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ABSTRACT

How ELECTRONIC WORD OF MOUTH (EWOM) affects the intention to
book hotel in Thailand was studied. This research is based on Theory of Reasoned
Action (TRA) integrated research about eWOM. A research model was built to
examine relevant eWOM factors that affect to the Intention to book hotel. Samples
were facebook and Line users in Thailand. This research is quantity research that
used online questionnaire to collects data, which was analyzed and summarized
statistically.

Results were that the Experience in using eWOM and Source Credibility
affect Perceived eWOM Credibility. Samples perceiving eWOM Credibility have a
positive attitude towards hotels. A Perceived Comment from eWOM, Perceived
Quality of Product in eWOM, Perceived Fits to Receiver of eWOM and Attitude
towards the Hotel affect how information about a hotel is received and determines
booking intention.

Facebook users, the majority of samples, may not be representative of
all social media, since each social media has different ways of presenting and

forwarding eWOM. Future research should include Qualitative Research with In-depth
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Interviews with social media users. The popular social media in the future may
feature other influences of eWOM as yet unknown.

This research increases more factors about eWOM for example Attitude
towards hotel, Source Credibility and Experience in using eWOM. These findings
suggest that eWOM affects the social media reader such an expression of interest on
Facebook and Line to book a hotel. This may be useful for hotel marketers to plan

online advertise and inform positive comment to increase business.
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