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Article 
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Perceived Risks on the Intentions to Purchase 
Overseas Travel Packages via Social Media in 
Thailand: an Application of the Fuzzy Set Delphi 
Method 

Pongchatorn Kulnadee and Sumaman Pankham * 

College of Digital Innovation Technology, Rangsit University, Thailand; pongchatorn.k65@rsu.ac.th 
* Correspondence: sumaman.p@rsu.ac.th 

Abstract: This study investigates the factors influencing consumers' intentions to purchase overseas 
travel packages via social media in Thailand, with a focus on consumer trust and perceived risks. A 
mixed-methods approach was employed, combining qualitative and quantitative research 
techniques. In the qualitative phase, the Fuzzy Set Delphi Method was applied to gather expert 
consensus from 19 participants. For the quantitative phase, a survey was conducted among 600 
individuals who had experience purchasing overseas travel packages on social media in Thailand. 
First-order and second-order confirmatory factor analyses were used to examine the relationships 
between eight identified factors: social media influencer, e-WOM, trust, perceived risk, brand 
image, rating review, personal attitude, and destination image. The results indicate that trust and 
perceived risk are the most significant factors affecting purchase intention. Trust plays a crucial role 
in customers' decision-making processes, while perceived risk influences their tendency to avoid 
purchasing packages if the risk is perceived as high. The insights gained from this study contribute 
to the understanding of factors influencing purchase intentions for overseas travel packages 
through social media in Thailand, providing valuable information for travel agencies to develop 
effective marketing strategies. 

Keywords: purchase intention; trust; perceived risk; social media; fuzzy set Delphi method 
 

1. Introduction 

The tourism industry plays a crucial role in Thailand's economy, as evidenced by its inclusion 
in the country's 20-year national strategy plan (2018-2037). The plan aims to transform current 
industries into future industries, with a focus on services and industries of the future [1]. However, 
the COVID-19 pandemic has had a significant impact on the tourism sector, forcing many operators 
to discontinue their operations and leading to a loss of income and the closure of both domestic and 
international tourism businesses in Thailand. Despite the challenges posed by the pandemic, there 
has been a growing desire to travel once again, with people valuing travel and personal time more 
than ever before [2]. 

The global air travel market has witnessed intense competition between low-cost carriers (LCCs) 
and full-service carriers (FSCs), with LCCs entering the Asian air travel market and emerging markets 
gradually increasing their market share. Both LCCs and FSCs are focusing on cost-cutting strategies 
to attract discerning travelers [3]. This has made it more convenient for Thai tourists to opt for low-
cost airlines when traveling abroad, with purchasing overseas travel packages from travel agencies 
in Thailand becoming a popular option. As of 2024, there are over 13,814 registered companies that 
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have obtained legal tourism licenses, with an additional 101 travel companies registering during the 
first half of April 2024 [4]. 

Thailand has the highest weekly online shopping behaviour in the world, with 68.3% of internet 
users aged 16-64 years engaging in online shopping [5]. The overall picture of spending money on 
travel via online channels around the world appears to be growing better than last year, with airline 
ticket purchases increasing by 6.8%, car rentals by 15%, home rentals by 30%, hotels by 45%, and 
vacation package purchases by 59%. This growth in online travel booking presents a significant 
opportunity for travel agencies to market their overseas travel packages to Thai consumers. 

As of January 2023, Thailand had a total population of 71.75 million people, with 61.21 million 
people (85.3%) using the Internet and 52.25 million individuals (72.8%) using social media [6]. 
Facebook and YouTube are the most popular social media platforms in Thailand, with 48.10 million 
and 43.90 million users, respectively. This high level of internet and social media usage presents a 
great opportunity for travel agencies to promote their overseas travel packages and increase brand 
and product awareness, which can influence tourism demand through the tourist experience [7]. 

Despite the potential for marketing overseas travel packages on social media in Thailand, there 
is a lack of literature exploring the factors that influence Thai consumers' intentions to purchase such 
packages. Previous studies have investigated the impact of consumer trust and perceived risks on 
online purchase intentions in various contexts [8–10], but there is a need for research specifically 
focusing on the purchase of overseas travel packages via social media in Thailand. 

The rationale for this study lies in the importance of understanding the factors that influence 
Thai consumers' intentions to purchase overseas travel packages via social media, given the growing 
trend of online travel booking and the high level of social media usage in Thailand. By identifying 
the key factors that impact consumer trust and perceived risks, travel agencies can develop effective 
marketing strategies to increase sales and build customer loyalty. 

This study aims to address the following research questions: 
What are the key factors that influence consumer trust in purchasing overseas travel packages 

via social media in Thailand? 
How do perceived risks impact Thai consumers' intentions to purchase overseas travel packages 

via social media? 
What strategies can travel agencies implement to increase consumer trust and reduce perceived 

risks when marketing overseas travel packages on social media in Thailand? 
The objectives of this research are: 
To identify the key factors that influence consumer trust in purchasing overseas travel packages 

via social media in Thailand. 
To examine the impact of perceived risks on Thai consumers' intentions to purchase overseas 

travel packages via social media. 
To propose strategies for travel agencies to increase consumer trust and reduce perceived risks 

when marketing overseas travel packages on social media in Thailand. 
This study employed a mixed-methods approach, utilizing both qualitative and quantitative 

data collection and analysis techniques. The research will be organized into two phases: 
Phase 1: A comprehensive literature review was conducted to identify the key factors that 

influence consumer trust and perceived risks in online purchasing, with a focus on the tourism 
industry and social media marketing. A Fuzzy Set Delphi Method (FSDM) was applied to gather 
expert opinions on the factors identified in Phase 1. The FSDM is a modified version of the traditional 
Delphi method that incorporates fuzzy set theory to deal with the uncertainty and ambiguity in 
expert opinions [11]. 

Phase 2: Based on the findings from Phase 1, a survey instrument will be developed and 
administered to a sample of Thai consumers who have purchased or are interested in purchasing 
overseas travel packages via social media. The survey data were analysed using confirmatory factor 
analysis (CFA) to examine the relationships between consumer trust, perceived risks, and purchase 
intentions. 
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The findings of this study contribute to the limited literature on the factors influencing Thai 
consumers' intentions to purchase overseas travel packages via social media. The results provide 
valuable insights for travel agencies in developing effective marketing strategies to increase 
consumer trust and reduce perceived risks, ultimately leading to increased sales and customer 
loyalty. 

Materials and Methods 

2.1. Dependent Variable 

2.1.1. Purchase Intention 

Purchase intention is a crucial concept in consumer behaviour, representing the likelihood of a 
consumer to purchase a specific product or service. In the context of overseas travel packages, 
purchase intention reflects the willingness of Thai consumers to book and pay for travel packages 
marketed on social media platforms. Purchase intention refers to the likelihood that a consumer will 
buy a particular product or service [12]. In the context of overseas travel packages, purchase intention 
represents the willingness of Thai consumers to book and pay for a travel package marketed on social 
media platforms. Previous studies have identified various factors that influence purchase intentions 
in the tourism industry, including trust [9], perceived risk [10], brand image [13], and destination 
image [14]. Several factors have been identified as influential in shaping purchase intentions in the 
tourism industry, including trust, perceived risk, brand image, and destination image [15]. Trust has 
been identified as a key factor influencing purchase intention. It acts as a catalyst in transactions 
between buyers and sellers, contributing to consumer satisfaction and subsequently impacting 
purchase intention [16]. Similarly, perceived risk has been found to have a direct influence on 
purchase intention, with higher levels of perceived risk leading to lower purchase intention [17]. 
Furthermore, brand image has been shown to have a significant impact on purchase intention, with 
a positive relationship between brand image and online purchase intention [18]. In addition to these 
factors, perceived service quality has been found to significantly impact trust and purchase intention, 
with trust playing a mediating role in the relationship between perceived service quality and 
purchase intention [19]. Moreover, the influence of brand personality on purchase intention has been 
explored, revealing a significant effect of brand personality on purchase intention [20]. Furthermore, 
the effect of corporate re-branding on purchase intention has been studied, showing a direct but 
relatively weak effect on purchase intention [21]. The relationship between website quality and travel 
perceived risk in influencing purchase intention has also been investigated, with travel perceived risk 
having a direct influence on purchase intention [22]. Additionally, the influence of multidimensional 
interdisciplinary variables on tourist online purchasing intention has been examined, highlighting 
the impact of various factors such as consumers' online purchasing experience, novelty-seeking 
behaviour, and perceived ease of use on purchase intention [23]. 

2.2. Independent Variable 

2.2.1. Social Media Influencer 

Social media influencers are individuals who have established credibility in a specific industry 
or niche and have access to a large audience through social media [24]. Influencer marketing has 
become an increasingly popular strategy in the tourism industry, as it can effectively reach target 
audiences and influence their purchase decisions [25]. Studies have shown that social media 
influencers can positively impact consumers' attitudes and purchase intentions towards travel 
products [26]. Social media influencers play a pivotal role in shaping consumer behaviour and 
purchase intentions, particularly in the context of the tourism industry. Influencer marketing has 
gained significant traction as a powerful strategy to reach and influence target audiences, ultimately 
impacting their purchase decisions [27]. The influence of social media influencers on brand image, 
self-concept, and purchase intention has been widely recognized, highlighting the substantial impact 
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of influencers on consumer behaviour [28]. In the tourism sector, influencers who focus on travel-
related content, known as travel influencers, have emerged as key players in shaping consumers' 
travel intentions and purchase decisions [29]. The credibility of social media influencers has been 
identified as a critical factor influencing consumers' intentions. Studies have measured various 
dimensions of influencers' source credibility, including attractiveness, trustworthiness, expertise, 
entertainment value, and similarity, and their impact on consumer behaviour and purchase 
intentions [30]. Furthermore, the integration of social media channels, such as embedded social media 
channels, has been found to provide gratifications to users, influencing their satisfaction and 
purchase intentions [31]. Social media platforms, particularly Facebook, have been evaluated for their 
communication effectiveness in promoting travel products, demonstrating their influence on 
purchase intentions, especially among college students [32]. Moreover, the mediating role of 
purchase intention in the relationship between e-WOM (electronic word-of-mouth), e-WOM 
credibility, and purchase decisions has been explored, emphasizing the intricate dynamics of 
consumer decision-making processes influenced by social media content [33]. 

The credibility of social media influencers has been established as a significant determinant of 
purchase intention, particularly in the beauty industry, underscoring the importance of credibility in 
influencer marketing [34]. Additionally, the mediating role of brand trust in the relationship between 
social media marketing activities and purchase intention has been highlighted, shedding light on the 
mechanisms through which social media influences consumer behaviour [35]. Furthermore, the 
impact of social media marketing activities on consumers' purchase intentions, particularly in the 
context of handloom clothes, has been investigated, with demographic variables such as age, gender, 
income, and cultural differences being considered as potential moderators in shaping purchase 
intentions [36]. The interplay between social media marketing, brand image, and purchase intention 
has been examined, revealing their significant influence on brand loyalty, further emphasizing the 
pivotal role of social media in shaping consumer behaviour [37]. Additionally, the influence of social 
media marketing and e-WOM on purchase decisions through purchase intention has been studied, 
providing insights into the complex relationships between social media content and consumer 
decision-making processes [38]. The effect of social media marketing and brand awareness on 
purchase decisions through purchase intention has been explored, highlighting the indirect influence 
of these variables on purchase intentions, further elucidating the multifaceted nature of consumer 
decision-making processes influenced by social media content [39]. Moreover, the influence of social 
influence and product attributes on customer purchase intention, particularly in the context of 
second-hand clothes, has been investigated, shedding light on the factors shaping purchase 
intentions in specific market segments [40]. Additionally, the role of social media influencers in 
building trust and impacting travel decisions, particularly in the context of halal tourism, has been 
examined, emphasizing the significance of influencers in shaping travel intentions and decisions [41]. 

The adoption of information on social media and its impact on travel intention has been studied, 
emphasizing the role of information quality and credibility in influencing travel intentions, 
underscoring the importance of social media content in shaping travel behaviour [42]. Furthermore, 
the influence of social networks in travel decisions has been evaluated, highlighting the 
transformative impact of social media on travel behaviour and decision-making processes [43]. The 
effect of social media influencers and brand image on online purchase intention during the COVID-
19 pandemic has been investigated, providing insights into the evolving dynamics of consumer 
behaviour in response to external factors such as the pandemic [44]. Moreover, the impact of social 
media marketing and e-WOM on purchase intention of consumer goods buyers has been examined, 
shedding light on the opportunities and challenges presented by social media and e-WOM in shaping 
purchase intentions [45]. The transformation of consumer behaviour by lifestyle and social media 
influencers, particularly in the context of lifestyle changes from smoking to vaping, has been studied, 
providing valuable implications for understanding the influence of influencers on consumer 
behaviour [46]. Additionally, the influence of social media on consumer purchase intentions, with 
like behaviour as a moderator, has been explored, offering insights into the nuanced dynamics of 
social media interactions and their impact on consumer behaviour [47]. Furthermore, the effects of 
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social media, email marketing, website, and mobile applications on purchase intention and consumer 
decisions have been investigated, highlighting the multifaceted nature of digital marketing strategies 
and their influence on consumer behaviour [48]. The influence of user-generated content (UGC) on 
social media platforms in travel planning has been examined, emphasizing the growing impact of 
UGC on travel behaviour and decision-making processes [49]. Additionally, the role of social media 
marketing in Nepal, particularly in the context of travel intermediaries, has been studied, providing 
valuable insights for travel managers in leveraging social media for marketing purposes [50]. 

2.2.2. e-WOM 

Electronic word-of-mouth (e-WOM) refers to any positive or negative statement made by 
potential, actual, or former customers about a product or company, which is made available to a 
multitude of people and institutions via the Internet [51]. In the tourism industry, e-WOM can 
significantly influence consumers' travel decisions, as they often rely on the experiences and opinions 
of others when planning trips [52]. Research has demonstrated that positive e-WOM can increase 
consumers' trust and purchase intentions towards travel products [53]. Electronic word-of-mouth (e-
WOM) has emerged as a significant influencer of consumer behaviour and purchase intentions, 
particularly in the context of the tourism industry. e-WOM encompasses the transmission of positive 
or negative statements about a product or company through the Internet, which can significantly 
impact consumers' travel decisions [54]. The influence of e-WOM on purchase intentions has been 
widely studied, with findings indicating that e-WOM can exert a substantial influence on consumers' 
attitudes and intentions towards various products, including green apparel products and 
remanufactured products [55,56]. Moreover, the credibility of e-WOM as a reliable source of 
information has been emphasized, highlighting its role in shaping consumer perceptions and 
purchase intentions [57]. Furthermore, the mediating role of e-WOM information adoption in 
influencing young consumers' online purchase intentions has been explored, shedding light on the 
mechanisms through which e-WOM influences consumer decision-making processes [58]. 
Additionally, the influence of e-WOM on consumers' purchase intentions in social commerce has 
been investigated, revealing the significant impact of e-WOM on consumers' purchase decision-
making processes [59]. The role of e-WOM as a key information source for consumers' purchase 
decision-making has been underscored, emphasizing its influence on consumers' purchase intentions 
[60]. Moreover, the impact of e-WOM on consumers' purchase intentions for agricultural products of 
regional public brands has been examined, providing insights into the factors influencing consumers' 
purchase intentions and the role of e-WOM in shaping purchase decisions [61]. Additionally, the 
influence of e-WOM on Malaysian Facebook users' online airline tickets purchase intentions has been 
studied, offering valuable implications for airline and travel organizations in Malaysia [62]. The effect 
of e-WOM on purchase intentions through brand awareness has been investigated, highlighting the 
multifaceted nature of e-WOM's influence on consumer purchase intentions [63]. Furthermore, the 
influence of social media marketing and e-WOM on purchase decisions through purchase intention 
has been explored, providing insights into the complex relationships between social media content, 
e-WOM, and consumer decision-making processes [38]. The role of e-WOM in increasing brand 
awareness, brand image, and purchase intention has been examined, shedding light on the 
multifaceted influence of e-WOM on consumer perceptions and purchase intentions [64]. 
Additionally, the intermediary effect of attachment behaviour in live streaming marketing has been 
studied, emphasizing the nuanced dynamics of e-WOM's influence on consumer behaviour [39]. 
Moreover, the influence of e-WOM on consumers' purchase intentions for travel-related products 
and services has been investigated, highlighting the significance of e-WOM in shaping consumers' 
travel decisions and purchase intentions [65]. The role of e-WOM in influencing consumer purchase 
intentions through social media platforms has been emphasized, underscoring the growing 
importance of e-WOM in the digital era [47]. Additionally, the study on the influence of college 
students' perceived e-WOM and product attitude on purchase intention has provided valuable 
insights into the factors shaping purchase intentions among young consumers [66]. Furthermore, the 
impact of e-WOM on consumers' purchase intentions of smartphone products has been examined, 
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revealing the influence of e-WOM on consumers' attitudes and purchase intentions towards products 
[67]. The study on consumers' electronic word-of-mouth-seeking intentions on social media sites 
concerning fashion channels has provided insights into the factors influencing consumers' e-WOM-
seeking behaviour and its implications for marketing strategies [68]. These studies collectively 
underscore the substantial influence of e-WOM on consumer behaviour and purchase intentions, 
offering valuable implications for businesses and marketers seeking to leverage e-WOM in shaping 
consumer perceptions and purchase decisions. 

2.2.3. Trust 

Trust is a crucial factor in online transactions, as consumers often perceive higher risks when 
purchasing products or services online [9]. In the context of overseas travel packages, trust refers to 
the consumer's belief that the travel agency will fulfil its obligations and act in the consumer's best 
interest [8]. Studies have shown that trust positively influences consumers' purchase intentions in the 
tourism industry [69]. Trust plays a pivotal role in shaping consumer behaviour and purchase 
intentions in the context of online transactions, particularly in the tourism industry. The significance 
of trust in e-commerce customer relationships has been widely recognized, with studies highlighting 
the multifaceted nature of trust in online transactions [70]. Moreover, the influence of trust on 
patients' willingness to choose online health consultation has been studied, emphasizing the critical 
role of trust in shaping consumers' decisions in the healthcare domain [71]. Additionally, the effects 
of tourism e-commerce live streaming features on consumer purchase intention have been examined, 
shedding light on the mediating role of trust in influencing consumers' purchase decisions [72]. 
Furthermore, the benevolence, integrity, and competence characteristics of e-commerce companies 
have been identified as influential factors in shaping consumers' perceived trust, purchase intention, 
and attitudinal loyalty, underscoring the multifaceted nature of trust in e-commerce settings [73]. The 
role of trust and gender in online tourism shopping has been investigated, with transaction security 
being identified as a factor positively affecting trust in online environments [74]. Moreover, the 
influence of emotions on trust in online transactions using new technology has been studied, 
highlighting the growing significance of trust in the digital era [75].  

The construction of consumer dynamic trust in cross-border online shopping has been 
examined, providing insights into the factors influencing consumers' trust in cross-border online 
shopping platforms and businesses [76]. Additionally, the evaluation model of transaction trust in 
online group-buying based on transaction history information has been proposed, emphasizing the 
importance of trust in online group-buying transactions [77]. The impact of transaction trust on 
consumers' intentions to adopt m-commerce has been investigated, highlighting the pivotal role of 
trust in shaping consumers' adoption of mobile commerce technologies [78]. Moreover, the influence 
of knowledge and trust in e-consumers' online shopping behaviour has been studied, emphasizing 
the role of knowledge in engendering trust in online transactions [79]. The impact of psychological 
factors on consumers' trust in the adoption of m-commerce has been examined, underscoring the 
critical role of trust in shaping consumers' decisions to adopt mobile commerce technologies [80]. 
Additionally, the factors that affect consumers' trust and continuous adoption of online financial 
services have been investigated, highlighting the positive effect of navigation functionality and 
perceived security on trust [81]. 

2.2.4. Perceived Risk 

Perceived risk refers to the consumer's perception of the potential negative consequences 
associated with purchasing a product or service [82]. In the tourism industry, perceived risks can 
include financial, performance, psychological, and safety risks [10]. Research has demonstrated that 
perceived risks negatively influence consumers' purchase intentions towards travel products [8]. 
Perceived risk, a fundamental concept in consumer behaviour, encompasses the consumer's 
perception of potential negative consequences associated with purchasing a product or service. In the 
context of the tourism industry, perceived risks can encompass financial, performance, psychological, 
and safety risks, which significantly influence consumers' purchase intentions towards travel 
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products [83]. The relationships among perceived quality, perceived risk, and perceived product 
value have been studied, shedding light on the intricate interplay between these factors in shaping 
consumers' perceptions and purchase intentions [84]. Moreover, the adoption of electronic word-of-
mouth (e-WOM) through consumers' perceived credibility has been examined, emphasizing the 
critical role of perceived credibility in influencing consumers' trust and purchase intentions [85]. 
Furthermore, the interplay between perceived benefits, perceived risk, and trust has been explored, 
providing insights into the complex dynamics of consumer decision-making processes influenced by 
perceived benefits and risks [86]. The influence of negative e-WOM on switching intention has been 
studied, highlighting the impact of negative e-WOM on consumers' attitudes and intentions towards 
products or services highlighted in the negative e-WOM [87]. Additionally, a conceptual framework 
has been developed to understand consumers' perceptions of quality, risk, and value, offering 
valuable insights into the multifaceted nature of perceived risk in shaping consumers' purchase 
intentions [88]. Moreover, the impact of e-WOM on reducing uncertainties in the decision-making 
process has been examined, emphasizing the role of e-WOM in providing valuable information to 
consumers and reducing uncertainties in their decision-making processes [89]. The borrower's 
perceived risk in mortgage choice has been studied, providing insights into the factors influencing 
borrowers' perceived risks and their implications for mortgage choices [90]. Additionally, the 
influence of social media influencers on consumers' purchase intentions of beauty products has been 
investigated, shedding light on the impact of social media influencers on consumers' purchase 
decisions [91]. The role of perceived risk in mediating the influence of perceived quality on perceived 
value has been examined, providing valuable insights into the mechanisms through which perceived 
quality influences consumers' perceived value through perceived risk [92]. Moreover, the factors 
driving electronic word-of-mouth use through a configurational approach have been disentangled, 
offering insights into the core conditions reinforcing consumers' use of e-WOM and their implications 
for consumer behaviour [93]. These studies collectively underscore the multifaceted nature of 
perceived risk and its significant influence on consumer behaviour and purchase intentions, offering 
valuable implications for businesses and marketers seeking to understand and address consumers' 
perceived risks in their decision-making processes. 

2.2.5. Brand Image 

Brand image refers to the set of associations and perceptions that consumers hold about a 
particular brand [94]. In the tourism industry, a strong brand image can differentiate a travel agency 
from its competitors and influence consumers' trust and purchase intentions [13]. Studies have shown 
that a positive brand image can increase consumers' confidence in a travel agency and their 
willingness to book travel packages [95]. Brand image plays a pivotal role in influencing consumer 
behaviour and purchase intentions, particularly in the tourism industry. A strong brand image can 
differentiate a travel agency from its competitors and significantly influence consumers' trust and 
purchase intentions [96]. The influence of brand image on consumers' buying decisions has been 
widely studied, with findings indicating that brand image significantly impacts consumers' purchase 
intentions and behaviours [97]. Moreover, the mediating role of brand image in influencing 
consumers' loyalty and purchase intentions has been examined, highlighting the multifaceted nature 
of brand image in shaping consumer perceptions and behaviours [98]. Furthermore, the impact of 
brand image on consumers' purchase decisions in online settings has been investigated, shedding 
light on the critical role of brand image in shaping consumers' online purchase intentions [99]. The 
influence of primary and secondary brand associations on consumers' perceptions and purchase 
intentions has been studied, providing valuable insights into the factors shaping consumers' brand 
perceptions and purchase intentions [100]. Additionally, the effect of brand positioning, brand image, 
and perceived price on consumers' repurchase intentions has been examined, emphasizing the 
multifaceted nature of brand image in shaping consumers' repurchase intentions [101]. Moreover, 
the influence of word of mouth, service quality, and brand image on consumer loyalty through brand 
trust has been explored, providing insights into the complex relationships between these factors and 
their implications for consumer loyalty and purchase intentions [102]. The impact of brand image on 
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consumers' repurchase intentions in the low-cost carrier industry has been studied, offering valuable 
implications for low-cost carriers seeking to understand and leverage brand image in shaping 
consumer behaviours [103]. Additionally, the role of brand image in mediating the effect of product 
quality on repurchase intention has been examined, highlighting the mediating role of brand image 
in influencing consumers' repurchase intentions [104]. 

2.2.6. Rating Review 

Rating reviews are online evaluations provided by consumers who have purchased and 
experienced a product or service [105]. In the tourism industry, rating reviews can provide valuable 
information for potential travelers and influence their decision-making process [106]. Research has 
demonstrated that positive rating reviews can increase consumers' trust and purchase intentions 
towards travel products [107]. Rating reviews, as online evaluations provided by consumers who 
have purchased and experienced a product or service, play a crucial role in influencing consumer 
behaviour and purchase intentions [107]. In the tourism industry, rating reviews are particularly 
influential, providing valuable information for potential travelers and significantly impacting their 
decision-making process [108]. Research has demonstrated that positive rating reviews can 
substantially increase consumers' trust and purchase intentions towards travel products, 
highlighting the pivotal role of rating reviews in shaping consumer perceptions and behaviours [109]. 
The influence of rating reviews on consumers' purchase intentions has been widely studied, with 
findings indicating that rating reviews significantly impact consumers' purchase decisions and 
behaviours [110]. Moreover, the impact of rating reviews on consumers' trust and purchase intentions 
in social commerce has been examined, emphasizing the critical role of rating reviews in shaping 
consumers' trust and purchase intentions in the context of social commerce [111]. Additionally, the 
effect of rating reviews on consumers' perceptions and purchase intentions in the tourism industry 
has been investigated, providing valuable insights into the factors shaping consumers' perceptions 
and purchase intentions in the context of tourism products and services [112]. 

2.2.7. Personal Attitude 

Personal attitude refers to an individual's positive or negative evaluation of performing a 
particular behaviour [12]. In the context of overseas travel packages, personal attitude represents a 
consumer's favourable or unfavourable assessment of booking a travel package marketed on social 
media. Studies have shown that personal attitude positively influences consumers' purchase 
intentions in the tourism industry [113]. Personal attitude, as defined by Fishbein and Ajzen [12], 
represents an individual's positive or negative evaluation of performing a particular behaviour. In 
the context of overseas travel packages, personal attitude reflects a consumer's favourable or 
unfavourable assessment of booking a travel package marketed on social media. Research has shown 
that personal attitude plays a significant role in influencing consumers' purchase intentions in the 
tourism industry [114]. The influence of personal attitude on consumers' purchase intentions has been 
widely studied, with findings indicating that personal attitude significantly impacts consumers' 
purchase decisions and behaviours [115]. Moreover, the mediating role of personal attitude in 
influencing consumers' loyalty and purchase intentions has been examined, highlighting the 
multifaceted nature of personal attitude in shaping consumer perceptions and behaviours [116]. 
Furthermore, the impact of personal attitude on consumers' purchase decisions in online settings has 
been investigated, shedding light on the critical role of personal attitude in shaping consumers' online 
purchase intentions [117]. The influence of primary and secondary personal associations on 
consumers' perceptions and purchase intentions has been studied, providing valuable insights into 
the factors shaping consumers' personal perceptions and purchase intentions [118]. Additionally, the 
effect of personal attitude on consumers' perceptions and purchase intentions in the tourism industry 
has been examined, offering valuable insights into the factors shaping consumers' perceptions and 
purchase intentions in the context of tourism products and services [119]. Moreover, the influence of 
personal attitude on consumers' purchase intentions in luxury commerce has been studied, shedding 
light on the importance of personal attitude in shaping consumers' perceptions and purchase 
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intentions in the luxury market [120]. Additionally, the role of personal attitude in mediating the 
effect of product quality on repurchase intention has been examined, highlighting the mediating role 
of personal attitude in influencing consumers' repurchase intentions [121]. 

2.2.8. Destination Image 

Destination image refers to the sum of beliefs, ideas, and impressions that a person has of a 
destination [122]. In the tourism industry, a positive destination image can attract potential travelers 
and influence their decision to visit a particular location [14]. Research has demonstrated that 
destination image positively influences consumers' purchase intentions towards travel products 
[123]. Destination image, as the sum of beliefs, ideas, and impressions that a person holds of a 
destination, also plays a crucial role in influencing consumer behaviour and purchase intentions in 
the tourism industry. A positive destination image can attract potential travelers and significantly 
influence their decision to visit a particular location [124]. The influence of destination image on 
consumers' purchase intentions has been widely studied, with findings indicating that destination 
image significantly impacts consumers' purchase decisions and behaviours [125]. Moreover, the 
mediating role of destination image in influencing consumers' loyalty and purchase intentions has 
been examined, highlighting the multifaceted nature of destination image in shaping consumer 
perceptions and behaviours [126]. 

Based on the literature review, the conceptual framework for this study is presented in Figure 1. 
The framework illustrates the relationships between the eight independent variables (social media 
influencer, e-WOM, trust, perceived risk, brand image, rating review, personal attitude, and 
destination image) and the dependent variable (purchase intention). 

The researchers conducted a study on purchase intention for overseas travel packages on social 
media in Thailand. They used the fuzzy Delphi technique, first-order confirmatory factor analysis 
and second-order confirmatory factor analysis to analyse the composition of these intentions. The 
study identified eight factors influencing purchase intentions: social media influencer, e-WOM, trust, 
perceived risk, brand image, rating review, personal attitude, and destination image. These factors 
are illustrated in Figure 1. 
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Figure 1. Study’s Model. 

Methodology 

This research will study using mixed methods with data collection and qualitative and 
quantitative research data analysis of purchase intention for overseas travel packages on social media 
in Thailand. This study was conducted in accordance with the ethical standards of Rangsit University 
on human research and was approved by the Institutional Review Board (IRB). Prior to 
commencement, the study was thoroughly reviewed and received IRB approval on October 3, 2023 
with the protocol COA. No. RSUERB2023-155. All participants provided informed consent, and their 
anonymity and confidentiality were maintained throughout the research process. The IRB approval 
ensures adherence to national and international guidelines for ethical research involving human 
subjects. The researcher has the following research methods: 

Phase 1: Qualitative research to seek expert consensus regarding purchase intention of 
overseas travel packages 
# Step details 
1 Determine problems by combining research and literature in the relevant field. 
2 Determine the qualifications of a group of 21 experts. 

3 

A questionnaire was sent to 21 experts over 3 rounds using e-Delphi to gather their 
opinions. 
Round 1: Create an open-ended questionnaire 
Round 2: Create a questionnaire by extracting the analysed answers from the first 
round into variables. 
Round 3: To ensure the accuracy of the experts' responses in second round. 

4 Summarized to obtain indicators based on the consensus measurement method of 21 
experts using Fuzzy Delphi Theory. 

Phase 2: Quantitative research was conducted using an online questionnaire 
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5 
Creating an online questionnaire from experts in step 1 was used to ask and collect 
information from a group of 800 people who had previously purchased overseas travel 
packages on social media. 

6 To summarize the results of the quantitative research, the process involves collecting 
data, analysing them, and presenting the findings in a concise manner. 

This study employed a mixed-methods approach to investigate the factors influencing 
consumers' intentions to purchase overseas travel packages via social media in Thailand, with a 
particular focus on consumer trust and perceived risks. The research is divided into two phases: a 
qualitative phase utilizing the e-Fuzzy Delphi Technique and a quantitative phase using an online 
questionnaire. 

3.1. Qualitative Research using the e-Fuzzy Delphi Technique 

The qualitative phase of the study aims to seek expert consensus regarding the purchase 
intention of overseas travel packages. The population for this phase consists of 21 participants, 
divided into three groups: 7 university professors teaching business administration and marketing, 
7 marketing and social media experts, and 7 travel agency or tour business executives [127]. The 
selection criteria for each group ensure that the participants have the necessary knowledge and 
experience in their respective fields. For example, the professors should have at least two years of 
teaching experience in business administration and marketing, while the marketing and social media 
experts should have a minimum of two years of work experience or possess a certificate from online 
social platforms such as Facebook, Line, or TikTok. The travel agency or tour business executives 
should work for companies that have been operating for at least five years. 

An online questionnaire is used as the research instrument for data collection in the qualitative 
phase. The researcher conducts a thorough analysis of relevant tables and compiles the data to create 
an open-ended questionnaire for Round 1 of the survey. In Round 2, the data collected from Round 
1 is used as variables to design a closed-ended questionnaire, and the experts are asked to assess the 
appropriateness of a 7-level rating scale for implementing the Fuzzy Delphi Technique [128,129]. 

Data collection for the qualitative phase is conducted over a three-month period, with three 
rounds of online questionnaires sent via email. The data analysis employs the Fuzzy Delphi Method, 
a mathematical method for analysing ambiguity and uncertainty. The function is configured by 
shifting the member to a triangle shape, and the equation of the function member shift is as follows: 
F = (l,m,u), where l is the smallest value of a member of Fuzzy, M is the largest value of a member of 
Fuzzy, and u is the greatest membership fee of Fuzzy [130]. The researchers utilize the fuzzy mean 
method to convert values from opinions on the Likert scale to Fuzzy numbers, combining expert 
opinions as (l+m+u)/3. A threshold of 0.70 is set to determine the acceptance of a question; if the value 
exceeds 0.70, the question is accepted, and if the value does not meet the threshold, the question is 
rejected.  

3.2. Quantitative Research with an Online Questionnaire 

The quantitative phase of the study involved conducting research using an online questionnaire. 
The eligible population for this phase included 800 people residing in Thailand and having purchased 
overseas travel packages on social media. The exact population size was unknown, and the names of 
those who had purchased overseas travel packages on social media at least once were recruited for 
the study. 

The research instrument for the quantitative phase was an online questionnaire (e-Delphi) 
created using the results obtained from the group of 21 experts in the first phase. The questionnaire 
was used to gather opinions from 800 people who had previously purchased overseas travel packages 
on social media [128]. 

Data collection for the quantitative phase was conducted using the online questionnaire (e-
Delphi) distributed to Thai individuals who had purchased travel packages via social media 
platforms. The questionnaire included screening questions to ensure that only respondents who had 
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purchased an overseas travel package on social media in Thailand were included in the analysis. The 
data collection period for this phase lasted for three months. 

A second-order confirmatory factor analysis (CFA) was conducted using pre-existing software 
to analyse data for the quantitative phase. Maximum likelihood (ML) was used to determine the 
parameters. Various statistical measures, such as Chi-square (X2), relative chi-square (CMIN/df), 
Tucker-Lewis index (TLI), an adjustment of the goodness of fit index (AGFI), the goodness of fit index 
(GFI), comparative fit index (CFI), incremental fit index (IFI), root mean square error of 
approximation (RMSEA), root mean square residual (RMR), and standardized root mean square 
residual (SRMR) were analysed to assess the viability of the confirmation element for the influence 
of trust and perceived risk on purchase intention of overseas travel packages on social media in 
Thailand. Additionally, the compatibility of the empirical data with the model was assessed [131]. 

In conclusion, this mixed-methods study investigated factors influencing consumers' intentions 
to purchase overseas travel packages via social media in Thailand, with a focus on consumer trust 
and perceived risks. The qualitative phase employed the e-Fuzzy Delphi Technique to seek expert 
consensus while the quantitative phase used an online questionnaire to gather data from consumers 
who had previously purchased overseas travel packages on social media. The data analysis 
techniques, including the Fuzzy Delphi Method and second-order confirmatory factor analysis, were 
used to assess the relationships between the identified factors and the purchase intention of overseas 
travel packages on social media in Thailand. 

4. Results 

4.1. Expert consensus on Fuzzy Set Delphi 

The findings presented in this research are based on a consensus reached by subject matter 
experts regarding the compiled Fuzzy Set Delphi steps. The information was obtained from feedback 
collected from a group of 19 trusted experts. The results were presented below. 

 
Scheme 0. All variables in the table meet this criterion, with crisp values ranging from 0.70 to 0.93. 

In summary, the Fuzzy Delphi Method was applied to assess the relevance and importance of 
the observed variables used in the study. The results showed that all variables were accepted by the 
expert panel, indicating a consensus that these variables were appropriate for measuring their 
respective latent constructs. This consensus provided support for the validity of the measurement 
model and allowed for further analyses, such as confirmatory factor analysis and structural equation 
modeling, to investigate the relationships between the latent constructs and their impact on purchase 
intention for overseas travel packages on social media in Thailand. 

Nineteen experts agreed to accept all answers with a threshold value of 0.7. Therefore, the 
authors used a questionnaire to conduct further quantitative research. They sought the opinion of 
Thai people who had purchased overseas travel packages on social media in Thailand. 
  

# Crisp Value Result # Crisp Value Result
SI1 0.60 0.77 0.88 0.75 Accepted RR1 0.78 0.92 0.97 0.89 Accepted
SI2 0.56 0.72 0.86 0.71 Accepted RR2 0.70 0.85 0.94 0.83 Accepted
SI3 0.55 0.72 0.85 0.71 Accepted RR3 0.84 0.95 0.99 0.93 Accepted

EW1 0.68 0.83 0.93 0.81 Accepted PA1 0.64 0.80 0.90 0.78 Accepted
EW2 0.67 0.80 0.89 0.79 Accepted PA2 0.68 0.82 0.92 0.81 Accepted
EW3 0.77 0.89 0.94 0.87 Accepted PA3 0.54 0.72 0.85 0.70 Accepted
TR1 0.59 0.75 0.87 0.74 Accepted DI1 0.69 0.83 0.91 0.81 Accepted
TR2 0.56 0.74 0.87 0.72 Accepted DI2 0.71 0.84 0.91 0.82 Accepted
TR3 0.58 0.77 0.89 0.75 Accepted DI3 0.74 0.87 0.92 0.84 Accepted
PR1 0.75 0.89 0.96 0.86 Accepted PI1 0.67 0.80 0.87 0.78 Accepted
PR2 0.73 0.86 0.93 0.84 Accepted PI2 0.71 0.85 0.94 0.83 Accepted
PR3 0.69 0.84 0.93 0.82 Accepted PI3 0.68 0.82 0.91 0.80 Accepted
BI1 0.72 0.87 0.94 0.85 Accepted
BI2 0.71 0.86 0.94 0.84 Accepted
BI3 0.74 0.88 0.95 0.86 Accepted

Average Average
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4.2.-First-Order Confirmatory Factor Analysis  

Figure 2 illustrates the results of the first-order confirmatory factor analysis (CFA) conducted in 
the study. The purpose of CFA is to assess the measurement model, which specifies the relationships 
between the observed variables (indicators) and their respective latent constructs (factors). The figure 
shows the standardized factor loadings, factor correlations, and error terms associated with each 
indicator. 

 

Figure 2. First-order confirmatory factor analysis. 

The latent constructs in the model are represented by ovals, while the observed variables are 
represented by rectangles. The arrows connecting the latent constructs to the observed variables 
indicate the factor loadings, which represent the strength of the relationship between each indicator 
and its corresponding factor. The arrows connecting the latent constructs to each other represent the 
factor correlations, which indicate the degree to which the factors are related. 

The standardized factor loadings range from 0.51 to 0.87, suggesting that the indicators are 
moderately to strongly related to their respective factors. For example, the factor loading of 0.87 
between the latent construct "PI" (Purchase Intention) and the observed variable "PI2" indicates that 
PI2 is a strong indicator of the Purchase Intention factor. 

The factor correlations range from 0.51 to 0.85, indicating moderate to strong relationships 
between the latent constructs. For example, the factor correlation of 0.85 between "SI" (Social Media 
Influencer) and "PI" (Purchase Intention) suggests that these two factors are strongly related. 

The error terms associated with each observed variable are represented by the small circles with 
arrows pointing towards the indicators. These error terms account for the variance in the observed 
variables that is not explained by their respective factors. 

The model also includes several fit indices, such as CMIN/DF (2.049), AGFI (0.918), GFI (0.933), 
CFI (0.975), TLI (0.972), IFI (0.975), RMSEA (0.041), and RMR (0.018). These indices assess the overall 
goodness-of-fit of the measurement model, with values meeting the recommended thresholds 
indicating a well-fitting model. 

In summary, the first-order confirmatory factor analysis presented in Figure 3 provides evidence 
for the validity and reliability of the measurement model. The standardized factor loadings, factor 
correlations, and error terms support the relationships between the observed variables and their 
respective latent constructs. The fit indices suggest that the model has a good fit with the observed 
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data, providing a solid foundation for further analyses, such as structural equation modeling, to test 
the hypothesized relationships between the latent constructs. 

 
Figure 3. Second-order confirmatory factor analysis. 

Table 1 presents the results of the harmonization of the first-order confirmatory factor analysis. 
The purpose of this analysis is to assess the goodness-of-fit of the measurement model, which 
describes the relationships between the observed variables (indicators) and their respective latent 
constructs (factors). The table provides various fit indices and their corresponding criteria for 
evaluating the model fit. 

Table 1. Harmonization of first-order confirmatory factor. 

Statistical Values CMIN/DF AGFI GFI CFI 
Criteria for Consideration ≤ 2.00  ≤0.90   ≤0.90   ≤0.90  
Statistics Obtained 1.632 0.928 0.945 0.985 
Consideration Qualified Qualified Qualified Qualified 
Statistical Values TLI IFI RMSEA RMR 
Criteria for Consideration  ≤0.90   ≤0.90  ≤ 0.08 ≤ 0.08 
Statistics Obtained 0.981 0.985 0.032 0.013 
Consideration Qualified Qualified Qualified Qualified 

The first fit index is the relative chi-square (CMIN/DF), which is the ratio of the model's chi-
square value to its degrees of freedom. A value of 1.632 is obtained, which is below the recommended 
threshold of 2.00, indicating a good fit between the model and the observed data. 

The Adjusted Goodness-of-Fit Index (AGFI) and the Goodness-of-Fit Index (GFI) are both above 
the recommended threshold of 0.90, with values of 0.928 and 0.945, respectively. These indices 
measure the proportion of variance in the sample covariance matrix that is accounted for by the 
model, with higher values indicating a better fit. 

The Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), and Incremental Fit Index (IFI) are 
all above the recommended threshold of 0.90, with values of 0.985, 0.981, and 0.985, respectively. 
These indices compare the fit of the proposed model to a baseline model (usually the null model) and 
indicate the relative improvement in fit. Higher values suggest a better fit of the proposed model 
compared to the baseline model. 
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The Root Mean Square Error of Approximation (RMSEA) is 0.032, which is below the 
recommended threshold of 0.08. This index assesses the discrepancy between the model-implied 
covariance matrix and the observed covariance matrix, while considering the complexity of the 
model. Lower values indicate a better fit, with values below 0.05 suggesting a close fit. 

Lastly, the Root Mean Square Residual (RMR) is 0.013, which is below the recommended 
threshold of 0.08. This index measures the average residual value derived from the fitting of the 
model to the sample covariance matrix. Lower values indicate a better fit. 

In summary, all the fit indices obtained from the harmonization of the first-order confirmatory 
factor analysis meet their respective criteria for consideration, suggesting that the measurement 
model has a good fit with the observed data. These results support the validity and reliability of the 
constructs used in the study and their relationships with their respective indicators. The well-fitting 
measurement model provides a solid foundation for further analyses, such as structural equation 
modeling, to test the hypothesized relationships between the latent constructs. 
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Table 2 presents the Pearson correlation coefficients for the observed variables in the study. The 
Pearson correlation coefficient is a measure of the linear relationship between two variables, ranging 
from -1 to +1. A value of +1 indicates a perfect positive linear relationship, a value of -1 indicates a 
perfect negative linear relationship, and a value of 0 indicates no linear relationship between the 
variables. 

Table 2. Pearson correlation coefficients for the observed variables. 

 
* Correlation is significant at the 0.05 level. ** Correlation is significant at the 0.01 level. 

The table is a matrix showing the correlation coefficients between each pair of observed 
variables. The variables are labeled from 1 to 27, and the corresponding variable names can be found 
in the first column and the first row of the table. 

The correlation coefficients are symmetric, meaning that the correlation between variable i and 
variable j is the same as the correlation between variable j and variable i. Therefore, only the lower 
triangle of the matrix is filled with the correlation coefficients, while the upper triangle is left blank. 

The table also uses asterisks to denote the statistical significance of the correlations. A single 
asterisk (*) indicates that the correlation is significant at the 0.05 level, meaning that there is a 5% 
chance of observing a correlation as large as the one observed if there were truly no correlation in the 
population. A double asterisk (**) indicates that the correlation is significant at the 0.01 level, meaning 
that there is only a 1% chance of observing a correlation as large as the one observed if there were 
truly no correlation in the population. 

The magnitude and sign of the correlation coefficients provide insight into the strength and 
direction of the relationships between the observed variables. Positive coefficients indicate that as 
one variable increases, the other variable tends to increase as well. Negative coefficients indicate that 
as one variable increases, the other variable tends to decrease. 

The results in Table 3 show the analysis of the correlation coefficient (r) between the observed 
variables in the causal relationship model that influences the intention to purchase overseas travel 
packages on social media. A total of 27 variables were analysed using the Pearson correlation 
coefficient. Out of 351 pairs of variables, the correlation coefficient (r) showed significant differences 
from zero at the 0.01 level for all 351 pairs. 

Correlation coefficient (r) between 351 pairs of variables with positive correlation and no 
negative correlation. The variable pair with the highest correlation is 1 pair: 1.You purchase overseas 
travel packages on social media based on the reputation and popularity of the tourist destination 
(DI1) 2.You purchase overseas travel packages on social media based on the unique culture of the 
tourist destination (DI2) which has a correlation coefficient (r) equal to 0.686. 
  

Item 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27

1 SI1 1
2 SI2 .624** 1
3 SI3 .632** .656** 1
4 EW1 .578** .600** .592** 1
5 EW2 .552** .589** .605** .619** 1
6 EW3 .528** .553** .587** .615** .623** 1
7 TR1 .590** .620** .593** .597** .586** .534** 1
8 TR2 .545** .617** .609** .611** .579** .586** .629** 1
9 TR3 .565** .634** .600** .625** .589** .600** .630** .712** 1

10 PR1 .522** .567** .590** .589** .559** .567** .632** .593** .613** 1
11 PR2 .559** .547** .607** .593** .586** .613** .622** .619** .609** .643** 1
12 PR3 .542** .550** .568** .576** .540** .579** .606** .597** .608** .588** .637** 1
13 BI1 .539** .543** .584** .541** .587** .558** .545** .600** .558** .550** .574** .583** 1
14 BI2 .512** .592** .585** .576** .564** .552** .583** .606** .584** .589** .589** .542** .584** 1
15 BI3 .510** .579** .584** .535** .529** .541** .571** .604** .566** .554** .575** .561** .575** .658** 1
16 RR1 .490** .555** .601** .571** .552** .569** .541** .576** .582** .584** .560** .539** .583** .592** .604** 1
17 RR2 .484** .537** .531** .543** .510** .526** .554** .569** .591** .553** .533** .529** .563** .598** .573** .641** 1
18 RR3 .500** .566** .576** .533** .517** .516** .590** .588** .565** .565** .554** .517** .563** .618** .618** .615** .652** 1
19 PA1 .545** .549** .534** .584** .530** .550** .573** .601** .583** .548** .579** .601** .534** .572** .558** .559** .518** .531** 1
20 PA2 .504** .543** .579** .545** .556** .562** .546** .615** .600** .567** .567** .549** .585** .568** .579** .581** .596** .629** .581** 1
21 PA3 .477** .548** .550** .567** .548** .577** .586** .603** .582** .573** .610** .583** .597** .611** .597** .615** .567** .607** .627** .643** 1
22 DI1 .464** .549** .535** .547** .523** .527** .548** .581** .511** .557** .507** .541** .585** .625** .568** .608** .592** .598** .586** .533** .598** 1
23 DI2 .491** .557** .572** .568** .536** .542** .559** .600** .562** .539** .554** .544** .580** .590** .595** .649** .620** .601** .598** .564** .617** .686** 1
24 DI3 .485** .529** .533** .550** .544** .546** .545** .566** .574** .542** .543** .550** .583** .594** .549** .626** .600** .586** .554** .564** .583** .614** .609** 1
25 PI1 .508** .537** .543** .604** .553** .557** .589** .594** .588** .545** .558** .595** .615** .618** .605** .605** .614** .625** .648** .625** .673** .624** .638** .596** 1
26 PI2 .545** .572** .554** .597** .560** .548** .586** .631** .606** .543** .595** .582** .556** .602** .596** .579** .586** .589** .596** .598** .616** .566** .582** .596** .665** 1
27 PI3 .530** .559** .580** .593** .566** .588** .606** .563** .560** .554** .606** .577** .591** .556** .550** .567** .556** .567** .619** .597** .598** .594** .615** .579** .654** .663**

1

Preprints.org (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 23 May 2024                   doi:10.20944/preprints202405.1531.v1

https://doi.org/10.20944/preprints202405.1531.v1


 17 

 

4.3. Second-Order Confirmatory Factor 

The results of the confirmatory factor analysis of purchase intention for overseas travel packages 
on social media in Thailand are presented in Table 4. The analysis reveals the significance of eight 
factors influencing purchase intention: Social Media Influencer (SI), e-WOM (EW), Trust (TR), 
Perceived Risk (PR), Brand Image (BI), Rating Review (RR), Personal Attitude (PA), and Destination 
Image (DI). Each factor is measured by three observable variables. 

Table 4. Results of confirmatory factor analysis of purchase intention overseas travel packages on 
social media in Thailand. 

 Factors  
Statistical values 

R2 
 β b SE P 

Value 
Social Media Influencer (SI) - 1.000 - -   
SM1 : You purchase an overseas travel package on social 
media from a famous influencer. 0.739 1.000 - - 0.55 

SM2 : You purchase an overseas travel package on social 
media from a trending influencer. 0.779 1.019 0.054 *** 0.61 

SM3 : You purchase an overseas travel package on social 
media based on the influencer's lifestyle. 

0.814 1.103 0.056 *** 0.66 

e-WOM (EW) - 1.000 - -   
EW1 : You always recommend acquaintances to buy 
overseas travel packages on social media. 

0.772 1.000 - - 0.60 

EW2 : You always express positive opinions about your 
overseas travel packages on social media. 0.797 0.987 0.047 *** 0.64 

EW3 : You always tell about your good experiences 
regarding overseas travel packages on social media. 0.763 0.913 0.046 *** 0.58 

Trust (TR) - 1.000 - -   
TR1 : You trust buying overseas travel packages on social 
media. 0.763 1.000 - - 0.58 

TR2 : You trust the quality of overseas travel packages on 
social media. 

0.812 1.064 0.050 *** 0.66 

TR3 : You trust in the detailed information of overseas 
travel packages on social media. 0.785 1.008 0.049 *** 0.62 

Perceived Risk (PR) - 1.000 - -   
PR1 : You acknowledge the risks of purchasing overseas 
travel packages on social media. 0.787 1.000 - - 0.62 

PR2 : You are aware of the risks of purchasing overseas 
travel packages on social media regarding the protection of 
personal information from being leaked. 

0.798 0.938 0.043 *** 0.64 

PR3 : You recognize the risk of purchasing overseas travel 
packages on social media that the travel program will not 
be as specified by the travel company. 

0.784 0.914 0.043 *** 0.61 

Brand Image (BI) - 1.000 - -   
BI1 : You think that companies that sell overseas travel 
packages on social media have easily recognizable logos. 0.760 1.000 - - 0.58 

B2 : You think that companies selling overseas travel 
packages on social media have a good reputation. 0.796 1.000 0.049 *** 0.63 

BI3 : You think that companies selling overseas travel 
packages on social media are widely known. 

0.801 1.014 0.049 *** 0.64 

Rating Review (RR) - 1.000 - -   
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RR1 : You purchase a overseas travel package on social 
media based on the level of review ratings. 

0.798 1.000 - - 0.64 

RR2 : You bought an overseas travel package on social 
media after reading a travel review that had fun content. 0.780 1.063 0.050 *** 0.61 

RR3 : You purchased an overseas travel package on social 
media based on informative travel reviews. 0.794 1.040 0.048 *** 0.63 

Personal Attitude (PA) - 1.000 - -   
PA1 : You like buying overseas travel packages on social 
media. 

0.773 1.000 - - 0.60 

PA2 : You feel pleasure in purchasing overseas travel 
packages on social media. 

0.787 0.972 0.047 *** 0.62 

PA3 : You feel more satisfied purchasing overseas travel 
packages on social media than purchasing them directly 
through tour operators. 

0.766 0.949 0.047 *** 0.59 

Destination Image (DI) - 1.000 - -   
DI1 : You purchase overseas travel packages on social 
media based on the reputation and popularity of the 
tourist destination. 

0.711 1.000 - - 0.51 

DI2 : You purchase overseas travel packages on social 
media based on the unique culture of the tourist 
destination. 

0.803 1.046 0.055 *** 0.65 

DI3 : You buy overseas travel packages on social media 
based on the beauty of the tourist destinations. 0.820 1.122 0.058 *** 0.67 

Purchase Intention (PI) - 1.000 - -   
PI1 : When you think of buying a overseas travel package. 
You will think of buying on social media as the first option. 0.784 1.000 - - 0.61 

PI2 : You intend to purchase overseas travel packages on 
social media in the future. 

0.825 1.006 0.045 *** 0.68 

PI3 : You intend to continually purchase overseas travel 
packages on social media. 0.789 0.985 0.046 *** 0.62 

*** p-Value < 0.001. 

The standardized factor loadings (β) for all observable variables are statistically significant (p-
value < 0.001), indicating that these variables are reliable indicators of their respective factors. The 
highest factor loading for each factor is as follows: SM3 (β = 1.103) for Social Media Influencer, EW2 
(β = 0.987) for e-WOM, TR2 (β = 1.064) for Trust, PR2 (β = 0.938) for Perceived Risk, BI3 (β = 1.014) for 
Brand Image, RR2 (β = 1.063) for Rating Review, PA2 (β = 0.972) for Personal Attitude, and DI3 (β = 
1.122) for Destination Image. 

The R-squared (R2) values for the observable variables range from 0.51 to 0.68, indicating that 
the factors explain a substantial portion of the variance in these variables. The highest R2 values for 
each factor are as follows: SM3 (R2 = 0.66) for Social Media Influencer, EW2 (R2 = 0.64) for e-WOM, 
TR2 (R2 = 0.66) for Trust, PR2 (R2 = 0.64) for Perceived Risk, BI3 (R2 = 0.64) for Brand Image, RR1 (R2 
= 0.64) for Rating Review, PA2 (R2 = 0.62) for Personal Attitude, and DI3 (R2 = 0.67) for Destination 
Image. 

The factor loadings for the dependent variable, Purchase Intention (PI), are also statistically 
significant (p-value < 0.001). The highest factor loading is observed for PI2 (β = 1.006), which indicates 
that the intention to purchase overseas travel packages on social media in the future is the most 
important indicator of purchase intention. The R2 values for the observable variables of Purchase 
Intention range from 0.61 to 0.68, suggesting that the factors explain a substantial portion of the 
variance in purchase intention. 

The results of the harmonization test for the measurement model are presented in Table 5. The 
harmonization test is used to assess the goodness-of-fit of the model, which indicates how well the 
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model fits the observed data. The table provides the values of various fit indices and their 
corresponding criteria for consideration. 

Table 5. Harmonization Test Index Values. 

Statistical Values CMIN/DF AGFI GFI CFI 
Criteria for Consideration ≤ 3.00  ≤0.90   ≤0.90   ≤0.90  
Statistics Obtained 2.049 0.918 0.933 0.975 
Consideration Qualified Qualified Qualified Qualified 
Statistical Values TLI IFI RMSEA RMR 
Criteria for Consideration  ≤0.90   ≤0.90  ≤ 0.08 ≤ 0.08 
Statistics Obtained 0.972 0.975 0.041 0.018 
Consideration Qualified Qualified Qualified Qualified 

The first index is the Chi-square to degrees of freedom ratio (CMIN/DF). The obtained value of 
2.049 is below the threshold of 3.00, indicating a good fit between the model and the observed data. 

The Adjusted Goodness-of-Fit Index (AGFI) and the Goodness-of-Fit Index (GFI) are both above 
the recommended threshold of 0.90, with values of 0.918 and 0.933, respectively. These indices 
suggest that the model fits the data well. 

The Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), and Incremental Fit Index (IFI) are 
all above the recommended threshold of 0.90, with values of 0.975, 0.972, and 0.975, respectively. 
These indices compare the fit of the proposed model to a baseline model and indicate that the 
proposed model fits the data better than the baseline model. 

The Root Mean Square Error of Approximation (RMSEA) is 0.041, which is below the 
recommended threshold of 0.08. This index assesses the discrepancy between the model and the 
observed data, with lower values indicating a better fit. The obtained value suggests a good fit 
between the model and the data. 

Lastly, the Root Mean Square Residual (RMR) is 0.018, which is below the recommended 
threshold of 0.08. This index measures the average difference between the predicted and observed 
covariances, with lower values indicating a better fit. The obtained value suggests that the model fits 
the data well. 

In summary, all the fit indices obtained from the harmonization test meet their respective criteria 
for consideration, indicating that the measurement model has a good fit with the observed data. 
These results provide support for the validity and reliability of the constructs used in the study and 
their relationships with each other. The well-fitting model suggests that the theoretical framework 
underlying the study is supported by the empirical data collected. 

5. Discussion 

The study utilized a model that aligned with empirical data. The model involved eight factors 
that contribute to development, listed in order of importance as follows: trust, perceived risk, brand 
image, personal attitude, e-WOM, destination image, rating review, and social media influencer. 

The trust element had the most important weight in affecting purchase intention for overseas 
travel packages on social media in Thailand. The level of trust that tourists had in a product had a 
significant impact on their willingness to purchase overseas travel packages through social media in 
Thailand. When they have faith in the product they wish to buy, they are more likely to feel confident 
in their purchasing decision. As an integral part of the relationship between tourists and the 
destinations they choose to visit, trust was found to play a crucial role in influencing their behaviours 
and decision-making processes. For example, recommendations from friends, families, or online 
platforms can greatly influence tourists’ trust and perceptions [132]. 

Perceived risk had a secondary influence on purchase intention for overseas travel packages on 
social media in Thailand. Tourists today seek reliable travel destinations to minimize the risk of 
purchasing tour packages. The reliability of tour packages is a significant factor in building trust 
between the tourist and the tour company since it positively affects their tour package purchasing 
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behaviour [133]. Perceived risk is one of the main factors influencing destination selection and travel 
decisions in the tourism industry [134]. 

Brand image components also impacted purchase intention for travel packages on social media 
in Thailand. Branding is a powerful tool for creating a distinct image or identity for a destination. To 
ensure the long-term sustainability of tourist villages, it is important to use effective marketing 
systems and create a unique brand that sets it apart from other brands or products. Studies have 
shown that digital marketing can significantly increase visitor decisions [135]. 

Destination image, as the sum of beliefs, ideas, and impressions that a person holds of a 
destination, also plays a crucial role in influencing consumer behaviour and purchase intentions in 
the tourism industry. A positive destination image can attract potential travelers and significantly 
influence their decision to visit a particular location [136]. The influence of destination image on 
consumers' purchase intentions has been widely studied, with findings indicating that destination 
image significantly impacts consumers' purchase decisions and behaviours [137]. Moreover, the 
mediating role of destination image in influencing consumers' loyalty and purchase intentions has 
been examined, highlighting the multifaceted nature of destination image in shaping consumer 
perceptions and behaviours [138]. 

These factors collectively underscore the complex interplay of trust, perceived risk, brand image, 
and destination image in shaping consumer behaviour and purchase intentions in the context of 
overseas travel packages on social media in Thailand. 

6. Suggestions 

6.1. Suggestions for Applying the Research Results 

Based on the findings of this study, entrepreneurs and travel companies in Thailand should 
prioritize building trust (TR) through their perceived risk (PR) and brand image (BI) when offering 
overseas travel packages. Trust has been identified as the most significant factor influencing 
consumers' purchase intentions for overseas travel packages on social media in Thailand. To foster 
trust among potential customers, travel companies should focus on minimizing perceived risks 
associated with their offerings, such as financial, performance, psychological, and safety risks [10]. 
This can be achieved by providing clear and transparent information about the travel packages, 
including detailed itineraries, accommodations, and transportation arrangements. Moreover, travel 
companies should emphasize their commitment to customer satisfaction and implement policies that 
protect consumers' interests, such as flexible cancellation and refund policies [69]. 

In addition to addressing perceived risks, travel companies should also invest in building a 
strong brand image. A positive brand image can differentiate a travel agency from its competitors 
and increase consumers' confidence in booking travel packages [13]. To enhance their brand image, 
travel companies should focus on delivering high-quality services, maintaining consistency in their 
offerings, and engaging in effective marketing campaigns that highlight their unique value 
propositions. Furthermore, travel companies should leverage the power of personal attitude (PA), 
electronic word-of-mouth (e-WOM), destination image (DI), rating reviews (RR), and social media 
influencers (SM) to promote their travel packages. These factors, although less significant than trust 
and perceived risk, still play a crucial role in shaping consumers' purchase intentions. By 
implementing strategies that address these factors in descending order of importance, travel 
companies can effectively influence consumers' decision-making processes and increase their 
likelihood of purchasing overseas travel packages on social media in Thailand. 

6.2. Suggestions for future research 

This study provides valuable insights into the factors influencing consumers' purchase 
intentions for overseas travel packages on social media in Thailand. However, there are several areas 
where future research can expand upon these findings to gain a more comprehensive understanding 
of this topic. Firstly, while this study collected qualitative data from three groups of 19 experts to 
create a questionnaire on purchase intention, future research may include a more diverse range of 
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specialists with varying experiences. This could include experts from different regions of Thailand, 
as well as international experts with knowledge of the global tourism industry. By incorporating a 
broader range of perspectives, future studies can uncover additional factors that may influence 
consumers' purchase intentions and provide a more nuanced understanding of the topic [128]. 

Secondly, future research may explore the role of social media marketing and other factors that 
may influence purchase intention. As social media platforms continue to evolve and new marketing 
strategies emerge, it is essential to investigate how these developments impact consumers' decision-
making processes. For example, future studies could examine the effectiveness of different social 
media marketing techniques, such as influencer collaborations, user-generated content, and targeted 
advertising, in promoting overseas travel packages [26]. Additionally, researchers could investigate 
the influence of factors such as cultural values, socioeconomic status, and generational differences on 
consumers' purchase intentions. By analysing these aspects, future research can provide a more 
comprehensive understanding of the complex interplay between various factors and their impact on 
the purchase intention of overseas travel packages on social media in Thailand. 

Furthermore, future research can probably employ longitudinal study designs to examine how 
consumers’ purchase intentions evolves over time, particularly in response to changing market 
conditions and global events such as the COVID-19 pandemic [2]. By conducting long-term studies, 
researchers can identify trends and patterns in consumer behaviour, which can inform the 
development of more effective marketing strategies for travel companies. Finally, future research 
should consider employing advanced data analysis techniques, such as machine learning algorithms 
and predictive modeling, to identify key drivers of purchase intention and develop personalized 
marketing approaches that cater to individual consumers' preferences and needs [3]. 
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