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The objective of this research was to study the correlation of communication
process factors and the influence of communication process iﬁ online social network on
the travel decision making of Bangkok consumers. This is a quantitative research with a
sample of 400 Bangkok consumers. Close-end questionnaires were used to obtain the
data. Percentage, Multicollinearity and Multiple Regression Analysis were used for the
analysis of the data. The result shows that the communication process factors are
correlated to the travel decision making of the Bangkok consumers and were tested by
Multiple Regression Method with a significant level of 0.05. Factors that predict the travel
decision making of Bangkok consumers are sender, message, channel, feedback and

noise factor.





