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tours and booking accommodations online through

e-commerce among Thai tourists in Bangkok

o a Q‘ o a L4
e Juan’/FAal JunsaeRd/gun eud®/ghun iganins®

v

Pongpat Runla'/ Thitiwut Junsing?/Suthep Tiasri’/

Titima Watanyukunakorn*

1234AuananrnITUUINIG @191N153AN1TNSLTUTULAEBLIU unnafiendesauddia
L234Faculty of Service Industry Hotel and Event Management Rattana Bundit University
Corresponding author E-mail: 'pongpat.game123@gmail.com, 2weerakat.454@gmail.com,
>sutheponly@gmail.com

(Received: May 13, 2024; Revised: November 25, 2024; Accepted: June 27, 2025)

UNAnge
mu'ﬁa‘i’aL%"aami%’uimmL?{mﬁﬁmmé’mﬁua‘ﬁ’quﬁﬂsmms%aﬁﬁl,l,azmiaaﬂﬁﬁn
nsooulatiunismded Sidnnsednduesinviond srynlngluluangunnumiuag
d¥mgUszasdifioAne 1) n1sfuarudedunisd evisuaznisaesdiinniseaulal
2) nagmsynemsmangeulat 3) auduiusszrimsiuieudsstunginasulumsdeiag
wazmsvesiivnmseoulat Tnglduuasuniudisfugiiderhiuaznsnasiiinmeooulat
WumsmdledBidnnselindustinvieaiivrvningluangumwmuassiuau 385 g Tng

'
19/ aada Y aa a

dananinsgideyanilulngldadfdmssaun loud Aede wardrulosuuninsgiu
wazldiSn1smandulseandanduiusuuuifiesdu nan1533enudn 1) seduaufauiu
WnefunsiuianudeaniiauduiusiungAnssunisieisuasnsvesiiinnisesulad

HunsdrgBidnnseindvesinveaiisrvningluwansavmamnuasiunmsineglusziu


mailto:3sutheponly@gmail.com

71
MsEsuywedenuIiinl ey

Uil 27 atuil 1 unsnau-fiquisy 2568

Urunans Wefinnsanfusiesiu nuan sudeny fun1swauInuLe fnanisd1519egly
sedunnn Tnefigulenia/iaan funisiu sudsle duanuvaense wazsunadns na
nsdmvegluseduliunans 2) ssfuaruAaiiuietunagnimentsnaineoulativesie
Wsuaznisaesfiwnnisesulatiunsnded 818 nmsendveatnvioad srvalngluan

a 3

nmIUAS WUl sauanuAaiulunmsmeglusgavunn Wefinnsanilusediu wuin

¥ vaa

nsasrsiunidligsia nslddiisnswavulanseulat nsaseanuthaulavulanseulad 4
nan1sd1Tveglusgivunn neinsdaduiladeadnisa Snansdisvegluszauiiunans
3) Ardudsgdnsanduiusinertuanuduiussenininisiuianudssiidanuduiusiu

a ¢

nRnTIUNSTeTITLaznsTesiiimeeuladinunsmdvgdidnnseiindvesinviedien
ynlngluwangammaviuas w1 adulszavdanduiusseninamsiuianudestuna
gnimsnsnatnoaulay nuitnssuimnudssiiunadng sunsiiu sulena/ian sy
ANuUaensie Audian Auidnla wagaunmsianauesdauduiusidauiniunagnini

nsnameaulatluyniiu
Addey: N135U3 Andes woRnssun1stering mswdivddidnvsetind nnsaeiin

Abstract

The research on risk perception associated with online tour purchasing and
reservation activities through social commerce in Bangkok aims to 1) study the risk
perception of travel purchases and reservations online through social commerce in
Bangkok 2) study online marketing strategies for travel purchases and reservations online
through social commerce 3) study the relationship between risk perception and online
booking behavior through social commerce in the district of Bangkok. The survey was
conducted on 385 sets of online tour buyers or reservations via social commerce in
Bangkok, using statistics that analyze general information using descriptive statistics such
as average and standard deviation, and Pearson correlation coefficients. The research
found that 1) the risk perception level of tourists buying tours and booking accommodations
online through social commerce in Bangkok was moderate. The perceptions on the
social and self-development aspects were at a high level. As for the opportunities and

time, financial, mental, and security aspects, the survey results were moderate. 2) Overall, the
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comment level on online marketing strategies of online tour purchases and reservations
through social commerce in Bangkok was very high. On average, it was found that the
levels of positioning businesses, online influencers and online attractions were high and
the focus on social networking was moderate. 3) The study on the correlation coefficient
between risk perception and online booking behaviour through social commerce in
Bangkok found that the risk perception of financial outcomes, opportunity/time, social,
mental security, and the self-development aspect has a positive correlation with online

marketing strategies in all areas.

Keywords: Awareness, Risk, Tourism buying behavior, Ecommerce, Accommodation
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