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—Abstract—

Tourism businesses in Thailand significantly contribute to the country's economy. This
study aims to develop a novel model for sustainable travel agency operations in
Thailand. A mixed-methods approach was employed, integrating both qualitative and
quantitative methodologies. The qualitative phase involved gathering consensus from
19 qualified experts using the Fuzzy Set Delphi Method. The quantitative phase
involved surveying 800 individuals who had purchased overseas travel packages
through social media platforms in Thailand. The results indicate that trust and perceived
risk are the most critical factors affecting purchase intention and decision-making.
Specifically, perceived risk significantly impacts customers' reluctance to purchase
products and services when there is uncertainty, which is notably high during the studied
period. The in-depth findings from the proposed model suggest that incorporating real
factors can enhance the attractiveness of overseas travel packages to customers, thereby
fostering growth, strength, and sustainability in Thailand’s travel agency sector.
Consequently, it is concluded that increasing demand for travel packages is achievable
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through promoting trust and mitigating perceived risks, which would enhance the
overall sustainability of travel agencies in Thailand.

Keywords: Social Media, Trust, Fuzzy Set Delphi Method, Perceived Risk, Purchase
Intention.

INTRODUCTION

The tourism industry plays a pivotal role in Thailand's economy (Pongsakornrungsilp
& Pongsakornrungsilp, 2023; Thongkaw et al., 2024; Uddin et al., 2024), as evidenced
by its incorporation into the “20-Year National Strategy” plan for 2018-2037. This
strategy aims to evolve current industries into future-oriented sectors, with a particular
emphasis on services and emerging industries. The COVID-19 pandemic has
profoundly affected Thailand's tourism sector, leading to the suspension of many
operations, substantial income losses, and the closure of both domestic and international
tourism businesses within the country. Despite the challenges posed by the pandemic,
there is a renewed enthusiasm for travel, with individuals placing higher value on travel
and personal time than ever before (Jeczmyk et al., 2023). The global air travel market
has experienced intensified competition between "Low-Cost Carriers” (LCCs) and
"Full-Service Carriers" (FSCs), with LCCs gaining a significant market share in the
Asian air travel sector and other emerging markets. Both LCCs and FSCs are
implementing cost-cutting strategies to attract discerning travellers. This trend has
facilitated greater convenience for tourists in Thailand, leading to an increased
preference for low-cost airlines and a rise in the popularity of purchasing overseas travel
packages from Thai travel agencies.

As of 2024, Thailand has more than 13,814 registered companies holding legal tourism
licenses, with an additional 101 travel companies registering in the first half of April
2024. Weekly online shopping activity in Thailand ranks among the highest globally,
with 68.3 percent of internet users aged 16 to 64 engaging in online shopping. Global
spending on travel through online channels has shown significant improvement
compared to the previous year, with increases in airline ticket purchases by 6.8%, car
rentals by 15%, home rentals by 30%, hotel bookings by 45%, and vacation package
purchases by 59%. This expansion in online travel booking represents a substantial
opportunity for travel agencies to promote their overseas travel packages to consumers
in Thailand. As of January 2023, Thailand had a population of 71.75 million (Kulnadee
& Pankham, 2024). Among this population, 61.21 million people, or 85.3%, use the
Internet, while 52.25 million individuals or 72.8%, and engage with social media.
Popular platforms such as Facebook and YouTube have 48.10 million and 43.90 million
users, respectively, with Instagram, TikTok, and Line also enjoying significant
popularity. This high level of Internet and social media usage presents a considerable
opportunity for travel agencies to promote their overseas travel packages, potentially
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increasing brand and product awareness and influencing tourism demand (Buyukdzkan
& Ruan, 2008).

Despite the potential for marketing travel packages through social media in Thailand,
there is a lack of comprehensive literature on the factors influencing Thai consumers'
intentions to purchase such packages. Research focusing on the targeting of overseas
travel products and services via social media platforms in Thailand is thus urgently
needed. The researchers aim to examine all relevant factors affecting Thai consumers'
purchase intentions for these packages through social media. With the rise in online
travel reservations and extensive social media use in Thailand, travel agencies can
develop effective marketing strategies (Pongsakornrungsilp et al., 2021; Teng, 2024;
Zhang et al., 2020) to boost sales and foster customer loyalty by identifying key factors
influencing consumer trust and perceived risks. This research examines the attitudes of
Thai consumers and the associated factors influencing their use of social media for
purchasing overseas travel packages, with the aim of assessing the potential impact on
the sustainability of Thailand's travel agency sector. Given the crucial role of the
tourism industry in the global economy, understanding these factors is essential for
revitalising the sector and enhancing its sustainability in the aftermath of the COVID-
19 pandemic. In the context of the digital age and the increasing prevalence of online
travel package purchases via social media platforms in Thailand, this study aims to
achieve the following objectives:

1. To identify the primary factors influencing consumer trust in relation to purchasing
intentions.

2. To evaluate the impact of perceived risks on consumer trust and purchasing
intentions.

3. To recommend strategies for travel agencies aimed at enhancing consumer trust and
mitigating perceived risks in their marketing efforts.

LITERATURE REVIEW

Purchase intention is a critical aspect of consumer behaviour, reflecting the likelihood
that a consumer will buy specific products or services (Grewal et al., 1998; Suki & Suki,
2019; Torlak et al., 2014; Zarei et al., 2019). In the context of overseas travel packages,
purchase intention pertains to the willingness of Thai consumers to book and pay for
travel packages advertised on social media platforms. As noted by Kanwal (2021),
purchase intention encompasses consumers' readiness to acquire particular products or
services. It is a measure of Thai consumers' propensity to reserve and pay for travel
packages promoted through social media. Several factors influence purchase intentions
in the tourism industry, including the following independent variables.

Trust is a critical determinant of consumer purchase intention (Kulnadee & Pankham,

373



INTERNATIONAL JOURNAL OF eBUSINESS AND eGOVERNMENT STUDIES
Vol: 16 No: 1 Year: 2024 ISSN: 2146-0744 (Online) (pp. 371-389) Doi: 10.34109/ijebeg. 2024160119

2024; Liu et al., 2022; Ozdemir & Sonmezay, 2020; Rehman, 2018). It serves as a
crucial catalyst in buyer-seller transactions, impacting consumer satisfaction and their
decision-making process regarding purchases. McKnight and Chervany (2001)
identified trust as a fundamental element in e-commerce customer relationships,
highlighting various dimensions of trust in online transactions. Moreover, research has
demonstrated that trust significantly influences patients' willingness to opt for online
health consultations, underscoring its importance in consumer decisions within the
healthcare sector. Liu et al. (2022) found that features of "E-Commerce Live-
Streaming” in tourism significantly impact consumer purchase intentions, with trust
being a key factor. Similarly, Ozdemir and Sonmezay (2020) observed that the attributes
of kindness, honesty, and competence in e-commerce companies profoundly affect
consumer trust, willingness to purchase, and loyalty. This highlights that trust in online
shopping involves multiple layers. Emotional trust, especially with emerging
technologies, has gained increasing significance in the digital era (Tersine &
Hummingbird, 1995). Developing positive consumer attitudes and fostering trust in
online platforms are crucial factors influencing trust in international online platforms
and businesses.

Perceived risk has a direct impact on consumer purchase intention, with higher levels
of perceived risk generally leading to a decrease in purchase intention (Kanwal, 2021).
This concept relates to consumers' apprehension about potential negative outcomes
associated with purchasing a product or service. In the tourism industry, perceived
risks—including concerns about financial expenditure, proficiency in organising tours,
psychological factors, and safety during travel—negatively affect consumers' intentions
to purchase travel products (Mohseni et al., 2018). This finding aligns with Fan et al.
(2013), who demonstrated that "Electronic Word-of-Mouth" (eWOM) and consumers'
perceived credibility significantly influence both trust and purchase intentions.
Moreover, perceived benefits and risks are integral to consumer decision-making
processes. Brand image has a significant positive effect on online purchase intention,
demonstrating a clear relationship between the two (Bilgihan et al., 2014). A strong
brand image enhances a travel agency’s competitiveness and positively influences
consumers' trust and purchase intentions. A favourable brand image can boost consumer
confidence in a travel agency and increase their willingness to book travel packages.
This factor plays a crucial role in shaping consumer behaviour and purchase decisions.
Additionally, the destination image, defined by individuals' "Beliefs,” "ldeas,” and
"Impressions™ about a location, can significantly attract travellers by highlighting
opportunities and impacting their decision to visit specific tourist destinations (Kim et
al., 2019; Zhu et al., 2023).

Social media influencers are individuals who have established their credibility in a
specific industry and possess the ability to reach a broad audience on social media
platforms (Lou & Yuan, 2019). Influencer marketing has gained significant traction in
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the tourism industry (Polat et al., 2024; Zhang & Huang, 2022) due to its effectiveness
in engaging target audiences and shaping their purchase decisions. Within the tourism
sector, "Travel Influencers,” who specialise in travel-related content, have emerged as
a critical factor influencing consumers' travel-related purchase decisions. The
credibility of social media influencers, assessed through various dimensions such as
appeal, reliability, expertise, entertainment value, and similarity, impacts consumer
behaviour and purchasing intentions (Asyraff et al., 2022). In particular, credibility is
vital in influencer marketing within the beauty industry. Furthermore, brand trust is
essential in the relationship between social media marketing activities and purchase
intention, highlighting the influence of social media on consumer behaviour (Arshinder
et al., 2007).

Electronic Word-of-Mouth (eWOM) refers to online statements—whether positive or
negative—about a product or company made by potential, current, or former customers,
and shared widely (Hennig-Thurau et al., 2004). eWOM significantly affects
consumers' purchase intentions, particularly for agricultural products from regional
public brands, by influencing their purchasing decisions. The interplay between social
media marketing, eWOM, and purchase intentions highlights the complex relationships
affecting consumer decision-making (Alyssa Anindya et al., 2022). eWOM contributes
to brand awareness, brand image, and consumer perceptions, demonstrating its
significant impact (Faisal & Ekawanto, 2021). Edo et al. (2022) identified the
intermediary role of closeness behaviour in live-streaming marketing, further
illustrating eWOM's influence on consumer behaviour. Additionally, eWOM affects
purchase decisions for various travel-related products and services (Chakraborty et al.,
2015; Muzorewa & Chitakira, 2022). Rating reviews, an online evaluation method
provided by consumers who have purchased and experienced a product or service,
significantly influence decision-making in the tourism industry. Reviews from travel
websites such as TripAdvisor, Booking.com, Agoda, and Expedia offer valuable and
current information that affects potential travellers' choices. Research indicates that
these rating reviews considerably impact consumers' purchase decisions and
behaviours, as demonstrated by (Al Doghan & Malik, 2022; Jia et al., 2022), who found
that such reviews shape consumers' perceptions and evaluations of tourism products and
services.

Personal attitude, which encompasses an individual's positive or negative evaluation of
specific behaviours (Vlasic & Kesic, 2007), also plays a role in purchasing decisions.
For overseas travel packages, personal attitudes—both benefits and drawbacks—affect
consumers' assessments of travel package reservations on social media. Personal
attitude has a positive influence on purchase intentions within the tourism industry. The
study framework includes eight independent variables: trust, perceived risk, brand
image, destination image, social media influencer, eWOM, rating reviews, and personal
attitude, with purchase intention as the dependent variable. The analysis employs the
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Fuzzy Delphi technique, first-order confirmatory factor analysis, and second order
confirmatory factor analysis to examine these variables, as illustrated in Figure 1.
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Figure 1. The Model of Conceptual Framework that Uses the Fuzzy Delphi Technique.
METHODS

This research employs a mixed-methods approach, incorporating both qualitative and
quantitative data collection techniques. The data analysis adhered to ethical standards
established by Rangsit University, with approval from the Institutional Review Board
(IRB) granted on October 3, 2023, under COA No. RSUERB2023-155. Informed
consent was obtained from all participants, ensuring their anonymity and confidentiality
were maintained throughout the study.
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Qualitative Research

The e-Fuzzy Delphi Technique was employed in this phase of the study to achieve
expert consensus on decision-making regarding online purchases of overseas travel
packages. The study involved 21 participants, divided into three distinct groups: seven
university professors specialising in business administration and marketing, seven
experts in marketing and social media, and seven executives from travel agencies and
tour businesses. The selection criteria ensured that participants had relevant expertise
and experience. Specifically, professors were required to have at least two years of
teaching experience in business administration and marketing. Marketing and social
media experts needed a minimum of two years of professional experience or relevant
certifications from platforms such as Facebook, Line, or TikTok. Travel agency and
tour business executives were required to have at least five years of experience in their
respective companies.

In the qualitative phase of the research, an online questionnaire served as the primary
data collection tool. Initially, the researcher conducted a comprehensive analysis of
relevant data tables to develop an open-ended questionnaire for Round 1 of the survey.
The responses from Round 1 were then used to formulate a closed-ended questionnaire
for Round 2. During Round 2, experts evaluated the suitability of a 7-point rating scale
for implementing the Fuzzy Delphi Technique (Alalwan, 2018; Alalwan et al., 2018;
Bernstein et al., 2006; Reyes et al., 2023). Data collection for the qualitative phase
spanned three months, involving three rounds of online questionnaires distributed via
email. Delphi fuzzy theory was used for data analysis to address ambiguity and
uncertainty. The function was modelled using a triangular membership function,
denoted as F = (I, m, u), where | represents the minimum value, m the maximum value,
and u the greatest membership value (Saaty, 1977). Opinions rated on a Likert scale
were converted to fuzzy numbers using the fuzzy mean method, calculated as (I + m +
u)/3. A criterion of 0.70 was applied to determine question acceptance: questions
meeting or exceeding this threshold were accepted, while those below it were rejected.
The qualitative research employed the Fuzzy Set Delphi Method, which involved
consulting 19 industry experts to assess and synthesise their perspectives on the factors
influencing consumer trust and perceived risk in purchasing overseas travel packages.
This methodology facilitated a comprehensive analysis of the qualitative factors
affecting consumer behaviour, providing a well-rounded understanding of the drivers
behind travel package purchases. This approach significantly enhanced the depth of
analysis concerning consumer behaviour.

Quantitative Research with an Online Questionnaire

The quantitative phase of the study utilised an online questionnaire to gather data. The
target population comprised 800 individuals residing in Thailand who had previously
purchased overseas travel packages online. Focus was placed on those who had bought
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such packages at least once through social media. Building on qualitative insights from
the initial phase, an e-Delphi questionnaire was developed. This questionnaire was
distributed to the 800 respondents, and data collection occurred over a three-month
period. Data analysis uses second-order confirmatory factor analysis (CFA) and
maximum likelihood (ML) estimation to assess model parameters. Key fit indices Chi-
square (X?), relative chi-square (CMIN/df), TLI, AGFI, GFI, CFl, IFI, RMSEA, RMR,
and SRMR evaluate model alignment with empirical data, specifically examining the
effects of trust and perceived risk on purchase intentions for overseas travel packages
via social media in Thailand.

RESULTS

Expert Consensus on Fuzzy Set Delphi

The research results derive from a consensus among 19 qualified experts using the
Fuzzy Set Delphi method. The experts assessed various variables, including Social
Media Influencer (SI), eWOM (EW), Trust (TR), Perceived Risk (PR), Brand Image
(BI), Rating Review (RR), Personal Attitude (PA), Destination Image (DI), and
Purchase Intention (PI). Each variable was evaluated using a fuzzy scale, which allows
for a range of possible values rather than a single fixed number. The "defuzzified" value
for each variable represents a clear, single value derived from these fuzzy ratings. All
variables were accepted, as they met the criterion of having values above 0.7, ranging
between 0.70 and 0.93. This acceptance confirms the relevance and importance of the
variables for measuring their respective constructs, supporting the validity of the
assessment model. Consequently, the study advances to further quantitative research
using a questionnaire to analyse responses from individuals in Thailand with experience
in purchasing overseas travel packages online.

Figure 2 presents the results of the CFA, a widely used method in social sciences
research (Floraetal., 2012; Hair et al., 2011; Hair Jret al., 2017). The diagram illustrates
the relationships between indicators and latent factors. In the model, ovals represent
latent constructs or factors, while rectangles denote the observed indicators. Arrows
indicate factor coefficients and correlations. Factor coefficients range from 0.51 to 0.87,
signifying varying levels of association; for instance, a coefficient of 0.87 between the
latent construct PI and the observed variable P12 suggests a strong relationship, whereas
coefficients from 0.51 to 0.85 indicate moderate associations, with a notable coefficient
of 0.85 between Sl and PI reflecting a strong link. Error terms, represented by small
circles with arrows, account for the variance in observed variables. The model's fit
indices include a CMIN/DF of 2.049, AGFI of 0.918, GFI of 0.933, CFI of 0.975, TLI
of 0.972, IFI of 0.975, RMSEA of 0.041, and RMR of 0.018, all of which meet the
criteria for a well-fitting model.
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Figure 2. The Analysis of First-Order Confirmatory Factor
Table 1 shows that the CFI analysis indicates a good model fit. The relative chi-square
(CMIN/DF) is 1.632, below the threshold of 2.00. AGFI and GFI values are 0.928 and
0.945, respectively, exceeding the 0.90 threshold. CFI, TLI, and IFI are all above 0.90

(0.985, 0.981, and 0.985). RMSEA is 0.032, well below 0.08, and RMR is 0.013, also
below 0.08, both suggesting a minimal discrepancy between the model and the data.

Table 1. The First-Order Confirmatory Factor Results

Statistical Values CMIN/DF AGFI GFl 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
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Pearson Correlation Coefficients Among Observed Variables

The Pearson correlation coefficients measure the linear relationship between two
observed variables, ranging from -1 to +1. A coefficient of +1 signifies a perfect positive
correlation, -1 a perfect negative correlation, and 0 no correlation. In this study, 351
variable pairs were analysed, all showing positive correlations. The highest correlation
was between purchasing overseas travel packages based on the destination's reputation
(DI1) and its unique culture (DI2), with a coefficient of 0.686. Figure 3 displays the
results of the second-order confirmatory factor analysis.
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Figure 3: The Analysis Results of the Second-Order Confirmatory Factor

Analysis Results of a Confirmatory Factor of Purchase Intention Overseas Travel
Packages on Social Media in Thailand

The analysis identifies eight significant factors influencing purchase intention: 1) Sl, 2)
eWOM, 3) TR, 4) PR, 5) Bl, 6) RR, 7) PA, and 8) DI. Each factor is assessed through
three observable variables.

1) The standardized factor coefficients (f) for all observable variables are statistically
significant (p-value < 0.001), indicating their reliability as indicators of their respective
factors. The highest coefficients are: SM3 (B = 1.103) for Social Media Influencer, EW2
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(B=0.987) for eWOM, TR2 ( = 1.064) for Trust, PR2 ( = 0.938) for Perceived Risk,
BI3 (B = 1.014) for Brand Image, RR2 (3 = 1.063) for Rating Review, PA2 (B = 0.972)
for Personal Attitude, and DI3 (B = 1.122) for Destination Image.

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

3) The factor coefficients for the dependent variable, Purchase Intention (PI), are also
statistically significant (p-value < 0.001). The highest coefficient is observed for PI2 (3
= 1.006), indicating that the intention to purchase overseas travel packages on social
media in the future is the most critical indicator of purchase intention. The R2 values for
Purchase Intention range from 0.61 to 0.68, reflecting that the factors explain a
significant portion of the variance in purchase intention. Additionally, Table 2 presents
the conformity test index values.

Table 2: Conformity 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 conformity test shows a good model fit: CMIN/DF is 2.049 (below 3.00), AGFI
and GFl are 0.918 and 0.933 (above 0.90), CFI, TLI, and IFl are 0.975, 0.972, and 0.975
(above 0.90), and RMSEA is 0.041 (below 0.08). The RMR is 0.018, which is below
the criterion of 0.08, reflecting a low average difference between the predicted and
observed covariances and confirming a good model fit. Overall, the fit indices from the
conformity test meet the respective criteria, supporting the validity and reliability of the
constructs and their interrelationships within the study. This indicates that the
theoretical framework underpinning the study is substantiated by the empirical data
collected.

DISCUSSION

The study's model, aligned with empirical data, identified eight factors affecting
development, with trust being the most influential in shaping purchase intentions for
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online overseas travel packages in Thailand. This finding corroborates previous
research highlighting the critical role of trust in the tourism sector (Kerdpitak et al.,
2019; Liu et al., 2022; Roy et al., 2017; Su et al., 2017; Tamba & Widnyana, 2022),
demonstrating its significant impact on consumer willingness to purchase travel
products and services. The model proposed for sustainable travel agency businesses in
Thailand integrates essential concepts of consumer trust, perceived risk, and purchase
intention regarding online travel package purchases. It incorporates fundamental
theories from consumer behaviour and marketing, including the Theory of Planned
Behaviour (Francis, 2004; Manning, 2009; Seow et al., 2017) and Consumer Decision-
Making Theory. This theoretical foundation aims to provide a more applicable model
tailored to the unique characteristics of the Thai travel industry.

By building on these theories, the study addresses a gap in the literature by analysing
factors affecting consumer behaviour and their implications for the sustainability of
travel agency businesses in Thailand. Trust plays a crucial role in consumer decision-
making; when tourists trust a product, they are more confident in their decisions. Trust
influences tourist reactions and decisions, forging a vital connection between tourists
and their destinations. Recommendations from friends, family, or online sources can
significantly enhance tourists' trust and perceptions, while also affecting their perceived
risk. The new generation of tourists seeks reliable travel destinations to mitigate risks,
highlighting the importance of building trust between tourists and travel companies.
When tourists trust a tour company, it positively influences their decision to purchase
travel packages.

Perceived risk plays a crucial role in destination selection and travel decision-making,
alongside brand image, which significantly influences the intention to purchase travel
packages through social media in Thailand. This underscores the power of social media
as a tool for shaping destination identities. Previous research also emphasizes the critical
impact of perceived risk in tourism activities (Curras-Perez et al., 2017; Mohseni et al.,
2018). Additionally, effective marketing strategies and distinctive branding are essential
for tourist destinations. Digital marketing, in particular, can greatly affect tourist
decision-making (Kerdpitak, 2022; Saura et al., 2020; Yuce, 2021), and the image of a
destination also influences consumer loyalty. These factors highlight the complex
interplay between trust, perceived risk, brand image, and destination image in shaping
consumer behaviour and purchase intentions on social media in Thailand for overseas
travel packages.

CONCLUSION

The research identifies eight key factors influencing the intention to purchase overseas
travel packages via social media in Thailand: Trust, Perceived Risk, Brand Image,
Personal Attitude, eWOM, Destination Image, Rating Reviews, and Social Media
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Influencers. Among these, Trust emerged as the most significant factor affecting
purchase intention, underscoring the critical need for travel companies to establish and
maintain consumer trust in the context of online travel package sales through social
media platforms. Perceived Risk also significantly influences consumer concerns
regarding potential risks associated with their purchase decisions. To enhance purchase
intentions, travel companies should focus on mitigating these perceived risks. Brand
Image and Personal Attitude also play pivotal roles; thus, travel companies should strive
to develop strong brand identities and foster positive consumer attitudes towards their
offerings. Furthermore, factors such as eWOM, Destination Image, Rating Reviews,
and Social Media Influencers are crucial for understanding consumer purchase
decisions. Therefore, travel companies in Thailand should concentrate on building trust,
reducing perceived risks, and enhancing brand image to improve consumer purchase
likelihood.

IMPLICATIONS OF THE STUDY

The study recommends that entrepreneurs and travel companies in Thailand should
prioritise building consumer trust by addressing perceived risks and enhancing their
brand image when offering overseas travel packages. This involves mitigating concerns
related to economic factors, sustainability, emotional impact, timing, and safety.
Providing clear and transparent information about travel packages, including detailed
itineraries, accommodations, and transportation arrangements, is essential. Ensuring
customer satisfaction and implementing protective policies, such as flexible
cancellation and refund options, are also critical. Developing a robust brand image can
help travel agencies distinguish themselves from competitors and bolster customer
confidence. This can be achieved by consistently delivering on service promises,
conducting effective marketing campaigns that emphasize unique benefits, and
collaborating with influencers to promote travel packages.

LIMITATIONS AND FUTURE DIRECTIONS

The research presents several limitations. Firstly, the study is susceptible to response
bias, as it relies on data from individuals who used social media to purchase overseas
travel packages. This reliance on self-reported data may introduce variance and is prone
to socially desirable responses, affecting the generalisability of the findings.
Additionally, the qualitative component of the research, which used the Fuzzy Set
Delphi Method with a selected group of experts, may introduce interpretative bias and
impact the consensus achieved. These limitations highlight the need for caution when
generalising the findings to other populations and contexts. Future research should
consider employing longitudinal designs to mitigate bias and strengthen the validity of
the conclusions. Future research should involve a wider range of qualified experts with
diverse backgrounds, including specialists from various regions of Thailand and
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international experts knowledgeable about the global tourism industry. Future studies
should explore additional factors in consumer decision-making, assess the impact of
social media marketing strategies, and consider cultural, financial, and generational
influences on consumer decisions.
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