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The purpose of this research is to analyze and compare the consumption
behavior of tourism consumers in East Asian countries using the Elaboration Likelihood Model.
However, from the second half of the second year after the start of this study, COVID-19 became a
global pandemic. As a result, the tourism market fell into a state of complete closure and was
devastated for several years. Therefore, this research changed the research theme to a tourism
market recovery scenario from the pandemic and continued the survey with new research question.
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