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Abstract

The purposes of this research were to study 1) the influence of internet use behavior to intention to

travel 2) the influence of perception of tourism information through digital media to intention to travel 3) the

role of internet data trust in the influence of internet use behavior and perception of tourism information through

digital media to intention to travel by the quantitative research method. A questionnaire was used to collect

the data from a sample of 409 Thai internet users. Pearson’s correlation and multiple regression were used to

analyze the collected data.

The results were that internet use behavior (B = 0.220), and perception of tourism information through

digital media (B = 0.510) positively influenced on the intention to travel. In terms of the internet data trust that

had positively affects the relationship between the internet use behavior and intention to travel (B = 0.306),

perception of tourism information through digital media and intention to travel ( = 0.450). Finally, the implica-

tions of the finding and suggestions for future research are discussed.

Keywords: Internet-Using Behavior, Perception of Tourism Information, Internet Data Trust, Digital Media,

Travel Intention
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Adjusted R?
F

0.220™
0.510™"
0.306™
0.450™
0.046 0.258 0.091 0.201
20.690 142841  41.867  103.362

*p < 0.05,* p < 0.01, ** p < 0.001
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