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Abstract

Tourism is one of the main industries that constantly generates major income for Thailand. With regards
to the information technology development at recent, it can be seen that technology has come to play the role
of values and revenues generating for the tourism industry. One among them is to use an online reviewing
system in which have much influences on the selection to reserve the accommodations in general, however, on
the part of eco-accommodations, it is different in some factors such as the characteristics of the place, customers’
characteristics, activities during the stay, etc. Therefore, this study needed to research on the factors related to
the use of an online reviewing system to reserve the eco-accommodations in Thailand. The study was done on
the factors related to an online reviewing system in the eco-accommodation business in Thailand, as well as to
analyze on the relationship of the factors related to an online reviewing system and decision to adopt the services
of the eco-tourism accommodations in Thailand from 350 of experienced users who used online reviews to
consider for the eco-accommodations reservation. Thus, it was found that the factors of benefits perceived from
the use of online reviews, the perceived that online reviews were easy to use, trust in the use of online reviews
and safety using of online reviews had affected on the intention and satisfaction in the use of online reviews at
the significant level. Therefore, the entreprencurs of eco-accommodation business in Thailand and the
government units that supported for the use of information technology in room reservations shall pay attention
on the mentioned factors to promote for the further incomes of eco-tourism accommodations onward. On the
contrary, it was found that the factor of social presence had not affected on the intention and satisfaction in the

use of online reviews at the significant level.
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Coefficients
Standardized
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Model B Std. Error Beta t Sig. VIF
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