mueang airport ) which in turn has resuited in
an increase in the volume of airports and airlines services (particularly inexpensive

flights) for their passengers.

Long-term Thailand tourism market seems to have an agreeable marketplace through
ASEAN countries because of Asian visitors. Most Asian tourists travel to Bangkok in
order to visit historic districts and natural scenery located nearby. Although the tourists

from other continents are interested to travel to the South and North of Thailand to enjoy



the dreamy beaches, islands and amazingly forested mountains, they never forget to visit
Bangkok and its neighboring regtons. The Kingdom’s capital city, Bangkok, or Krung
Thep “the city of angels”, is known as the most visited tourism destination around the
world according to the third annual Global Destination Cities Index released by
MasterCard (Quan, 2013). It is anticipated that for the first time, Bangkok - as an Asian

city- will be placed at top of the tourism table in 2013 with 15.98 million tourist planned.

Thailand has maintained its position among tourism destinations around the world
and it has established a good market to attract foreign investment to strengthen its
infrastructure due to a variety of tourist altractions, fo provide services, to warmly
welcome the customers with wonderful smiles, and to build more upper tier hotels
(Watson & Groeneveld, 2007). Therefore tourism industry and hotel market have a close
relationship with each other implying that the tourism industry has a significant role in

the growth of the hotel industry.

Bangkok hotels market experienced a downturn in 2011 due to the drastic flooding that
occurred but the market regained its upturn in 2012 and the investment market enjoyed a
tremendous growth, especially in Phuket and Bangkok, leading the income to rise sharply
in Thailand (Batchelor, 2013). The development in the hotel industry continued in 2013.
Morcover, TAT predicted in 2013 that approximately 25 million visitors by the end of

2013 which indicates an increase of more than 23 percent compared with that in 2012.



Figure 1.1 Cumulative supply of hotel Rooms by grade and year, 2011 —2013
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As shown in figure 1.1, in 2611, about 1400 rooms in the upper/Luxury segment (ULS)

are completed while more than 6,000 rooms in the ULS are added to the market in 2012

and 2013,

Figure 1.2 Percentage of hotels by region of Thailand
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As shown in Figure 1.2, the Statistics obtained from Department of Tourism,
Ministry of Tourism and Sports shows that the rate of hotel occupancy across Thailand in

2013 is 60.88% and breakdown by region is as follows:
Central (including Bangkok) 63.88%, South 61.84%, North 51.19%, Northeast 48.85%.

Pursuant to the results, Bangkok has the highest hotel market supply in Thailand.
According to a research conducted by Jones Lang LaSalle (2013), more hotels with 1500
rooms opened in 2013 among all segments of the hotel market in Bangkok and this
amount is expected to reach 2,374 rooms by the end of the year and 93.7% of this

development is to invest in upper-tier segments.
1.1.2 Use of social media in the Thai Tourism market

Intelligently employing social media can provide excellent situations for tourism
market with minimal investment and high coverage to atfract more customers even for
those businesses that are not able to spend money for expensive television advertising.
They can take advantage of the epportunity of electronic word of mouth (E-WOM) to
offer services that are intangible. To be in line with such developments, travel businesses,
especially hotels and resorts, need to be more visible on the Internet. In Thailand, almost
100 percent of the hotels in all major tourist destinations, especially the upper-tier ones,
have their own official websites to serve tourists. Nevertheless, in this cyber age, business
websites are not the only information source for Internet surfers. With the arrival of Web
2.0, which allows for two-way communication, tourism information can now be found
from a variety of sources. One notable example is the numerous travel stories with photos

posted on various web boards. This trend has induced the tourism business to increase



their visibility on the Internet. Hotel owners need to work with online fravel agencies to

increase booking channels, including posting advertisement banners at popular websites.

Social media trend allows tourism businesses, especially hotels wants to maintain
close relationships with potential customers. This is, therefore, a more effective “public
relations” channel than an official hotel website which has become more like a selling

agent, providing only key information about services.

Although the use of social networking in Thai businesses is not so extensive, the
power of this new technology has been quite realized. The recent strategies created by
social networking can maintain and expand their current position in the international
competitions. Over half of business visitors and more than 60 percent of vacationers,
connect to the Imternet in order to make decisions about their holiday destinations.
According to The Nielsen Company survey conducted in April 2011, Internet surfers
spend over 6 hours per month on average on Facebook, surpassing other websites such as

MSN, Yahoo, or even YouTube and Google.

It is interesting to note that among the social media, Facebook is the least costly
way of online marketing to achieve the highest fan page members. Although web design
and user reviews sharing is a successful method in marketing, the cost of creating,
maintaining and upgrading cannot be inexpensive in comparison to creating a dedicated

page on Facebook .

Pursuing this further, as stated in EIC report (Economic Intelligence Center, July-
August 2011), hotel and tour operators - among the other numerous business - are highly

dependent on the online network. These days booking transportation services such as



booking a seat on a flight, reservation accommodation or even a destination holiday

booking have become an essential issue for tourists.

According to the statistics obtained from Economic Intelligence Center (2011), the
largest contribution of online tourism revenue belongs to the United States with 60% of
the total tourism earnings, and then there is Europe with a value equal to 43% and finally
Asia-Pacific with about 21% respectively. In Thailand, hotels are using the website
instead of using social networks. At the moment, Just about 60 percent of hotels rely on
Facebook or Twitter fan pages and more than half of the international hotels in touristic
areas like Pattaya and Phuket use a Facebook fan page. More than 70 percent of domestic

tourist destination hotels like Kanchanaburi and Khao Yai also use Facebook fan pages.

It has recently been observed that almost all hotels are using their personal pages or
pages of travel agents to inform their customers of the daily news. This information

appears as cominenis on web pages and other social media.

As shown in Figure 1.3, almost all hotels throughout Thailand, particularly luxury

hotels, have launched their official website to attract both foreign and local tourists.



Figure 1.3 Proportion of hofeis in Thailand using websites and social media for tourist

attraction
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According to the statistics given by EIC (2011), more than 70 percent of domestic
tourist destination hotels in Thailand have Facebook or Twitter pages while this
proportion for interpational hotels in touristic areas is just about 59 percent. Although
Thai hotels in the local areas have the most connectivity to social networks, they have
fewer rates of marketing purposes compared with the international hotel destinations.
Marketing via social media to attract international fourism is about 85 percent while the

share of domestic tourists is less than 75 percent.

Based on the data in figure 1.4, it can be claimed that as the grade of hotels in
Thailand lowers, their use of websites and social networks decreases too and they get

more inclined to cooperate with travel agencies to attract their customers.
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Figure 1.4 Proportion of hotels in Thailand using website and social media by class
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The above figures show the rate of hotels class in Thailand which are connecting to

the Internet and social media. As the figure indicates, all upper-tier hotels have created

their own websites while some of the three-star and lower-tier hotels are not connected to

websites and they prefer to cooperate with {ravel agencies. Furthermore, according to the

abovementioned statistics, just about 50 percent of three-star hotels are doing business by

fan social network pages whereas for four-star and five-star hotels this range is between

76-97 percent. It shows that the upper-tier hotels are more likely to do marketing through

social media and it provides a good opportunity for researcher to distribute the

questionnaires in these hotels.
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1.2 Statement of the Problem

As this study is being conducted in Bangkok, Thailand, and the respondents are
consequently the guests staying in selected hotels in Bangkok. It needs to be mentioned
here that, according to the statistics obtained from Internet World Stats (2012), Thailand
Internet users have grown from 2,685,200 users in 2000 to 20,100,000 users in 2011. In
addition, Bangkok with 8 million users in a population of 10 million people is known as
the world’s number one Facebook city (Jansuttipan, 2013). This implies that Bangkok is
the most influential city in using Facebook with more than 3 million new users by the end
of 2012. Moreover, a research conducted by Tripadvisor Industry Index (2012) based on
approximately 25,000 hotel owners and managers around the world and 500 hotel owners
and managers from Thailand states that Thailand has achicved the sixth rank in the world,

with a proportion of about 80 percent, in hotel marketing via social networks.

Hence, this research concentrates on the factors influencing behavioral intention of
customers to select tourism destination by using social network. Kasavana, Nusair, &
Teodosic (2010) indicated social media as a powerful tool among hospitality and tourism
businesses for increasing consumer loyalty and satisfaction. In fact, marketing through
social media obtains its power from the human chain activities, their mutual relationships
and communications through the exchange of the information. Having analyzed the
results of a research data that had been done in this regard, Hospitality research center of
Cornell University concluded that nearly 25 % of business tourists and more than 30% of
leisure tourists connect to the social networks to find their required information and to
review comments on hotel websites before p]annilng to make a trip to any destinations
{(McCarthy, Stock, & Verma, 2010).
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For instance, Facebook is known by Paris, Lee, & Seery (2010) as one of the most
popular online social networking services around the world with over 500 million
members. Therefore, according to these statistics, major hospitality companies like hotels
must focus on creating and Jaunching business social network pages to maintain loyal

customers and to add the new ones.

Since there are several factors involved in the development of tourism marketing -
such as the important role of social networks as an essential tool in the quick and easy
access to information with details for online customers, intangible nature of services in
tourism industry, and customers orientation to read and compare other tourists’ opinion
about services before booking any hotel rooms or restaurant tables — as well as the fact
that the social network members are influential element of travel and tourism trade, it
seems essential to conduct a study to identify whether people search tourist destination
using social media, availability of tourism services using online search, what is the role of
electronic word of mouth, trust using online search and how does it develop their attitude,

to finally select the tourist destination,

Therefore, this study is aimed at examining the effects of factors such as word-of-
mouth, perceived usefulness, perceived ease of use and trust on tourists’ behavioral

intention in using social networks as tools to support their recent travel decisions.
The research questions of this study are as follows:

1. Is there any relationship between e-word-of-mouth communication and perceived

usefulness?

2. Is there any relationship between e-word-of-mouth communication and attitude?
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Is there any relationship between perceived usefulness and attitude?

Is there any relationship between perceived ease of use and attitude?

[s there any relationship between perceived ease of use and perceived usefulness?
Is there any relationship between perceived ease of use and trust?

Is there any relationship between trust and perceived usefulness?

Is there any relationship between trust and attitude?

Is there any relationship between trust and behavioral intention?

10. Is there any relationship between attitude and behavioral intention?

1.3 Research Objectives

1.

To test a relationship between e-word-of-mouth communication and perceived

usefulness.

To investigate a relationship between e-word-of-mouth communication and

attitude.

To explore a relationship between perceived usefulness and attitude.

To examine a relationship between perceived ease of use and attitude.

To find out a relationship between perceived ease of use and perceived usefulness.
To evaluate a relationship between perceived ease of use and trust.

To investigate a relationship between trust and perceived usefuliness.
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8. To analyze a relationship between trust and attitude.
9. To examine a relationship between trust and behavioral intention.
10. To test a relationship between attitude and behavioral intention.

1.4 Scope of the Research

The main focus of the study is to detect potential online tourists and to motivate
them to choose a tourist destination as well as to investigate the relationships between the
above mentioned factors. Therefore, the target respondents of this research are tourists
staying in hotels in Bangkok who have planned their journey through using travel
specific social media. Additionally the study focuses on both males and females over the

age of 18.
1.5 Limitations of the Research

There can be several variables influencing the dependent variable but in this study,
the researcher selected some most important independent variables such as e-word-of-
mouth communication, perceived usefulness, perceived ease of use, and trust and attitude
toward dependent variable which is behavioral intention. Moreover, this research is
limited to the small sample size with 400 respondents and the researcher distributed
questionnaires among the tourists in locations where chances of findings tourists is high
in Bangkok such as Bangkok international airport (Suvamabhumi Airport), the old
Bangkok airport (Don Muang international Airport ), two most popular shopping malls
including Siam Paragon and Central World in Siam area, and finally, The Grand Palace as

one of the major tourist attractions in Bangkok. Furthermore, other limitations of doing
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this research include factors such as limited time, no research budget, and personal efforts
for distributing the questionnaires. The primary data was collected during 1* to 30" of
October, 2013, therefore the findings of this study should not be generelised for any other
time period. Indeed, due to time limitation, the researcher is only able to collect data from
a sample of the target population and study only five important factors contributing

towards behavioral intention.
1.6 Significance of the Study

Wind, Mahajan, & Gunther (2002) indicated that marketers take advantage of
cyberspace {o enhance the influence of information exchange between users and using
recent methods on attracting new clients and reducing clients’ defections. Thus, the result
of this study will reveal hotel guests behavior and the most influential factors in
customers” use of social networks in making decision. Therefore, the findings of this
research will be useful for marketers’ and online business operators’ related to the
hospitality and tourism industry to establish growing role of social networks, to have a
positive effect on tourists’ behavioral intentioﬁ, and to change their attitudes to purchase
the products with the minimum investment considering the factors, such as, e-word of
mouth, trust, perceived case of use, perceived usefulness, and their relationship with
behavioral intention. Moreover, investigating these factors will assist in staying
competitive in the market in order to identify tourists' behavior and to manage word of
mouth effect on consumer decisions to buy. In addition, it makes practitioners and online
tourism businesses use different policies in designing their websites more effectively to
attract more tourists with minimum efforts. Additionally, the result of this research can be
used by other researchers to conduct further research.
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Additionally, the result of this research can be used by other researchers to conduct

further research.
1.7 Definition of ferms

Attitude: Attitude is defined as the users' emotional feelings regarding succeeding in
purchasing online (Chiu, Hsu, Sun, Lin, & Sun, 2005; Schlosser, 2003). it can be taken

from the personality, demographics, and social values.

Behavioral Intention: Behavioral intention is a specific action that comes from a

person's attitude about issues (Davis, 1989).

E-commerce: Electronic commerce is defined as the process of buying, selling, or
exchanging products, services, or information via computer networks, including the

Internet (Turban, King, McKay, Marshall, Lee, & Viehland, 2008).

E-word-of-mouth communication: Electronic word of mouth refers to the process that
users exchange their experience about certain destinations, products, and services through

social networks (Hawkins, Best, & Coney, 2004).

Internet: The Internet as a network that links multiple networks and users around the

globe and a network that no one owns outright (Nyheim, McFadden, & Connolly, 2005).

Perceived ease of use: Perceived ease of use is defined as the belief of a person about
using a technology, which is not complicated or difficult to understand (Chung & Tan,

2004; Davis, 1989).
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Perceived usefulness: Perceived usefuiness is defined as a person's belief about the
effectiveness of using a technology to upgrade its current position (Chung & Tan, 2004;

Davis, 1989).

Social media : The online platform and fools that people use to share opinions and
experiences, including photos, videos, music, insights, and perceptions with each other

{Turban et al., 2008).

Social network : A place where people create their own space, or home page, on which
they write blogs (Web logs); post pictures, videos or music; share ideas; and link to other

Web locations they find interesting (Turban et al., 2008).

Tourist behavior: Tourist behavior is defined as the study of the processes involved
when individuals or groups select, purchase, use, or dispose of products, services, ideas,

or experiences to satisfy needs and desire (Solomon, 2007).

Tourist destination: “A physical or cultural feature of a particular place that individual
travellers or tourists perceive as capable of meeting one or more of their specific leisure-
related needs. Such features may be ambient in nature (eg. climate, culture, vegetation or
scenery), or they may be specific to a location, such as a theatre performance, a museum

or a waterfall” (Harris & Howard, 1996).

Trust: The belief that one party will reliably keep its word or promise and fulfill its

obligations in an exchange relationship (Rotter, 1967).
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Web 2.0 : “The second-generation of Internet-based services that let people collaborate
and share information online in perceived new ways-such as social networking sites,

blogs, wikis, communication tools, and folksonomies™ (Turban et al., 2008).
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CHAPTER 2

LITERATURE REVIEW

This chapter contains three sections including theory, related literature review and
previous studies. Theory, which is the first section, explains Internet users’ behavioral
intention to select destination hotel in Bangkok, Thailand, which is the dependent
variable. The theory section also presents a description of all selected independent
variables which are directly and indirectly related to clients’ behavioral intention. The
second section which is related literature review describes all relationships which have
been drawn in the conceptua! framework. The relationship between attitude and
behavioral intention, E-word of mouth (E-WOM) communication and attitude, perceived
usefulness and attitude, perceived ease of use and attitude, trust and attitude, trust and
behavioral intention, trust and perceived usefulness, E-word of mouth and perceived
usefulness, perceived ease of use and perceived usefulness, and finally, perc.eived ease of
use and trust are described in related literature review. The concept of this research and
explaining previous studies on creating the conceptual framework of this study are

explained in the third section.
Introduction

Hoffman (2000) defined the Internet as the most significant innovation after
development of the press. The Internet is a network consisting of multiple networks and it
has a large number of users all over the world. Statistics provided by Internet World Stats

(2011) implies changes in the number of Internet users between 2000 and 2011, a period
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of 11 years. There is a sharp rise from 360 million users in 2000 to 2.1 billion users in

2011.

Ridings et al. (2002) stated that the online Internet sites based on web 2.0 have
allocated a virtval space to the Internet users to access information and exchange their
opinions and experiences. Therefore, creating an online collaboration space leads to a
considerable development in various industries such as tourism industry. According to
Law & Buhalis (2008), marketers are able to identify potential tourism markets through
the Internet. Furthermore, the Internet has changed the ftraditional way of marketing
among travel agencies and tour operators and it has provided faster and easier ways for

customers to make their travel plan.

Li & Bernoff (2008) found that more than half of European Internet users search
information, photos and videos uploaded by other users to select their tourism
destination. In addition, Doolin et al. (2002) stated the Internet features and new
technologies in tourism industry allow customers to access their required information
based on their needs and favorites. Moreover, providing them to search information about
a tourism product or an special destination more quickly and efficiently (Chalmers &
Brown, 2003). Dawson (2007) and O’Reilly (2005) cited that today information is
prepared and distributed by new technologies of social media and the potentiality of
websites has grown by adapting to these technologies. In addition, social media allows
users to share writing (e.g. Wikipedia), share content (e.g., text, video and images), and
share opinion through social networks (e.g. Facebook, Twitter), social bookmarking (e.g.

ratings, labeling) and syndication (e.g., RSS feeds).
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Social media has brought the most significant evolution in the pattern of business
among mediators to design travel programs in tourism industry (Law & Buhalis, 2008;
Wang & Kracht, 2009). Moreover, this virtual space not only allows users to share their
ideas and recommendations and post their travel memories (Dellarocas, 2003), but also
hospitality firms such as hotels use social networks to offer their services and facilities to
clients with no middleman and agency or process between them such as traditional
methods (Ye et al., 2011). Tourism organizations managed by government and private
businesses controi their perspective online by social networking media (Puhringer &
‘Taylor, 2008). In the same way, Dawson (2007) defined social med.ia technologies as a

device which is capable of providing and giving out destination details.
2.1 Theories
2.1.1 Behavioral intention

Behavioral intention is described as a unit to measure each person’s intention
regarding a specific behavior (Fishbein & Ajzen, 1975} while Jaccard, King, & Pomazal
(1977) stated that a person’s comprehensive image of some action is behavioral intention,
future behavior is always implied by behavioral intention, and obvious behaviors often

are closely connected to behavioral intention.

2.1.2 Attitude

Leonard & Cronan (2005) claimed that judging a behavior to be of top quality or poor
one is a part of attitude as well as whether the clients use or do not use social networks.

According to Davis (1989), intention to use could be directly affected by attitude.

22



Schiffman & Kanuk (2006) stated that attitude means a reaction to things through

learning which could be either a positive or a negative.

As Kotler & Keller (2008) expressed, a response which indicates that you agree or
disagree with someone or something or an assessment which determines that someone or
something is good or bad is called attitude. In addition, Helander & Khalid (2000)
explained that clients tend to use Internet for searching their necessities which is strongly
influenced by their attitude towards Internet. Moreover, Klein (1998) indicated that the
activity of buying thihgs and merchandising on the Internet is a response of client’s
favorable attitude to e-commerce. It can be claimed that convenience, accessibility and
positive or favorable attitude to Internet give rise to clients’ searching tendency through

Internet (Klein, 1998).
2.1.3 E-word of mouth communication

Gruen, Osmonbekov, & Czaplewski (2006) and Henning-Thuran & Walsh (2003)
stated that giving and receiving information and skills that is performed online is called
E-word of mouth (E-WOM) communication. It is believed that this interactivity has a
direct effect on clients’ and users’ loyalty and, additionally, Electronic word-of-mouth is
gradually enhancing customer’s attention (Gruen et al., 2006; Henning-Thurau & Walsh,
2003). As Godes & Mayzlin (2004) pointed out, E-WOM is a message not related to
business but is constructed by Internet users and clients énd has a direct influence on
other customers who want to make decisions. Kotler & Keller (2008) stated that there are
many types of emotional or rational messages may be convincing effects to the message

receiver. Additionally, by perceiving reliability and source of the massages, marketers
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could prepare a suitable marketing strategy and affected by various types of massages
through social networks (Park & Lee, 2009). In other words, as stated by Henning-
Thurau & Walsh (2003), E-WOM covers all positive and negative statements such as
saying or writing like comments that have been made to very large number of users via

Internet.
2.1.4 Perceived usefulness

Saade & Bahili (2005) stated that the extent to which a proper and special system is
improving your proficiency is called perceived usefulness (PU). Ong & Lai (2006) also
mentioned that a positive user- performance relationship leads a high level perceived
usefulness. In Venkatesh’s (2000) words, some criteria such as effectiveness and
efficiency are in indirect relationship with users’ perceived usefulness. Davis (1989) also
stated that users are able to measure the usefulness of a specific technology by perceived
usefulness when they are using same technologies. The adaptation of innovation is
established with very important aspects such as perceived usefulness (Teo, Lim, & Lai,
1999). Moreover, Bhattacherjee (2002) in another study indicated that perceived
usefulness is meditated by a user’s willingness to have a transaction or have a deal

through a special technology or system.
2.1.5 Perceived ease of use

According to Saade & Bahli (2005), the extent to which employing a proper and
special system does not need much work and attempt is called perceived ease of use. As
stated by Davis (1989), the extent of the expectation of hardness by using new

technology is called perceived ease of use. In Agarwal’s & Prasad’s (1998) words, the
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extent of difficulty to which you think an initiative is understandable or incomprehensible
is perceived ease of use. Many researchers claimed that perceived ease of use is a critical
aspect towards behavioral intention to get new information and knowledge by using
information technology (Chen, Chang, Hung, & Lin, 2008; Davis, Bagozzi, & Warshaw,
1992). According to some researchers (Seddon, 1997; Wang & Kracht, 2009), perceived

ease of use is connected to how good the information is and clients’ satisfaction.

2.1.6 Trust

In Rotter's (1967} opinion, trust is the belief that one party will reliably keep its word
or promise and fulfill its obligations in an exchange relationship. According to Gefen et
al. (2003), it is the extent to which one anticipates, in a mutual relationship, the other
party will not try to exploit one to their own benefits. As mentioned by Garbarino & Lee
(2003) and Koufaris & Hampton-Sosa (2004), trust was engaged with the collection of
believes of goodwill in interpersonal trust and merit. They extract several items from the
concept of trust such as website's proficiency and competence, the degree of the website’s

goodwill toward the customer and overall trust toward the website.
2.2 Related review of literature
2.2.1 The relationship between attitude and behavioral intention

Fishbein & Ajzen (1980) stated that behavioral intention is connected to attitude
and actual behavior is influenced by attitudes and intellectual norms from voluntary
behavior intentions. Liao, Shao, Wang & Chen (1999) mentioned that behavioral
intention is directly affected by attitude. According to Chen & Wells (1999), people’s

tendency to react by using or not using websites is attitude toward the websites. In a
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study, Van Noort, Kefkhof & Fennis (2008} concluded that attitude’s favorable influence
on‘ behavioral intention is created by well organized websites. Additionally, researchers
explored that attitude reflects approving influence on information search behavior
(Blackwell, Miniard & Engel, 2001). Moreover, Fishbein & Ajzen (1980} connected
attitude of clients to behavioral intention by explaining the positive and favorable
influence of attitude on behavioral intention. And additionally, Korvenmaa (2009) studied

searching for travel information when clients use social networks.
2.2.2 E-word of mouth communication reflects positive relationship to attitude

As expressed by Gruen et al. (2006), a factor that influences users' attitude and makes
them close to each other is their involvement in connecting to social networking and
sharing the information with other Attendees. An study conducted by Sdderlund &
Rosengren (2007) is about the positive relationship between Internet members’ attitude
and knowing other people’s opinion on the shared subject. Furthermore, word of mouth
(WOM) communication is one of the constituent elements in retaining customer loyalty
(Zeithaml, Berry & Parasuraman, 1996). And according to Duhan, Johnson, Wilcox &
Harrell (1997), WOM acts as a personal information source which assists users in

selecting and limiting existing options.
2.2.3 The relationship between perceived usefulness and attitude

There are many studies which are investigating the relationship of perceived
usefulness and attitude such as a research conducted by Luque, Castaneda, Frias, Munoz
& Rodriguez (2007) in the tourism sector about travel information collection by using

Internet. Moreover, in a research conducted by Kim & Park (2005) in the context of Web
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2.0, perceived usefulness of social networks is studied by Hossain, Abdullah, Prybutok &
Talukder (2009). According to Korvenmaa (2009), there is a favorable relationship

between PU and attitude if clients understand the usefulness of networking websites.
2.2.4 Perceived ease of use’s positive influence on attitude

According to Korvenmaa (2009), favorable relationship between attitude and
online travel system interactivity is concluded if clients feel the ease of using Web 2.0
context and social networks. Furthermore, Lin, Shih & Sher (2007) and Hossain & De

Silva (2009) studied the reasons of acceptance of Web 2.0 applications.

2.2.5 Trust and attitude relationship

Suh & Han (2003) and Chen (2006) studied the influence of trust on attitude and
Eltiott, Harris & Baron (2005) stated the positive influence of trust on attitude towards

websites.
2.2.6 Favorable influence of trust on behavioral intention

Tung & Chang (2008) studied the relationship between trust and behavioral
intention. In addition, Eastlick, Lotz & Warrington (2006) stated the tendency of users to
have an online transaction with companies because of trust. Mcknight, Choudhury &
Kacmar (2002) also explained the strong positive influence of trust on behavioral

intention because of defeating clients’ perceptions of risk and confusion.
2.2.7 Relationship between trust and perceived usefulness

Egea & Gonzalez (2011) studied the favorable influence of trust on perceived

usefulness. Koufaris & Hampton-Sosa (2004) showed that perceived uvsefulness was a
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considerable background of basic trust among crowd of people. Furthermore, Pavlou
(2003) has supported the meaningful impact of trust on the perceived usefulness in the

environment of Electronic Commerce.

2.2.8 E-word of mouth communication’s positive influence on perceived usefulness

Jeong & Jang (2011) defined the modern meaning of word of mouth, which is based
on web technologies that explain informal communication to classify a service or product
and Internet users prefer to collect data and information because of low cost and high
reliability. Morecover, the risk of using tourism products and services decreases by
attending E-WOM and online suggestions because a client can classify tourism products
and services drawing on the experiences of others. Utz, Kerkhof & Bos (2012) and Yadav
& Varadarajan (2005) stated that sense of community and reliability can be extended by
people posting online comments in social networks in much the same way as face-to-face
communications. In addition, data’s reliability and richness is increased when it is
collected through wvarious Internet users’ interaction. Furthermore, Ye et al. (2011)
asserted that tourists’ perception of tourism services and products can be altered by
positive and favorable online recommendations and comments among potential users.
Hence online transactions of tourism services and products are influenced by other
Internet users and their online recommendations and comments. Chan, Yim & Lam
(2010) and Kim, Ferrin, & Rao (2008) stated that high customized product information is

prepared by E-WOM.
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2.2.9 Perceived ease of use reflects positive relationship to perceived usefulness

Luque et al. (2007) studied the relationship of perceived ease of use and perceived
usefulness in the tourism sector in accordance with travel and tourism information on the
Internet. Furthermore, Hossain & De Silva (2009) studied this relationship in the context

of Web 2 on virtual communities.
2.2.10 Favorable influence of perceived ease of use on trust

According to Koufaris & Hampton-Sosa (2004) and Flavian, Guinaliu & Torres
(2005), clients will perceive using websites to be easier if they can trust it. Additionally,
one of the most important variables of enhancing perceived credibility is perceived ease
of use if the users perceive the trustworthy of websites (Fogg, Marshall, Kameda, -

Solomon, Ragnekar & Boyd, 2001}
2.3 Previous studies

Di Pietre, Di Virgilio & Pantano (2012). Social network for the choice of tourist

destination: attitede and behavioral intention

The purpose of this study is to identify the fast and accurate ways of social networks
to find the information about travel destination and the researchers studied how the
advantages of social media can help to promote and develop tourism destination in a
global perspective. The respondents’ opinions were sought through a five-point Likert
scale questionnaire and six items are included in demographic factors questionnaire.
1,509 questionnaire were distributed in Italy where 1,397 of them were valid

questionnaires and were analyzed for the statistical analysis. Furthermore, the percentage
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of females who took part in this study was 51.2 percent and 48.7 percent is the percentage
of males taking part in this study. In terms of age, most of the respondents were under 25
years old who were students constituting 59.0 percent of the whole pariicipants.
Addittonally, the percentage of participants who are above 36 is 15.2 percent whereas
25.8 percent of participants are befween 35 and 26 years old. And finally, in terms of
educational factor, 74.7 percent have secondary school certificates and the percentage of
respondents who have university degree is 21.4 percent; 3.7 percent of the respondents
have postgraduate degree. The methodology of the study is concentrated on a developed
Technology Acceptance Model (TAM) that includes electronic communication systems of

enjoyment and WOM.

The findings of this study show that the perception of usefuiness is affected by E-
WOM. These findings also indicate the positive influence of E-word of mouth
communication on attitude whereas both of these results are linked to the use of social
network in selecting the final destination by tourists. Moreover, the study mentioned that
social networks prepare entertainment for their users. And finaily, the study expiored the

positive influence of customers” attitudes on tourism behavioral intention,

Muifiez-Leiva, Herndndez-Méndez & Sanchez-Ferndndez (2012). Generalize user

behavior in online travel sites through the Travel 2.0 website acceptance model

The objective of this article is to analyze the behavior of tourists concerning new
Web 2.0-based sites and travel 2.0 websites. In addition, three different travel 2.0
websites are imagined and classified by asking respondents.The online research was

performed of Spanish T2W (Travel 2.0 websites) users aged 16 to 64 who connect to the
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Internet on a regular basis. 440 valid questionnaires were returned back during the 8% 1o
28" of September 2010 and all participants’ participation in this survey was voluntary.
According to this study, 54.1 percent of the respondents are women and 49.1 remained
percent are men. The highest percentage of the ages between 25 and 44 is 44.8 percent.
The percentage of respondents living in urban areas is 84.8 percent which is the highest.
And finally, the highest percentage of income between €1,200 and € 1800 is 36.5 percent.
The methodology of the study focuses on developing a structural equation mode! (SEM)
and three sites — including a Facebook profile, the blog of a hotel and its Tripadvisor
community - have been selected for the study. Questionnaires were also developed to do
detailed experimental research by asking respondents to embody three web 2.0 travel
websites. Consequently, the results show the key role of Internet in helping many tourists
to collect enough and useful information to arange their program and holiday
destination. Moreover, the positive influence of certain cognitive of social networks on
behavioral vartables has been revealed by concentrating on virtual communities, blogs

and social networks in this study.
Cho & Fiorito (20609). The acceptance of online customization for apparel shopping

The aim of this research is to reveal a leading customization’s most important criteria
of clothes in e-retailing. In order to analyze the online survey conducted in US, the seven-
point Likert scale was designed to collect the data with a subscribed Internet survey tool.
300 females within the age range of 19 to 76 were randomly asked to participate in this

research,
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Additionally, the age range of the respondents is between 19 to 76, with a mean age
of 40. Age groups in this study consisted of 50 to 74 years old which is 28.9 percent, 18
to 29 years old which is 26.7 percent, and 30 to 39 years old which is 24.7 percent. About
88.0 percent of respondents are White/Caucasian in terms of race and in terms of
education, the highest percentage of participants have bachelor degree which is 58.0
percent. The highest percentage of respondents belongs to those with annual salary below
than $50,000. The methodology of this paper is based on the online survey and data are
collected from a nationwide random sample. AMOS 7.0 and SPSS 15.0 are used to
analyze the data. The results of this study show the advantages of online customization of
clothes. Moreover, customers understand the online customization websites is more

beneficial when the website protects the information that clients provide.

Gumussoy, Calisir & Bayram (2009). The predicting the behavioral intention to use

enterprise resource planning systems

The objectives of this article are to find and examine some variables which affect
behavioral intention to use (BIU) enterprise resource planning (ERP) systems. The
sample of this research consisted of 200 people to whom the questionnaires of the study
were given; 75 out of 200 questionnaires were returned back. An analysis of the data
gathered through the questionnaires revealed that the majority of respondents are males
with 75 percent and the remained 25% are females; the highest age is 44 years old and
the minimum age is 25 years old in term of age. In terms of educational level, the highest
percentage belongs to graduate people, which is 58.7 %, and the majority of respondents

are engineers with the percentage of 54.7%.
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Moreover, the study includes a five-point Likert scale that tried to collect data
about variables that are selected in this study towards behavioral intention and
additionally the research was designed based on the indicated results by previous studies.
The methodology of this article is based on the data collection and the findings of
previous studies. The ﬁnaings of survey indicate that educational level have a positive
relationship with behavioral intention to use. Moreover, perceived usefulness has also a
positive influence on behavioral intention to use, and there is another relationship
between perceived usefulness and attitude towards use. In addition, the relationship
between perceived ease of use and perceived usefulness and the positive influence of
educational level on perceived ease of use and behavioral intention are shown in this
study but there is no indication of any relationship between attitude and behavioral

intention in this survey.

Castaneda, J.A., Erias, D.M., & Rodriguez, M.A. (2009). Antecedents of Internet

acceptance and use as an information source by tourists

The purpose of this study is to identify the precedents of both actual acceptance and
future use of the Internet as a tourism information source. In the tourism industry, the
Internet is a medium of growing importance. Nonetheless, very few studies have
researched the precedents of Internet acceptance and use by tourists. The 331
questionnaires were valid from the total number of 340 questionnaires which were
distributed among tourists of different nationalities on a visit to the region of Andalusia in
Spain who are the population in this study. A structured questionnaire was presented and

the interviews were held at Malaga Airport. This place was selected because of its status
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as one of the main entrance points for international tourism into Spain in general and into

Andalusia in particular.

Moreover, in order to qualify for the sample the visitors had to be over 18 years of
age and be Internet users and the questionnaire was translated into different languages.
The interviewers were fluent in the languages of the corresponding questionnaires with a
view to expediting the case study. This study was conducted between June 2004 and June
2005 and the data were collected over a period of one year because of avoiding bias in
the finding due to changing tourist motivation throughout the season. The interviews
were held on various days and at various times so as to ensure sufficient sampling
distribution. According to this study, 43 percent of the respondents were UK residents, 48
per cent were from other EU countries and the remaining 9 percent were from countries
outside the EU. Furthermore, 54 percent were women and 46 percent were men. Also,
most of the tourists - about 37 percent - were between 45 and 65 years of age and 41
percent came from two-member households. The great number of respondents - about 71
- percent - had a university degree, 62 per cent had a remunerated job and 45 percent had a

monthly family income of between 1,800 € and 3,000 €,

The methodology of the study is concentrated on the Technology Acceptance Model
(TAM) which has been applied to a broad sample of international tourists. The opening
questions of the study referred to basic issues such as the country of origin and the place
visited. These were followed by a question on the tourists’ use of the Internet for planning
their travel destination. The participants went on to respond to the different questions
concerning their intention of use, attitude, and perceived ease of use and usefulness of the
Internet. The concluding data were concerned with socio-demographic characteristics.

34



The findings of this research indicate that the antecedent role of actual use considering
the future use, as well as the roles of usefulness and ease of use as users of the acceptance

of the Internet as an information source by the tourist.

Jalilvand, ML.R., & Samiei, N. (2012). The impac of electronic word of mouth on a

tourism destination choice:Testing the theory of planned behavior (TPB)

The aim of this research was to examine the effect of electronic word of mouth
{(eWOM) in a selected tourist destination through applying the theory of planned behavior
(TPB). Furthermore, an attempt was made to analyze the cffect of experiences obtained
from traveling on using online word of mouth and TPB constructs. A field survey was
carried out and a cluster sampling method questionnaire was designed in order to collect
data from the target population. The target population for this study was the tourists who
traveled to Isfahan, Iran, in June 2011 especially those tourists who used social networks
to select their tourism destination. The questionnaires were distributed among the guests
of international hotels in Isfahan; 296 out of 400 questionnaires were valid. According to
th'is study, 15.9 percent of the respondents were USA residents, 11.1 per cent were from
Australia and East of Asia, 15.5 percent were from Germany, 10.5 percent were from UK
and the remaining 4.6 percent were from other European countries. Furthermore, 34.8
percent were women and 65.2 percent were men. Most of the tourists - about 35.5 percent
- were more than 55 years of age, 31.4 percent were between 25 to 35 years of age, 15.9
percent were between 35 to 45 years of age and 13.9 percent were between 45 to 55 years
of age. A great number of respondents - about 66.2 percent - had a university degree;

About 48.6 percent of respondents have never been there in Isfahan and it was their first
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travel to Iran. Pleasure or vacation was the main purpose of this trip for more than 80

percent of tourists.

The methodology of this article is based on the structural equation modeling procedure
aimed at examining the influences of online word of mouth (eWOM) on attitudes towards
visiting Isfahan, subjective norms, perceived behavioral control, and travel intention. The
findings of this survey indicate that electronic word of mouth communications have a
significant impact on attitudes toward visiting Isfahan, subjective norms, perceived
behavioral control, and intention to travel. Morcover, travel experience has a significant

impact on using eWOM and TPB constructs.
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Summary of Previous Studies

The following Table 2.1 offers a summary of previous studies mentioned in this chapter.

Table 2.1 Summary of Previous Studies

Researchers | Research Title | Objective of the | Research Research
Research Methodology Findings
(year)
Di Pietro et al | Social network | To identify the Adeveloped | The result of this
(2012) for the choice | fast and accurate  |Technology | Study shows
) ) perception of
of tourist ways of social Acceptance .
usefulness is
destination: networks to find | Model (TAM) |effected by E-

attitude and
behavioral

intention

the information
about travel
destination and
how the
advantages of
social media can
help to promote
and develop
tourism
destination in a

global perspective

that includes
electronic
communicatio
n systems of
enjoyment
and WOM

WOM and the
positive influence
of E-word of
mouth
conumnunication
on attitude which
are linked to use
of social network
to select last
destination by
tourists. The
results also show
the positive
influence of
customers’
attitude on
tourism
behavioral
intention.

....Continued on next page
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Researchers

(year)

Research Title

Objective of the
Research

Research
Meth odology

Research
Findings

Munoz-Leiva
and

Hernandez-
Mendez et al.
(2012)

Genel;;nl:ée user
behavior in
online travel
sites through
the travel 2.0
website
acceptance

model

To analyze the
behavior of
Tourism
concerning new
Web 2.0-based
sites and travel
2.0 websites, and
in addition three
different travel
2.0 websites are
imagined and
classified by
asking

respondents,

Devei(;l;i;mgmé
structural
eqguation
model (SEM)
and three sites
inchiding
Facebook
profile, the
blog of a hotel
and its
Tripadvisor
community
selected for
the study and
preparing
questionnaires
to do detailed
experimental
research by
asking
respondents to
embody three
web 2.0 travel

websites

The results show
the key role of
Internet in
helping many
tourists with
collecting enough
and useful
information to
arrange their
program and
holiday
destination,
Moreover, the
positive influence
of certain
cognitive of
social networks
on behavioral
variables has been
revealed by
concentrating on
virtual
communities,
blogs and social
networks in this

study.

~....Continued on next page
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Researchers |Research Title! Objective of the | Research Research
‘ Research Methodology Findings
(year)
Cho and Fiorito | Acceptance of |To reveal a Online survey i This research
(2009) online leading has been shows to clients

customization
for apparel

shopping

customization’s
most important
criteria of clothes
in e-retailing and
moreover, to
provide
managerial
suggestions for

strategic planning

conducted and
data are
collected from
a nationwide
random
sample.
AMOS 7.0
and SPSS
15.0 softwares
were used to
analyze the

data.

the advantages of
online
customization of
clothes and the
usefulness and
benefits of
websites.
Moreover,
customers
understand the
online
customization
websites is more
beneficial when
the website
protects the
information that

clients provide.

...Continued on next page
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Research

Researchers | Research Title| Objective of
the Research | Methodology
(vear)
‘-aah]ussoy et al., | Predicting the |To find and Data
(2009) behavioral examine some |collection and

intention to use
enterprise
resource
planning

systems

variables
which affect
behavioral
intention to
use (BIU)
enterprise
resource
planning

(ERP) systems

the findings
of previous

studies

Research Findings

The findings of
survey indicate that
educational level have
a positive relationship
with behavioral
intention to use. The
results also showed
that PU has a positive
influence on
Behavioral intention
to use social
networks.
Relationship between
PU and attitude
towards use and the
relationship between
PEOU and PU and the
positive influence of
educational level on
PEOU and behavioral
intention are shown in
this study but there is
no relationship
between attitude and
behavioral intention

in this survey.

.....Continued onnextpage
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Research

Research
Findings

Researchers ﬁésearch Objeétive of the
. Research Methodology
(year) Title
Castaneda et al., | Antecedents of | To identify the Technology

Internet precedents of both | Acceptance

(2009)
acceptance and |actual acceptance |Model (TAM)
use as an and future use of  |and applying it
information the Internet as a to a broad
source by tourism sample of
tourists information source. | international

In the tourism
industry, the
Internet is a
medium of
growing
importance.
Nonetheless, very
few studies have
investigated the
precedents of
Internet acceptance

and use by tourists.

tourists.

The finding of |
this study
indicates the
antecedent role
of actual use
Considering the
future use, as
well as the roles
of usefulness
and ease of use
as users of the
acceptance of
the Internet as
an information
source by the

tourist.

....Continued on next page
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experiences
obtained from
traveling on using
online word of
mouth and TPB

constructs.

to analyzing the
relations
between these
variables and
obtained

experience.

Researci;érs Research ; Objective of the Reéééfch Research
(year) Title Research Methodology Findings
Jalilvand Théuimpact To examine thel A structural The findings of

| and of electronic |effect of eWOM ‘equation survey indicate
word of in a selected modeling that e-WOM
Samiei mouth on a |tourist destination |procedure was |communications
2012) tourism through applying |used to examine [have a significant
destination | the theory of the influences  [impact on
choice: planned behavior [ofeWOM on | attitudes toward
Testing the |(TPB). attitudes visiting Isfahan,
theory of Furthermore, an  |towards visiting | subjective norms,
planned attempt was made |Isfahan,. perceived
behavior to analyze the ANOVA was behavioral
(TPB) effect of utilized in order control, and

intention to travel.
Travel experience
has a significant
impact on using
eWOM and TPB

constructs.

Source: developed by the researcher for this study

42



Summary of Literature Reviewed

Based on the literature review cited, some previous studies including Social network
for the choice of tourist destination: attitude and behavioral intention (Di Pietro et al.,
2012), Generalize user behavior in online travel sites through the travel 2.0 website
acceptance model (Munoz-Leiva et al., 2012), Acceptance of online customization for
apparel shopping (Cho & Fiorito, 2009), Predicting the behavioral intention to use
enterprise resource planning systems (Calisir et al., 2009), Antecedents of Internet
acceptance and use as an information source by tourists (Castaneda et al., 2009) and The
impact of electronic word of mouth on a tourism destination choice: Testing the theory of
planned behavior (Jalilvand & Samiei, 2012) were made use of in order to support the
present study. The purpose of the literature review was to evaluate type, level and content
of the studies and data, which is easily accessible in conjunction with factors that affect
tourists’ attitude and behavioral intention toward online social networks to select their

tourism destination.

The literature review provides useful exercise for the researcher to develop a better
understanding to determine the key components affecting customers’ decision to choose
Bangkok hotels through social networks and conducting the research. Moreover, these

findings help to diagnose information gaps and related data on the topic.

All six articles unanimously express the advantages of social media that can help to
promote and develop tourism destination in a global perspective. In the first article (Di
Pietro et al., 2012), after analyzing 1,397 questionnaires distributed in Italy, the

researchers found positive influence of E-word of mouth communication on attitude and
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perceived usefulness affected by E-WOM to attitude. In addition, they reported customer

attitude’s positive influence on tourism behavioral intention.

The second article (Munoz-Leiva et al., 2012) investigated variables such as trust,
perceived usefulness and perceived ease of use. The finding derived from the online
research was performed of Spanish T2W (Travel 2.0 websites) users in 2010 revealed that
web sites and social media pages with high and uvseful information including photos,
videos and experiences from tourism destinations can attract tourists trust. The results
also indicated a positive relationship between perceived usefulness and trust to use social
media. In addition, trust has a positive influence on the tourists’ attitude but only via
connection to social networks such as Facebook but not Tripadvisor because they prefer
to gain information from their friends’ reviews. Moreover, this study states besides the
trust, perceived usefulness and attitude, perceived ease of use has positive effect on users

to use social networks as well.

The third article (Calisir et al., 2009) reveals two outcomes: first, there is no
significant relationship between perceived usefulness and qualification, validity and trust
among customization websites and second, perceived ease of use of customization

websites is not the definitive reason for being competent and trustworthy.

In the fourth article (Gumussoy et al., 2009), after analyzing 200 questionnaires
distributed, the researchers found that perceived usefulness is a decisive factor on attitude
and behavioral intention toward use. In addition, perceived ease of use affect perceived

usefulness.
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The fifth article (Castaneda et al., 2009) investigated the role of both perceived ease

of use and perceived usefulness on using the Internet as a source of tourism information.

The last article (Jalilvand & Samiei, 2012) reveals that the e-WOM has positive

significant impact on the attitude and behavioral intention to plan a trip. Moreover,

increasing consumer trust in using social networks helps to improve the rate of word of

mouth and it is a way to gain a significant competitive advantage.

Moreover, further insight and main studies are shown in the Table 2.2 as follows;

Table 2.2: Selection and inclusion of key variables in drawing conceptual framework

based on literature review

Researchers

Jeong & Jang (2011), Utz ctal. (2012) | Relationship between  E-Word-of-Mouth

Main findings

Communication and Perceived Usefulness

Luque et al. (2007), Ryan & Rao (2008)

Relationship between Perceived ease of use

and Perceived Usefulness

Koufaris & Hampton-Sosa (2004),
Chow and Holden (1997)

Relationship between Perceived ease of use

and Trust

Pavlou (2003), Chircu et al. (2000)

Relationship betweenTrust and Perceived

Usefulness

Ye et al. (2011), Utz et al. (2012)

Relationship  between  E-Word-of-Mouth

Communication and Attitude

....Continued on next page
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Luque et al. (2007), Kim et al. (2008),

Hossain & De Silva (2009)

Relationship between Perceived Usefulness

and Attitude

Hsu & Lin (2008), Hossain & De Silva

(2009), Korvenmaa (2009), Davis (1989)

Relationship between Perceived Ease of

Use and Attitude

Elliott et al. (2005), Jarvenpaa, Tractinsky

and Vitale (2000)

Relationship between Trust and Attitude

Gefen et al. (2003), Ridings et al. (2002)

Relationship between Trust and behavioral

intention

Hsu & Lin (2008), Hossain & De Silva

(2009)

Relationship  between  Attitude  and

behavioral intention

Source: developed by the researcher for this.study

Finally, according to the implications and limitations from the review of previous

studies, the researcher decided to evaluate factors such as perceived ease of use,

perceived usefulness, trust, e~-word-of-mouth, attitude and their considerable influences

on tourists' behavioral intention to use social media for finding information and making

plan for their travel to stay in selected hotels in Bangkok.
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CHAPTER 3

RESEARCH FRAMEWORK

This chapter includes the theoretical framework, the conceptual framework, the
research hypotheses and the operationalization of variables. First, mentioned is the weli-
founded thinking proposed earlier by the researcher in chapter Il as well as the identified
differences and relationships among multiple variables and the proposed theoretical
framework. Second, the conceptual framework is presented by the researcher in the
second part which identifies the independent variables and the dependent variable. Next,
the hypotheses and the relationships between variables have been introduced in the third
part. And finally, all variables in conceptual framework are clarified in the last part -

operationalization of variables.
3.1 Theoretical frameworks

A series of interdependent ideas and theories comprise the foundations of the
theoretical framework of this study. The researcher has used three major and useful
research models to develop and modify the conceptual framework on selected factors
influencing behavioral intention to select travel destination through social networks. The
first research model is of social network for the choice of tourist destination: attitude and
behavioral intention evaluated by Di Pierto et al. (2012). The second research model
generalizes user behavior in online travel sites through the Travel 2.0 website acceptance

mode! studied by Munoz-Leiva et al. (2012). And finally, acceptance of online

47



customization for apparel shopping which was procreated by Cho & Fiorito (2009) is the

last research model. All three interesting research models are shown as following:

Figure 3.1: A research model of social network for the choice of tourist destination:

attitude and behavioral intention

E-word-of-mouth
communication

H8 H7

Perceived usefulness

I

-
/ 3
B

H3
Ha | Atitude Behavioural intention
7
Ease of use I '
Hs He
Enjoyment f

Source: Di Pierto, L., Di Virgilio, F.,, & Pantano, E. (2012). Social network for the
choice
of tourist destination: attitude and behavioral intention. Journal of Hospitality and

Tourism Technology, 3(1), 60-76.

Di Pierto et al. (2012) studied how tourists are able to collect information for
selecting their destination by using social networks. These researchers also established
how to promote tourisin destination by better understanding the benefits and advantages
of the social media in a global viewpoint. Moreover, they have investigated how
marketers can select and improve their competitive marketing strategies. The study

involved 1397 users and developing Technology Acceptance Model has been focused on
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% ASSUMPTION UNIVERSITY

in this research. The researchers stated the favorable influence of E-WOM

communication and enjoyment on behavioral intention.

Figure 3.2: A research model of generalizing user behavior in online travel sites through

the Travel 2.0 website acceptance model

HE
1.8./0,40/0.49 Trust
0.45/0,35/0.27
i HiG
Hz 0.58/h.5./0.35
0.53/0.59/0.36 0.78/m.5./m5
Hl
0.43/0.37/0.57 .
= Intention to
Ease of use HS use
~0.60/m.5./0,5, H9
) G.49/007 .5,
H4 H7
0.2100.30/0.19 Adfitude 0.39/0.65/0.36

Source: Munoz-Leiva, F., Hernanzez-Mendez, J., & Sanchez-Fernandez, J. (2012).
Generalising user behavior in online travel sites through the Travel 2.0 website

acceptance model. Online Information Review, 36(6), 879-902.

Munoz-Leiva et al. (2012) studied the behaviors of tourists who used Travel 2.0
websites. In other word, the researchers investigated the effect of new Web 2.0 based
sites on the behavior of tourists as well as the influence of some variables such as
usefulness, ease of use and trust on aftitude and tourists’ intention to select tourism

destination. About 300 females were asked to participate in this research in order for the

49



researchers to construct and develop behavioral intention model with regard to using

social networks.

Figure 3.3: A research model of acceptance of online customization for apparel shopping

Perceived
security
H3
Perceived A _
ease of use - HS %73
H7 Attitud Behavioral
H! N Hig interition

HS
Perceived //,/,/;{9/,»

usefislness

Source: Cho, H., & Fiorito, 8. (2009). Acceptance of online customization for apparel

shopping, International Journal of Retail & Distribution Management, 37(5), 389-407.

Cho & Fiorito (2009) recognized and analyzed how customers choose to purchase
apparel in e-retailing. These researchers also provided managerial recommendation for
marketing strategic planning in their research. About 300 females participated in this
study in order to help researchers to investigate the advantages of online customization of
clothes. The findings of this study indicated a positive relationship between high security

of website for clients’ personal information and their perceived usefulness.
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3.2 Conceptual Framework

Based on the theoretical background, this study model will evaluate a selection of
independent variables, including e-WOM communication, perceived usefulness,
perceived ease of use, trust, and attitude towards dependent variable that is behavioral
intention. The three studies explored and assisted in the basic foundation to build up

conceptual model of the study.

Di Pierto et al. (2012) studied the role of e-word of mouth communication on both
the perception of usefulness and the attitude towards the use of social media as powerful
tool for the choice of tourist destinations; as well as to represent a stronger predictor for
consumer attitude and tourism behavior intention (Figure 3.1). Moreover, according to
Munoz-Leiva et al. (2012}, there is a positive relationship between trust, perception of
use and attitude (Figure 3.2). In addition, the relationship between perceived usefulness

and attitude was studied by Cho & Fiorito (2009) as a significant relationship(Figure 3.3).

Ye et al. (2011) studied the relationship of e-WOM and perceived usefulness
indicating that tourists’ perception of tourism services and products is affected by positive
and favorable online recommendations and comments among potential users. As a
c;)nsequence, online transactions of tourism services and products are highly influenced
by other Internet users and their online recommendations and comments. In addition, the
relationship between e-WOM and attitude expressed by Gruen et al. (2006) as a factor
that influences users' attitude and makes them close to each other is joining to the social
networks and sharing the information with other users. Moreover, according to

Korvenmaa (2009), there is a favorable relationship between perceived usefulness and
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attitude if clients understand the usefulness of networking websites. Korvenmaa (2009)
also states that favorable relationship between attitude and online travel system
interactivity is concluded if clients feel the ease of using Web 2.0 context and social
networks. Furthermore, Luque et al. (2007) expressed the relationship of perceived ease
of use and perceived usefulness in the tourism sector in accordance with travel and
tourism information on the Internet and one of the most important variables of enhancing
perceived credibility is perceived ease of use if the users perceived the trustworthy of
websites (Fogg et al., 2001). Additionally, based on Koufaris and Hampton-Sosa (2004),
perceived usefulness was a considerable background of basic trust among the crowd of
people. As stated by Elliott et al. (2005), trust has a positive influence on attitude
towards websites. Moreover, according to Tung & Chang (2008), there is a positive
relationship between trust and behavioral intention. Eastlick at al. (2006) also stated the
tendency of users to have an online transaction with companies because of trust and
finally, Van Noort et al. (2008) studied the favorable influence of attitude on behavioral

intention which is created by well- organized websites.

Hence, according to the above mentioned studies and arguments, the researcher

created this conceptual framework for this study that is shown in figure 3.4.
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Figure 3.4: A modified conceptual framework of factors affecting behavioral intention of

tourists to select tourism destination through using social network

E-word of mouth

Communication

H;

# Perceived usefulness

'ﬂ’
1 Attitude

Hi. H; .
o Hy
Perceived ease of use _

Trust

Hin Behavioral intenfion

Source: modified by researcher based on three studies,

Di Pierto, L., Di Virgilio, E., & Pantano, E. (2012). Social network for the choice of

tourist destination: attitude and behavioral intention. Journal of Hospitality and

lourism Technology, 3(1), 60-76;

Munoz-Leiva, F., Hernanzez-Mendez, J., & Sanchez-Fernandez, J. (2012). Generalising

user behavior in online travel sites through the Travel 2.0 website acceptance model.

Online Information Review, 36(6), 879-902; and

Cho, H., & Fiorito, S. (2009). Acceptance of online customization for apparel

shopping. International Journal of Retail & Distribution Management, 37(5), 389-407.
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As shown in Figure 3.4, five factors of services provided by social networking
pages are important towards behavioral intention of potential visitors: e-word of mouth
communication (e-WOM), perceived usefulness, perceived ease of use, trust and attitude,
This study focqses on selecting tourism destination specifically by those tourists who
have traveled to Bangkok. Therefore, the various opinions of tourists will be reviewed

about using social networks to select this tourism destination.

3.3 Research Hypotheses

Hol: There is no significant relationship between E-word of mouth communication (E-

WOM) and perceived usefulness.

Hal: There is a significant relationship between E-word of mouth communication (E-

WOM) and perceived usefulness.

Ho2: There is no significant relationship between perceived ease of use and perceived

usefulness.

Ha2: There is a significant relationship between perceived ease of use and perceived

usefulness.

Ho3: There is no significant relationship between perceived ease of use and trust.

Ha3: There is a significant relationship between perceived ease of use and trust.
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Ho4: There is no significant relationship between trust and perceived usefulness.

Had: There is a significant relationship between trust and perceived usefulness.

Ho5: There is no significant relationship between E-word of mouth communication (E-

WOM) and attitude.

Ha5: There is a significant relationship between E-word of mouth communication (E-

WOM) and attitude.

Ho6: There is no significant relationship between perceived usefulness and attitude.

Ha6: There is a significant relationship between perceived usefulness and attitude.

Ho7: There is no significant relationship between perceived ease of use and attitude.

Ha7: There is a significant relationship between perceived ease of use and attitude.

Ho8: There is no significant relationship between trust and attitude.

Ha8: There is a significant relationship between trust and attitude.
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Ho9: There is no significant relationship between trust and behavioral intention.

Ha9: There is a significant relationship between trust and behavioral intention.

Ho10: There is no significant relationship between attitude and behavioral intention.

Hal0: There is a significant relationship between attitude and behavioral intention.

3.4 Operationalization of the independent and dependent variables

Operational definition of a concept, in Zikmund’s (2003) words, can be provided by

considering the activities or essential operations to measure the variables under research.

Tables 3.1 and 3.2 provide the operationalization of the independent variables, which are

e-WOM, perceived ease of use, perceived usefulness, trust and attitude, as well as

dependent variable that is behavioral intention.
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Table 3.1 Operationalization of Independent Variables

Independent
Variable

E-word of

mouth

saying or writing
like comments
that have been
made to very
large number of
users via Internet
(Hennig-Thurau
et al., 2004),

i

- Purchase travel
products after the
messages were passed
by familiar people

- Purchase tourism
products after hearing
about it from the
Internet

- Believe what others
say in social networks
- Purchase a product
that friend/family
recommended

- Read other
consumers' online
reviews to find the

lowest prices

Conceptual Operational | Scale of Question
definition components measurement | number in
the
questionnaire
All positive anﬁﬁ - Reaé:)ther
negative experiences before Interval Scale Part I,
statements such as|buying a products Q1-9

...Continued on next page
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Table 3.1 Operationalization of Independent Variables (Continued)

Independent
Variable

Conceptual
definition

Operational
components

Scale of
measurement

Question
number in the
questionnaire

- Read other consumers'
online reviews to get the
best value for money

- Read other consumers'
online reviews to get the
highest quality available
- Read other consumers'
online reviews to benefit
from others' experience
before booking the hotel

or select a product

Perceived

ease of use

The extent to
which
employing a
proper and
special system
does not require
much work and
attempt is called
Perceived ease
of use (PEOU)
(Saade and
Bahli, 2005).

- Leaning to operate the
social networks is easy
- It is easy to get the
social networks to do
what I want it to do

- Interaction with the
social networks is clear
and understandable

- The social network is

flexible to interact with

Interval scale

Partl,

Q 10-15

.......Continued on next page
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Table 3.1 Operationalization of Independent Variables (Continued)

Independent Conceptual Operational Scale of Question
Variable definition components measurement | number in the
questionnaire
- It is easy to
become skillful at
using the social
networks
- The social
networks are easy to
use
The extent to - Using social media
Perceived | which an helps to select travel | Interval scale Partl,
usefulness individual destination faster Q16-20

believes that a
special system
would improve
her/his
proficiency is
called
perceived
usefulness
(Saade and
Bahili, 2005)

- Using social media
improves
performance in
online booking for
hotels or shopping
any travel
destination

- Using the social
networks increases
the productivity of
booking hotels
online or purchasing
travel products

- Using the social
networks makes it
easier to book hotels
or to demand travel
products

- Using the social
networks are useful
for booking hotels
and buying tourism
products

...Continued on next page
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Table 3.1 Operationalization of Independent Variables (Continued)

Question
Independent Conceptual Operational Scale of number in
Variable definition components measurement the
questionnaire
Trust can be - Feeling that | am
Trust defined as the respected on the Interval scale Part |,
extent to which social networks Q21-26
one person accepts |- Practices on the
the actions of other [social network are
people on the related to the
premise that they | customers’ best
will act to the interests
person’s benefits  |-The social networks
no matter whether |provide an efficient
they are being system for booking

observed or not.
(Mayer et al.,
1995, p. 712).

hotel or selecting
travel products

- Information from
the social network is
reliable

- 1 believe promises
on the social networks
will be kept -Overali,
the social networks

are trustworthy

....Continued on next page
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Table 3.1 Operationalization of Independent Variables (Continued)

of high standard
quality or poor is part
of attitude and
whether the clients
use or do not use
social networks.
Furthermore, attitude
can be agreemernt or
disagreement with
someone or
something or an
assessment which
determins that
someone or
something is good or
bad (Kotler et al.,
2008).

or any travel
destinations is a

good idea

-Using online
customization in
booking hotels
or any travel
destinations is a

pleasant idea

-Using online
customization in
booking hotels
or any travel
destinations is

beneficial

Question
Independent Conceptual Operational Scale of number in the
Variable definition components | measurement| questionnaire
Leonards (2004) -Using online
Attitude | claimed that judging |customization in| [pterval scale Part 1,
whether a behavior is | booking hotels Q27-29

Source: Developed by the researcher
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Table 3.2 Operationalization of Dependent Variable

Dependent | Conceptual Operational Scale of Question
Variable definition components measurement | number in the
questionnaire
Behavioral - I would book my
Behavioral | intention is destination Interval scale Part 11,
intention | described as a | - 1 intend to use social Q30-35

unit to
measure each
person’s
intention
towards a
specific
behavior
(Fishbein et
al., 1975).

networks in the future to
choose travel services

- 1 wili strongly
recommend others to
use social networks to
find their travel
destination

When a comment is
positive,

- 1 am more likely to
select a travel
product/service when a
comment is negative, 1
refrain from booking or
purchasing that product
- 1 often purchase
tourism

products/services online

Source: Developed by the researcher

62




CHAPTER 4

RESEARCH METHODOLOGY

The aim of this chapter, which includes six sections, is to describe research
methodology and determine methods used in this study. The first section represents the
methods of research which have been applied in this study. The second section introduces
the respondents and the sampling procedures which indicate the population, sampling
size and sampling procedure. The third section specifies the research instruments
/questionnaire describing the main constituents of questionnaires. The fourth section
presents data collection/gathering procedures illustrating the how, when and where of
gathering data. The fifth section contains the pretest and testing the reliability of the
guestionnaires. And finally, the statistical treatment of the data that represents the

statistical tools employed to analysis data.
4.1 Methods of Research Used

This research applies a descriptive research method in order to determine the
variables which are behavioral intentions affect tourists to select tourism destination
through using soctal networks such as E-word of mouth communication, perceiv.ed
usefulness, perceived ease of use, trust and attitude. According to Veal (2006), there are
two significant methods to conduct a research study, deductive and inductive. As
Zikmund (2003) believes, descriptive research indicates population characteristics of
study in details and is capable of discovering the answers to research questions regarding

the who, what, when and how of phenomena. Furthermore, descriptive study is the most
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appropriate method to be employed in this study owing to the fact that it is a noteworthy

tool to achieve data used for making hypotheses and presenting relation.

The researcher will exert the survey method to gather information from answers to the
questionnaires distributed. The researcher developed a five-point Likert scale
questionnaire and distributed it among the respondents who in turn marked the answer in
each part of the questionnaire. The questionnaires will be used to collect information as a
primary data which include the demographics as well as the opinions, attitudes and values
of the respondents. Then, the researcher uses primary data in order to collect data and to
evaluate all presented hypotheses and affecting factors that influence behavioral intention

of tourists to select hoteis in Bangkok, Thailand, through using social network.
4.2 Respondents and Sampling procedures
4.2.1 Population

Based on the definition of population provided by Kumar (2011), refers to
collections of people with Interactive features such as living place, education, age and so

forth to collect appropriate respondents.

According to Statistics obtained from Department of Tourism, Ministry of Tourism
ard Sports (2013) shows that the number of international tourists arriving in 2012 in
Thailand was 22,353.91(in thousands). Moreover, conducting nationwide surveys of
hotels shows the rate of hotel occupancy across Thailand has been 60.88% and the

breakdown by region is as follows:
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Central (including Bangkok) 63.88%, South 61.84%, North 51.19%, and Northeast
48.85%. Thus, the researcher has focused on Bangkok, the capital of Thailand, because of
its highest percent of hotel occupancy. In addition, the population in this study consists of
both international and domestic tourists, both maIe and female adults, who used websites
and social networks as tools for supporting their decisions on staying in Bangkok,

Thailand, hotels.
4.2.2 Sample Size

Zikmund (1994) defined the sampling size as a statistical sample of people who are
selected for the interpretation of the study. To facilitate estimating sample size with 0,95
desired level of confidence, the researcher has determined the number of sample size

from the population through using Zikmund’s (1994) mathematical formula,

" (p.q)

1 = j EQUATION (1)
ez

Where:

p is the estimated proportion of success

e is the allowable error that is evaluated at 5 % or — 0.05 ( desired accuracy 95%)

z is the standard error associated on desired level of confidence that is 95% .

q is the estimated proportion of failures, g= 1- p

n shows number of sample size
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The calculation of 95% accuracy at the 95% confidence level is as follows:

n=z*(pxq) /e’ = 1.96?(0.5x0.5)/0.05*=384.16

Based on the calculation, the desired sample size turns out to be 385 respondents but
the researcher chose the sample size to be 400 respondents to represent population in this

research design because previous studies have used this sample size.
4,2.3 Sampling Procedure

Sample procedure in this study is based on non-probability technique in order to
choose appropriate samples. According to Zikmund (2003), non-probability sampling
method focuses on unknown population and is not a random sampling. Furthermore, the
researcher does not have enough information about the population from which the sample
is being selected and the sample size is not specified in advance. Two phases are intended

for the sampling procedure of this research as foilowing:
Phase 1: Quota sampling

Zikmund (2003) stated Quota sampling is a technique of non-probability sampling
which is used for a researcher who has no background about number of population and
who needs to ensure he can demonstrate various groups of population. Moreover, non-
probability with quotas is as a fundamental operation that classifies respondents within
each group. The sample size of this research is 400 respondents, therefore, 80 sets of
questionnaires will be distributed in each location in Bangkok where chances of findings

tourists is high, such as Bangkok international airport (Suvarnabhumi Airport), the old
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Bangkok airport (Don Muang international Airport )}, two most popular shopping malls
including Siam Paragon and Central World in Siam area and finally, The Grand Palace as

one of the major tourist aitractions in Bangkok.

Table 4.1: Distribution of questionnaires

Distribution Locations Number of Questiénnairesﬁ
1. Suvarnabhumi Airport 80 |
2. Don Muang Airport 80 |
3. Siam Paragon shopﬁ}ﬁéuﬁqail 80
4. Central World shopping mall 80
5. 'The Grand Palace 80
Total sample size 400

Source: developed by the researcher

Phase 2: Convenience sampling

According to Zikmund (2003), convenience sampling is a technique of non-
probability sampling which consists of available population or those people who can
participate in the study. In this research, the questionnaires will be distributed among
available tourists who have free time to answer the questions and those who have planned
their trip via an Internet connection and have selected their destination using the social
network. Since some hotels may not give permission to distribute questionnaires among

their guests, the researcher will try to distribute the questionnaires in locations in
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Bangkok where chances of findings tourists are high. In addition, for the convenience of
the researcher and to rapidly advance the research, three versions of the questionnaire
will be prepared in English, Chinese and Thai for those Thai and Chinese tourists who do

not speak English.
4.3 Research Instruments/Questionnaire Design

A self-administrated questionnaire designed based on selected studies are presented
in Table 4.2. In addition, the researcher designed the questionnaire to gather data by
dividing them in three parts. Before starting these three parts, there is a screening
question that shows whether the respondents took advantage of using social networks to
plan their travel. The first part is the factors affecting behavioral intention of tourists to
select tourism destination by using social network, the second part of this division is
behavioral intention and the last part is demographic factors. Hence, all details are as

following:

Part I: The factors influencing behavioral infention of tourists to select tourism

destination by using secial network

This section includes questions covering all five independent variables for measuring
participants’ agreement and gathering their answers on factors influencing behavioral
intention of tourists to select tourism destination by using social networks. The researcher
completed the first part by questions that are related to e-word of mouth communication,
the second part is about perceived usefulness, the third part is designed for perceived ease
of use, part four is bout trust and the last part is about attitude. The questionnaire has 29

statements measured on a five-point Likert scale where 1 equals strongly disagree, 2

68



equals disagree, 3 equals neither agree nor disagree, 4 equals agree and 5 equals strongly

agree.

Part II: Behavioral intention of tourists towards selecting tourism destination by

using social network

In this research the behavioral intention of tourists has been treated as a dependent
variable to select tourism destination by using social networks. Six statements were
measured on a five-point Likert scale where 1 equals strongly disagree, 2 equals disagree,

3 equals neither agree nor disagree, 4 equals agree and 5 equals strongly agree.
Part IHI: Personal Information or Demographic Factors

The researcher tried to use demographic questions and hence, designed and put those
questions in part three as it was stated by Raoprasert and Islam (2010) that demographic
factors are used for better understanding about characteristics and personality of each of
the participants who are sample of the whole population. Thus, to gather information
about each participant, the questionnaire in this part is prepared with eight different
questions. Furthermore, to gather information about gender, status, region and marital
status of all participants, the researcher used a check-list question, and to collect data
about age, income and educational level of all participants in this part, the researcher used
the category scale, and finally, to collect data and information about the occupation, the
researcher designed questions by using both the open-ended questions and multiple-

choice items.,
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Table 4.2 Questionnaire Sources - Factors Influencing Tourist® Behavioral Intention to

Select Tourism Destination by Using Social Media

Main Variables Sources
Perceived usefulness (PU) Davis (1989) &Méefen et al. (2003)
Perceived ease of use (PEOU) Davis (1989) & Gefen et al. (2003)
Trust (TRU) Garbarino & Lee (2003),

Koufaris & Hampton-Sosa (2004)

E-Word-of-mouth (EWM) Garbarino & Lee (2003),
Goldsmith & Horowitz (2006)

Attitude (ATT) Moon & Kim (2001),

Robinson, Marshall & Stamps (2005)

Behavioral intention (BIT) Venkatesh, Speier & Morris (2002),
Wang, Lin & Luarn (2006), Goldsmith
& Horowitz (2006)

Source: developed by the researcher

4.4 Collection of data/Gather procedures

To collect information and data, the researcher obtained primary data and secondary data
drawing on Kothari’s (2004) opinion who expressed that researchers collect primary data
directly by themselves and furthermore, former data which have been gathered by other

researchers are called secondary data.

70




4.4.1 Primary Data

In this study, the researcher applied the survey method to gather the primary data. A
pre-test was conducted through distributing 30 questionnaires during 25-30 August, 2013.
Then throughout October, 2013, around 400 guestionnaires were distributed by the
researcher among both male and female tourists in Bangkok international airport
(Suvarnabhumi Airport), the old Bangkok airport {Don Muang international Airport ),
two most popular shopping malls in Bangkok including Siam Paragon and Central World
in Siam area and finally, The Grand Palace as one of the major tourist attractions of
Bangkok. Observing the ethical issues of conducting a research, the researcher asked
each tourist before giving the questionnaire if they were willing to participate in the
research and if they used social networks to plan their recent trip. Data collection was
carried out quite simply in all areas of distribution, except in The Grand Palace where
there were many reasons for the tourists’ avoidance of answering the guestionnaire such
as visitors’ time limitation, lack of places to sit and refax while answering the questions,
questionnaires being distributed in outdoor space, and hot afternoon during the process of
data collection. In addition, it is important to note that among the tourists intercepted to

collect data in Bangkok, Asian tourists had better cooperation than other nationalities.

The researcher spent around 6 hours per day to cover all questionnaires in one month.
Most data were collected at the departure area in both Suvarnabhumi Airport and Don
Muang Airport since many passengers had enough time to answer the questionnaires
because they were waiting to open check in gate. Moreover, the researcher distributed

questionnaires among both domestic and international tourists who were sitting down in
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Cafés, Bars and the locations that are intended for visitors to relax during their shopping

in Siam Paragon and Central World (See Table 4.3).

The researcher used the SPSS program (Statistical Package for the Social Sciences) to

analyze data and to ensure the results are gained with great precision.

Table 4.3 Detailed of questionnaire distribution and collecting data

sample size

Number of Distribution Locations Number of Duration of
location questamagd® data colection
colected
] SuvarnabhumlAnport 80 From 1% to 5"
October, 2013
"2 | DonMuang Airport 80 From 6" to 12"
October, 2013
3 Siam Paragon shopping mall 80 From 13* to 17"
October, 2013
4 Central World shopping mall 30 .From 18% tozls‘
October, 2013
5 The Grand Palace 80 22 to 30"
October, 2013
— ST

Source: developed by the researcher
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4.4.2 Secondary Data

The researcher also made use of the secondary data in the form of journals,
professional articles, academic textbooks, newspaper articles as well as the Internet to

support this study.
4.5 Pre-test and Reliability

4.5.1 Pre-test

Zikmund (2003) stated that any researcher needs to use a pretest as a device to judge
and deal with the realistic situations. Moreover, a questionnaire will be called reliable if
the reliability value is above or equal to 0.6 (Sekaran, 1992). Hence, to ensure that the
questionnaire is reliable, the researcher used a pretest after gathering data from the

sample unit.

In order to evaluate the reliability of the study through SPSS 18.0, the researcher
distributed 30 questionnaires during 25-30 August, 2013 as part of pre-test in
Suvarnabhumi Airport among international and domestic tourists and screened by asking
whether they use social networks as a source of information for choice of a destination.
The questionnaires were handed over to English speaking and local Thai tourists.

Researcher picked up all 30 questionnaires to conduct the reliability analysis.

4.5.2 Reliability test

In order to measure the reliability of the questionnaire, the researcher used

Cronbach's Cofficient Alpha Scale. As the results in Table 4.4 show, Cronbach's alpha is
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0.962 for the set of 35 items, which is above 0.6. Hence, the questionnaire is reliable and

could help to reach the objective of this research.

Table 4.4 Reliability Statistics - Factors Influencing Tourist’ Behavioral Intention to

Select Tourism Destination by Using Social Media

Variables Cronbach's Alpha Number of items
E-word of mouth 0.799 9
Perceived ease of use 0.956 6
Perceived usefulness 0.859 6
Trust 0.862 6
Attitude 0.738 3
Behavioral intention 0.713 6
All items 0.962 35

Source: developed by the researcher

4.6 Statistical treatment of data

To analyze the data in details, the researcher used both descriptive and inferential

analysis.

4.6.1 Descriptive analysis

Zikmund (2003) stated that any change in raw data which make them easier to
perceive and understand is called descriptive analysis. The questionnaires were answered
by 430 respondents and after refinement process, where questionnaires with unanswered

questions or inconsistent response were removed, the researcher obtained 400 valid
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questionnaires. Moreover, researcher used descriptive analysis to present the distribution
frequency and distribution percentage. Furthermore, to better interpret the results,

standard deviation (SD) and mean (X) are also used to analyze the variables.
4.6.2 Inferential analysis

Davis (1989) asserted that a researcher can use inferential analysis for each
hypothesis to fulfill more statistical tests in each statistic business research. In addition,
Kothari (2004) stated that using inferential analysis concentrate on testing and evaluating
hypotheses. Hence, the researcher would be able to perform evaluating favorable
relationships among variables which is Pearson product-moment correlation coefficient
(Pearson’s r). As Zikmund (2003) stated, to measure data on interval and ratio scale of
measurement, Pearson’s r is used. Moreover, it shows that to evaluate hypotheses when
all variable are on interval scale of measurement, Pearson’s r is the most useful and

suitable way to test the correlation.

Hence, the researcher makes use of the foilowing mathematical formula from

Zikmund (2003) to test correlation.

IO 10 %70 1o .10 IR, SPBRN 2
N nEx? - ExP] [0y - Qy»]

Where

r = Correlation coefficient between x and y
Zx = Total sum of x

Yy = Total sum of y

¥x2 = Total sum from power two of X
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Zy2 = Total sum from power two of y

Xxy = Total sum from x*y
n = Number of member each group

The value of r always lies inclusively between -1 and +1. If it is close to -1, it shows
a strong negative correlation but if it is close to +1, it shows a strong positive correlation.
Drawing an analogy between p-value or observed significance level with significance
level is an essential step in testing a hypothesis. Researchers, traditionally, used to
explicitly specify an adequate and reasonable significance level prior to the analysis of

the study (Zikmund, 2003).

The most widely used levels of significance are .05 and .01. In some cases, other
significance levels like .10, .025, or .001 are also used (Cooper & Schindler, 2606). When
o equals 0.05, it means that the data is statistically significant and only 5% of the findings
might be because of chance. In this case, the researcher can be at least 95% certain that
the relationship among the variables is not due to chance. This certainty will be 99%
when the probability level is 0.0 and will increase to 99.99% when the probability iev'e] is

0.001 (Saunders, Lewis & Thornhili, 2007).

In case that the observed p-value of a test is smaller than the significance level
which has been specified prior to the data analysis, it can be said that the hypothesis

about differences is supported (Zikmund, 2003).

Moreover, Saunders et al. (2007) stated that a researcher can conclude that there is

not a significant relationship among the variables incase the probability of obtaining the
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test statistic by chance alone of a test is higher than 0.05. If this happens, the researcher

can say the null hypothesis is accepted.

4.7 Summaries of hypothesis and statistical test

Table 4.5 Statistical method used for data analysis

Hypotheses Statements

Statistical
test

Hol

Hal

Ho2

Ha2

There is no relationship between E-word of mouth communication
(E-WOM) and perceived usefulness.

There is a relationship between E-word of mouth communication
(E-WOM) and perceived usefulness.

Pearson’s

There is no relationship between perceived ease of use and
perceived usefulness.

There is a relationship between perceived ease of use and perceived
usefulness.

Pearson’s r

Ho3

Ha3

There is no relationship between perceived ease of use and trust.

There is a relationship between perceived ease of use and trust.

Pearson’s r

Ho4

Had

There is no relationship between trust and perceived usefulness.

There is a relationship between trust and perceived usefulness.

Pearson’s r |

Ho5

Hab

There is no relationship between E-word of mouth communication
(E-WOM) and attitude.

There is a relationship between E-word of mouth communication
(E-WOM) and attitude.

Pearson’s »

Hob

Ha6

There is no relationship between perceived usefulness and attitude.

There is a relationship between perceived usefulness and attitude.

Pearson’s r

...Continued on next page
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Table 4.5 Statistical method used for data analysis (Continued)

No. | Hypothesis Statement Statistical
test

Ho7 |There is no relationship between perceived ease of use and attitude. | Pearson’s r

Ha7 |There is a relationship between perceived ease of use and attitude.

Ho8 |There is no relationship between trust and attitude. Pearson’s

Ha8 |There is a relationship between trust and attitude.

Ho9 |There is no relationship between trust and behavioral intention. Pearson’s r

Ha9 |There is a relationship between trust and behavioral intention.

Ho10 | There is no relationship between attitude and behavioral intention, Pearéléli;s .

Hal0 | There is a relationship between attitude and behavioral intention.

Source: Developed by the researcher
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Chapter 5

DATA ANALYSIS

According to the discussion in chapter 4, the researcher applied SPSS 18 for
descriptive analysis and hypothesis testing in this chapter. Not only are all data collected
through distributing questionnaires summarized for better understanding the respondents’
characteristics, but also some significant relationships have been found among variables
based on the conceptual framework. Furthermore, the extent of relationships among
variables is measured in this chapter.

5.1 Descriptive Analysis

Zikmund (2003) said that descriptive analysis is used to summarize gathered
primary data for better interpretation. According to Bell (2009), summarizing collected
raw data by mathematically transforming them to a few numbers is very helpful for both
the researcher and the readers. Therefore, to analyze the demographic factors, the
researcher applied frequency and percentage. Likewise, the dependent and independent
variables are analyzed using mean and standard deviation.

5.1.1 Descriptive Analysis (Frequency and Percentage)

Table 5.1: Frequency and Percentage of Response by Gender

Gender
Cumulative
Frequency | Percent | Valid Percent Percent
Valid Male 182 45.5 455 45.5
Female 218 54.5 54.5 100.0
Total 400 100.0 100.0
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Figure 5.1: Bar Chart of Frequency of Response by Gender
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Table 5.1 shows that, 54.5 percent of respondents are female (218 respondents),

45.5 percent (182 respondents) of them are male. Therefore, it can be concluded that the

majority of respondents in this study are females.

Table 5.2: Frequency and Percentage of Response by Status

Status
Frequency j Percent | Valid Percent| Cumulative
Percent
Valid International Tourist 293 73.3 73.3 73.3
Domestic Tourist 107 26.8 26.8 160.0
Total 400 100.0 100.0

Figure 5.2: Bar Chart of Frequency and Perceniage of Response by Status
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Table 5.2 represents that the majority of respondents are international tourists

with 73.3 % of percentage (293 respondents), whereas 26.8 % of them (107 respondents)

were domestic tourists. Thus, approximately three-forth of respondents (73.3%) in this

research are international tourists.

Table 5.3: Frequency and Percentage of Response by Region

Region
Frequency | Percent |Valid Percent| Cumulative Percent
Valid  North America 43 10.8 10.8 10.8
Europe 46 1.5 11.5 22.3
Asia 256 64.0 64.0 86.3
Africa 24 6.0 6.0 92.3
Australasia 31 7.8 7.8 160.0
Total 400 100.0 100.0
Figure 5.3: Bar Chart of Frequency of Response by Region
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Based on the Table 5.3, 64.0% of respondents are from Asia (256 respondents),

11.5% from Europe (46 respondents), 10.8% from America (43 respondents), 7.8% from

Australia (31 respondents), and 6.0% of respondents are from Africa (24 respondents}.
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Hence, with respect to Figure 5.3, it is concluded that Asians are the majority of the
respondents in this study.

Table 5.4: Frequency and Percentage of Response by Marital Status

Marital Status
Cumulative
Frequency | Percent | Valid Percent] Percent
Valid Single 250 62.5 62.5 62.5
Married 113 28.3 283 90.8
Divorced/Widowed 37 93 93 100.0
Total 400 100.0 100.0

Figure 5.4: Bar Chart of Frequency of Response by Marital Status
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With respect to the Table 5.4, 62.5 % of respondents are single (250 respondents),
28.3 % of them are married (113 respondents), and 9.3 % of them (37 respondents) are
divorced/widowed. Therefore, it is concluded that the majority of respondents who have

taken part in this research are single.
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Table 5.5: Frequency and Percentage of Response by Age

Age
Cumulative
Frequency | Percent | Valid Percent Percent

Valid Under 20 36 9.0 9.0 9.0

Between 20-30 183 45.8 458 54.8

Between 31-40 95 23.8 238 78.35

Between 41-50 60 15.0 15.0 935

over 50 26 6.5 6.5 100.0

Total 400 160.0 100.0

Figure 5.5: Bar Chart of Frequency of Response by Age
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Table 5.5 shows that the majority of respondents are between 20 -30 years old,

representing 45.8 % of the whole sample (183 respondents), 23.8 % of them are between

31 to 40 years old (95 respondents), 15.0 % are between 41- 50 (60 respondents), the

percentage of under 20-year-old adults is 9.0 (36 respondents), and the minority of the

respondents are over 50 years old which the percentage is 6.5 (26 respondents). Thus, it is

concluded that the respondents between 20 to 30 years old are the majority in this study.

83



Table 5.6: Frequency and Percentage of Response by Highest Education Level

Highest education level

Cumulative
Frequency | Percent | Valid Percent Percent
Valid High school or less 43 10.8 10.8 10.8
Bachelor degree 235 58.8 58.8 69.5
Master degree 96 24.0 24.0 93.5
Doctoral degree 26 6.5 6.5 100.0
Total 400 160.0 100.0

Figure 5.6: Bar Chart of Frequency of Response by Highest Education Level
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According to the Table 5.6, 58.8 % of the respondents taken part in this research
have a bachelor degree (235 respondents), 24.0 % of the respondents have a master’s
degree (96 respondents), 10.8% of them (43 respondents) are high school graduates, and
6.5% of them (26 respondents) have a PhD degree. Therefore, regarding Figure 5.6, it is
concluded that the participants with a bachelor degree constitute the majority in this

study.
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Table 5.7: Frequency and Percentage of Response by Employment Category

Employment category
Cumulative
Frequency | Percent | Valid Percent Percent

Vahd Student 122 30.5 30.5 30.5

Private sector 120 30.0 30.0 60.5

employees

Govermment employees 47 11.8 11.8 72.3

Self-employees 59 14.8 4.8 87.0

Other 52 13.0 13.0 100.0

Total 400 100.0 160.0

Figure 5.7: Bar Chart of Frequenicy of Response by Employment Category
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Based on the Table 5.7, the highest percentage in terms of the occupation belongs to
the students with 30.5% (122 respondents); 30.0% of the sample (120 respondents) are
working in private sectors; 14.8% (59 respondents) are self-employed; 11.8% of the
respondents (47 respondents) are working for government; and the other occupations’
percentage is 13.0% (52 respondents}. Hence, it is concluded this study enjoys the highest

density of students among all respondents who participated in this research.
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Table $.8: Summary of Respondents by Demographic Factors

Variables Frequency (f) Percentage (%)
Gender
- Male 182 45.5
- Female 218 54.5
Total 400 100
Status
- International Tourist 293 73.3
- Domestic Tourist 1067 26.8
Total 400 100
Region
- North America 43 10.8
- Europe 46 11.5
- Asia 256 64.0
- Africa 24 6.0
- Australia 31 7.8
Total 400 100
Marital Status
- Single 250 62.5
- Married i3 28.3
- Divorced/Widowed 37 9.3
Total 400 100
Age
- Under 20 36 9.0
- 20-30 183 45.8
- 31-40 95 23.8
- 4150 60 15.0
- Qver 50 26 6.5
Total 400 100
Highest Education 43 10.8
- High school or less 235 58.8
- Bachelor Degree 96 24.0
- Master Degree 26 6.5
- Doctoral Degree
Total 400 100
Occupation
- Student 122 30.5
- Private sector employees 120 30.0
- Government employees 47 11.8
- Self—employees 59 14.8
- Other 52 13.0
Total 400 100
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Table 5.8 indicated a summary of descriptive analysis by calculating the frequency

and percentage for a better understanding of demographic factors in this research.

Moreover, in ferms of region, 256 respondents from Asia includes 107 Thai nationals,

115 Chinese and the rest 34 respondents were from the other Asian countries such as

Singapore, Taiwan, India, and Malaysia.

5.1.2 Descriptive analysis for variables

The researcher analyzes all dependent and independent variables using mean (X) and

standard deviation (SD) in this part.

Table 5.9: Mean and Standard Deviation of E-Word of Mouth Communication (N=400)

Descriptive Statistics
Std.
Mean| Deviation

It is important to me to hear about the experience of others 4.45 674
T am more inclined to purchase when the messages were passed by 4.08 .786
people I know
I have actually purchased after hearing about it from Internet 3.86 504
I generally believe what other people say in social networks 3.49 958
I have purchased a product that my family/friend recommended 4.02 791
1 read information from others to find the lowest prices 4.36 .823
I read information from others to get best value for my money 445 821
1 read information from others to get highest quality available 431 T77
I read information from others to get benefits before booking the 4.32 735

hotel or purchasing the products

Table 5.9 shows that, in terms of the E-word of mouth communication statements,

the highest mean is 4.45 which belongs to two variables that are “It is important to me to

hear about the experience of others™ and “I read information from others to get best value
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for my money”; and the fowest mean is 3.49 which belongs to “I generally believe what
other people say in social networks”. Moreover, the mean of “I read information from
others to find the lowest prices” is 4,36; the mean of “I read information from others to
get benefits before booking the hotel or purchasing the products™ is 4.32; the mean of “I
read information from others to get highest quality available” is 4.31; the mean of “I am
more inclined to purchase when the messages were passed by people 1 know” is 4.08; the
mean of “l have purchased a product that my family/friend recommended” is 4.02; the
mean of “I have actually purchased after hearing about it from Internet” is 3.86; and the
mean of “I generally believe what other people say in social networks™ is 3.49.

Table 5.10: Mean and Standard Deviation of Perceived Usefulness (N=400)

Descriptive Statistics

Std.

Mean } Deviation
Using social media enables me to select faster 4.06 ity
Using social media enables me to shop and book online 447 738
Using social media increases my productivity in online purchasing | 4.39 771
Using social media makes it easier to book hotels online 4.09 844
Using social media is useful for buying tourism products 4.12 842

Table 5.10, shows that the highest mean in terms of perceived usefulness statements
is 4.47 which belongs to “Using social media enables me to shop and book online” and
the lowest mean is 4.06 which belongs to “Using social media enables me to select
faster”. Likewise, the mean of “Using social media increases my productivity in online
purchasing”™ is 4.39; the mean of “Using social media is useful for buying tourism
products” is 4.12; and the mean of the “Using social media makes it easier to book hotels

onling” 1s 4.09.
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Table 5.11: Mean and Standard Deviation of Perceived Ease of Use (N=400)

Descriptive Statistics

Mean | Std. Deviation
I.earning to operate the social networks is easy 4,23 814
It is easy to do what I want to do 4.38 763
My interaction is clear and understandable 4.01 729
The social network is flexible to interact with 4.03 302
It is easy to become skillful at using the social networks 4.01 764
I find the social networks easy to use 4.21 744

Table 5.11, shows that the highest mean in terms of perceived ease of use statements
is 4,38 which belongs to “It is easy to do what [ want to do” and the lowest mean is 4.01
which belongs to two statements that are “My interaction is clear and understandable”
and “Tt is easy to become skillful at using the social networks”™. Likewise, the mean of
“Learning to operate the social networks is easy” is 4.23; the mean of “1 find the social
networks easy to use” is 4.21; and the mean of “The social network is flexible to interact
with™ is 4.03.

Table 5.12: Mean and Standard Deviation of Trust (N=400)

Descriptive Statisties

Std.
Mean { Deviation

I am respected on the social networks 4.10 881
Practices on the social network are related to the customer's best 3.81 857
interests

Social networks provide an efficient system for booking hotels or 4.29 .898
selecting products

Information from social networks is reliable 3.43 907
I believe promises on the social networks will be kept 333 1.010
Overall, the social networks are trustworthy 3.53 843
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As shown in Table 5.12, in terms of trust statements, the highest mean is 4.29 which
belongs to “Social networks provide an efficient system for booking hotels or selecting
products”, and the lowest mean is 3.33 which belongs to “I believe promises on the social
networks will be kept”. Additionally, the mean of “I am respected on the social networks”
is 4.10; the mean of “Practices on the social network are related to the customer's best
interests” is 3.81; the mean of “Overall, the social networks are trustworthy” is 3.53; and
the mean of “Information from social networks is reliable” is 3.43.

Table 5.13; Mean and Standard Deviation of Attitude (N=400)

Descriptive Statistics

Std.

Mean | Deviation
Using online customization is a good idea 4.22 810
Using online customization is a pleasant idea 4.12 766
Using online customization is beneficial to me 4.21 759

According to the Table ,5.13 in terms of attitudes statements, “Using online
customization is a good idea” has the highest mean that is 4.22 and “Using online
customization is a pleasant idea” has the lowest mean that is 4.12. The mean of “Using

online customization is beneficial to me” is 4.21.
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Table 5.14: Mean and Standard Deviation of Behavioral Intention (N=400)

Descriptive Statistics

Std.
Mean j Deviation

I would use to book online my tourism destination if the 4.18 724
information be available
I intend to use social networks in the future to choose travel 4.01 788
services
T would recommend others {o use social networks to find their 4.09 72
travel destination
when a comment is positive, I am more likely to select a travel 3.90 855
product/service
when a comment is negative, I refrain from booking or purchasing | 4.02 890
that product
T often purchase tourism products/services online 3.79 .891

According to the Table 5.14, in terms of behavioral intention statements, “1 would
like to book my destination if it was available” enjoys the highest mean which is 4.18,
while the lowest mean belongs to the statement “I often purchase tourism
products/services online” which is 3.79. Moreover, as the table 5.9 indicates, the mean of
“I would recommend others to use social networks to find their travel destination” is
4.09, the mean of “when a comment is negative, I refrain from booking or purchasing that
product” is 4.02, the mean of “I intend to use social networks in the future to choose
travel services” is 4.01, and the mean of “when a comment is positive, I am more likely
to select a travel product/service” is 3.90.
5.2 Reliability Analysis of research Instrument
Zikmund (2003) stated that pretest is very usefui for researchers to find the problems
of questionnaires while they can still be corrected. Therefore, the researcher did a
reliability test to make sure about the reliability of the questionnaire after distributing 400
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questionnaires. Table 5.8 represents the results of pretesting done by SPSS 18, which is

indicated as follows:

Table §.15: Reliability Statistics

Variables Cronbach’s Alpha Number of statemenis
E-Word of Mouth Communication 0.867 9
Perceived Ease of Use 0.870 6
Perceived Usefulness 0.836 5
Trust 0.865 6
Attitude 0.891 3
Behavioral Intention 0.726 6

As it is represented by the table, the questionnaire is reliable because the Cronbach’s

Alpha for all of the variables is greater than 0.6 as it was explained in chapter four.

5.3 Inferential Analysis

To draw an accurate conclusion about the whole population through the sample, a
researcher can apply inferential analysis (Crawford-Weich, 1991). As Zikmund (2003)
expounded, inferential analysis helps the researchers to find out the any favorable
correlation among variables and determine the strength and direction of association if
there is a relationship between variables by inferential analysis. Furthermore, according
to Copper & Schindler (2006), by calculating the correlation coefficient between two
variables, the researcher will be able to measure the strength and direction of the

relationship.
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Table 5.16: The Correlation Coefficients in terms of Strength of Relationship

Strength of relatioship Range of Coeflicient
Very Weak = 0.00 10+ 020
Weak = 021w+ G40
Moderate 4041 to 1+ B.60
Strong =061 t0=080
Very Strong = (81 ta + 1.00

Source: Cooper & Schindler (2006). Business Research Methods, 9" edition, Mc Graw-

Hall International Edition, pp. 537-538.

Hence, the rescarcher tried to use inferential analysis to evaluate ten hypotheses as

created according to conceptual framework, which is shown in chapter 3. The results of

this analysis are shown as follows:
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Hypothesis one (H1)
Hol: There is no significant relationship between E-word of mouth communication and
perceived usefulness.

Hal: There is a significant relationship between E-word of mouth communication and

perceived usefulness.

Table 5.17: The Analysis of Relationship between E-word of Mouth Communication and

Perceived Usefulness by using Pearson Product Moment Coefficient Correlation

Correlations
MeanEWM | MeanPUS
MeanEWM Pemrson Correlation | 5797
Sig. (2-tailed) 000
N 400 400
MeanPUS  Pearson Correlation 5797 1
Sig. (2-tailed) 000
N 400 400

**. Correlation is sigmficant at the 0.01 level (2-taled).

According to the Table 5.17, the Sig. value equals .000, which is less than .01
(.000<.01}. Therefore, the null hypothesis is rejected which means that there is a
significant relationship between E-word of mouth communication and perceived
usefulness. Likewise, Pearson Coefficient of Correlation shows .579, which means there

is a moderate positive relationship between two variables.
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Hypothesis two (H2)
Ho2: There is no significant relationship between perceived ease of use and perceived

usefulness.

Ha2: There is a significant relationship between perceived ecase of use and perceived

usefilness.

Table 5.18: The Analysis of relationship between Perceived ease of use and Perceived

usefulness by using Pearson Product Moment Coefficient Correlation

Correlations
MeanPEU { MeanPU3
MeanPEU  Pearson Correlation 1 7257
Sig. (2-tailed) 000
N 400 400
MeanPUS  Pearson Correlation 7257 1
Sig. (2-tailed) 000
N 400 400

**_ Correlation is significant at the 0.01 level (2-tatled).

According to the Table 5.18, the Sig. value equals .000, which is less than .01
(.000<.01). Therefore, the null hypothesis is rejected which means that there is a
significant relationship between perceived ecase of use and perceived usefuiness.
Likewise, Pearson Coefficient of Correlation shows .725, which means there is a strong

positive relationship between two variables.
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Hypothesis three (H3)
Ho3: There is no significant relationship between perceived case of use and trust.

Ha3: There is a significant relationship between perceived ease of use and trust.

Table 5.19: The Analysis of Relationship between Perceived ease of use and Trust by

using Pearson Product Moment Coefficient Correlation

Correlations
MeanPEU | MeanTRU
MeanPEU Pearson Correlation 1 504"
Sig, (2-tailed) 000
N 400 400
MeanTRU Pearson Correlation 5047 1
Sig. (2-tailed) 000
N 400 400

** Correlation is significant at the 0.01 level (2-tailed).

With respect to the Table 5.19, the Sig. value equals .000, which is less than .01
(.000<.01). Therefore, the null hypothesis is rejected which means that there is a
significant relationship between perceived ease of use and trust. Likewise, Pearson
Coefficient of Correlation shows .504, which means there is a moderate positive

relationship between two variables.
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Hypothesis four (H4)

Hod: There is no significant relationship between trust and perceived usefulness.

Had: There is a significant relationship between trust and perceived usefulness.

Table 8.20: The Analysis of Relationship between Trust and Perceived usefulness by

using Pearson Product Moment Coefficient Correlation

Correlations
MeanTRU | MeanPUS
MeanTRU Pearson Conelation 1 G607
Sig. (2-tailed) 000
N 400 400
MeanPUS  Pearson Correlation S07T 1
Sig. (2-tailed) 000
N 400 4600

*# Correlation is significant at the 0.01 level (2-tailed).

As represented in the Table 5.20, the Sig. value equals (000, which is fess than .01

(.000<.01), Therefore, the null hypothesis is rgjected which means that there is a

significant relationship between trust and perceived usefulness, Likewise, Pearson

Coeflicient of Correlation shows .607, which means there is a strong positive relationship

between two variables.
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Hypothesis five (HS)

HoS5: There is no significant relationship between E-word of mouth communication and
attitude.

Ha5: There is a significant relationship between E-word of mouth communication and
attitude.

Table 5.21: The Analysis of Relationship between E-word of Mouth communication and

Attitude by using Pearson Product Moment Coefficient Correlation

Correlations
MeanEWM | MeanATT
MeanEWM  Pearson Correlation 1 654
Sig. (2-{aled) 000
N 400 400
MeanATT  Pearson Correlation 654" 1
Sig. (2-tailed) 000
N 400 400

**, Correlation is significant at the 0.01 level (2-tailed).

As indicated in the Table 5.21, the Sig. value equals 000, which is less than .01
(.000<.01). Therefore, the null hypothesis is rejected which means that there is a
significant relationship between E-word of mouth communication and attitude. Likewise,
Pearson Coffecient of Correlation shows .654, which means there is a strong positive

relationship between two variables.
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Hypothesis six (H6)
Ho6: There is no significant relationship between perceived usefulness and attitude.

Ha6: There is a significant relationship between perceived usefulness and attitude.

Table 5.22: The Analysis of Relationship between Perceived usefulness and Aftitude by

using Pearson Product Moment Coefficient Correlation

Correlations
MeanPUS | MeanATT
MeanPUS  Pearson Correlation 1 5077
Sig. (2-tailed) 000
N 400 400
MeanATT Pearson Correlation 507 1
Sig. (2-tailed) 000
N 400 400

** Correlation 15 significant at the 0.01 level (2-tailed).

As indicated in the Table 5.22, the Sig. value equals .000, which is less than .01
(.000<.01). Therefore, the null hypothesis is rejected which means that there is a
significant relationship between perceived usefulness and attitude. Likewise, Pearson
Cocfficient of Correlation shows .507, which means there is a moderate positive

relationship between two variables.
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Hypethesis seven (H7)
Ho7: There is no significant relationship between perceived ease of use and attitude.

Ha7: There is a significant relationship between perceived ease of use and attitude.

Table 5.23: The Analysis of Relationship between Perceived ease of use and Attitude by

using Pearson Product Moment Coefficient Correlation

Correlations
MeanPEU | MeanATT
MeanPEU  Pearson Correlation 1 488"
Sig. (2-tailed) 000
N 400 400
MeanATT Pearson Correlation 488" I
Sig. (2-tailed) 000
N 400 400

** Correlation is significant at the 0.01 level (2-tailed).

According to the Table 5.23, the Sig. value equals .000, which is less than .0}
(.000<.01). Therefore, the null hypothesis is rejected which means that there is a
significant relationship between perceived ease of use and attitude. Likewise, Pearson
Cocfficient of Correlation shows 488, which means there is a moderate positive

relationship between two variables,
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Hypothesis eight (H8)

Ho8: There is no significant relationship between trust and attitude.

Ha8: There is a significant relationship between trust and attitude.

Table 5.24: The Analysis of Relationship between Trust and Attitude by using Pearson

Product Moment Coefficient Correlation

Correlations
MeanTRU | MeanATT
MeanTRU Pearson Correlation 1 604"
Sig, (2-tailed) 000
N 400 400
MeanATT Pearson Correlation 604 1
Sig. (2-tailed) 000
N 400 400

** Correlation is significant at the 0.01 level (2-tailed).

With respect to the Table 5.24, the Sig. value equals .000, which is less than .01

(.000<.01). Therefore, the null hypothesis is rejected which means that there is a

significant relationship between trust and attitude. Likewise, Pearson Coefficient of

Correlation shows 604, which means there is a moderate positive relationship between

two variables.
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Hypothesis nine (H9)
Ho9: There is no significant refationship between trust and behavioral intention,

Ha9: There is a significant relationship between trust and behavioral intention.

- ‘Table 5.25: The Analysis of Relationship between Trust and Behavioral Intention by

using Pearson Product Moment Coefficient Correlation

Correlations
MeanTRU | MeanBIT
MeanTRU Pearson Correlation i 588"
Sig. (2-tailed) 000
N 400 400
MeanBIT Pearson Correlation 588" 1
Sig. (2-tailed) 000
N 400 400

** Correlation is significant at the 0.01 level (2-tailed).

With respect to the Table 5.25, the Sig. value equals .000, which is less than .01
(.000<.01). Therefore, the null hypothesis is rejected which means that there is a
significant relationship between trust and behavioral intention. Likewise, Pearson
Coefficient of Correlation shows .588, which means there is a moderate positive

relationship between two variables.
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Hypothesis ten (H10)
Hol0: There is no significant relationship between attitude and behavioral intention.

Hal0: There is a significant relationship between attitude and behavioral intention.

Table 5.26: The Analysis of Relationship between Attitude and Behavioral intention by

using Pearson Product Moment Coefficient Correlation

Correlations
MeanATT | MeanBIT
MeanATT Pearson Correlation 1 Ry/
Sig. (2-tailed) 000
N 400 400
MeanBIT ~ Pearson Correlation 574" 1
Sig. (2-tailed) 000
N 400 400

*¥ Correlation is significant at the 0.01 level (2-tailed).

With respect to the Table 5.26, the Sig. value equals .000, which is less than .01
(.000<.01). Therefore, the null hypothesis is rejected which means that there is a
significant -relationship between attitude and behavioral intention. Likewise, Pearson
Coefficient of Correlation shows .574, which means there is a moderate positive

relationship between two variables.
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CHAPTER 6

SUMMARY, CONCLUSION, AND RECOMMENDATIONS

Summary, conclusions, and recommendations are discussed in this chapter based on
the findings in this study. Not only are the results of the hypotheses testing interpreted in
this chapter, but also the conclusion will be discussed. Furthermore, recommendation will

be discussed in another section and the last section includes suggestion for future study.

6.1 Summary of Findings

This study tries to investigate the influence of independent variables such as attitude,
E-word of mouth communication, perceived ease of use, perceived usefulness, and trust
on behavioral intention to select tourist destination in Bangkok, Thailand. In addition, for
this study, 400 respondents from five selected areas which were mentioned in chapter
four were asked to fill in questionnaires to help the researcher to gather raw data. The

findings by descriptive analysis and inferential analysis are summarized as follows:

6.1.1 Summary of Demographic Factors
To become more familiar with the characteristic of respondents, the researcher
selected some factors such as gender, status, region, marital status, age, highest level of

education, and current occupation for this study.
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Table 6.1: Sample Profile of Respondents

] Demographic characteristics The Highest Percentage
Gender Female (54.5%)
Status International Tourist (73.3%)
Region Asia (64.0%)

Marital Status

Single (62.5%)

Age

Between 20-30 years old (45.8%)

Highest Education Level

Bachelor Degree (58.8%)

Employment Category

Student (30.5%)

According to table 6.1, in terms of gender, 54.5 % of respondents were females. The

majority of all 400 respondents were international tourists constituting 73.3%.

Additionally, most of the respondents were Asians (64.0%). Likewise, the majority of

respondents were single (62.5%). In terms of age, 45.8% of the participants were between

20 and 30 years old and more than half of the respondents (58.8%) are with a bachelor

degree as their highest education level, Finally, the highest percentage in terms of

occupation belongs to student (30.5%). Moreover, all dependent and independents

variables are summarized with highest and lowest mean in Table 6.2:

106




Table 6.2: Highest and lowest values of Mean (%)

Variables Highest mean (%) Lowest mean (X)

Behavicral Intention 4.18 for “I would like to book | 3.79 for “I often purchase
my destination if it was | tourism products/services

available” online”
Attitude 422 for “Using online|4.12 for “Using online
customization is a good idea” | customization is a pleasant
idea”

E-Word of Mouth 4.45 for “It is important for | 3.49 for “I read information
Communication me to hear about the|from others to get best
‘ experience of others” value for my money”

Perceived Usefulness
4.47 for “Using social media | 4.06 for “Using social

enables me to book online” media enables me to select
faster”
Perceived Ease of Use | 4.38 for “It is easy to do what | 4.01 for “My interaction is
I want to do” clear and understandable”
Trust 429 for “social networks | 3.33 for “l believe promises

provide an efficient system | on the social networks will
for booking hotels or | be kept”
selecting products”

Based on table 6.2, the highest and the lowest means (X) in terms of behavioral
intention belong to “I would like to book my destination if it was available” and “I often
purchase tourism products/services online” respectively, which are 4.18 and 3.79.
Additionally, the highest mean in terms of attitude is 4.22 that belongs to “Using online
customization is a good idea” and the lowest one is 4.12 that belongs to “Using online
customization is a pleasant idea”.

Accordingly, the highest mean in terms of E-word of mouth communication is 4.45
that belongs to “It is important for me to hear about the experience of others” and the
lowest one is 3.49 that belongs to “I read information from others to get best value for my

money”. Furthermore, “Using social media enables me to book online” is the statement
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with the highest mean in terms of perceived usefulness, which is 4.47; and “Using social
media enables me to select faster” is the statement \%fith the lowest mean that is 4.06.

As mentioned in Table 6.2, the highest mean in terms of perceived ease of use is
4.38 that belongs to “It is easy to do what T want to do” and the lowest mean is 4.01 that
belongs to “My interaction is clear and understandable”. Likewise, for the last variable in
Table 6.2, the highest and lowest means are 4.29 and 3.33, which belong to “social
networks provide an efficient system for booking hotels or selecting products” and “I

believe promises on the social networks will be kept™ respectively.

6.2 Summary of Hypotheses Testing

Using inferential analysis to draw correct conclusions, all null hypotheses were
rejected in this study. Summaries of the results are as follows:
Hypothesis one (H1): There is a moderate positive significant relationship between E-
word of mouth communication and perceived usefulness.
Hypothesis two (H2): There is a strong positive significant refationship between
perceived ease of use and perceived usefulness. |
Hypothesis three (H3): There is a moderate positive significant relationship between
perceived ease of use and trust.
Hypothesis four (H4): There is a strong positive significant relationship between trust
and perceived usefulness.
Hypothesis five (HS5): There is a strong positive significant relationship between E-word

of mouth communication and attitude.
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Hypothesis six (H6): There is a moderate positive significant relationship between
perceived usefulness and attitude.

Hypothesis seven (H7): There is a moderate positive significant relationship between
perceived ease of use and attitude.

Hypothesis eight (H8): There is a moderate positive significant relationship between
trust and attitude.

Hypothesis nine (H9): There is a moderate positive significant relationship between trust
and behavioral intention.

Hypothesis ten (H10): There is a moderate positive significant relationship between

attitude and behavioral intention.

6.3 Discussion and Implications
6.3.1 Relationship between E-Word-of-Mouth Communication and Perceived
Usefulness

Jeong & Jang (2011) expressed that clients are not capable of evaluating products or
services before buying, hence any online recommendation can help.to reduce any risk
involved during the process of buying products while Utz et al. (2012) stated that a sense
of community and trust will be improved in the comments posted online like when they
were talking face to face. Based on the result of testing hypothesis one in this study, there
is a moderate positive relationship between E-word of mouth communication and
perceived usefulness. The Sig. value of hypothesis equals .000 which is less than .01

(.000<.01) at .579 of Pearson Correlation.
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6.3.2 Relationship between Perceived ease of use and Perceived Usefulness

Luque et al. (2007) studied and found the favorable correlation between perceived
ease of use and perceived usefulness in the tourism sector by using social networks, Ryan
& Rao (2008) also stated the impact of perceived ease of use on perceived usefulness in
collecting information through the Internet. Based on the result of testing hypothesis two
in this research, there is a strong positive relationship between perceived ease of use and
perceived usefulness where the Sig. value of relationship equals .000 which is less than
.01 (.000<.01) at .725 of Pearson Correlation.
6.3.3 Relationship between Perceived ease of use and Trust

Koufaris & Hampton-Sosa (2004) specified a positive relationship between
perceived case of use and trust. Likewise, Chow and Holden (1997} found that trust
would be built when clients feel that the offered products or services by a firm meet their
requirements. With respect to the result of testing hypothesis three in this study, there is a
moderate positive relationship between perceived ease of use and trust where the Sig.
value of relationship equals .000 which is less than .01 (.000<.01) at .504 of Pearson
Correlation. |
6.3.4 Relationship between Trust and Perceived Usefulness

The favorable correlation between trust and perceived usefulness was found out by
Pavlou (2003) and Chircu et al. (2000) mentioned that trust grants clients the privilege to
use social networks and feel that the interactions are more useful. As stated in hypothesis
testing four in this research, there is a strong positive relationship between trust and
perceived usefulness where the Sig. value of relationship equals .000 which is less than

.01 (.000<.01) at .607 of Pearson Correlation.
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6.3.5 Relationship between E-Word-of-Mouth Communication and Attitude

Ye et al. (2011) confirmed the importance of E-word of mouth communication for
the improvement of efficient tourism destination. Additionally Utz et al. (2012)
demonstrated the positive relationship between E-word of mouth communication and
attitude. Based on the result of testing hypothesis five in this study, there is a strong
relationship between E-word of mouth communication and attitude where the Sig. value
of relationship equals .000 which is less than .01 (.000<.01) at .654 of Pearson
Correlation.
6.3.6 Relationship between Perceived Usefulness and Aftitude

Luque et al. (2007) expounded the relationship between perceived usefulness and
attifude, and furthermore, Kim et al. (2008) and Hossain & De Silva (2009) found that
perceived usefulness significantly influences attitude. Regarding hypothesis testing six in
this study, there is a moderate positive relationship between perceived usefulness and
attitude where the Sig. value of relationship equals .000 which is less than .01 (000<.01)
at .507 of Pearson Correlation.
6.3.7 Relationship between Perceived Ease of Use and Attitude

The favorable influence of perceived ease of use on attitude is studied and found by
many researchers such as Hsu & Lin (2008) and Hossain & De Silva (2009). Likewise,
Korvenmaa (2009) expressed that consumers are interested in interacting with social
networks if they feel using social networks are not difficult. Moreover, Davis (1989)
mentioned the influence of perceived ease of use on clients’ behavior toward using
technology and social networks. Based on hypothesis testing seven in this research, there

is a moderate positive relation between perceived ease of use and attitude where the Sig,
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value of relationship equals .000 which is less than .01 (.000<.01) at .488 of Pearson
Correlation.
6.3.8 Relationship between Trust and Atfitude

Elliott et al. (2005) studied and found the positive relationship between trust and
attitude. In the same way, this relationship has been explained by Jarvenpaa, Tractinsky
and Vitale (2000). With respect to the result of testing hypothesis eight in this study, it
was established that there is a moderate positive relationship between trust and attitude
where the Sig. value of relationship equals .000 which is less than .01 (.000<.01) at .604
of Pearson Correlation.
6.3.9 Relationship between Trust and behavioral intention

Trust is a factor that has a positive effect on selecting the social networks to use by
clients (Gefen et al.,, 2003). Several studies stated the positive relationship between trust
and behavioral intention to use social networks (Ridings et al., 2002). Based on
hypothesis testing nine in this research, the researcher found that there is a moderate
positive relationship between trust and behavioral intention to use where the Sig. value of
relationship equals .000 which is less than .01 (.000<.01) at .588 of Pearson Corrélation.
6.3.10 Relationship between Attitude and behavioral intention

The favorable influence of attitude on behavioral intention to use social networks is
found by several researchers (Hsu & Lin, 2008; Hossain & De Silva, 2009). According to
hypothesis testing ten in this study, it can be concluded that there is a moderate positive
relationship between attitude and behavioral intention to use social networks where the
Sig. Value of relationship equals .000 which is less than .01 (.000<.01) at .574 of Pearson

Correlation.
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Figure 6.1: Conceptual Framework and Coefficient of Correlation
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Figure 6.1 indicates the conceptual framework of this research and the amount of

coefficient of correlation for each relationship.

6.4 Conclusions

This study aims at finding any factors which influence tourists® behavioral intentions
to select tourism destination by using social media in Bangkok, Thailand. With respect to
the research objectives of this study, which are mentioned in chapter one, any significant
relationship between e-word-of-mouth communication and perceived usefuiness was
tested and the researcher found out a moderate positive significant relationship between
e-word-of-mouth communication and perceived usefulness. Likewise, the researcher
investigated any significant relationship between e-word-of-mouth communication and

attitude and found a strong positive significant relationship between these two variables.
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According to the research objectives of this research, a moderate significant positive
relationship is achieved by exploring the relationship between perceived usefulness and
attitude. Furthermore, a strong positive significant relationship is achieved by examining
a relationship between perceived ease of use and attitude. Further, by testing any
significant relationship between perceived ease of use and perceived usefulness, a strong
positive significant relationship is found between these two variables.

With respect to the research objectives of this study, the researcher tried to evaluate
any significant relationship between perceived ease of use and trust and achieved the
moderate positive significant relationship between these two variables. Furthermore, a
moderate positive significant relationship is found between trust and perceived
usefulness. Moreover, the researcher analyzed any significant relationship between trust
and attitude and achieved a moderate significant influence of trust on attitude.

Additionally, a moderate positive significant relationship is achieved by examining
any relationship between trust and behavioral intention. Finally, the researcher tested a
significant relationship between attitude and behavioral intention according to the
research objective of this research and achieved a moderate positive signiﬁcant‘

relationship between these two variables.

6.5 Recommendations
6.5.1 Encourage E-WOM Communication

Based on the result of testing hypothesis one of this research, a moderate positive
significant relationship is found between e-word of mouth communication and perceived

usefuiness. Likewise, Yadav & Varadarajan (2005) confirmed the favourable influence of
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E-word of mouth communication on perceived usefulness. Therefore, since customers
believe the reviews received from other consumers can be useful in their decision to buy
a tourism product, it is recommended to tourism industry practitioners and marketers to
match and incorporate different social networks, i_ncfuding Facebook, to their websites,
blogs or other user-generated content platforms; to actively monitor customer input in
real time; to focus on the online contexts (questions, comments, photos) as worthwhile
factors influencing tourists’ attitude; and consequently to increase behavioral intention to
use social networks in a more efficient way. Moreover, the researcher would like to
recommend to business managers and website operators to read every negative comment
to identify the major factors for improving better customized marketing strategy.
6.5.2 Encourage E-friendly ways to use social media

Testing hypothesis two of this study, the researcher achieved a strong positive
significant relationship between perceived ease of use and perceived usefulness. In the
same way, Luque et al. (2007) found a positive significant relationship between these two
variables in another research. Hence it is suggested that tourism industry practitioners be
more creative in combining the ease of use, usefulness and fun factors in using the social
media. For instance, to increase positive attitude and behavioral intention of customers to
connect and use social media, nowadays many travel companies offer their customers to
specify and design what they want through the company’s website along with offering
exciting promotions and packages. Moreover, the number of people who use social media
and mobile phones for Internet access is sharply rising, therefore, the companies can
recommend their customers to instalt company-specific applications on their own mobile

phones to provide prompt and easier access to consumers in the future.
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6.5.3 Enhance and maintain E-users confidence surfing sites

By evaluating the hypothesis three, the researcher found a moderate positive
significant relationship between perceived ease of use and trust. The findings of a study
conducted by Flavian et al. (2005) also verified the positive impact of perceived ease of
use on trust. A company will be successful in winning the trust of customers when its
website is easy to use and includes the desired capabilities. Hence, the researcher
suggests to website operators to create a well-designed website that is easy to access to
increase costumers’ understanding of the mode of use.
6.5.4 High frust to use web applications be linked with qsefulncss

Based on the findings of testing hypothesis four, the researcher achieved a strong
positive significant relationship between trust and perceived usefuiness. Likewise, Paviou
(2003) studied and found the positive favourable influence of trust on perceived
usefulness. Basically, while trust is experimentally recognized as a motif of perceived
usefulness and in turn, a motif of attitude, this has some effective ways to improve the
attitude concerning using social media. Therefore, the researcher recommends to website
operators to first expand creating trust mechanisms for consumers to attract the users to
connect to social media and do online shopping. Online web application include
statements of guarantees, growth familiarity through privacy, trust, providing incentives
to use, and long-term customer service. Then, perceived usefulness of using social media
appears as a significant subject to atfract fresh members and should be carefully designed

related to users' needs and demands to reflect perceived usefulness of this service.
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6.5.5 E-WOM Communication to develop positive attitude

With respect to the findings of testing hypothesis five of this research, a strong
positive significant relationship between e-word of mouth communication and attitude is
confirmed. Similarly, the findings of the study by Gruen et al. (2006) have confirmed the
significant effect of e-word of mouth communication on attitude. It is important to note
that either positive or negative word of mouth determines intention to pre-purchase or
post-purchase behavior. Though, marketers” are not able to directly influence word of
mouth, but they can still monitor, manage the frequency, direction of the content and
structure of their advertising campaigns. Hence, it is suggested that companies be aware
of the influence of celebrities™ endorsement in the advertising. To create an affirmative
image attitude, it is important to learn control communications (advertising and
promotional material by making offers as special price deals, off-peak promotions),
uncontrolled communications (rewarding those who recommend the service brand like
recommending a friend promotions) and brand names need to cooperate with each other
for communicating favourable brand image since it effectively reflects the positioning of
the brand in the minds of the intended audience and plays an important role in creating
and managing repurchase intention of a brand.
6.5.6 User friendly surfing to develop positive attitude

By examining hypothesis six in this research, the researcher found a moderate

positive significant relationship between perceived usefulness and attitude. This result
can be further supported by that of a study by Korvenmaa (2009), which shows the
favourable influence of perceived usefulness on attitude. Moreover, since finding and

buying a product in a quick and easy way is considered as the most significant factor in
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customers’ attitude towards using social media, the researcher suggests to tourism
industry marketers and website operators to makes a clean web design layout and upload
required information in accordance with users’ expectations and diverse perception.
6.5.7 Ease of use of social media to develop positive attitude

Based on findings by investigating hypothesis seven of this study, a moderate
positive significant refationship is found between perceived ease of use and attitude. In
the same way, Lin et al. (2007) mentioned the positive relationship between these two
variables in their study. Therefore, it is recommended to marketers or web operators to
focus on offering a site map to their users with links that point to the important parts of
their site, to think about the words users wouid type to find them, and also to provide the
customers with the ability to navigate sites allowing them to purchase and find
information to support the purchasing decision and process easily through innovative and
creative ways.
6.5.8 Reliable social networking to enhance positive attitude

According to the result of testing hypothesis eight of this research, a moderate
positive significant relationship between trust and attitude has been maintained.
Regarding the findings of the research by Chen (2006), which support the positive effect
of trust on attitude. The researcher recommends to the tourism industry marketers and
managers to improve their customer focused business strategy in order to increase the
number of online users and build trust among customers. Improving the customer focused
business strategy can be accelerated in several ways including:
To ensure the customers strict confidentiality is maintained regarding their data and

privacy;
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To provide the customers with comprehensive, clear, detailed, and specific information

on the company and its investors;

To provide the customers with a mechanism for safe and secure online purchases;

To offer online services such as customer service or contact service in order to support

customers before, during, and after the online purchases,

To design a space for the customers to have an account and be able of keeping track of a

history of payment or the status of their current order, and finally;

To offer some Chat and Forum pages so that the customers can freely share their opinions

with the company or other customers.

6.5.9 Trust building to encourage destination search and selection using social media
Based on the findings of analyzing hypothesis nine in this research, it is found that

there is a moderate positive significant relationship between trust and behavioral

intention. Moreaover, Eastlick at al. (2006) reported the relationship between these two

variables in another research. So, to speed up customer confidence in purchasing tourism

product, it is useful to consider the following actions:

To increase the number of ‘like’ and positive comments of other customers by embedding

social buttons within the site and within the marketing communications (this can be done

by inserting obvious and easily recognizable buttons in the site to get the customers to

share the article);

To build trust and develop an understanding of the products drawing on the tourism

product reviews as an excellent way of maximizing sales;

To provide interesting leisure packages with reasonable prices;
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To expand online marketplaces with social networking which are capable of establishing
trust among trading partners and increasing user satisfaction to purchase;
To maximize the customers’ engagement on social networks like Facebook by sharing
videos or photos from therr trips.
6.5.10 Oniine customization be linked with destination search and selection using
social media

Finally, the findings of testing hypothesis ten of this research show a moderate
positive significant relationship between attitude and behavioral intention. This result is
in line with the findings of a study by Van Noort et al. (2008) which indicate the positive
significant effects of attitude on behavioral intention. It is worth mentioning here that
according to the findings in terms of attitude in the designed questionnaire, the statement
" Using online customization is beneficial to me" the mean is 4.21. Moreover, in terms of
behavioral intention in the designed questionnaire, the statement "I would like to book
my destination if it is available" the mean is 4.18. Consequently, the researcher would
like to recommend to tourism industry marketing managers and website operators to
create websites with rich content and contexts capable of being consistently updated.
They also need to create innovative and interesting ways in offering the customers their
products and services in order to satisfy their customers and to elevate their inclination
towards purchasing the company’s products - even if they are faced with an increased
cost of the products — and to persuade them to recommend the brand to others.

Therefore, based on the findings of this research as well as those of other studies, the
researcher recommends that all marketing managers and other managers of cach tourism

firm or company - who are trying to sell their products online or attract Internet users’
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attentions to their products or services — pay considerable attention to these variables
which have great impact on tourists’ behavioral intentions to select tourism destination by

using social media in paying attention to customers’ needs and demands.

6.6 Future study

Due to some limitations in this study such as time, the researcher emphasized only
some important dimensions that have favorable influences on tourists’ behavioral
intentions to select tourism destination by using social media in Thatland. However, there
are possibilities for studying the effect of some other independent variables such as
enjoinment of using social networks and perceived security in this research. Therefore,
other researchers might tend to study the reiationsbips between enjoinment and attitude
and the positive relationship between perceived security and trust which is the factor that
has a positive significant relationship with attitude and behavioral intention to select
tourism destination by using social media.

Furthermore, for future studies, researchers can investigate the effect of users’
gender on perceived ease of use and perceived usefulness according to the study by

Calisir et al. (2009).
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APPENDIX A

Questionraire

Dear Respondents:

This questionnaire is designed in partial fulfillment of the requirements for the
degree of Master of Business Administration in Tourism Management, Graduate School
of Business, Assumption University, Thailand. It is developed for the purpose of
education only and the information will be treated as confidential. Please spend a few

minutes to respond to the following questionnaire. Thanks for your cooperation!

Screening Question:

Do you use social networks ( such as Tripadvisor, Facebook, Youtube, Twitter, blogs and
travel discussion forums) as a source of information for making recent trave]
arrangements?

[1 Yes [0 No

If yes continue, otherwise stop.
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Part I: The factors influencing behavioral intention of tourists to select tourism

destination by using social network

This part has 5 topics which consist of 29 statements. Please indicate your agreement or

disagreement in each statement.
1 = strongly disagree 2 = disagree 3 = neither agree nor disagree

4 = agree 3 = strongly agree

Section 1: E-Word-Of-Mouth Communication

—

It is important for me to hear about the experiences of
others before buying a tourism product/service

2. Tam more inclined to purchase travel products/services
when the messages were passed by people I know

3. I have actually purchased a tourism product/service after
hearing about it from the Internet

4. 1 generally believe what other people say in social
networks

5. Thave purchased a product that my friend/family
recommended
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6. 1read information from the other consumers' online
reviews in order to find the lowest prices

7. tread information from the other consumers’ online
reviews in order to get the best valug for my money

8. 1 read information from the other consumers' online
reviews in order to get the highest quality available

9. 1 read information from the other consumers' online
reviews in order to benefit from others' experience
before 1 book the hotel or select a product

= strongly disagree 2 = disagree 3 = neither agree nor disagree

4 = agree 5 = strongly agree

Section 2: Perceived ease of use

10. Learning to operate the social networks is casy

i1.1find it casy to get the social networks to do what | want it
to do

12, My interaction with the social networks is clear and
understandable

13, The social network is flexible to interact with

14. 1t is easy to become skillful at using the social networks

15. I find the social networks easy to use
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1 = strongly disagree 2 = disagree 3 = neither agree nor disagree

4 = agree 5 = strongly agree

Section 3: Perceived usefulness

16. Using social media enables me to select travel destination faster

17. Using social media improves online booking for hotels or
shopping any travel destination

18. Using the social networks increases my productivity in online
booking hotels or purchasing travel products

19. Using the social networks makes it easier for me to book hotels
or to demand travel products

20. Using the social networks is useful for booking hotels and
buying tourism products

= strongly disagree 2 = disagree 3 = neither agree nor disagree
4 = agree 5 = strongly agree

Section 4: Trust

21. 1 feel that I am respected on the social networks

E

22. Practices on the social network are related to the customers
best interests

23. The social networks provide an efficient system for booking
hotel or sefecting travel products

24. Information from the social network is reliable

25. I believe promises on the social networks will be kept

26. Overall, the social networks are trustworthy
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| = strongly disagree 2 =disagree 3 = neither agree nor disagree

4 = agree 5 = strongly agree

Section 3: Attitude

27. Using online customization in booking hotels or any travel
destinations is a good idea

28. Using online customization in booking hotels any travel
destinations is a pleasant idea

29. Using online customization in booking hotets any travel
destinations 1s beneficial 1o me

Part H: Behavioral intention of tourists towards selecting tourism destination by
nsing secial network
This part has 6 statements. Please indicate your agreement or disagreement in each statement.

I = strongly disagree 2 = disagree 3 = neither agree nor disagree

4 = ggree 5 = strongly agree

30. I would use to beok online my tourism destination if
the information be available

31. 1intend to use social networks in the future to choice
of travel services

32. Twill strongly recommend others fo use social
networks to find their travel destination

33. When a comment is positive, I am more likely to select
a travel product/service

34, When a comment is negative, I refrain from booking or
purchase that product

35. T often purchase tourism products/services online
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Part I11: Personal Information

Please indicate your answer with only one box for the following questions:

36. Gender
I Male 1 Female
37, Status
[ International Tourist d Domestic Tourist
38. Region
[J North America O Europe 1 Asia
O Africa O Australasia

39, Marital status
[t Single {1 Married

O Divorced / Widowed

40. Age (years)

{21 Under 20 O 20-30
[13i-40 [} 41-50
[ Over 50

41. What is your highest level of education? (Please check only one box)
&1 High school or less [ Bachelor Degree
[3 Master Degree O Doctoral Degree

42. What is your current occupation? (Please check only one box)

I Student [ Private sector employee
2 Government employee 3 Self — Employee
O Other
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Reliability of all Variables

Reliability (Pretest Data for 30 Respondents)

Case Processing Summary

Appendix B

N %
Cases Valid 30 100.0
Excluded® 0 0
Total 30 100.0
a. Listwise deletion based on all
variables in the procedure.
Reliability Statistics
Cronbach's Nof
Alpha Items
962 35
Reliability of E-word of mouth
Case Processing Summary
N %
Cases Valid 30 100.0
Excluded” 0 0
Total 30 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's Nof

Alpha Items
799 9
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Reliability of perceived ease of use

Case Processing Summary

N %
Cases Valid 30 100.0
Excluded® 0 0
Total 30 100.0
a. Listwise deletion based on all
variables in the procedure.
Reliability Statistics
Cronbach's N of
Alpha Items
956 6
Reliability of perceived nsefulness
Case Processing Summary
N %
Cases Valid 30 100.0
Excluded® 0 0
Total 30 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's N of

Alpha Items
.859 5
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Reliability of Trust

C'ase Processing Summary

N %
Cases  Valid 30 1000
Excluded® 0 0
Total 30 100.0
a, Listwise deletion based on all
variables in the procedure,
Reliability Statistics
Cronbach's N of
Alpha ftems
862 6
Reliability of Attitude
Case Processing Summary
N Yo
Cases  Valid 30 106.0
Excluded® 0 .0
Total 30 100.6

a. Listwise deletion based on all

variables in the procedure.

Reliability Siatistics

Cronbach's Nof
Alpha Ttems

738

3
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Reliability of Behavioral intention

Case Processing Summary

N %
Cases  Valid 30 100.0
Excluded® 0 .0
Total 30 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's N of

Alpha Items
13 6
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Reliability (Pretest Data for 400 Respondents)

Reliability of All items
Case Processing Summary
N %o
Cases Valid 400 100.0
Excluded® 0 0
Total 400 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's N of

Alpha [tems
948 35

Rehiability of E-Word of Mouth Communication

Case Processing Summary

N %
Cases  Valid 400 100.0
Excluded® 0 .0
Total 400 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's N of

Alpha Items
867 9
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Reliability of Perceived Ease of Use

Case Processing Summary

N %o
Cases  Valid 400 100.0
Excluded® 0 0
Total 400 100.0
a. Listwise deletion based on all
variables in the procedure.
Reliability Statistics
Cronbach's Nof
Alpha Items
.870 6
Reliability of Perceived Usefulness
Case Processing Summary
N %
Cases Valid 400 100.0
Excluded® 0 0
Total 400 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's N of

Alpha Hems
.836 5
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Reliability of Trust

Case Processing Summary

N %
Cases  Valid 400 100.0
Excluded® 0 0
Total 400 100.0
a. Listwise deletion based on all
variables in the procedure.
Reliability Statistics
Cronbach's N of
Alpha Items
8635 6
Reliability of Attitude
Case Processing Summary
N %
Cases  Valid 400 100.0
Excluded® 0 .0
Total 400 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's N of
Alpha Items

891
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Retiability of Behavioral Intention

Case Processing Summary

N %
Cases  Valid 400 100.0
Excluded® 0 .0
Total 400 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's
Alpha

N of
{tems

726
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Appendix C

Descriptive Analysis for Demographic Factors

Gender
Gender
Valid Cumulative
Frequency| Percent Percent Percent
Valid Male 182 45.5 45.5 455
Female 218 54.5 54.5 160.0
Total 400 100.0 100.0
Status
Status
Valid Cumulative
Frequency | Percent Percent Percent
Valid International 293 73.3 73.3
Tourist
Domestic Tourist 107 26.8 26.8
Total 400 100.0 160.0
Region
Region
Valid Cumulative
Frequency | Percent Percent Percent
Valid America 43 10.8 10.8 10.8
Europe 46 11.5 I1.5 223
Asia 256 64.0 64.0 86.3
Africa 24 6.0 6.0 923
Australasia 31 7.8 7.8 100.0
Total 400 100.0 160.0
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Marital Status

Marital Status
Valid Cumulative
Frequency | Percent Percent Percent

Valid Single 250 62.5 62.5 62.5

Married 113 28.3 28.3 90.8

Divorced/Widow 37 93 93 100.0

ed

Total 400 100.0 100.0
Age

Age
Valid Cumulative
Frequency | Percent Percent Percent

Valid Under 20 36 9.0 9.0 9.0

Between 20- 183 45.8 45.8 54.8

30

Between 31- 95 23.8 23.8 78.5

40

Between 41- 60 15.0 15.0 93.5

50

over 50 26 6.5 6.5 100.0

Total 400 100.0 100.0




Highest education level

Highest education level

Valid Cumulative
Frequency{ Percent Percent Percent

Valid High school or 43 10.8 10.8 10.8
less
Bachelor degree 235 58.8 58.8 69.5
Master degree 96 24.0 24.0 935
Doctoral degree 26 6.5 6.5 100.0
Total 400 100.0 100.0

Employment category

Employment category
Valid Cumulative
Frequency | Percent Percent Percent

Valid Student 122 30.5 30.5 30.5
Private sector 120 30.0 30.0 60.5
employees
Government 47 11.8 11.8 72.3
employees
Self-employees 59 14.8 14.8 87.0
Other : 52 13.0 13.0 100.0
Total 400 100.0 100.0
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Descriptive Analysis for Independent variables and Dependent Variable

E-Word of Mouths Communication

Descriptive Statistics

Std.

N Mean Deviation
It is important for me to hear about the 400 4.45 674
experience of others
] am more inclined to purchase when the 400 4.08 786
messages were passe by people 1 know
I have actually purchased after hearing about 400 3.86 9504
it from internet
I generally believe what other people say in 400 3.49 958
social networks
1 have purchase a product that my 400 4.02 791
family/friend recommended
I read information from others to find the 400 4.36 823
lowest prices
I read information from others to get best 400 4.45 821
value for my money
I read information from others to get highest 400 4.31 77
quality available
I read information from others to get benefits 400 432 735
before booking the hotel or purchase products
Valid N (listwise) 400
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Perceived Ease of Use

Descriptive Statistics

Std.
N Mean Deviation

Learning to operate the social networks is 400 423 814
easy

1t is easy for doing what I want it to do 400 4.38 763
My interaction is clear and understandable 400 4.01 729
The social network is flexible to interact with 400 4.03 802
It is easy to become skiltful at using the 400 4.01 764
social networks

I find the social networks easy to use 400 4,21 744
Valid N (listwise) 400
Perceived Usefuiness

Descriptive Statistics
Std.
N Mean Deviation

Using social media enable me for faster 400 4.06 707
selecting

Using social media enable me for online 400 4.47 738
booking and shopping

Using social media increase my productivity 400 4.39 71
in online purchasing

Using social media make online booking for 400 4.09 .844
hotels easier

Using social media is useful for buying 400 4.12 842
tourism products

Valid N (listwise) 400
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Trust

Descripiive Statistics

Std.
N Mean Deviation

I am respected on the social networks 400 4.10 .881
Practices on the social network are related to 400 3.81 857
the customer's best interests

Provide an efficient system for booking hotel 400 4.29 .898
or selecting products

Information from social netwroks is reliable 400 343 9507
I will promises on the social networks will be 400 333 1.010
kept

Overall, the social networks are trustworthy 400 3.53 843
Valid N (listwise) 400
Attitude

Descriptive Statistics
Std.
N Mean Deviation

Using online customization is a good idea 400 4.22 810
Using online customization is a pleasant idea 400 4.12 766
Using online customization is beneficial to 400 4.21 759
me

Valid N (listwise) 400
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Behavioral Intention

Dreseriptive Statistics

Std.

N Mean Deviation
I would use to book my destination if it was 400 4.18 724
available
I intend to use social networks in the future to 400 4.01 788
choice of travel services
I would recommend others to use social 400 4.09 772
networks to find their travel destination
when a comment is positive, [ am more likely 400 3.90 855
to select a travel product/service
when a comment is negative, 1 refrain from 400 4.02 .890
booking or purchase that product
I often purchase tourism products/services 400 3.79 891
online
Valid N (listwise) 400
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