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ABSTRACT

The advancement of technology has propelled us into the era of
information and communication technology, often referred to as the digital age,
transforming various aspects of our lives. This has led to the emergence of numerous
innovations and novel forms of technology. Thailand, being a country renowned for
hosting a multitude of events, has also been impacted by these technological
advancements. Following the announcement that COVID-19 is no longer considered a
dangerous communicable disease but rather an endemic one, along with the
implementation of measures to transition it into an endemic disease, it is crucial to
examine whether the risk perception of COVID-19 has diminished or has no influence
on event attendance in the post-COVID era. Therefore, this research aims to investigate
the factors influencing tourists' intention to use interactive media for events in Thailand
following the COVID-19 pandemic. This quantitative research employs a survey
approach, utilizing online questionnaires as the primary data collection tool. The study
framework is constructed based on the hedonic-motivation system adoption model,

flow theory, and relevant prior research. The factors examined include perceived ease
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of use, curiosity, perceived enjoyment, flow state, COVID-19 of concern, immersion,
and intention to use interactive media. The target population consists of tourists who
intend to use interactive media in Thailand post-COVID-19 and have never experienced
interactive media within event settings. The findings reveal that perceived ease of use,
flow state, curiosity, perceived enjoyment, and immersion significantly influence
tourists' intention to use interactive media. Future research could explore interactive
media in other contexts or incorporate different technologies to enhance our

understanding and develop systems tailored to diverse settings.

Keywords: Interactive media, Events, COVID-19 of concern, Hedonic-motivation system

adoption model, Flow theory
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