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ABSTRACT

Tourism plays an increasingly important part in the development of Thai

economy at present. The development of tourism not only creates jobs for people, but

also improves other related enterprises. Bangkok, the capital of Thailand, which is the

top destination for Chinese tourists. The number of Chinese visitors traveling overseas

and the level of tourist consumption are also growing in latest years. It is necessary to

understand tourists’ travel motivation and risk perception. Thailand should improve its

destination image to maintain China’s huge potential market in tourism,and tourists’

satisfaction and re-visit intention is an important key to make profits.

The researcher of this study discussed the objectives in four aspects, which was

adapted from previous research literature. (1) To investigate the impact of travel

motivation on tourist satisfaction; (2) To investigate the impact of perceived risk on

tourist satisfaction; (3) To investigate the impact of destination image on tourist

satisfaction; (4) To investigate the impact of tourist satisfaction on revisit intention. It

establishes a theoretical research model from the perspective of five variables and
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their internal relations.

The tourists from mainland China to Bangkok as the object in this study. 400

questionnaires were distributed, among which 200 were individual travelers and 200

were package tourists who were travelling in Bangkok. Descriptive statistical analysis,

reliability analysis and linear regression analysis were conducted for the collected

data by SPSS software to explore the relationship between variable dimensions.

It shows that the travel motivation and destination image have a positively effect

on tourist satisfaction. The perceived risk has negatively effect on the tourist

satisfaction. The tourist satisfaction has a positively effect on revisit intention.

The data analysis of this study will provide useful information for the marketing

activities and marketing management of tourist destinations. It provides useful

suggestions and references for the prospective market development of relevant

government departments.

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.3.0/resultui/html/index.html
file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.3.0/resultui/html/index.html


IV

ACKNOWLEDGEMENTS

I would like to thank all the people who helped me accomplish this paper. First

and foremost, thanks to the careful guidance of my advisor, Dr.Rawida Wiriyakitjar

who has given me great help and influence with her encouragement, patient, support,

guidance of professional knowledge throughout my thesis study.

I would like to express my heartfelt thanks Dr. Nattapan Buavaraporn, Dr.

Pawinee Petchsawang, Dr. Suthawan Chirapanda Sato for their valuable comments

and useful suggestions.

I would like to thank the respondents who participated in this paper questionnaire

survey and thank my friends who assisted and encouraged me during the thesis

writing period.

In additionally, I would also like to stress my gratitude to my university for

providing me with the useful and necessary resources to complete this research. This

is my perfect end, it also a new beginning. In the future, I will work harder.

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.3.0/resultui/html/index.html


V

TABLE OF CONTENT

ABSTRACT II

ACKNOWLEDGEMENTS IV

TABLE OF CONTENT V

LIST OFTABLES IX

LIST OF FIGURES XI

CHAPTER 1 INTRODUCTION 1

1.1 Research Background 2

1.2 Problem Statement 5

1.3 Research Significance 7

1.4 Research Objectives 8

1.5 Research Questions 8

1.6 Expected Benefits 8

1.7 Operational Definitions 9

CHAPTER 2 LITERATURE REVIEW 11

2.1 Theory of Maslow’s Hierarchy of Needs 12

2.2 Travel Motivation 13

2.2.1 Definition of ‘Push’Motivation Factors 13

2.2.2 Definition of ‘Pull’Motivation Factors 15

2.3 Perceived Risk 17

2.4 Destination Image 20



VI

TABLE OF CONTENT (Continued)

2.5 Tourist Satisfaction 21

2.6 Revisit Intention 22

2.7 Relationship 23

2.7.1 The Relationship between Travel Motivation and Tourist Satisfaction 23

2.7.2 The Relationship between Perceived Risk and Tourist Satisfaction 24

2.7.3 The Relationship between Destination Image and Tourist Satisfaction 24

2.7.4 The Relationship between Tourist Satisfaction and Revisit Intention 25

2.8 Conceptual Framework and Hypotheses 26

2.8.1 Conceptual Framework 26

2.8.2 Research Hypothesis 27

CHAPTER 3 METHODOLOGY 28

3.1 Research Design 29

3.2 Population and Sampling Design 29

3.2.1 Population 29

3.2.2 Sample 30

3.3 Data Collection 30

3.3.1 Plan 30

3.3.2 Tools 32

3.4 Data Analysis 38

3.5 Reliability Analysis 39

CHAPTER 4 DATAANALYSIS 41



VII

TABLE OF CONTENT (Continued)

4.1 Analyze the Demography of Tourists by Using Descriptive Statistic 42

4.2 Level of Agreement Analysis 43

4.2.1 Analyze the Agreement Level of Travel Motivation by Mean and SD 44

4.2.2 Analyze the Agreement Level of Perceived Risk by Mean and SD 46

4.2.3 Analyze the Agreement Level of Destination Image by Mean and SD 48

4.2.4 Analyze the Agreement Level of Tourist Satisfaction by Mean and SD 49

4.2.5 Analyze the Agreement Level of Revisit Intention By Mean and SD 50

4.3 Proposal from Respondents 50

4.4 Multiple Regressions 51

4.5 Simple Regressions 53

4.6 The Summary of the Hypothesis 55

CHAPTER 5 CONCLUSIONAND DISCUSSION 56

5.1 Conclusion 57

5.1.1 Demographic 57

5.1.2 Travel Motivation 58

5.1.3 Perceived Risk 58

5.1.4 Destination Image 60

5.1.5 Tourist Satisfaction 61

5.1.6 Revisit Intention 61

5.1.7 The Hypothesis of Travel Motivation, Perceived Risk, Destination Image

and Tourist Satisfaction 61



VIII

TABLE OF CONTENT (Continued)

5.1.8 The Hypothesis of Tourist Satisfaction and Revisit Intention 62

5.2 Discussion 62

5.3 Implication for Business 63

5.4 Research Recommendation 64

5.5 Limitations of the Study 66

5.6 Suggestions for the Further Research 67

REFERENCES 69

APPENDICES 1 82

APPENDICES 2 86



IX

LIST OF TABLES

Table 1 Number of International Visitors Arrival to Thailand by Country of

Nationality from 2015-2017 2

Table 2 Top 20 Most Popular Destinations by Chinese Tourists in 2017 3

Table 3 Chinese Visitor Arrivals to Thailand (Mainland Chinese Tourists) 4

Table 4 Global Top 20 Destination Cities by International Overnight Visitor 5

Table 5 Research on Perceived Risk Dimensions of Tourism 17

Table 6 Questionnaire Schedule (FITs) 32

Table 7 Level of Information Measurement and Criteria 33

Table 8 The Source of Questionnaires about Demographic 33

Table 9 The Source of Questionnaires about the Travel Motivation 34

Table 10 The Source of Questionnaires about the Perceived Risk 35

Table 11 The Source of Questionnaires about Destination Image 36

Table 12 The Source of Questionnaires about Tourist Satisfaction 36

Table 13 The Source of Questionnaires about The Revisit Intention 37

Table 14 Respond of the Questionnaires 39

Table 15 Reliability of the Variable (Cronbach’s Alpha) 40

Table 16 Numbers and Percentage of Respondents by Characteristics 42

Table 17 Level of Agreement of Travel Motivation 44

Table 18 Level of Agreement of Perceived Risk 46

Table 19 Level of Agreement of Destination Image 48

Table 20 Level of Agreement of Tourist Satisfaction 49



X

LIST OF TABLES (Continued)

Table 21 Level of Agreement of Revisit Intention 50

Table 22 Model Summary 51

Table 23 ANOVA(a) 51

Table 24 Coefficients(a) 51

Table 25 Model Summary 53

Table 26 ANOVA (a) 53

Table 27 Coefficients(a) 54

Table 28 The Summary of All Hypotheses 55



XI

LIST OF FIGURES

Figure 1 The Number of the Statistics of Chinese Tourists Visit Thailand

2013-2017(Mainland Chinese Tourists) 3

Figure 2 Theory of Maslow’s Hierarchy of Needs 12

Figure 3 The Factors Affect Revisit Intention of Indonesia 26

Figure 4 The Conceptual Framework 26

Figure 5 The Result of Variables Value on the Framework 55



1

CHAPTER 1

INTRODUCTION

This chapter includes the following aspects:

1.1 Background of the Research

1.2 Problem Statement

1.3 Significance of the Study

1.4 Research Objective(s)

1.5 Research Question(s)

1.6 Expected Benefits

1.7 Operational Definitions
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1.1 Research Background

Thailand is known as the “land of smiles”, which has unique tourism resources,

cultural resources, rich religious and so on. It is a world-famous country, which one of

the influential nations in Southeast Asia.

The Thai government spends a lot of money on tourism promotion and

infrastructure construction every year. In recent years, the number of visitors to

Thailand shows an increasing trend and the income of tourism industry also gradually

increase. Thailand got the third rank in global tourism revenue by the United Nations’

World Tourism Organization (Coconuts Bangkok, 2017)

According to international Tourist arrival in Thailand, the number of all tourists

in 2015 is 29,923,185 and then in 2016 total tourists is 3,2529,588. In 2017, the

tourists had grown over time to 35,381210.

Table 1 Number of International Visitors Arrival to Thailand by Country of

Nationality from 2015-2017

Nationality Year 2017 Year 2016 Year 2015

East Asia 23,642,669 21,593,285 19,908,785

Europe 6,511,195 6,174,957 5,631,438

The Americas 1,541,520 1,407,458 1,235,468

South Asia 1,770,166 1,523,555 1,404,271

Oceania 938,687 91,0901 922,977

Middle East 789,847 74,7219 658,278

Africa 187,126 172,213 161,968

Grand Total 35,381,210 3,2529,588 29,923,185

Source: Ministry of Tourism & Spots (Thailand, 2017)

In recent year, growing crowds of Chinese tourists travel to Thailand. Thailand

was visited by 4.6 million Chinese visitors in 2014. In 2015, there were 7.9 million

Chinese tourists. In 2016, Thailand was visited by 8.75 million Chinese visitors and
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accounting for 27% of the total amount of international tourists. In 2017, Chinese

tourists reached 9.8million (Ministry of Tourism & Spots, 2017). Comparing the

Chinese Visitor arrivals to Thailand in 2018 with 2017, the number of visitors is

nearly 10,535,955. It was shown in the Figure 1 as below:

Source: Ministry of Tourism & Spots (Thailand, 2017)
Figure 1 The Number of the Statistics of Chinese Tourists Visit Thailand
2013-2017(Mainland Chinese Tourists)

China Tourism Academy and C-trip tourism group jointly released “2017 Big

data report on China’s outbound tourism”, which released the top 20 most popular

destinations of 2017 for Chinese tourists. Thailand was top one popular destination.

Table 2 Top 20 Most Popular Destinations by Chinese Tourists in 2017

Top 20 most popular destinations

1 Thailand 6 Malaysia 11 Cambodia 16 Australia

2 Japan 7 Philippines 12 Russia 17 Spain

3 Singapore 8 America 13 UAE 18 Germany

4 Vietnam 9 Korea 14 Italy 19 England

5 Indonesia 10 Maldives 15 France 20 Sri Lanka

Source: China TourismAcademy, C-trip travel group (2017)

47 Chinese tourists died when their boat sank near phuket on July 5, 2018 (AP

News, 2018). A growing number of Chinese tourists are canceling hotel bookings on

Phuket in July and August (The Nation News, 2018). The incidents have raised
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concerns among Chinese tourists about the safety of Thailand. Due to concern that the

disaster affects the tourism industry. Thai authorities Investigated and solved

problems. In 2017, more than 9.8 million Chinese tourists visited Thailand, which

accounted for the biggest proportion of the 35.38 million foreign tourists (Bangkok

Post, 2018).

Table 3 Chinese Visitor Arrivals to Thailand (Mainland Chinese Tourists)

Chinese VisitorArrivals to Thailand % Change

Month 2018(number) 2017(number) 2018/17

Jan 970,015 859,617 +12.84%

Feb 1,200,479 790,053 +51.95%

Mar 1,004,030 789,406 +27.19%

Apr 986,729 748,093 +31.90%

May 869,235 762,180 +14.05%

Jun 900,665 762,500 +18.12%

Jul 929,771 937,903 -0.87%

Aug 867,461 983,212 -11.77%

Sep 647,664 760,999 -14.89%

Oct 646,143 805,616 -19.80%

Nov 675,129 790,839 -14.63%

Dec 838,634 815,704 +2.81%

Source: Ministry of Tourism & Spots (2018)

The capital and largest city in Thailand is Bangkok, which is a famous city. It has

been well known for numerous attractive places on the first ranking of the top ten

destination cities in the global. In 2016 Bangkok, London, Paris, Dubai and New York

are the top five cities (CNN Travel, 2016). During 2015 to 2017, Bangkok was on the

top of destination Cities. Singapore came as the fifth rank with 13.91 million of

visitors in place of New York. 20.05millions of visitors made Bangkok stay on the top

of three cities. It demonstrated the significance of infrastructure, business recreation

and powerful local culture (Newsroom. MasterCard, 2017).
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Table 4 Global Top 20 Destination Cities by International Overnight Visitor

Rank City 2017 City 2016 2015

1 Bangkok 20.05 Bangkok 21.47 19.59

2 London 19.83 London 19.88 18.58

3 Paris 17.44 Paris 18.03 17.66

4 Dubai 15.79 Dubai 15.27 14.20

5 Singapore 13.91 New York 12.75 12.37

Sources: Master-card (2017),Top 20 destination cities Global Destination Cities Index by Master-card.September 25, 2018

In 2016, Chinese tourists received 2,037,291 (Mainland Chinese Tourists), which

occupied the tourist total 45.61% arrived at Bangkok airports. And the Chinese

tourists reached 2,554,052, which around 47% of total numbers arrived at Bangkok

airports in 2017 (Ministry of Tourism & Spots, 2017).According to statistics from the

official website of the Tourism Authority of Thailand, tourism revenue in Bangkok

reached 537.2 trillion baht in 2015, contributing 32% to Thailand’s total tourism

revenue, making it the top priority for tourism development in Thailand. Most

Chinese tourists buy clothes, cosmetics and other items in Bangkok. It has promoted

the economic development of surrounding cities and provinces effectively.

1.2 Problem Statement

Thailand is the second-largest economy in Southeast Asia after Indonesia

(International Monetary Fund, 2018). It is one of the most famous global tourist spots,

especially for tourists of Chinese (China TourismAcademy, 2018).

With China’s booming economy in recent year, which Chinese people have an

increasingly strong concept of tourism and the number of Chinese visitors traveling

overseas is quickly increasing. Besides, the purchasing power of Chinese tourists is

increasingly strong, so Chinese tourists are regarded by the international industry as a

large market.

Tourist satisfaction is essential for visitors to revisit. Repeat visitors not only
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increase word of mouth but also play a recommendation effect on potential visitors

(Wong&Kwong, 2004; Alexandriset al., 2006). On the tourist satisfaction survey,

some scholars found travel experience, perceived value, destination image, motivation,

other influencing factors, while more about the factor of risk perception is whether to

affect the behavior of traveling, loyalty or revisit intention.

The successful matching of travel motivation is critical to the marketing strategy

of the target region, and the examination of travel motivations is useful for market

segmentation, the design of promotion plans and target development decisions.

Understanding travel motivation, satisfaction, and loyalty is the key to creating profits

To satisfy their needs and promote tourism destinations, it is crucial to understand

their travel motivations (Pearce, 2005;Wu H; Huang W & Li C.et al, 2007).

The destination image indicated by Al Muala and AL Qurneh (2012) has a direct

impact on tourist satisfaction, both having a direct positive impact on destination

loyalty. Prayag (2010) said that an significant factor affecting tourist satisfaction is the

destination image.

The perceived risk for tourists also affects their satisfaction and intention (Horvat

& Došen, 2013). Due to the ship capsized in the waters of Phuket (The Nation News,

2018). More and more tourists are paying attention to the risk of traveling. The risks

of Bangkok in recent years are as follows:

Political problems in Bangkok between 2013 and 2014. Bangkok’s hotel

occupancy rate dropped significantly in the first quarter of 2014, from 79.7% in 2013

to 55.2%, thus affecting Thailand’s overall tourism industry (The World Property

Journal, 2014). Most visitors change their destination from Bangkok to other districts

of Thailand. A bombing took place the grounds of the Era-wan Shrine at the

Ratchaprasong intersection in Path-um Wan District, Bangkok on Aug17th 2015. The

terrorist attack caused 20 people dead and 125 injured (Bangkok Post, 2015).

The Bangkok Metropolitan Administration (BMA) has announced that official

figures taken between Jan 1st and Sep 8th in 2018, it showed that the dengue outbreak

https://www.cogentoa.com/article/10.1080/23311975.2017.1412874
https://en.wikipedia.org/wiki/Bangkok_Post
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has sickened 52,670 people in Thailand, including 5,899 among Bangkok residents.

The death toll rose to 69, with 5 reported in the Bangkok city (Bangkok Post, 2018).

There is a toxic haze fell over Bangkok in the air toward the end of 2018. In late

January 2019, Bangkok’s Air Quality Index was “unhealthy” with some visitors

thinking about how secure it is to visit Thailand (The Post Guy, 2019).

To sum up, The aim of this research is to investigate Chinese tourist satisfaction

and revisit intention to Bangkok from Chinese tourists’ travel motivation, tourists’ risk

perception and the destination image, which analyze how the three factors affect

tourist satisfaction. It is to be hoped that this result of the study will serve as a

reference for relevant government departments to promote the development of this

region. It is good to make reasonable marketing strategies and implement effective

measures for the tourism industry.

1.3 Research Significance

Thailand is one of the most famous tourism countries in the world. This study

will concentrate on the travel motivation, perceived risk and destination image

influence the satisfaction of tourists, then understand the impact of satisfaction on

revisiting. To take the Chinese tourists in Bangkok as the research object, which has

an important Significance as follows:

1.31 To have a clear understanding of travel motivation and inner needs. It could

provide information about tourists’ requirements for the TAT (Tourism Authority of

Thailand) and local government to avoid risks and improve destination image.

1.32 The tourist destinations’ successful sales should be guided by the analysis of

the interaction among travel motivation, satisfaction and revisit intention. The

government can take some actions to improve Thailand tourism industry.

1.33 To provide a more comfortable tourism environment for Chinese tourists

and have an in-depth understanding of tourist behavior, which is the basis of



8

formulating advertising and promotion strategy.

1.34 To explore the impact of perceived risk for Chinese tourists. It is suitable for

government concern on security issues.

1.4 Research Objectives

The research objectives are：

1. To investigate the impact of travel motivation on tourist satisfaction.

2. To investigate the impact of perceived risk on tourist satisfaction.

3. To investigate the impact of destination image on tourist satisfaction.

4. To investigate the impact of tourist satisfaction on revisit intention.

1.5 Research Questions

1.51 How is the relationship between travel motivation with tourist satisfaction?

1.52 How is the relationship between perceived risk with tourist satisfaction?

1.53 How is the relationship between destination image with tourist satisfaction?

1.54 How is the relationship between tourist satisfaction with revisit intention?

1.6 Expected Benefits

1.61 To have a better understanding of Chinese tourists’ travel motivation, and

accordingly to develop the product in the destination.

1.62 To have a better understanding of tourist satisfaction contributes to the

related authorities and improve destination image.

1.63 To have a better understanding of related departments to prevent risk and

take action for tourist satisfaction.
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1.7 Operational Definitions

The definitions that are related to this study are listed as follow:

Travel motivation is a person's inner state, or some needs and desires of tourists,

which can be considered as one of the most important psychological effects of travel

behavior. It forces them to behave or act in a certain way, which maintain energy

levels and human behavior (George, 2004).

Maslow’s Hierarchy of Needs includes “security”, “physiology” “esteem”

“belonging and love”, and “self-actualization” to give a description of a general

operation mode of human motivation.

Push Motivation is the socio-psychological motivation to make people want to

travel (Crompton, 1979). They associated with inter needs and desires of travelers, for

example, long to escape from the busy atmosphere, the need to rest, the need to relax

or the need to seek adventure (Klenosky, 2002).

Pull Motivation is responding to the push factor and enhancing the destination

attractiveness of the push factor. They are external forces associated with destination

attractions, for example, beaches, historical sites and cultures(Uysal & Hagan, 1993;

Klenosky, 2002).

Destination Image can be defined as “the sum of one’s beliefs, thoughts and

impression on destinations. In the tourism industry, a good destination image can

appeal to a visitor and visit the destination again.

Perceived Risk refers to the chances that tourists may be exposed to any major

risks during the travel process and determine the degree of risk(Reichel, Fuchs, &

Uriely, 2007).

Tourist Satisfaction refers to Tourists’ feelings about tourism products,

destinations or service quality are compared with their own expectations.

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.1.0/resultui/html/index.html
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file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.4.0.0/resultui/html/index.html
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Revisit Intention refers to the subjective probability that an individual will do

something after doing something. The intention of revisiting means the willingness of

tourist travels to Bangkok again in this research.
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CHAPTER 2

LITERATURE REVIEW

This chapter includes the literature review following:

2.1 Theory of Maslow’s Hierarchy of Needs

2.2 Travel Motivation

2.3 Perceived Risk

2.4 Destination Image

2.5 Tourist Satisfaction

2.6 Revisit Intention

2.7 Relationship

2.8 Conceptual Framework
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2.1 Theory of Maslow’s Hierarchy of Needs

In the field of motivation theory, Abraham Maslow (1943) is one of the famous

scholars. He applied the theory, which is a hierarchy of needs to analyze people’s

motivations. And then he identified five needs that range from low to high, such as the

needs of physiological, the needs of security, the needs of society, the needs of esteem,

and the needs of self-actualization.

Maslow believes that these needs are considered as important roles in

motivational behavior. To refrain from nasty emotion, it is very necessary to satisfy

the lower needs. In physiological needs, it is relatively easy to get satisfied, while it is

relatively difficult for the needs of psychological. As long as these needs of

physiological are satisfied, a higher level of needs can be further meet. Demand at the

highest level of the pyramid grows, which does not from lack, but from a desire for

growth.

The determinants and influencing decision-making considerations for tourism

will also be studied as they are related to travel motivation. Consider travel as a need

or desire to get satisfied, which show the hierarchy of Maslow is related to travel

motivation and travel literature (Mill & Morrison, 1985).

Source: A•H•Maslow (1943) theory of Maslow’s hierarchy of needs

Figure 2 Theory of Maslow’s Hierarchy of Needs
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2.2 Travel Motivation

Motivation usually implies a state of needs, which as a driving force to exhibit

different behaviors in particular kinds of operations, and based on preferences to

develop them and achieve some desired results of satisfactory (Backman et al.,1995).

It is guided by people's requirements to behave in a manner that meets expectations

(Beerli, A. & Martı´n, J.D., 2004).

In the concept of tourism, travel motivation is considered as a series of attributes

of one’s participation in tourism activities (A. Pizam; Y. Neumann &A. Reichel,1979).

Crompton (1979) thought that motivation was the starting point for understanding the

satisfaction of tourists. Dann (1981) said that travel motivation is a significant

psychological state, it can be split into push factors and pull factors. The interpretation

is then taken as an efficient explanation by others. Push motivation interprets the

desire of tourists to travel, while the pull motivation explains destination selection

related to tourism attributes (Dayour, 2013).

Snepenger (2006) pointed out that motivation is the root cause of special travel

behaviors. It plays a crucial role in understanding the process of decision-making and

evaluating the follow-up satisfaction of their expectations. Hsu and Huang (2008)

indicated travel motivation is in connection with why people travel. From the

perspective of a destination, understanding tourists’ motivation will increase tourists’

ability to enjoy themselves. It is more likely to attract and retain more tourists (S. Jang

& R. Feng, 2007).

2.2.1 Definition of ‘Push’Motivation Factors

Crompton (1979) stated that push motivation stimulates or creates inner desire or

the invisible of the individual traveler to go on vacation. It has been as a motivational

factor or need, arising from a tension motivational system (Kim, Lee & Klenosky,

2003).

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.1.0/resultui/html/index.html
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file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.1.0/resultui/html/index.html
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Hua & Yoo (2011) said that push motivation is potential social-psychosocial

motivation to guide the destination of tourist. Riri, R. et al. (2012) highlighted that

push factors include getting a big kick, getting new directions and experience new

destinations, doing more exhilarating things, reducing pressure, escaping from

everyday life and work and learning fresh stuff.

Crompton (1979) believed that the factors of push are regarded as the first move

and a helpful tool in explaining the ideas of traveling and understanding the behavior

of tourist. Guha (2009) identified eight push factors. The following is a short

description of each type:

1. Escape

Escape is one of the main psychological forces driving people to travel (Caber &

Albayrak, 2016). To escape the secular influence of the daily physical and social

environment, they choose to take a vacation (Crompton,1979 & Dann, 1977).

2. Self-exploration and evaluation

Going on vacation or traveling may be taken as an opportunity by some people to

reevaluate and discover more about themselves or their self-image by the traveler who

does something to improve or modify himself. An significant aspect of the

transformation process is novel in physical and social environments (Crompton, 1979)

3. Release yourself

Release yourself means taking time to do what you want to do. Millennial

Generation has a strong tendency toward work / life equilibrium and socialization,

Which might suggest that relaxation is a factor in their daily life (Moscardo &

Benckendorff, 2010). Leonard and Onyx (2009) recognized that the essence of

psychological factors causing tourist motion is relaxation aside escape.

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.2.0/resultui/html/index.html
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4. Regression

Regression is a vacation or trip provides an opportunity to do something

meaningful. In the ordinary way of life, it is unthinkable (Crompton, 1979). This

motive was recognized as regressive as it allows tourists to return to a simpler

lifestyle.

5. Strengthening and promoting relations

Vacation means spending time together.Therefore, tourism is a medium for

strengthening and enriching family relationships.Tourism serves as a vehicle for

strengthening relationships and enriching family relationships (Crompton, 1979)

6. Interaction of social

Motivations of visiting a variety of destinations including being in different

places, meeting new people, socializing, and potentially improving social status.

7. Novelty

Tourists tend to travel to a place they have never been before and are more

willing to go and take part in new activities. Generally speaking, tourists are curious,

which affects their motive of travel.

8. Education.

The choice of destination is sometimes based on potential educational experience.

Tourists may want to explore a specific destination with rich historical or scientific

significance.

2.2.2 Definition of ‘Pull’Motivation Factors

Pull motivation refers to the tangible resources, expectations and perceptions of

tourists in the characteristics of tourism, scenic spots, or attribute of a specific

destination. The pull motivation plays a significant part to decide to travel in

destination choice for tourists ( S. Kim, C. Lee, & D. Klenosky, 2003).
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The factor of pull is an external force, which related to nature, historical sites,

food, entertainment and people (M. Uysal & L. Hagan, 1993). Pull factors is called

extrinsic motivation, which refers to the extrinsic motivation generated by the

attraction of a destination. This attraction dues to large scale publicity, promotion or

any other methods to make the destination have an image (Kassean & Gassita, 2013).

Other scholars have argued that pull factors are related to external elements, such as

history cultural inheritance, shopping, and scenery of nature. It also embraces

important factors, for example, the distance of the market, the level of service,

affordability, the policies of tourism and the aspects of security (Morakabati, 2011).

Prayag and Ryan (2010) said that the choice of destinations is from tourists’

assessment of the quality of a site, including natural attractions, cultural attractions,

the opportunities of social, the facilities of physical, atmosphere and nightlife, etc.

Bashar (2011) and Abdelnasar (2011) showed the pull motivations include

accessibility, cultural links, products, ecological attributes, quality, advantages, events,

shopping, and natural facilities. Shuo et al (2009) indicated that Festivals are more

interesting and attractive than religious events, due to the uniqueness of the festival's

clothing, music, color, and other details. Pull factors are the forces generated by the

destination and the perception of the destination (Gnoth, 1997). Attractions include

easy access and affordability, heritage sites, history and culture, a variety of

sightseeing, adventure, and natural resources.

The push factor and pull factor are not independent, but the work in conjunction

with each other. (Klenosky, 2002). The motivation of tourists is essential in market

segmentation, promotion plan design and destination development planning (Yoon &

Uysal, 2005). X.You (2000) observed the destination markers and promoters should

bear in mind the importance of tourists’ motivation in tourism. And they should put

more strength on creating the destination's main characteristics based on prospective

customers’ expectations and needs

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.2.0/resultui/html/index.html
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2.3 Perceived Risk

The risk means “the chance of injury or loss”.The definition ignores two

fundamental risk factors, the size of the future loss and the likelihood that it will

occur(Weber & Milliman, 1997). It is considered a hazard, potential adversity or

threat, in which the probability and consequences are the core dimensions (Slovic &

Weber, 2002).

In the literature related to tourism, there are many types of research on tourists’

perceived risks in the process of tourism (Carlton & Jacobson, 2013). Perceived risk

is defined as the tourist could get to any major risks while traveling, it refers to

consumers’ perception of the overall negative impact of certain behavior. If it exceeds

acceptable levels, it may affect travel behavior. Perceived risk is the perception of a

dangerous situation. If customers feel that travel is too risky, they will change their

destination plans, for example, by non-booking, canceling, or evacuating from

destinations of perceived risks (Mansfeld, 2006; Reichel et al., 2007; Moreira, 2008).

Table 5 Research on Perceived Risk Dimensions of Tourism

Researchers Dimensions of Perceived Risk
Cheron&Ritchie (1982) Performance;financial; physical ; psychological; social; time(6)

Moutinho (1987) Social; natural disaster; psychological; economic; physical; health;
terrorism;crime (8)

Verhage,etal. (1990) Self-esteem ; property ;time ; health ;social (5)

Roehl,et. (1992) Facility; financial;psychological;satisfaction;time ; physical;social (7)
Tsaur,et al. (1997) Traffic; law and order; health; accommodation ;

weather; tourist attraction; medical support(7)
Sonmez&Graefe (1998) Facility ;financial; health; physical; psychological; political security;

satisfaction; social; terrorism; time(10)
Reisinger&Mavondo (2005) Health; finance; terrorism; socio-cultural differences (4)
Fuchs & Reichel (2006) physical; financial; performance; social-psychological; time (5)

Physical risk is the possibility of injury to the body, including dangerous and

harmful health injuries (accidents). Tsaur et al. (1997) divided all risk factors into two

categories: physical risk (personal health threats), disease and injury risk (the risk
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caused by equipment failure such as unsafe transportation). Kozak et al. (2007)

showed women are more focused on the risk of food and health-related, while the

experienced male travelers are unlikely to change their travel plans, in the face of

potential terrorism, natural disasters, and health-related risk selection. The Chinese

are more sensitive to the risks of terrorist attacks, infectious diseases and natural

disasters. However, a growing number of people are aware of the seriousness of the

health problems they may face when traveling abroad. The health risk is possible to

become ill while traveling or at the destination.

Tourist destinations can be affected by climate variability. No matter it affects

positively or negatively. It may affect the comfort of tourists, safety issues, and

products that attract or deter visitors, for example, infectious diseases (Scott, Lemieux,

& Malone, 2011). Tourism brings new diseases across borders to the world’s

population. For instance, visitors travel to distant regions and may introduce unknown

pathogens into their settings (Richter, 2003).

Crime can cause a major blow to the safe image of a tourist destination, thus

hindering the development of the tourism industry. In the meantime, it may cause a

major blow to the fragile nature, thus damaging the image of tourism as a safe

destination (Ryan, 1993). There are ten negative images perceived for international

tourists, which the top three are larceny, fraud, and beggars. They also in connection

with crimes and society disorder (Chaudhary, 2000).

Terrorism is an ever-present threat that can be difficult to predict and quantify.

Even inexperienced travelers, terrorism risk has been considered to have a particular

impact on changing their travel intentions (Sonmez & Graefe, 1998).

Political is concerned with to the government or country public affairs. Political

non-stability and terrorism events have a great influence on tourism industry, which

has aroused the great concern of researchers (Steiner, 2007). Tourists have different

views on political instability and terrorism (Saha & Yap, 2014). Political instability is

more damaging than a one-off terrorist attack. In these crises, the most common

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.3.0/resultui/html/index.html
file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.3.0/resultui/html/index.html
file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.3.0/resultui/html/index.html
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response of tourists is to cancel the travel plan to the places where terrorist attacks

occur (Sonmez, 1998) and avoid going to countries with political instability (Saha &

Yap, 2014).

Financial risks include current expenditures related to the initial purchase and

subsequent costs associated with the initial purchase (Yuksel, 2007). That is, Financial

risks refer to the financial loss caused by the need for the maintenance, replacement or

purchase of the product (Chahal, 2015). Price is one of the main demand factors in

tourism, but in many other service industries, price is not the decisive demand factor

(Choo, et al., 2016). While package travelers agree to pay added expense and luxuries,

for non-package travelers, a cheap trip to a country is more important. However, both

groups agree that money is worth spending on travel (Hsieh et al., 1994). Additional

expenditure may be incurred if the passenger is injured while on holiday (Hsu & Lin,

2006).

Performance risk relates to product performs with consumer expectations (Choo,

et al., 2016). Assuming quality of goods and services for tourism is lower than

tourists’ expectations, the risk will occur. For example, the hotel staff provided a bad

service, which let tourists feel uncomfortable. Hotel management showed impatience

and impoliteness to the guests. Maybe in tourist areas, the local people have a bad

attitude.

The risk of time refers to the possibility that it will take too much time or waste

time to travel to a particular destination (Roehl&Fesenmaier, 1992).Time risk focuses

on the possibility that buying products will result in a lot of time being spent or

wasted. In tourism, it takes a lot of time to plan your holiday and program is waste

your time or you feel your holiday in the destination is waste the time.

The concept of psycho-social risk is described as complex closely related to

motivational factor (Mitchell,1999). Vacation destinations are incompatible with self -

image and The response of the control group to destination selection may lead to

psych-osocial risk (Reichel, Fuchs & Uriely, 2007).
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2.4 Destination Image

Images are considered to be people’s fell of whatever they are aware of. It

indicated that the image represents the full contents of attitudes, impressions, and

opinions, which a person or a group of people about something that may be real or

imagined, true or false (Boulding, 1956). Destination image is an interactive system

of ideas, emotions, visualizations, and intentions about the destination, which is

people feel about anything which they are aware, and help us learn about the world

which we live in (Boulding, 1956;).

For more than four decades, the image of a destination has been one of the main

fields in research on tourism. Especially in the analysis of modern tourism, it is one of

the most researched and tested concepts (Baloglu & McCleary, 1999; Svetlana &

Juline, 2010). Tourists’ subjective interpretation of reality is the image of destination,

which the ideas or concepts about destinations held by individuals or groups (Bigne et

al. 2001).

Murphy, Pritchard and Smith (2000) showed that associations and information

related to destinations, including multiple components of destination and personal

feelings. Tapachai and Waryszak (2000) found that tourists’ feelings or impression of

the destination is related to expected benefits or consumption value. Birgit (2001)

emphasized the image of destination as a travel decision factor that affects the tourist

in all processes, such as before, during and after his or her vacation experience. Image

affects potential markets through the construction of place awareness, availability, and

evaluation. It secures the destination choice of tourists (Day, Skidmore & Kolle,

2002). Hsu, L. Cai, and M. Li (2010) showed that a good image of a tourist

destination can attract more tourists. Mazanec (1997) reported the attraction of urban

destinations. They thought some important attractions as well as entertainment, for

example, theatre, concerts, bars, discos, etc. Bigne,et al. (2001) believed that

destination image affects simultaneously on perception quantity, satisfaction.
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2.5 Tourist Satisfaction

Satisfaction is the assessment of products. By evaluating the quality, profit, price

of products. It is the overall evaluation of individual experience (J. Lee, Kyle, &

Scoot, 2012).

Many studies have different understandings of customer satisfaction, as shown in

the following:

Cadotte, Woodruff, and Jenkins (1987) reported that customers would compare

their previous experience with their actual perception after purchase to evaluate their

satisfaction. Oliver and Desarbo (1988) found that the major factor about customer

satisfaction was customer expectation of customer and performance. Philip and

Hezlett (1996) said that increasing customer satisfaction is one of the strategic ways

to achieve a competitive advantage. Kozak and Rimmimgton (2000) pointed out that

it is important to have a successful destination marketing for satisfaction. The

successful marketing of a destination depends on the satisfaction of tourists, because

it has an impact on the decision of destination, the use of goods, service and revisit

intention.

One of the most approaches for understanding consumer satisfaction in literature

is the expectancy dis-confirmation model (Yen & Lu, 2008). During the purchase

process, consumers compare the actual performance with their expectations of the

product, the satisfaction degree depends on the gap between the two determines. The

theory has also been widely applied in the difference between pre-travel expectation

and post-travel perception of tourism (Chen, C.-F., & Chen, F.-S., 2010).

Homburg et al (2006) stated that the satisfaction of customers is an significant

word for decades, which is in marketing literature. Because satisfaction make

long-term advantages available to the company, for example, the loyalty of Customer

and sustained profitability.
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Tourist satisfaction is very important, which could successfully promote a tourist

destination (Devesa, et al ., 2010). Fang et al (2008) notes that the measurement of

tourist satisfaction provides relevant information about how a destination meets the

needs of tourists, which may help destination marketers to improve the quality and

services of product that attracts tourists.

Kozak and Rimmington (2000) believed that tourist satisfaction is a main

factor in keeping a competitive tourism, it affects the consumption of choice in

destinations, products and services. Yoon and Uysal (2005) pioneered that destination

executives should develop a high level of satisfaction after purchase and generate

favorable conduct among visitors in order to enhance and retain a competitive

destination. Bramwell (1998) and Ross (1993) emphasized that tourist satisfaction is a

strong measure of intention to visit locations and advise them. Handszuh(1995) found

that tourists are satisfied with the trip or journey for many reasons, for example, the

quality of service, infrastructure, safety, cleanliness, natural environments, consumer

protection and easy access. Schofield (2000) pointed out that participants should

understand tourist satisfaction, and use it as the basis for evaluating the product of

performance and destination of service.

2.6 Revisit Intention

The conception of revisit intention is from behavioral intention, which is the act

of repeating a previously enjoyable experience (Pratminingsih et al., 2014). Gronholdt,

Martensen, and Kristensen (2000) found the explanation for revisit intention is

tourists are willing to go back to the same places where they have been before. Beck

and Crompton (2000) said that revisit intention as the willingness of tourists to revisit

within a year and their willingness to travel frequently of the destination.

The intention is at the heart of destination loyalty. Some researchers of tourism

investigated frequently tourist loyalty, which as reflected by revisit intention.

Understanding the intention of revisiting a place, which encourages travelers to revisit
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the destination (Baker & Crompton, 2000). Gitelson and Crompton (1984) illustrated

that repeat tourist were important, destinations needed repeat visitors. Petrick (2004)

argued that by comparing first-time visitors and repeat visitors, we can explain and

predict the re-visit intention of tourists. Tourists are often recommended by word of

mouth, which is a key part of a target market. Assaker et al (2011) believed that the

main causes of these international tourists’ loyalty and revisit intention is satisfaction.

Satisfaction is a decisive factor in determining whether a customer will return to

location or repeat the purchase (Kim & Goh, 2011). Philips et al. (2013) pointed out

that the importance of international tourists’ willingness to visit again is related to

future behaviors because they will spread positive word-of-mouth by recommending

to friends or relatives. Retaining loyal visitors is vital that generate revenue and

reduce marketing costs in tourist destinations.

Chang, Su-ching (2006) used three items to measure the willingness of tourists to

visit again. There are willing to revisit, recommend and visit destination in priority.

2.7 Relationship

2.7.1 The Relationship between Travel Motivation and Tourist Satisfaction

Qu & Ping (1999) pointed out that tourist satisfaction and tourism needs are

significantly correlated. Clear understanding of motivation is essential because

motivation will react to distinct levels of fulfillment.

Lee (2009) thought that motivation affects tourist satisfaction significantly. Yoon

and Uysal (2005) found Successful marketing of tourist destinations should be guided

by motivation analysis and its interactive relationship with tourist satisfaction in the

increasingly competitive market environment. Alegre and Cladera (2009) pointed out

that the motivation can affect satisfaction and destination loyalty, which is reflected

by the revisit intention of tourist and spread positive word-of-mouth. Dick AS and

Basu K(1994)said that travel motivation not only has an influence on the choice of

tourism destination but also tourist satisfaction and the loyalty on the destination.
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Previous studies have confirmed the effect of travel motivation on tourist satisfaction.

In addition, travel motivation can be internal and external, while satisfaction is

affected by travel motivation (Zabkar et al., 2010; Mason, Gos & Moretti, 2016).

2.7.2 The Relationship between Perceived Risk and Tourist Satisfaction

Previous studies have shown that perceived risk affects satisfaction negatively.

The safety and security of tourism destinations have a great effect on tourist

satisfaction (Yuksel&Yukse, 2007; Tasci & Boylu, 2010). An et al. (2010) proposed

that various risk factors have different influences on satisfaction. Johnson, et al. (2008)

found a two-way correlation between customer satisfaction and perceived risk. They

noticed that perceived risk would affect customer satisfaction, on the other hand,

customer satisfaction would affect customer perceived risk in future transactions.

Monroe (1990) claimed that risk would have an adverse impact on customer

satisfaction. Tourists who rated the risk as low, which were more satisfied with

destinations than others. Wirtz and Mattila (2001) referred to the perceived risk at a

high level, which will reduce tourist satisfaction and have a negative impact on

customers’ repeated purchase intention. Meng and Elliott (2008) highlighted that as

the perceived risk decreases, which have resulted in increasing of the satisfaction. In

addition, the perceived risk for tourists also affects their satisfaction, revisit attitude

and intention (Horvat & Došen, 2013).

2.7.3 The Relationship between Destination Image and Tourist Satisfaction

Castro et al., (2007) indicated more and more researches have been carried out

on the relationship between tourism destination image and tourist satisfaction in

recent decades.

The image of destination is the premise of tourist satisfaction in tourism (Bigne,

Sanchez & Sanchez, 2001). Xiao, H., and Mair, (2006) found that a better image will

affect satisfaction. Bigne et al (2001) said destination image has a direct effect on

behavioral intent, quality of tourism, the value of perceived and satisfaction. Puh

https://www.cogentoa.com/article/10.1080/23311975.2017.1412874
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(2014) reported that a good destination image in the tourism industry has a positive

impact on tourist satisfaction. Jin, Lee, and Lee (2015) believed that destination image

has a great impact on satisfaction. The image is a key factor affecting tourism

satisfaction (Castro et al. 2007).

2.7.4 The Relationship between Tourist Satisfaction and Revisit Intention

Alexandris et al (2006) stated that satisfaction plays a very significant part in

making it possible for visitors to return to destionation.Wu et al.(2015) demonstrated

that one of the most significant factors affecting the revisit intention of customers may

be customer satisfaction. Fuchs and Weiermair (2004) noted it is crucial to satisfying

the customer because customer satisfaction has an impact on intention of returning or

revisiting the destination after the next purchase decision. Hui et al (2007) concluded

that Overall satisfaction affects repeat visits and recommendations. Santouridis and

Trivellas (2010) demonstrated that satisfaction as an important factor in determining

of repeat visits.

Satisfaction with the research in the tourism industry has a important effect on on

the willingness of tourists to visit again in the future. The higher the positive

satisfaction, the higher the possibility of revisiting (Baker & Crompton, 2000;

Suhartanto & Triyuni, 2016). Satisfaction is an important prerequisite for tourists'

willingness to revisit (Taher, Jamal, Sumarjan, & Aminudin, 2015). Yoon and Uysal

(2005) validated that tourist satisfaction has a positive impact on tourists’ revisit

intention. They observed that satisfied travelers were more likely to spread through

word of mouth,and were willing to recommend a destination to others. It means that

satisfied tourists have a favorable attitude towards the destination in future tourism.

Kim, A.K. and Brown, G.(2012) pointed out that satisfaction is a decisive factor in

determining whether customers will visit the destination again or make repeat

purchases. More specifically, travelers are satisfied with their trips before, which are

more probable to revisit the destination and recommend this to relatives or friends.
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2.8 Conceptual Framework and Hypotheses

2.8.1 Conceptual Framework

Based on the literature review, the conceptual framework was explored

“motivation and destination image in predicting tourist revisit intention of Indonesia.”

Source: Adapt from Sri Astuti Pratminingsih;Christina Lipuringtyas Rudatin; Tetty Rimenta (2014)

Figure 3 The Factors Affect Revisit Intention of Indonesia

Martin et al.(2015) believed that perceived risk had a greater effect on customer

satisfaction. Wirtz & Mattila (2001) referred to the high level of perceived risk will

reduce tourist satisfaction in the literature.The conceptual framework in Figure4 as

follows:

Figure 4 The Conceptual Framework
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2.8.2 Research Hypothesis

According to literature review, hypothesis of this study is as follows:

H1 Travel motivation has positively effect on tourist satisfaction.

H2 Perceived risk has negatively effect on tourist satisfaction .

H3 Destination image has positively effect on tourist satisfaction .

H4 Tourist satisfaction has positively significant effect on revisit intention.
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CHAPTER 3

METHODOLOGY

In this chapter, the methodology consists of 5 sections as follows:

3.1 Research Design

3.2 Population And Sample

3.3 Data Collection

3.4 Data Analysis

3.5 Reliability Analysis
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3.1 Research Design

The objective of this research is to explore “The Effect of Travel Motivation,

Perceived Risk and Destination Image on Tourists Satisfaction-A case study of

Chinese tourists having revisit intention in Bangkok, Thailand”. By using the methods

of theoretical and empirical in this study are as follows:

Through collecting, identifying and sorting out relevant research literature to

correctly understand the research questions. A quantitative method was to be used in

this study, which collects primary data from a sample of Chinese tourists who visiting

to Bangkok .

Comparing the data of Chinese tourists, explaining the phenomenon and

conducting the theoretical analysis by these methods could accurately get the results.

All questionnaire are summarized by previous studies in this quantitative.

Section1 is about demographics, which Chinese tourists’ personal background.

Many tourism papers have research on social - demographic characteristics of

tourism. In the study, In addition to basic demographic information, there are

additional forms of travel, such as independent travel or travel agency.

Section 2 is based on the variables for the study. It is consist of travel motivation,

perceived risk, destination image, tourist satisfaction and revisit intention.

3.2 Population and Sampling Design

3.2.1 Population

This study was based on the data of Chinese tourists who visited Bangkok in

2017. According to the data of international tourist arrivals to Thailand by Nationality

at Bangkok International Airport in 2017 (Ministry of tourism &sports). There are

about 2,554,052 Chinese tourists in Bangkok in Jan - Dec 2017.

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.4.0.0/resultui/html/index.html
file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.4.0.0/resultui/html/index.html
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3.2.2 Sample

In order to determine the sample size of this study, this study will use the

Yamane sample size table (Taro Yamane,1973) to calculate the data of samples as

follows:

n = N/ (1+N e2) (1)

N is population

n =sample size

e2=probability of error that is 0.05 or 5% (at 95% confidence level)

Then, according the data from the formula ,the sample size as follow :

n =2,554052/(1+2,554,052*0.052 )=399.94

With N=2,554,052

e =0.05(confidence)

Therefore, the sample size should be 400 Chinese tourists.

3.3 Data Collection

3.3.1 Plan

There are many beautiful scenic spots in Bangkok. Base on the quota, this study

selected four representative scenic spots to distribute questionnaires. The fifty

questionnaires were distributed in each spot as follows:

1. Grand Palace located in the center of Bangkok. It is the symbol of the

Bangkok dynasty.

2. Chatuchak Weekend Market is the largest markets in Southeast Asia. It is

usually open on weekends. There is a wide variety of goods, clothing, handicrafts.

3. China Town in Bangkok is well known among china towns throughout
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southeast Asia. It is not only the traditional Chinese residence and business district but

also a name card of this “city of angels”, Which draws visitors from all over the globe

to go shopping and visit.

4. The Train Night Market (Ratchada) is located next to MRT and the Thai

cultural center, with supermarkets and department stores nearby. It caters to tourists’

wishes for shopping and delicious food, which deeply loved by Chinese tourists.

According to a news report by Hotels.com (2018), For a new generation of

Chinese tourists, their needs and preferences have changed. Tour groups have become

obsolete as the Chinese have become more interested in traveling independently in

Thailand. They are more likely to travel on a free and easy basis due to the local

cuisine, convenient visa application, good accommodation quality and shopping

variety in Thailand (The Nation, 2018).

To collect data more comprehensively, the questionnaire survey on Chinese

tourists was divided into two categories: FIT and travel agency.

Questionnaire survey collection time was nearly a month to collect data.

Researchers distributed questionnaires at four scenic spots, Where attract many

Chinese tourists to travel. When they resting or waiting in line, and the researcher

asked them if they would like to fill out a questionnaire. The total number of the

questionnaire for independent travel is 200.

Another 200 Questionnaires were distributed at two travel agencies, wangguo

and kanghui. The Kanghui is a five-star travel agency oversea. Wangguo has high

praise rate in Ctrip. Tour groups are arranged to fly to Thailand every day. The

research can collect data in the Sukosol hotel and Asia Airport hotel. When the

tourists returned to the hotel to have a rest, the staff of travel agencies and the

investigator will distribute the questionnaires to visitors. The data collection of the

travel agency is valid until the visitor to leave Bangkok. .
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Table 6 Questionnaire Schedule (FITs)

Date Time Place Surveys Distribution
Jun1st-3th 10:00am-3:00pm Grand Palace 50

Jun8th-11th 6:00pm-9:00pm Train Night Market 50

Jun15th-20th 5:30pm-8:00pm China Town 50

Jun22th 23th 29th 10:00am-3:00pm Chatuchak Market 50

Jun1st -30th Kanghui&Wangguo 200
Total 400

3.3.2 Tools

(1) Research is a quantitative study. The questionnaire was collected from 400

samples of Chinese tourists who are traveling in Bangkok. Using random sampling

from probability sampling method to collect the data in the tourist attractions. The

questionnaire was designed in English and Chinese. This part summarizes and deals

with the related research results, which cites the valuable research results and the

detail design of the questionnaire as follows:

Part 1: Demographic information

This is the demographic component, for example, the way to travel, gender, age,

monthly income education level, income and travel times.
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Table 7 Level of Information Measurement and Criteria

Variable Measurement Criteria Classification
Way to Travel Nominal 1.FIT

2. Package Tour
Gender Nominal 1.Male

2. Female
Age Ordinal 1. 16-20 Years

2. 21-30Years
3. 31-40 Years
4. Over41 Years

Education
Level

Ordinal 1.High school/Vocational School
2.Bachelor’s Degree
3.Master’s Degree
4. Doctoral Degree

Monthly Income Ordinal 1. Less than 5,000RMB
2. 5,001RMB-10,000 RMB
3. 10,001RMB-15,000RMB
4. Over 15,001RMB

Travel Time Ordinal 1. First Time
2. 2 Times
3. 3-4Times
4.More than 4 Times

Table 8 The Source of Questionnaires about Demographic

Demographic Source

1 Way to travel Xiaoli Zhang (2012)
The Factors Effecting Chinese Tourist
Revisit Thailand Destination

2 Gender
3 Age
4 Education
5 Monthly Income

6 Travel Times

Part 2: Questions about travel motivation.

The questionnaire was developed and modified for based on Intanai Adchariya

(2013), which includes such as push factors and pull factors of travel motivation.

Each participant was asked to rate a five-point Likert-type scale based on how he or

she agreed with 20 travel motivations statements.
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Table 9 The Source of Questionnaires about the Travel Motivation

NTravel Motivation (TM) Source

Push Factors Intanai
Adchariya
(2013)The
Study of
Chinese
Tourist’s
Motivation,
Satisfaction
and
Loyalty:The
Case of
Bangkok ,Thai
land

1 To escape from the pressures of the work and life
2 To relax and reset in the Bangkok
3 To experience a different life
4 To realize the dream of traveling abroad
5 To make new friends
6 To learn new things and enhance my knowledge and experience
7 To have enjoyable time with family / friends
8 To participate in some activities
9 To visit friends and relatives
10 To strengthen the bond between family members or couples

Pull Factors
1 Tourism promotion of Bangkok is very attractive
2 There is a great variety of Thai food
3 The festivals here are very attractive
4 The consumption levels are low in Bangkok
5 It is affordable to travel in Bangkok
6 There are a lot of shopping place
7 It is convenience of Visa for tourists
8 There are many famous historical and cultural sites in this area
9 It has many religious and spiritual site
10 The exotic atmosphere here is very attractive

Part3: Questions about perceived risks.

Savaş Artuğer (2015) researched tourist’s destination risk perception, including

about six factors, such as social-psychological, physical, financial, performance, and

time. Each respondent answered the questions on a5 5-point Likert type based on how

he or she agreed with 13 perceived risks statements. The “strongly disagree”

represents tourists’ lowest risk perception of Bangkok and “strongly agree” represents

tourists’ highest risk perception of Bangkok.
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Table 10 The Source of Questionnaires about the Perceived Risk

Perceived Risk(PR) Source

1 Physical Risk Savaş
Artuğer(2015)
The Effect of
Risk Perceptions
on Tourists’
Revisit
Intentions

There are insecurity problems of food in Bangkok.
There are infectious diseases in Bangkok
There is theft and snatching in Bangkok.
There are terror actions in Bangkok
There is political unrest in Bangkok

2 Financial Risk
I do not think I received sufficient service for the amount I paid
for the holiday in Bangkok.
There are extra expenditures during my holiday in Bangkok.

3 Social-Psychological Risk
My holiday in Bangkok will change my friends’ or families’
opinions about me.
Holiday in Bangkok doesn’t suit my personality.

4 Time Risk
My holiday in Bangkok is a waste of time.
My holiday plan and program in Bangkok is a waste of time.

5 Performance Risk
The personnel in hotels in Bangkok aren’t kind.
The hotels in Bangkok are not satisfactory in terms of service
quality.

Part4: Questions about destination image .

The questionnaire of destination image was sourced from according to Qiumeng

Huang (2016), who divided the destination image into four factors, such as

environment, infrastructure, culture and society, and entertainment. And according to

Mazanec (1997), Intanai Adchariya (2013) set the 3 items of entertainment. Total

items of destionation image were 12.
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Table 11 The Source of Questionnaires about Destination Image

Destination image(DI) Source
1 Natural Environment Qiumeng

Huang(2016)
Factors affecting
foreign tourists’
satisfaction and
willingness to
pay more
for visiting
Bangkok
Mazanec(1997)

The scenery of the city is beautiful
Bangkok is a city with pleasant climate
Bangkok is a clean city

2 Infrastructures
Bangkok has quality roads
The public transport system is good
Bangkok has good capacity of being a traffic hub of Thailand

3 Social Environment
Bangkok is generally a safe city
The people are hospitable in Bangkok
The people here have a different culture and customs in
Bangkok

4 Entertainment
Bangkok has a unique charm of the project, muay Thai, Thai
massage
Bangkok has a great nightlife
Bangkok has many discotheques and clubs

Part5: Questions about tourist satisfaction

Questions about tourist satisfaction are sourced from Intanai Adchariya(2013). In

this study, the question is related to three items, for example, the feel of tourist is

expected, satisfied and worth.

Table 12 The Source of Questionnaires about Tourist Satisfaction

Tourist Satisfaction (TS) Source
1 Travel in Bangkok is better than expected Intanai

Adchariya(2013)
The Study of
Chinese Tourist’s
Motivation,
Satisfaction and
Loyalty:The Case of
Bangkok ,Thailand

2 I am satisfied with my overall experience during my visit to
Bangkok.

3 It’s worth trip to Bangkok
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Part 6: Questions about revisit intention

Questions about revisit intention adapted from studies by Su-ching (2006) used

three to assess the intention of revisiting the tourist, the first is “willing to visit again”,

the next is “willing to recommend”, and the last one is “willing to place the visiting

destination in priority”.

Table 13 The Source of Questionnaires about The Revisit Intention

Revisit Intention (RT) Source
1 If I travel abroad again my first choice will be

Bangkok.
Chang, Su-Ching
(2006), The relationships
among of service
quality, service
experiences, relationship
quality and revisit
intentions

2 I plan to come to Bangkok again in the future

3 The probability that I come to Bangkok again for
holidays is high

In the light of Aaker (1996) and Keller (2000), using the five-point Likert Scale

in the second to sixth components of the questionnaire to evaluate the agreement level

by

5= Strongly Agree ;

4= Agree;

3= Neutral;

2= Disagree;

1= Strongly Disagree
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3.4 Data Analysis

The range of information calculated by the researchers using the mean value and

interval type formula is as follows:

N (Width of the range) = (Maximum – Minimum) / Level (2)

= (5 – 1)/5

= 0.8

The researcher evaluated the agreement level of travel motivation, perceived risk,

destination image, tourist satisfaction and revisit intention.The results of the mean are

calculated in the following ranges:

Score of 4.21 – 5.00 are considered as strongly agree

Score of 3.41 – 4.20 are considered as agree

Score of 2.61 – 3.40 are considered as moderate

Score of 1.81 – 2.60are considered as to disagree

Score of 1.00 – 1.80 are considered as to strongly disagree

Descriptive statistics and inferential statistics are used for data analysis by

researcher.

(1) Descriptive Statistics: The researchers described demographic information,

including the way to travel, gender, age, education, income and travel time by using

frequency and percentage. The researcher described travel motivation, perceived risk,

destination image, tourist satisfaction and revisit intention by using the mean and

standard deviation.

(2) Inferential Statistics: The research used multiple regression to examine the

influence of three variables on tourist satisfaction, and then used simple linear

regression to examine the influence of tourist satisfaction on revisit intention.
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3.5 Reliability Analysis

The researcher distributed 400 questionnaires from Jun1st -30st, which in four

Four tourist attractions and two tour groups. The detailed recovery of the

questionnaire is as follows:

Table 14 Respond of the Questionnaires

Place Actual Travel Agency Actual

Grand Palace 50 Kanghui 100

Train Night Market 45 Wangguo 100

China Town 50 200

Chatuchak Market 55

Total 400

Some tourists in the train night market are in a hurry and don't have much time to

fill in, so there are 5 invalid questionnaires. Therefore, a total of 55 questionnaires

were distributed in the Chatuchak market to make up for the number of questionnaires

collected in the train night market.

Reliability refers to the measure repeat-ability degree of a particular test, which

is a measure of the quality of an important index (Molhotra & Birks, 1999). Besides,

reliability can promote the scale to achieve more accurate and stable test results. The

higher the consistency level of repeated sequence, the higher the reliability of

measurement. There are four different approaches to reliability analysis. It includes

test-retest, split-half reliability, internal consistency reliability, and internal rather

reliability. In this research, we applied the internal consistency reliability test on the

basis of Cronbach’s’Alpha coefficient.

The Alpha of Cronbach varies from 0 to 1, indicating no internal reliability and

perfect internal reliability. Some researchers pointed out that 0.7 is an acceptable

reliability coefficient, which is the current standard (Nunnally&Bernstein,1994).
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A pre-test research, the researchers conducted a questionnaire survey on 30

samples to test the reliability of the questionnaire. The results of Cronbach’s’Alpha

score on 30 questionnaire samples are shown in the following:

Table 15 Reliability of the Variable (Cronbach’s Alpha)

Variable Pre-test (30)

Travel Motivation 0.869
Perceived Risk 0.886

Destination Image 0.932
Tourist Satisfaction 0.942
Revisit Intention 0.865

The pre-test scores were 30 sets of questionnaires collected by the researchers

from Chinese tourists the results of Cronbach’s alpha are as follow:

1. The pre-test value of travel motivation is 0.869.

2. The pre-test value of perceived risk is 0.886.

3. The pre-test value of destination image is 0.932.

4. The pre-test value of tourist satisfaction is 0.942.

5. The pre-test value of revisit intention is 0.865.

For all variables of pre-test value , the score of travel motivation, perceived risk,

destination image, tourist satisfaction and revisit intention is higher than 0.7,

indicating that the questions have reliability. Questionnaire survey is basically

reflected in the conceptual framework of the study.
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CHAPTER 4

DATA ANALYSIS

The research“ The effect of travel motivation, perceived risk and destination

image on tourist satisfaction - A case study of Chinese tourists having revisit intention

in Bangkok, Thailand ”using 200 questionnaires was surveyed from Chinese FITs and

200 was surveyed from the travel agencies travelling to Bangkok.

In this chapter, the result of the data consist of 6 sections :

4.1 Analyze the Demography Profile of the Chinese Tourists

4.2 Analyze the Agreement Level of Travel Motivation, Perceived Risk,

Destination Image, Tourist Satisfaction and Revisit Intention by Mean and SD.

4.3 Proposal from Respondents

4.4 Analyze the Influence between Travel Motivation, Perceived Risk ,

Destination Image, and Tourist Satisfaction by Multiple Regressions.

4.5 Analyze the Influence between Tourist Satisfaction and Revisit Intention by

Simple Regressions

4.6 Hypothesis Summary
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4.1 Analyze the Demography of Tourists by Using Descriptive Statistic

The demographic data of the way to travel, gender, age, education level, monthly

income and times of travel to Bangkok, which are expressed in terms of frequency

and percentage. A total of 6 items. The data of respondents are as follows:

Table 16 Numbers and Percentage of Respondents by Characteristics

Item Characteristics Frequency Percentage (%)
1 Way to Travel

FIT 200 50.0
Package tour 200 50.0

2 Gender
Male 149 37.3
Female 251 62.8

3 Age
16-20 years old 28 7.0
21-30years old 172 43.0
31-40 years old 136 34.0
Over 41 years old 64 16.0

4 Education Level
High school/ Vocational School 92 23.0
Bachelor’s Degree 239 59.8
Master’s Degree 61 15.3
Doctoral Degree 8 2.0

5 Monthly Income
Less than 5,000RMB 96 24.0
5,001RMB-10,000 RMB 179 44.8
10,001RMB-15,000RMB 81 20.3
More than 15,001RMB 44 11.0

6 Times
First time 259 64.8
1-2 times 57 14.3
3-4 times 39 9.8
More than 4 times 45 11.3
Total 400 100

The demographic data of 400 samples was divided into frequency and

percentage. In the Table 16, it shows that the way to travel to Bangkok were FIts and

package tour tourists respectively.There were 200 individual tourists and 200 package
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tour tourists, each accounting for 50 percent of the respondents.

From the Table 16, it shows that the majority of respondents are Female. with a

total of 251 respondents (62.8%) and 149 Male (37.3%).

Most respondents age are in the range between 20-40 years old. The age between

21-30 years old has 172 or 43% respondents followed by 31-40 years old 134

respondents(34%),Over 41 years old 64 respondents (16%) and 16-20years old 28

respondents (7%).

The majorities of respondents’ education level in Bachelor’s degree equals to 239

respondents (59.8%), High school/Vocational School 92 respondents (23%), Master’s

Degree 61respondents (15.3%), Doctoral degree 8 respondents (2%).

The majority of respondents’ monthly incomes are 5,001RMB-10,000RMB,

which equal to 179 respondents(44.8%), 10,001RMB-15,000RMB 134 respondents

(34%), less than 5,000RMB 96 respondents (24%), and more than 15,001RMB 44

respondents (11%).

The majority frequency of visiting by respondents are first time, which equal to

259 respondents (64.8%). 1-2 times 57 respondents (14.3%), more than 4 times 43

respondents (11.3%), 3-4 times 39 respondents (9.8%) respectively.

4.2 Level of Agreement Analysis

The data analysis results in this part showed the level of agreement related to five

parts, which included travel motivation, perceived risk, destination image, tourist

satisfaction and revisit intention.



44

4.2.1 Analyze the Agreement Level of Travel Motivation by Mean and SD

Table 17 Level of Agreement of Travel Motivation

Travel Motivation Mean Std. Interpretation

Push Factors 3.85 0.717 Agree

1.To escape from the pressures 4.15 0.635 Agree

2.To relax and reset 4.05 0.453 Agree

3.To experience a different life 3.88 0.726 Agree

4.To realize the dream of traveling abroad 3.95 0.720 Agree

5.To make new friends 3.66 0.742 Agree

6.To enhance knowledge and experience 3.92 0.630 Agree

7.To have enjoyable time with family/friends 3.79 0.822 Agree

8.To participate in some activities 3.60 0.879 Agree

9.To visit friends and relatives 3.63 0.764 Agree

10.To strengthen the bond 3.87 0.802 Agree

Pull Factors 3.93 0.726 Agree

1. The tourism promotion is very attractive 4.25 0.703 Strongly Agree

2.A great variety of Thai food 4.02 0.645 Agree

3.The festivals here are very attractive 3.99 0.485 Agree

4The consumption levels are low 3.70 0.815 Agree

5.It is affordable to travel 3.78 0.745 Agree

6.There are a lot of shopping places. 3.78 0.783 Agree

7.It is convenience of Visa for tourists 3.92 0.813 Agree

8.Many famous historical and cultural sites 3.89 0.698 Agree

9.It has many religious and spiritual sites 3.96 0.837 Agree

10.The exotic atmosphere is very attractive 4.04 0.736 Agree

Total 3.89 0.741 Agree



45

From the Table 17, the mean of the travel motivation was 3.89 and standard

deviation was 0.741. The mean of the push motivation was 3.85, and the standard

deviation was 0.717. The mean of the push motivation was 3.95 and standard

deviation as 0.726. It was distributed to 20 items, which are considered to be agreed

level or strongly agree level. A total of 10 push factors were selected to describe the

internal needs of respondents, the mean is between 4.02 and 3.60. Another 10 pull

factors were used to describe the attributes of Bangkok, which mean is between 4.25

and 3.78. The highest mean of these items is “The tourism promotion is very

attractive”, and the lowest one is “ participate in some activities”.

The result showed that respondents strongly agree with: “The tourism promotion

is very attractive”(Mean=4.25, SD=0.703). The second most agree with: “To escape

from the pressures” (Mean=4.15, SD=0.635). The third most agree with: “To escape

from the pressures” (Mean=4.05, SD=0.453). The fourth most agree with: “ The

exotic atmosphere is very attractive”(Mean=4.04, SD=0.736). The fifth most agree

with: “A great variety of Thai food” (Mean=4.02, SD=0.645), which was the highest

mean in the push factors. The sixth most agree with: “The festivals here are very

attractive” (Mean=3.99, SD=0.485). The seventh most agree with: “It has many

religious and spiritual site” (Mean=3.96, SD=0.837). The eighth most agree with:

“To realize the dream of traveling abroad ”(Mean=3.95, SD=0.720). The ninth most

agree with: “The convenience of Visa for tourists” (Mean=3.92, SD=0.813). The tenth

most agree with: “To enhance knowledge and experience” (Mean=3.92, SD=0.630).

The eleventh most agree with: “Many famous historical and cultural sites”

(Mean=3.89, SD=0.698). The twelfth most agree with: “To experience a different life”

(Mean=3.88, SD=0.726). The thirteenth most agree with: “To strengthen the

bond”(Mean= 3.87, SD=0.802). The fourteenth most agree with “To have enjoyable

time with family/friends” (Mean=3.79, SD=0.822). The fifteenth most agree with: “ It

is affordable to travel in Bangkok” (Mean=3.78, SD=0.745) and “There are a lot of

shopping places” (Mean=3.78, SD=0.783). The seventeenth most agree with: “The

consumption levels are low” (Mean=3.70, SD=0.815). The eighteenth most agree
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with: “To make new friends” (Mean=3.66, SD=0.742). The ninteenth most agree with:

“To visit friends and relatives” (Mean=3.63, SD=0.764). The last most agree with:

“To participate in some activities” (Mean=3.60, SD=0.879).

4.2.2 Analyze the Agreement Level of Perceived Risk by Mean and SD

Table 18 Level of Agreement of Perceived Risk

Perceived Risk Mean Std. Interpretation
Physical Risk 2.56 0.849 Disagree
1.Insecurity problems of food 2.74 0.886 Neutral
2.Infectious diseases 2.50 0.876 Disagree
3.Theft and snatching 2.50 0.816 Disagree
4.Terror actions 2.56 0.820 Disagree
5.Political unrest 2.49 0.847 Disagree
Financial Risk 2.65 0.870 Neutral
1.I don’t received sufficient service for the amount
I paid

2.48 0.867 Disagree

2.Extra expenditures 2.81 0.813 Neutral
Social-Psychological Risk 2.52 0.857 Disagree
1.Change opinions about me 2.48 0.798 Disagree
2.Holiday doesn’t suit my personality 2.56 0.916 Disagree
Time Risk 2.56 0.865 Disagree
1.Holiday is a waste of time. 2.54 0.846 Disagree
2.Plan and program is a waste of time 2.58 0.884 Disagree
Performance Risk 2.50 0.959 Disagree
1.Personnel in hotels aren’t kind 2.48 1.006 Disagree
2.The hotels are not satisfactory in terms of service
quality

2.52 0.912 Disagree

Total 2.56 0.870 Disagree

From the Table 18, the mean of perceived risk was 2.56 and standard deviation

was 0.870, which was at the level of disagree. Only the financial risk was neutral level.

The mean of Performance risk was 2.50 and the standard deviation was 0.959. The

mean of Social-psychological risk was 2.52, and the standard deviation was 0.857.

The mean of Physical risk had was 2.56 and the standard deviation as 0.849. The

mean of time risk was 2.56 and the standard deviation was 0.865. The mean of

financial risk was 2.65 and the standard deviation was 0.870.
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The result showed that respondents most disagree with: “The personnel aren’t

kind in hotel” (Mean=2.48, SD=1.006),“ I don’t received sufficient service for the

amount I paid”(Mean =2.48, SD=0.867), and “My holiday in Bangkok will change

my friends’ or families’ opinions about me”(Mean=2.48, SD=0.798). The fourth most

disagree with : “There is political unrest in Bangkok”(Mean=2.49, SD=0.847). The

fifth most disagree with : “There are infectious diseases in Bangkok” (Mean =2.50,

SD=0.876) and “There is theft and snatching in Bangkok” (Mean=2.50, SD=

0.816).The seventh most disagree with : “The hotels are not satisfactory in term of

service quality” (Mean=2.52, SD=0.912).The eighth most disagree with : “I think that

my holiday in Bangkok is a waste of time (Mean=2.54, SD=0.846). The ninth most

disagree with: “There are terror actions in Bangkok” (Mean=2.56, SD=0.820), and

“Holiday doesn’t suit my personality” (Mean=2.56, SD=0.916). The eleventh most

disagree with : “ I think that my holiday plan and program in Bangkok is a waste of

time” (Mean=2.58, SD=0.884).The twelfth most disagree with : “There are some

insecurity problems of food in Bangkok” (Mean=2.74, SD=0.886), which was ranked

in neutral level of perceived risk. The last most disagree with : “The extra

expenditures of respondents” (Mean=2.81, SD=0.813), which are ranked in neutral

level of perceived risk.
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4.2.3 Analyze the Agreement Level of Destination Image by Mean and SD

Table 19 Level of Agreement of Destination Image

Destination Image Mean Std. Interpretation
Natural Environment 3.88 0.689 Agree
1.The scenery of the city is beautiful 3.76 0.685 Agree
2.Bangkok is a city with pleasant climate 4.12 0.718 Agree
3.Bangkok is a clean city 3.75 0.664 Agree
Infrastructures 3.99 0.634 Agree
1.Quality roads 3.90 0.603 Agree
2.Public transport system is good 4.05 0.591 Agree
3.Good capacity of being a traffic hub of
Thailand

4.02 0.708 Agree

Social Environment 3.95 0.726 Agree
1.A safe city 3.83 0.694 Agree
2.People are hospitable 3.81 0.693 Agree
3.A different culture and customs 4.22 0.791 Agree
Entertainment 3.91 0.70 Agree
1.A unique charm of the project 4.06 0.732 Agree
2.A great nightlife 3.94 0.738 Agree
3.Many discotheques and clubs 3.91 0.630 Agree

Total 3.95 0.687 Agree

From Table 19, the mean of destination image was 3.95 and the standard

deviation was 0.687, which was identified as the level of agree. It was distributed to

12 items, they were all ranked in agree level. The mean of natural environment was

3.88 and the standard deviation was 0.689. The mean of infrastructures was 3.99 and

the standard deviation was 0.634. The mean of social environment was 3.95 and the

standard deviation was 0.726. The mean of entertainment was 3.91 and the standard

deviation was 0.70.

The result showed that respondents most agree with: “The people here have a

different culture and customs in Bangkok” (Mean=4.22, SD=0.693). The second most

agree with: “Bangkok is a city with pleasant climate” (Mean=4.12, SD=0.718). The

third most agree with: “Bangkok has a unique charm of the project”(Mean=4.06, SD=

0.732). The fourth most agree with: “The public transport system is good”
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(Mean=4.05, SD=0.591). The fifth most agree with: “Bangkok has good capacity of

being a traffic hub of Thailand” (Mean=4.02, SD=0.708). The sixth most agree with:

“Bangkok has a great nightlife” (Mean=3.94, SD=0.738). The seventh most agree

with : “Bangkok has many discotheques and clubs” (Mean=3.91, SD=0.630). The

eighth most agree with: “ Bangkok has quality roads” (Mean= 3.90, SD=0.603). The

ninth most agree with: “Bangkok is generally a safe city”(Mean=3.83, SD=0.694).

The tenth most agree with: The people are hospitable in Bangkok (Mean=3.81,

SD=0.693). The eleventh most agree with: “The scenery of the city is

beautiful”(Mean=3.76, SD=0.685). The last most agree with : “Bangkok is a clean

city”(Mean=3.75, SD=0.664).

4.2.4 Analyze the Agreement Level of Tourist Satisfaction by Mean and SD

Table 20 Level of Agreement of Tourist Satisfaction

Tourist Satisfaction Mean Std. Interpretation
1.Better than expected 3.72 0.555 Agree
2.Be satisfied with overall experience 3.71 0.629 Agree
3.It’s worth trip 3.66 0.621 Agree
Total 3.70 0.602 Agree

From Table 20, the mean of tourist satisfaction was 3.70 and the standard

deviation was 0.602. which was identified as agree level. The first most agree with:

“Better than expected ”was (Mean=3.72, SD=0.555). The second most agree with:

“Be satisfied with over experience” (Mean=3.71, SD= 0.629). The third most agree

with: “It is a Worth trip” (Mean=3.66, SD= 0.621).
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4.2.5 Analyze the Agreement Level of Revisit Intention By Mean and SD

Table 21 Level of Agreement of Revisit Intention

Revisit Intention Mean Std. Interpretation
1.Priority choice in future 3.51 0.852 Agree
2.Travel again in the future. 3.65 0.806 Agree
3.The probability is high. 3.63 0.794 Agree
Total 3.60 0.817 Agree

From Table 21, the mean of the revisit intention was 3.60, and the standard

deviation was 0.817, which was identified as agree. It distributed to 3 items, they were

all ranked in the agree level. The first most agree with:“Travel again in the future”

(Mean=3.65, SD=0.806). The second most agree with :“The priority is high” (Mean

=3.63, SD=0.794). The third most agree with :“Priority choice in future” (Mean=3.51,

SD=0.852).

4.3 Proposal from Respondents

In the process of collecting questionnaires, the researchers received opinions

from some Chinese tourists as follow:

1. Due to the hot weather in Bangkok, the sanitation of the city still needs to be

improved.

2. The drainage system on Bangkok’s roads should be improved.

3. The related departments should take a series of measures to reduce air pollution.

4. Plastic bags are overused in the city. Government and relevant organizations

should be careful about green issues.
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4.4 Multiple Regressions

Hypothesis1 Travel motivation has positively effect on tourist satisfaction.

Hypothesis2 Perceived risk has negatively effect on tourist satisfaction.

Hypothesis3 Destination image has positively effect on tourist satisfaction.

Table 22Model Summary

Model R R Square Adjusted R
Square

Std.Error of the
Estimate

1 0.531a 0.282 0.277 0.46040

a predictors: (constant), travel motivation, perceived risk, destination image

Table 23ANOVA(a)

Sum of Squares df Mean Square F Sig
Regression 33.034 3 11.011 51.947 0.000b
Residual 83.940 396 0.212
Total 116.973 399
a. Dependent Variable: tourist satisfaction
b.Predictors:(constant), travel motivation, perceived risk ,destination image
*The mean difference is significant at the 0.05 level

Table 24 Coefficients(a)

Model Unstandardized
Coefficients

Standardizd
Coefficients

t Sig. Tolerance VIF

B Std.error beta

1(constant) 2.140 0.396 5.399

Travel
Motivation

0.219 0.061 0.154 3.591 0.000 0.990 1.010

Perceived
Risk

-0.293 0.051 -0.282 -5.736 0.000 0.748 1.338

Destination
Image

0.368 0.063 0.290 5.862 0.000 0.742 1.348

a. Dependent Variable: Tourist satisfaction

b. Significant level=0.05
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By the above from Table 22, it showed that the value of Adjusted R2 was 0.277,

which means 27.7% of the variation in the tourist satisfaction was influenced by travel

motivation, perceived risk, and destination image.

According to Table 23ANOVA(a), it was shown that the F- test was 51.947, and

the sig was 0.000, taking into account the significance value of hypothesis test or the

result of alpha (a=0.05). The sig was 0.000, which means the three variables (travel

motivation, perceived risk, destination image) have at least one variable effect on

tourist satisfaction.

When considering the t-test value or the significant value in Table 24

Coefficients(a), the results showed that the t of travel motivation is 3.591, perceived

risk is 5.736 and destination image is 5.862. showed that the travel motivation

(B=0.219, β=0.154), the perceived risk (B=-0.293, β=-0.154) and destination image

(B=0.368, β=0.290). Furthermore, it was found that the destination image (β=0.290)

had a larger beta than travel motivation and perceived risk.

The significance value of each factor is: which below the significance level or

the alpha level of hypothesis test (a=0.05). The significance value of the travel

motivation, perceived risk, and destination image was 0.000. Moreover, the finding

showed that travel motivation and destination image positively affected tourist

satisfaction, perceived risk negatively affected tourist satisfaction. Base on the result

of the above shown, the equation of tourist satisfaction as

Tourist satisfaction = 2.140 + 0.219 × (travel motivation) - 0.293 ×

(perceived risk) + 0.368 × (destination image) (3)

Testing correlations among the predictors by calculating VIF (variance inflation

factor) and tolerance value. The larger VIF, the more serious the col-linearity.When

VIF is between 0 and 10, it means no multicollinearity; When VIF is between 10 and
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100, it means a strong multicollinearity. The reciprocal of VIF is tolerance. If

tolerance close to 1, the weaker of the collinearity description between independent

variables (Zhang,2001).

From Table 24 Coefficients (a), it showed that the tolerance of travel motivation

is 0.990 and VIF is 1.010. The tolerance of perceived risk is 0.748 and VIF is 1.338.

The tolerance of destination image is 0.742 and VIF is 1.348. There are all acceptable

tolerance and VIF values.

4.5 Simple Regressions

Hypothesis 4 Tourist satisfaction has positively significant effect on revisit intention

Table 25Model Summary

Model R R Square Adjusted
R Square

Std.Error of the
Estimate

1 0.687a 0.472 0.471 0.56115

a . predictors:(constant), tourist satisfaction

Table 26 ANOVA (a)

Sum of Squares df Mean Square F Sig
Regression 112.112 1 112.112 356.035 0.000b
Residual 125.326 398 0.315
Total 237.438 399

a. Dependent Variable: revisit intention

b.Predictors:(constant), tourist satisfaction

*The mean difference is significant at the 0.05 level



54

Table 27 Coefficients(a)

Model Unstandardized
Coefficients

Standardizd
Coefficients

t Sig. Tolerance VIF

B Std.error beta

1(constant) -0.023 0.194 -0.120 0.905

Tourist
Satisfaction

0.979 0.052 0.687 18.869 0.000 1.000 1.000

a. Dependent Variable: Revisit intention

Significant level=0.05

The results of simple regression analysis are shown in Table 25, Model summary

table appear the value of Adjusted R Square is 0.471, which can be predicted that it is

most closely related to the revisit intention.

As Table 26 ANOVA shown, the F-test was 356.035 and the significance was

0.000, which is the alpha level (a=0.05) or below the significant level.

In above Table 27 Coefficients (a) shown that the tourist satisfaction ( β=0.687),

which means the relationship between this variable and tourist satisfaction is about

68.7%. Tourist satisfaction (B=0.979),which implies that tourist satisfaction has a

beneficial impact on the intention of revisiting. Collinearity statistics are shown in

Table 27, the tolerance and VIF of tourist satisfaction are 1.000, meaning no

multicollinearity. The linear regression equation of the revisit intention is

Revisit intention = - 0.023+ 0.979× (tourist satisfaction) (4)
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4.6 The Summary of the Hypothesis

Analysis of the above hypothesis results, it showed that travel motivation and

destination image have positively effect on tourist satisfaction. However, the

perceived risk has negatively effect on tourist satisfaction. Furthermore, tourist

satisfaction has positively significant effect on revisit intention. All the results are

consistent with the hypothesis.

Table 28 The Summary of All Hypotheses

Items Hypothesis Result

H1 Travel motivation has positively effect on tourist satisfaction. Accepted

H2 Perceived risk has negatively effect on tourist satisfaction Accepted

H3 Destination image has positively effect on tourist satisfaction . Accepted
H4 Tourist satisfaction has positively significant effect on revisit

intention
Accepted

Figure 5 The Result of Variables Value on the Framework
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CHAPTER 5

CONCLUSION AND DISCUSSION

The aim of this section is to conclusion, discuss and make recommendations. In

this charter, the main objective is the effect of travel motivation, perceived risk and

destination image on tourist satisfaction - A case study of Chinese tourists having

revisit intention in Bangkok, Thailand. It consists of five sections:

5.1 Conclusion

5.2 Discussions

5.3 Implication for Business

5.4 Research Recommendation

5.5 Limitations of The Study

5.5 Suggestions for The Future Research
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5.1 Conclusion

This study explored the Chinese tourists to have revisit intention in Bangkok ,

Thailand. The aim of this study is to examine the effect of travel motivation ,

perceived risk and destination image on tourist satisfaction in Bangkok. Regression

method was used to define the differences among variables, and conclusions are

related to the instrument and data analysis.The findings of this research may be used

to improve policy makers’ actions and create changes that bring better profit to the

tourism industry.

Researchers sent questionnaires to 400 Chinese tourists who visiting Bangkok,

and the results can be summarized as follows:

5.1.1 Demographic

The analysis of demographic data, which indicated that respondents were 200

FITs and 200 group tour. Female accounted for 62.8 % and Male 37.3 %.

Most of the respondents were between the ages of 21 and 30, which was roughly

43%. Between the ages of 31 and 40 was 34%, 16% was over the age of 41, between

the ages of 16 and 20 was 7%.

The majorities of respondents’ education level were mainly Bachelor’s degree, it

accounted for 59.8%. The High school/Vocational School was roughly about 23%,

Master’s Degree was accounted for 15.3% and Doctoral degree was 2%.

The respondents were 44.8% with a monthly income of 5001RMB to 10000

RMB, 4% with a monthly income of less than 5000 RMB, 34% with a monthly

income of 10,001 RMB to 15000 RMB, and 11% with a monthly income of 15,001

RMB.

The times travel to Bangkok with the first time was 64.8%, with 1-2 times was

14.3%, more than 4 times was 11.3%, and with 3-4 times was 9.8%.



58

5.1.2 Travel Motivation

Travel motivation consists of two factors, which are the causes of push and pull.

There is a total of 20 items. Except for the item of the tourism promotion is very

attractive was at the strongly agreed level, and the others were at the agreed level.

The tourism promotion is very attractive (Mean=4.25, SD=0.703), which was the

highest score in the pull motivation and all items of motivation. Compare the Intanai

Adchariya (2013), this score is consistent with the previous comparison. Due to the

promotion of various communication channels, the influence of scenic spots has been

expanded and more tourists have been attracted. With the development of social

media and the spread of various social platforms, Bangkok has been attracting tourists

as a popular tourist city, with the biggest impact of advertising. It showed that the

promotion of tourism helps to attract the attention of potential tourists and change the

behavior of existing tourists.

Escape from the pressures (Mean =4.15, SD=0.635) ranked first in pull factors. It

consisted of Intanai Adchariya’s results of the study. China Daily (2012) reports an

investigation into stress, it showed that the great pressure from work and life every

day for Chinese workers. The latest statistics show that Chinese people work an

average of 46 hours a week. It is 10 hours longer than America, 9 hours longer than

the US and 11 hours longer than Australia. The major threat is competition. The result

showed that easing stress and relaxing regulation were the main inner motivations of

respondents.

5.1.3 Perceived Risk

The perceived risk (Mean=2.56, SD=0.870), which was at the level of

disagreement. It has five risk components, namely physical risk (Mean=2.56,

SD=0.849), financial risk (Mean=2.65, SD=0.870), time risk (Mean=2.56, SD=0.865),

performance risk (Mean=2.50, SD=0.959) and social-psychological risk (Mean=2.52,

SD=0.857). Get the results from chapter 4, the financial risk was the highest score and
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social- psychological risk was the lowest score in perceived risk. Except for financial

risk at a neutral level, others at disagree level. The extra expenditures and insecurity

problems of food at neutral level in items, others at disagree level.

The highest score of the performance risk was “The hotels are not satisfactory in

term of service quality” (Mean=2.52, SD=0.912). Respondents have a higher

performance risk to the service quality of the hotel than the personnel isn’t kind in

hotel. It may be partly due to the language barrier that employees are unable to better

understand the needs of customers.

The highest score of the social-psychological risk was “Holiday doesn’t suit my

personality” (Mean=2.56, SD=0.916). Due to the great differences in climate, diet,

language, eating habits, some tourists feel uncomfortable. But the majority of Chinese

tourists did not worry about what their family or friends think of him or her when they

travel to Bangkok, and they thought the trip to Bangkok suited them.

The highest score of the physical risk was “insecurity problems of food”

(Mean=2.74, SD=0.886). The respondents felt that food problems had a moderate

impact on them. Bangkok has a lot of street food, but vehicle exhaust emissions are

very serious, which has a bad effect on street food. Another reason is the different

eating habits. Most Chinese tourists don’t like drinks that are too sweet or cold.

The highest score of the time risk was “The Plan and program is a waste of time”

(Mean=2.58, SD=0.884). The majority of people visitors to Bangkok are willing to

spend time on social media making travel plans.

The highest score of financial risk was “the extra expenditures” (Mean=2.81,

SD=0.813). Some tourists will encounter unreasonable charges. Such as tourists pay

more than locals for meals and at the tourist attraction shopping.
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5.1.4 Destination Image

The destination image (Mean=3.95, SD=0.687), which was considered as agree

level. It contains four factors, such as natural environment, infrastructure, social

environment and entertainment. It was distributed to 12 items, they were all ranked in

agree level. The natural environment (Mean=3.88, SD=0.689), the infrastructures

(Mean=3.99, SD=0.634), the social environment (Mean=3.95, SD=0.726) and the

entertainment (Mean=3.91, SD=0.7).

“Different culture and customs” (Mean=4.22, SD=0.693), which was the highest

score of social entertainment, also in the items of destination image. It showed that

most tourists agree with the uniqueness of Thai culture. Because Thai culture is

deeply influenced by religion,some tourists are attracted by its reputation. And the

popularity of Thai dramas has attracted many Chinese fans in recent years. As a city

with unique local customs, it has the most influence and attraction for tourists.

Pleasant climate (Mean=4.12, SD=0.718) was the highest score of natural

environment, according to the sample, the respondents’ views on climate are mostly

agreed. Bangkok has a tropical climate. It is summer all the year round, which is

suitable for tourists to travel.

A unique charm of the project (Mean=4.06, SD=0.732), the highest mean of

entertainment showed that Thailand is famous for the special programs, which are

different from other countries. Such as Massage, muay Thai and so on.The price is

also very affordable for tourists.

Public transport system (Mean=4.05, SD=0.591) was the highest score of

infrastructure. Because Bangkok has many transportation options, including BTS

skytrains, MRT subways, buses, taxis, motorcycle , tuk-tuks. There are many choices

for tourists to arrive at the destination.
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5.1.5 Tourist Satisfaction

The tourist satisfaction (Mean=3.70, SD=0.602), which was considered as agree

level. It was distributed to 3 items, they were all ranked in agree level .“Better than

expected ”(Mean=3.72, SD=0.555), which was in highest score. It showed that most

visitors feel better than expected. “Be satisfied with over experience” (Mean=3.71,

SD=0.629). It is worth trip (Mean=3.66, SD=0.621). It showed that most of tourists

were satisfaction with this trip.

5.1.6 Revisit Intention

The revisit intention (Mean=3.60, SD=0.817), which was considered as agree

level. It distributed to 3 item, they were all ranked in agree level. Travel again in the

future” (Mean=3.65, SD=0.806), “the probability is high”(Mean=3.63, SD=0.794)

and “priority choice” (Mean=3.51, SD=0.852). The result of the revisit intention

showed that most of tourists would travel again in the future.

5.1.7 The Hypothesis of Travel Motivation, Perceived Risk, Destination Image
and Tourist Satisfaction

The researchers verified the relationship between travel motivation, perceived

risk and destination image by multiple regression method, and tested each variable.

The test of hypothesis showed the significant value of travel motivation is 0.000,

which is below the alpha level (a=0.05). That means travel motivation has positively

effect on tourist satisfaction.

The test of hypothesis about the perceived risk, which was shown that the

significant value was 0.000, and the value of Beta is negative. That mean perceived

risk has negatively effect on tourist satisfaction.

The test of hypothesis about the destination image, which was shown that the

significant value was 0.000. It’ s below the alpha level (a=0.05). That means the

destination image has positively effect on tourist satisfaction.
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5.1.8 The Hypothesis of Tourist Satisfaction and Revisit Intention

This hypothesis aims to test the impact of tourist satisfaction on revisit intention.

The significance was 0.000, which is below the significant level and tourist

satisfaction (β=0.687). It can be clearly shown from the result that the variable tourist

satisfaction has a positive effect on revisit intention.

5.2 Discussion

Form Chapter 4, hypothesis 1 was conducted as “Travel motivation has

positively effect on tourist satisfaction”. Results of data showed that H1 supported the

theory and previous research. For example, Lee (2009) revealed that motivation has a

significant impact on tourists satisfaction. And the study of Zabkar, et al (2010)

revealed that the impact of travel motivation on tourist satisfaction has been examined

by prior research. Similar, Mason, Gos, and Moretti (2016) reported travel motivation

can be internal and external, while satisfaction is affected by travel motivation.

Therefore, a clear understanding of motivation is important. Related departments

should take some marketing strategies and be guided by the relationship between

travel motivation and tourist satisfaction in an increasingly competitive market

environment.

Hypothesis 2 was conducted as “Perceived risk has negatively effect on the

tourist satisfaction”. The result indicated that H2 supported theories and previous

research findings. Such as Horvat & Došen (2013) stated that tourists' risk perception

affect their satisfaction. Similar, Meng and Elliott (2008) stated quite some studies

have highlighted the relationship between risk and satisfaction. Once perceived risk

decreases, which have resulted in increasing of the satisfaction. Therefore, the

relevant departments should try their best to reduce tourists' perceived risks to their

destinations.

Hypothesis 3 was conducted as “The destination image has positively effect on

the tourist satisfaction”. The result indicated that H3 supported theories and previous
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research findings. For example, it coincided with Puh (2014) reported that destination

image has a beneficial impact on tourism satisfaction and the more favorable image of

the destination, the greater tourist satisfaction. Besides, the study of Jin, Lee, and Lee

(2015) said that the destination image had a major effect on satisfaction. Therefore,

the shaping of a tourism destination image is necessary for the tourism industry. The

relevant departments need to promote the clear creation of destination image to

enhance the satisfaction of tourist with the destination.

The hypothesis 4 was conducted as “Tourist satisfaction has positively effect on

the revisit intention”. The result indicated that H4 supported theories and previous

research findings. As stated by Baker and Crompton (2000), the greater the beneficial

satisfaction,the greater the chance of revisiting. Similar,the findings of Alexandris et

al (2006) said satisfaction plays a major role in getting tourists back to the place.

Besides, Wu et al (2015) revealed that perhaps satisfaction is one of the most

significant variables affecting the willingness to reconsider. Therefore, positive

satisfaction is high, the possibility of revisiting will be great.

This research hat the intention of revisiting was affected by tourist satisfaction.

Travel motivation, perceived risk, and destination image affect tourist satisfaction.

The destination image is the most significant factor compared to other variables.

5.3 Implication for Business

In this study, to provide some recommendations for travel agencies and local

hotels as follows:

1. Travel agencies should meet the diverse needs of tourists. Travel agencies

should develop tourism products or activities market segments according to the

gender of tourists. Most of the reported results were women, aged between 20 and 40.

For example, a travel agency should develop a spa center or shopping center for

women.

2. Travel agencies and local hotels should improve service quality and work
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skills in service industry. Such as training language services to improve the language

recognition ability of service personnel. Meanwhile, the relevant travel agencies and

staff should be regularly provided with direct and indirect knowledge and working

skills training, including tour guides, scenic spots interpretation personnel, catering

personnel and hotel staffs. In addition, strengthening hospitality is very important for

staff training and adaptability to ensure high quality of service to improve tourist

satisfaction and revisit intention.

3. Travel agencies and marketing personnel should pay attention to the

destination environment, budget, expenses, souvenirs, logistics, transportation,

accommodation when formulating tourism policies and strategies.

5.4 Research Recommendation

In this study, the researcher uses the relationship between travel motivation,

perceived risk, destination image, and tourist satisfaction to provide some

recommendations for the Thai government, tourism authority and relevant

organizational departments as follows:

Travel motivation has positively effect on tourist satisfaction. According to the

analysis of results showed that the score of “The tourism promotion is very attractive”

was 4.25. which is the highest score in the motivation items, so it should keep it going.

The score of “the escape from the pressures” was 4.13, which ranked high in pull

motivation items, and “To participate in some activities was 3.60 ranked low.

1. To develop products to meet the motivation of tourists according to the

different market segments of the population. There is great pressure from work and

life every day for Chinese workers (China Daily, 2012). Traveling can release

pressure and relax the body. Therefore, the tourism authority needs to establish a

harmonious and friendly environment, which cater to tourist travel motivation. Such

as the organization of unique projects increase the destination of the relaxed

atmosphere.
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2. To focus on organizing social events such as festivals, events, and sports. For

example, the tourism authority of Thailand and the ministry of sports should make

developing and supporting sports tourism as one of the tourism objectives. Besides,

the relevant departments should cooperate with travel agencies to develop different

experience activities for each festival, to attract tourists to participate in various social

activities.

The perceived risks of Chinese tourists affect tourist satisfaction with Bangkok.

The lower the level of risk perception, the higher the tourist satisfaction. The results

showed that the mean of “insecurity problems of food” was 2.74 and extra

expenditures were 2.81 in a high score of perceived risk. The relevant organizational

departments should strengthen all aspects of work to prevent and overcome potential

problems.

1. To control strictly the food safety and hygiene. The insecurity problems of

food will damage a good image in tourism. Especially for street food vendors are

traditional local fast foods, which provide consumers with cheap and delicious food.

The main health threats to tourist come from undercooked or raw or infected food.

And the sanitary conditions of food processing or storage. For example, the

departments should supervise the street vendors and strict control of suppliers and

independent restaurants to ensure food quality and cleanliness.

2. To crack down on unreasonable or inflated fees. Some respondents feel extra

expenditures on a trip to Bangkok. For example, tourists paid more money than

expected by taxi. To rectify the tourism market and provide tourists with better

tourism experience.

Destination image is similar to a destination brand, which has an important effect

on the satisfaction of tourists. A positive destination image will attract more tourists to

this destination. The mean of “a different culture and customs” was 4.22, which

ranked highest among all the items of destination image, so that tourism authority

should continue to strengthen cultural construction, inherit and carry forward
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traditional culture. But the respondents gave the low score for the people’s hospitable,

the clean of the city, and the beautiful of the city.The score of them were3.81, 3.75

and 3.76.

1. To keep the city clean and beautiful. TAT should promote the comprehensive

improvement of the city’s appearance and environment to enhance tourists’ sense of

experience. Such as huge knots of cables and wire are here and there. The government

should need to start sorting it out. Rubbish was piled around trees and lampposts on

the pavement. The relevant departments should take measures to classify garbage

collection, and reduce the use of plastic bags to improve environmental awareness.

2. Furthermore, local people should not be ignored. The friendliness and

enthusiasm of the local people will affect the satisfaction of tourists (A. Beerli & J. D.

Martin, 2004). Local authorities and tourism organizations should be concerned about

the implications of “people” as an important part of Bangkok’s tourism industry. For

example, they could create public awareness for local residents together, making them

into the kind and friendly hosts, which will raise the good image of Bangkok.

5.5 Limitations of the Study

From the survey, “the effect of travel motivation, perceived risk and destination

image on tourist satisfaction- A case study of Chinese tourists having revisit intention

in Bangkok, Thailand ”which the limitations have been issued as follows:

Firstly, the sample group is limited, which about information of the respondents

for a month. And different seasons and special festivals make Chinese tourists have

different views on the destination of Bangkok.

Secondly, it takes respondents a long time to complete the questionnaire,

opinions about questionnaires are collected relatively few. Because some independent

tourists have limited time, while respondents need to spend a long time to fill out a

large number of questionnaires. Also, some respondents have no patience to fill in the

questionnaire. Perhaps the accuracy of their responses will be affected.
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Thirdly, tourists from distinct backgrounds understand the issue differently.

Some respondents need more explanations to understand the questionnaire due to

their different backgrounds and educational levels. These respondents may make

some understanding of mistakes, which will affect the accuracy of the answers.

Besides, some students from China studying in Bangkok at tourist attractions, they

have different opinions on the questions in the questionnaire, which may also affect

the selectivity of the answers.

Fourthly, travel motivation, perceived risk, and destination image were identified

as factors that affect tourist satisfaction in this study. However, there may be other

factors that affect it. Such as experience quality and so on.

Finally, this study is only used for the questionnaire survey. Other methods

combined with in-depth interviews, questions, and answers or other survey methods

are adopted.

5.6 Suggestions for the Further Research

The results of the present study also provide some enlightenment for researchers

who are interested in research in related fields as follows:

Firstly, in terms of research direction, the research focused on travel motivation,

perceived risk, destination image affect tourist satisfaction and tourist satisfaction

effect revisit intention, without researching the experience quality of tourist. In the

future, more research can be done on the relationship between experience quality and

tourist satisfaction. Because tourist satisfaction often depends on experience by Chen

and Chen (2010).

Secondly, in terms of the sample of the questionnaire survey, the study was

limited to short-term visitors to Bangkok, because of population and time constraints.

In future research, the sample size needs to be expanded, and the time span of the

sample size should be increased. The survey should be conducted in different

sampling periods and seasons.
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Thirdly, in terms of research methods, increasing the number of surveys through

follow-up research, combined with in-depth interviews, question-and-answer methods

or other survey methods, to collect more comprehensive tourism information of

satisfaction with Bangkok.

Finally, in terms of target objects, this research focuses only on Chinese visitors

and does not address visitors from other nations. In the follow-up research, the

research object may be expanded to tourists from other countries for data comparison.
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APPENDICES 1

Questionnaire

I am a MBA student at University of the Thai Chamber of Commerce, Bangkok,
Thailand. The main purpose of this study is to understand “The effect of Travel
Motivation, Perceived Risk and Destination Image on Tourist Satisfaction-A case
study of Chinese tourists having revisit intention in Bangkok, Thailand”. The
information of questionnaires is anonymous, and used for academic purposes only.
Thank you very much for your support.

Note: Please check (√) in the answer according to your real idea and actual situation.

Part 1 Personal Information

1.Which way to travel to Bangkok.

( ) 1.FIT ( ) 2. Package tour

2. Gender

( ) 1. Male ( ) 2. Female

3.Age

( ) 1. 16 -20 ( ) 2. 21 - 30

( ) 3. 31 -40 ( ) 4. More than 41

4.Education level

( ) 1. Vocational School ( ) 2. Bachelor’s Degree

( ) 3. Master’s Degree ( ) 4. Doctoral Degree

5. Monthly income

( ) 1.Less than 5,000RMB ( ) 2. 5,001 RMB - 10,000RMB

( ) 3. 10,001RMB - 15,000RMB ( ) 4. Over 15,001RMB

6. How many times travel to Bangkok?

( ) 1. First Time ( ) 2. Two Times

( ) 3.Three - Four times ( ) 4. More than 4 Times

Please check“√” the answers which are related to your opinions.

(5= strongly agree, 4=agree, 3= neutral, 2= disagree, 1= strongly disagree)

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.4.0.0/resultui/html/index.html
file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.4.0.0/resultui/html/index.html
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Part 2 Travel Motivation

7.What do you think about motivation of travelling to Bangkok?

No Travel Motivation Agreement level

Push Factors 5 4 3 2 1
1 To escape from the pressures of the work and life
2 To relax and reset in the Bangkok
3 To experience a different life
4 To realize the dream of traveling abroad
5 To make new friends
6 To learn new things enhance my knowledge and experience
7 To have enjoyable time with family/friends
8 To participate in some activities
9 To visit friends and relatives
10 To strengthen the bond with family members or couples
No Pull Factors 5 4 3 2 1
11 The tourism promotion of Bangkok is very attractive
12 There is a great variety of Thai food
13 The festivals here are very attractive
14 The consumption levels are low in Bangkok
15 It is affordable to travel in Bangkok
16 There are a lot of shopping place.
17 It is convenience of Visa for tourists
18 There are many famous historical and cultural sites in this

area
19 It has many religious and spiritual site
20 The exotic atmosphere here is very attractive

Part 3 Perceived Risk

8.What do you think about the perceived risk of Bangkok?

No Perceived Risk Agreement level
Physical Risk 5 4 3 2 1

1 There are insecurity problems of food in Bangkok.
2 There are infectious diseases in Bangkok (H1N2,

Influenza, HIV ,dengue ,etc.)
3 There is theft and snatching in Bangkok.
4 There are terror actions in Bangkok
5 There is political unrest in Bangkok

file:///C:/Users/1/AppData/Local/youdao/dict/Application/8.5.1.0/resultui/html/index.html
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Financial Risk
6 I don’t think I received sufficient service for the amount I

paid for the holiday in Bangkok
7 There are extra expenditures during my holiday in Bangkok

Social-Psychological Risk
8 My holiday in Bangkok will change my friends’ or families’

opinions about me
9 Holiday in Bangkok doesn’t suit my personality

Time Risk
10 My holiday in Bangkok is a waste of time.
11 My holiday plan and program in Bangkok is a waste of time

Performance Risk
12 The personnel in hotels in Bangkok aren’t kind
13 The hotels in Bangkok are not satisfactory in terms of

service quality

Part 4 Destination image

9.What is your image of Bangkok?

No Destination Image Agreement level
Natural Environment 5 4 3 2 1

1 The scenery of the city is beautiful
2 Bangkok is a city with pleasant climate
3 Bangkok is a clean city

Infrastructures
4 Bangkok has quality roads
5 The public transport system is good
6 Bangkok has good capacity of being a traffic hub of

Thailand
Social Environment

7 Bangkok is generally a safe city
8 The people are hospitable in Bangkok
9 The people here have a different culture and customs

Entertainment
10 Bangkok has a unique charm of the project, muay

Thai, Thai massage
11 Bangkok has a great nightlife
12 Bangkok has many discotheques and clubs
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Part 5 Tourist Satisfaction

9.Have you been satisfied with your trip to Bangkok?

No Tourist satisfaction Agreement level

5 4 3 2 1

1 Travel in Bangkok is better than expected

2 I am satisfied with my overall experience during my
visit to Bangkok.

3 It’s worth trip to Bangkok

Part 6 Revisit Intention

10.Will you visit Bangkok next time?

No Revisit Intention Agreement level
5 4 3 2 1

1 If I travel abroad again my first choice will be
Bangkok.

2 I plan to come to Bangkok again in the future.

3 The probability that I come to Bangkok again for
holidays is high.

Proposal...........................................................................................................................

...........................................................................................................................................

..........................................................................................................................................
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APPENDICES 2

中国游客来曼谷旅游满意度调查问卷

您好，我是泰国曼谷泰国商会大学的 MBA 学生。本研究的主要目的是了解“旅游动

机、感知风险和目的地形象对游客满意度的影响——以中国游客在泰国曼谷重游意愿为

例”。问卷资料为匿名，仅供学术用途，非常感谢您的支持!

注释:根据您的真实想法和实际情况，在答案中打(√)

第一部分 ：个人信息

1.您是自由行还是跟团游

（ ） ① 自由行 ( ) ② 跟团游

2.您的性别

（ ）①男 （ ）②女

3.您的年龄

（ ） ① 16-20 （ ） ② 21-30

（ ） ③ 31-40 （ ） ④ 40岁以上

4.教育的程度

（ ） ① 高中高职 （ ） ② 本科

（ ） ③ 硕士 （ ） ④ 博士

5.您的月收入

（ ） ① 5000 以下 （ ） ② 5,001-10，000

（ ） ③ 10,001-15,000 （ ） ④ 15000-

6.您经常来曼谷吗？

（ ） ① 首次 （ ） ② 两次

（ ） ③ 三到四次 （ ） ④ 四次以上

请在与你的观点相关的答案上打“√”

(5=强烈同意 4=同意 3=中立 2=不同意 1=强烈不同意）

第二部分：游客动机

7.你认为去曼谷旅游的动机是什么?

序

号

游客动机 同意程度

推力因素 5 4 3 2 1

1 逃避工作和生活的压力

2 在目的地放松和调节

3 体验不同生活

4 实现出国旅游梦想

5 结交新朋友

6 学习新事物增强了我的知识、增长经历

7 与家人/朋友共度美好时光

8 参加社交活动

9 探亲访友
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10 增进家庭或夫妻感情

拉力因素 5 4 3 2 1

11 曼谷的宣传非常吸引人

12 泰国美食很多

13 节假日活动很吸引人（例如宋干节日）

14 曼谷消费水平低

15 去曼谷旅游费用是可以负担得起的

16 曼谷有很多购物的地方

17 来曼谷的签证很方便

18 曼谷有许多著名的历史文化遗址

19 曼谷有许多宗教和精神场所

20 有独特的风土人情

第三部分：感知风险

8.你如何看待曼谷的潜在风险？

序

号

感知风险 同意程度

身体风险 5 4 3 2 1

1 曼谷存在食品不安全问题。

2 曼谷有传染病风险 （艾滋病毒、登革热等)。

3 曼谷有盗窃和抢劫事件风险。

4 曼谷有恐怖行动风险

5 曼谷有发生了政治动乱风险

金融风险

6 我不觉得这次旅行物超所值

7 我的旅行额外超支（例如车费，住宿费等）

心理风险

8 我在曼谷旅行会使我的家人对我产生负面看法

9 曼谷旅行不适合我

时间风险

10 我在曼谷的假期是在浪费宝贵时间

11 去曼谷旅行的做计划是浪费时间的

性能风险

12 曼谷旅馆的工作人员都不友善

13 曼谷的旅馆在服务质量方面令人不满意

第四部分：目的地形象

9.你对曼谷有什么印象

序号 目的地形象 同意程度
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自然环境 5 4 3 2 1

1 曼谷城市风光很美丽

2 曼谷气候宜人

3 曼谷城市很干净

基础设施

4 曼谷的道路平坦

5 曼谷的交通便捷

6 曼谷具备成为泰国交通枢纽的良好能力

社会环境

7 曼谷治安很好

8 曼谷人民热情好客

9 曼谷有着不同文化和习俗

娱乐环境

10 曼谷有独具魅力的项目，泰拳 、按摩、人妖秀

11 曼谷夜生活丰富

12 曼谷有很多酒吧和夜店

第五部分：游客满意度

10.你在曼谷旅行感到满意吗?

序号 游客满意度 5 4 3 2 1

1 曼谷的旅行比预期的好

2 我对曼谷的旅行经历感到满意。

3 在曼谷的旅行很值得

第六部分：再访意图

11. 你下次会再去曼谷吗?

序号 再访意愿 5 4 3 2 1

1 如果再次出国旅行，曼谷是我第一选择

2 我计划将来再来曼谷

3 我再次来曼谷可能性高

意见.....................................................................

...........................................................................

......................................................................
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