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ABSTRACT 

 

This research had a purpose to study factors influencing the intention to 

choose hotels in Thailand via online hotel booking service providers. The study was  

a quantitative research that applied the Theory of Reasoned Action and the idea of 

electronic word-of-mouth (eWOM) communication as guideline to create the research 

framework. The samples were 172 groups of participants, both male and female, in 

Thailand, that use social media such as Facebook and LINE. The data were collected 

from electronic questionnaires, distributed via Facebook and LINE, and were processed 

using statistical packages to analyze relationship of factors based on the Theory and 

framework. 

The result of this study showed that the factors regarding brand image and 

message receiver’s attitude toward hotels directly impacted hotel booking intention 

through online hotel booking service providers. The factors regarding message 

receiver’s experiences received from eWOM communication and reliability of source 

of information directly affected perception of message sender’s reliability, and 

confidence in electronic intermediary impacted, both directly and indirectly, 

perception of message sender’s reliability. Perception of comments, perception of 

hotel’s quality and perceptions of compatibility of message receiver did not affect 
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intention to choose of hotels in Thailand via online hotel booking service providers. In 

addition, as the most of the participants were between 20 – 30 years old, which were 

categorized as Generation Y customers, and had high self-confidence, they, thus, 

generally searched information and decided to buy by themselves. This characteristic 

might make them consider factors differently from other generations. 

Factors regarding experience in online hotel booking, confidence in 

electronic intermediary, and reliability of source of information directly influenced 

perception of message sender’s reliability; therefore, the perception of message 

sender’s reliability had high variation. In this regard, further research should study 

whether there are other factors that affect message sender’s reliability in addition to 

this research framework. 

 The benefits of this research may be applied for hotel entrepreneurs, who 

find channels for public relations, in choosing online hotel booking service providers 

or popular websites providing hotel information to create eWOM communication that 

can motivate customers to perceive and select their accommodation services. 

 

Keywords: Intention to choose hotels in Thailand, Trust in e-intermediary, Electronic 
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