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Abstract

The paper aims to study the effect of electronic word of mouth and attitude toward
domestic destination on Thai traveler’s intentions. This research applied quantitative
method. The samples for this study are 310 Thai tourists who travelled domestically since
the beginning COVID-19 pandemic. Data was collected via social network survey through
convenience sampling. Pearson’s Correlation Coefficient test and Multiple Regression
Analysis are used to test the hypotheses at 1 percent level of significance. According to our
result, regarding attitude toward domestic destination, most travelers think domestic tourism
helps boosting local community revenue. As for intention to travel, they would travel
domestically if the COVID-19 pandemic ended. In addition, over 80 percent of tourists read
online reviews from others to educate themselves. The result also reveals that there are an
effect of electronic word of mouth and attitude toward domestic destination on Thai
traveler’s intentions. In addition, the effect of attitude is greater than that of electronic word
of mouth with the coefficient of 0.547 and 0.153, respectively. Our model can forecast Thai

Travelers’ Intentions to travel at 31.3 percent.

Keyword: Attitude, Electronic word of mouth, Travelers’ Intentions
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