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The COVID-19 pandemic has caused a heavy blow to Thailand's economy, 

particularly the tourism industry. Although Thailand has lifted almost all entry controls, 

there is still a long road to tourism recovery. As the largest source market before the 

pandemic, China has reduced its quarantine length and the times of COVID tests prior 

to boarding and granted permission to operate Thai flights between the countries. 

Therefore, Thailand is upbeat about Chinese tourist arrivals. Thailand needed to learn 

more about the Chinese so that the challenges and opportunities could be identified by 

analyzing the motivations and behaviors of Chinese inbound tourists. This study used 

a questionnaire survey to collect 384 valid samples, and the study processed the data 

with descriptive analysis, factor analysis, and correlation analysis. The results presented 

three push factors (relaxation, novel experience, and companionship) and three pull 

factors (humanistic resources, social environment, and natural resources), and 

relationships among motivations, behaviors, and satisfaction. The recommendations in 

this study will make Thailand become a preferred destination for Chinese tourists to 

visit, which will accelerate the recovery of tourism. 
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CHAPTER 1 

 

INTRODUCTION 

1.1 Research Background 

Tourism was an economic activity that enhanced the national income of the 

destination by increasing demand for goods and services, and it was undertaken by 

tourists who went to other countries and territories for various purposes of pleasure or 

business (Tourism Satellite Account (TSA), 2010). Thailand is widely known for its 

tourism, and the tourism sector has become a significant contributor to the economy, 

especially before the COVID-19 pandemic. The Ministry of Tourism and Sports 

(MOTS) (2019) reported that the tourism industry in 2016 contributed 2.52 trillion 

baht, up 11% from 2015. Tourism revenue for 2017 was 2.78 trillion baht, for 2018 it 

was 2.94 trillion baht, and for 2019 it was 3.08 trillion baht. Furthermore, the number 

of international tourist arrivals to Thailand in 2017 was 35.59 million, in 2018 it was 

38.18 million, and in 2019 it was 39.92 million, a figure that has been gradually 

increasing over the years. In addition, tourism in 2019 accounted for around 11% of 

Thailand's GDP and 20% of employment (Bank of Thailand (BOT), 2021).  

Unfortunately, Thailand’s GDP is reliant on international tourism income, and 

there has been a heavy blow to Thailand's tourism since the COVID-19 outbreak, and 

then the Russia-Ukraine war has caused inflation, which is a big challenge for 

Thailand's economy. In July 2021, the Thai government launched the Phuket Sandbox 

program to take international tourists back. Later, Thailand introduced Samui Plus, 

Andaman Sandbox, and Test and Go. In order to stimulate tourism, Thailand has eased 

almost all entry controls (Tourism Authority of Thailand (TAT), 2022). Given that 

many countries have relaxed restrictions significantly as well, there will be an increase 

in overseas tourists. According to Bangkok Post (2022), Thailand had 2.03 million 

international arrivals between January 1 and June 26, 2022, with generated revenue of 

more than 100 billion baht, and India has become the largest source market. It should 
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be noted that Thailand’s tourism is still far below pre-pandemic levels, so there is a 

long road to recovery. 

However, before the pandemic, China was Thailand's greatest source of tourists 

from 2012 to 2019 (MOTS, 2020a). In particular, Thailand experienced a dramatic 

growth in Chinese tourists during the holiday of Chinese New Year. According to t he 

World Bank (2019), GDP per capita for China increased from 120,00 baht in 2000 to 

520,000 baht in 2019, and China has already entered an upper-middle-income country. 

The size of China's middle-class population in 2000 was only 39.1 million people, and 

by 2018, this number had reached roughly 707 million. The expansion of China’s 

middle class has contributed to the tourism industry as they had a considerable amount 

of disposable income and their primary destinations were Asian countries (China 

Power, 2021). Thailand has been one of the visa-free or visa-on-arrival countries for 

Chinese travelers (Visa Index), and it was awarded as the most anticipated and popular 

outbound destination in 2019 by Chinese people (TAT News). The total number of 

inbound tourists from China reached more than 11 million and accounted for 

approximately 30% of all tourists coming to Thailand in 2019, increasing year by year. 

In 2019, the length of stay was around eight days, the spending for each person was 

about 6118.41 baht per day, and tourism receipts from China were up to 531,576.65 

million baht (MOTS, 2020b). As noted above, the increase in the number of Chinese 

tourists brought in lots of job opportunities and revenue. Although China has st i ll 

implemented the strictest epidemic travel regulations, the good news from National 

Bureau of Disease Control and Prevention (2022) was that China has reduced its 

quarantine length and COVID tests prior to boarding and granted permission to 

operate Thai flights between the countries as a major step toward relaxing regulations. 

Therefore, China is still a potential and profitable market for Thailand. Furthermore, 

taking account of the fierce competition from Asian countries, such as Singapore, 

Malaysia, and Philippines, one of the important things for Thailand is to learn more 

about the Chinese so that the challenges and opportunities could be identified by 

analyzing the motivations and behaviors of Thailand inbound tourists form China. 
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1.2 Research Objectives 

1) Study the motivations of Thailand inbound tourists from China. 

2) Study the behaviors of Thailand inbound tourists from China. 

3) Evaluate the satisfaction of Thailand inbound tourists from China. 

4) Study the relationships among motivations, behaviors, and satisfaction. 

1.3 Problem Statement 

The tourism industry is critical to the success of Thailand, and it has long 

recognized the importance of motivations and behaviors. Research has shown that 

different nationalities had different motivations and behaviors. In addition, more and 

more Chinese tourists regarded Thailand as a good destination, which presented new 

challenges and opportunities for Thailand. When little is known about the motivations 

and behaviors of Chinese tourist arrivals in Thailand, increasing dissatisfaction from 

Chinese tourists is inevitable. However, no research has attempted to build a framework 

for understanding Chinese tourists' motivations and behaviors. Thus, it was essential to 

determine why Chinese visitors traveled to Thailand and what they did there. 

The purpose of the study was to focus on the motivations and behaviors of 

Chinese tourists visiting Thailand. 

1.4 Significance of the Study 

There were two main areas of contribution: theory development and industry 

practices in tourism. 

First was the theoretical significance. Although relevant research has been 

explored, the growth of relevant knowledge still depends on tests and supplements of 

cases in various situations to discover the laws in specific cases. This study focused 

mostly on Chinese tourists traveling to Thailand as its research object, aiming to collect 

relevant information regarding Chinese tourists to Thailand. The study established a 

theoretical framework for exploring the relationships between travel motivations and 

behavioral intentions. As a direct consequence, it contributed and complemented the 
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theoretical results in the field of tourism research, particularly the related laws of 

tourism motivations and behaviors. 

The second was the practical significance. Thailand's tourism market enjoyed the 

most benefit. Specifically, the findings provided helpful information for the Thai 

government to formulate tangible solutions, innovative methods, and policy extensions 

(e.g., infrastructure and mobility systems improvement in the tourism areas and cultural 

and natural heritage restoration) that attract more Chinese tourists. The findings also 

helped private sectors in the advancement of tourism management. Thai tourism 

operators improved quality standards of tourism products or developed new tourism 

products (e.g., theme and festival activities) to keep repeat tourists and seek more 

potential tourists. They can also avoid allocating resources to insignificant motivation 

factors. It helped Thailand's tourism grow, making it ready to compete with other 

countries in the future. 

1.5 Definition of Words 

Travel motivations were the subjective conditions for an individual to participate 

in tourist activities. There were two psychological needs to promote tourism 

motivation: the positive psychology of exploring novelty and the negative psychology 

of avoiding reality (Bhattacharya & Kumar, 2017).  

Push factors were psychological motivations that drove people to leave their place 

of residence (Crompton, 1979). They were about internal needs, such as shopping, 

photo shooting, and seeking novelty (Klenosky, 2002). 

Pull factors were characteristics of a destination that was highly attractive to 

tourists, and sites enhanced the push factors (Uysal & Hagan, 1993), which were about 

external forces like food, weather, and security (Klenosky, 2002). 

Travel behaviors were how tourists act according to their attitudes before, during, 

and after the trip. From the travelers' attitudes, they took action before, during, and after 

traveling (Ajzen, 1987). 

Tourists' satisfaction was the result of comparing service and goods performance 

to expectations. The performance was higher than expectations, which was called 

satisfaction; however, the performance was lower than expectations, which meant not 

satisfied (Voss, Parasuraman, & Grewal, 1998). 



CHAPTER 2 

 

LITERATURE REVIEW 

This chapter provided an overview of the previous relevant publications. It 

involved the image of Thailand, motivations, behaviors, and satisfaction.  

2.1 Destination Image 

Destination image has been defined as expressing all knowledge, impressions, 

prejudices, and emotional thoughts about a given object or place (Lawson & Baud-

Bovy, 1977). According to Bigne, Sanchez, and Sanchez (2001), image played two 

important roles in behavior. First, before travel behaviors, the image affected 

destination selection; second, after travel behaviors, it impacted evaluation 

(satisfaction, repeat travel, repurchase, and recommendation). There were positive and 

negative images (Echtner & Ritchie, 1993). The more positive an image was, the greater 

the likelihood that one would be chosen to travel. On the other hand, travelers would 

not bother going to those places if they had a bad impression of them. 

Changsorn (2003) discovered that Thailand was one of the world's most popular 

vacation destinations due to its high food image. Thailand was also viewed as a brand 

image of exoticism, fun, and friendly people (Davies, 2003). Natural beauty was 

considered Thailand's most important image by domestic and international 

tourists (McDowall & Choi, 2010). Lertputtarak (2012) demonstrated that Pattaya was 

portrayed as having a terrific nightlife, entertainment, stunning beaches, sightseeing, 

and communicative people. However, Rittichainuwat, Qu, and Brown (2001) also noted 

the negative images related to prostitution, traffic, and pollution. Indeed, some tourists 

come to Thailand for sexual activity. It was especially noteworthy that once the 

destination image was strong enough, people may overlook or even ignore some 

positive or negative information (Vysekalová, 2009). Thailand's strongest image was 
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exotic, which served as a form of travel motivation (Prideaux*, Agrusa, Donlon, & 

Curran, 2004).  

2.2 Theories of Motivation 

Motivations determined whether travelers participated in tourism activities, as 

well as when, where, and what types of activities they participated in. Needs and desires 

were behind the motivation, and these can vary depending on a person's level of 

education, career, and income (Meng, Tepanon, & Uysal, 2008). To better explain 

motivations, this study introduced two important motivation theories: Maslow's 

hierarchy of needs and the push and pull theory. 

Maslow's hierarchy of needs (Maslow, 1943) was one of the most highly 

discussed theories of motivation, and it has often been used in the field of tourism. 

Physiology, safety, emotions, self-esteem, and self-actualization were five sets of goals, 

which were arranged from most basic to most complex. Maslow summarized that 

people had needs and desires that, if unsatisfied, probably had impacts on behaviors. 

The lower goals had to be met first, and then the next higher goal emerged. The low 

goal(s) and high goal(s) were exiting simultaneously, but the lower one would be 

decreased after the higher demand. Yousaf, Amin, and C Santos (2018) found that 

physiological needs for tourists included food, drink, and accommodation. Those basic 

needs cannot be met without resorting to tourism activities. Once physiological needs 

were fulfilled, safety needs became salient, and tourists tended to choose a safe 

destination. After physiological and safety needs have been satisfied, the following 

needs involve emotional belongingness. People were interested in visiting places to 

develop strong bonds with family and friends. At the fourth level, the purpose of travel 

was reputation or respect from friends, relatives, and others. Self-actualization needs 

were at the highest level. Tourism was regarded as an activity that tourists were able to 

complete and become the best at. 

Travel career ladders (TCL) and travel career patterns (TCP) were clearly inspired 

by Maslow's hierarchy of needs. Pearce (1988) proposed five hierarchical steps to 

explain the TCL theory. Later, U. Lee and Pearce (2002) developed a modified version 

of TCL called TCP, which focused three layers of travel motivation. The core layer 

contained the most important elements, including relaxation, novelty, and kinship. The 
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moderately important elements in the intermediate layer were classified as belonging, 

autonomy, romance, self-actualization, and self-enhancement for internal factors, and 

self-development and nature for external factors. The outer layer contained the less 

significant variables, including nostalgia, stimulation, solitude, and recognition. U. Lee 

and Pearce (2003) further discussed that pleasure travelers at all levels of the TCP 

theory were influenced by the most important and less important factors. However, as 

the leisure travelers gained more experience, the somewhat important criteria shifted 

from being focused on their personal needs to being based on needs from the outside 

world.  

Push and pull theory was also inspired by Maslow's hierarchy of needs. Gray 

(1970) described push motives as wanderlust and pull motives as sunlust. Wanderlust 

was the basic trait in human nature that drove some people to leave their familiar things 

and go and see diverse cultures and places. Sunlust referred to these trips that were 

motivated by a desire to do something different or better amenities for a given purpose 

than what was available in the normal environment. Dann (1977) believed that push 

factors could be explained as internal powers, such as relaxation, recreation, nostalgia, 

and escape, that encouraged people to leave their place of residence. These were 

associated with the social-psychological needs of humans. Pull factors could be 

explained as external powers, such as sunshine and sea, that attract people to visit a 

specific place; these forces originated within the destinations. A given place may have 

many attractions for the potential travelers who come to visit due to prior travel needs. 

The answer to the question of what motivated travelers to travel can only be found in 

the push factors. Further discussion by Dann (1977) has indicated that ego-

enhancement and anomie were the two bases of tourist orientation by the inquiry, and 

both had a strong fantasy component. He classified motivations into seven types, and 

later, Crompton (1979) expanded them to a total of nine. The socio-psychological 

category included seven motives: escape, seeking self and self-assessment, relaxation, 

prestige, regression, strengthening of kinship relationships, and increased facilitation of 

social interaction. The cultural category included novelty and education. 
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2.2.1 Empirical Studies between Push and Pull Factors 

Based on the push and pull theory, plenty of studies have been analyzed push and 

pull factors for numerous destinations. With various research respondents, there were 

many push factors and pull factors that have been generated. 

China is in the east of Asia, and Asian countries are popular destinations for 

Chinese tourists. Millions of Chinese people lived in those countries, particularly in 

Southeast Asia (Arlt, 2006). As one of the notable emerging market economies, Puah, 

Huan, and Thien (2018) found that China provided a stable source of visitors that 

generated Malaysia's tourism. Increasing real income and the appreciation of the 

Chinese yuan encouraged Chinese tourists to travel abroad. Malaysia had a competitive 

advantage over other countries as a result of its openness to trade, shared language, and 

culture. According to Rosyidi (2018), the majority of Chinese visitors to Indonesia were 

young individuals. These tourists were attracted by the beautiful natural and cultural 

attractions of Indonesia. Two peak periods occurred in February due to the Chinese 

New Year and June and July due to school summer holidays. Leisure time was the push 

factor, and nature and culture were the pull factors. The destination image of Japan had 

a direct impact on Chinese students' attitude towards visiting Japan. Historical problems 

such as the Diaoyu Islands dispute, potential radiation contamination, and the Nanjing 

Massacre caused anti-Japanese sentiment (Park, Hsieh, & Lee, 2017). Nevertheless, 

Chinese people regarded Japan as an affordable destination both economically and in 

terms of time concerns. Thus, maintaining a stable relationship between China and 

Japan decreased individual nationalist sentiment (Lin, Qiu Zhang, Gu, & Peng, 2017).  

Research about Korean travelers to Thailand from Sangpikul (2008a) stated three 

push factors, namely fun & relaxation, gaining experience outside Korea, and 

socialization, while the two pull factors were attraction variety &costs, and safety & 

cleanness. Among them, fun & relaxation was the most critical push factor, and the pull 

factor was attraction variety &costs. Another his study of the travel motivations of 

senior Japanese tourists to Thailand emphasized three push factors: novelty and 

knowledge-seeking, rest-relaxation, and ego-enhancement. Furthermore, fun & 

relaxation were the most important push factors, while attraction variety & cost were 

the most important pull factors. (Sangpikul, 2008b). In the research about motivations 

and perceptions for Indian tourists to Bangkok (Siri, Kennon, Josiam, & Spears, 2012), 
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there were four primary motivating elements that brought Indian travelers to Bangkok. 

They were the desire to try something new, relieve stress, accomplish something, and 

prioritize family. The stunning scenery, beaches, and ecology were the main pull factors. 

According to these motivations, having fun was the most significant one. In the study 

of push-pull factors for international tourists to Thailand, Yiamjanya and Wongleedee 

(2014) summarized some of the travel motivations. The push factors were gaining 

experience, relaxing, learning new things, and escaping. The pull factors were weather, 

Thai food, Thai culture, and traditional markets. The most important push factor was 

gaining experience, and the pull factor was Thai food. Tsai, Sakulsinlapakorn, and 

Council (2016) believed that Taiwanese went to Thailand for leisure, new experiences, 

and quality time with family and friends. They were attracted by the unique activities 

of the Songkran Festival, the flavor of Thai cuisine, and the warmth and friendliness of 

the Thai people. 

 

2.2.2 The Relationship between Push and Pull Factors 

Uysal and Jurowski (1994) found that there was a relationship between push and 

pull factors. He emphasized that most of the factors were intrinsic motivators, such as 

escape, relaxation, and social interaction. Pull factors were related to destination 

attractions, such as beaches, destination pictures, and culture, which were perceived by 

individuals who had the inclination to travel. As a result, push factors preceded pull 

factors. For example, once people desire to travel abroad to experience something new 

and exciting (push factors-internal motives), they would consider where to go, such as 

Asia, Australia, Europe, or North America (pull factors-destination attractions). 

Mehmetoglu (2011) came to the same conclusion, and he pointed out that pull factors 

both respond to and reinforce push factors. Push factors and pull factors were viewed 

as separate stages in travel decision-making. However, more and more studies indicated 

that they are not acting in isolation from one another. An investigation conducted by 

Klenosky (2002) studied the links between the pull factors of a destination (the means) 

and the higher-level motivational factors for each tourist (the ends). The means-end 

approach, which demonstrated the pull factor (beach) created the opportunity to escape, 

socialize, meet people, have fun and enjoy, and then felt refreshed and recharged. 
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Actually, the push and pull factors relationship was interrelated (Kim, Lee, & Klenosky, 

2003). 

2.3 Travel Behaviors 

The origin of travel behavior can be traced to Liepmann (1945). One of the 

important theories was the theory of planned behavior (TPB) (Ajzen, 1991), consisting 

of three core components. They were attitudes, subjective norms, and perceived 

behavioral controls, which together formed an individual's behavioral intentions. 

Attitudes and subjective norms arose from normative beliefs and motivation. However, 

behavioral intentions did not always lead to actual behaviors. One can choose to engage 

in behavior that did not exactly match their current attitude, but then tried to change 

that belief to match the current behavior. Five phases were involved in tourist activities 

developed by Davis and Knetsch (1966). These phases were anticipation or pre-

purchase, journey to the site, on-site experience, return travel, and extended memory 

and recollection. Manrai and Manrai (2011) showed that the applicability and process 

were significantly different in the behaviors of the before-travel, during-travel, and 

after-travel periods. There were three categories of behavioral patterns to be stated, 

namely, collectivity orientation driven travel behaviors (COD), risk tendencies driven 

travel behaviors (RTD), and social interaction driven travel behaviors (SID), and they 

were associated with the formation of preferences in the before-travel period, 

consumption of goods and services during the travel period, and evaluation of 

experiences after the travel period, respectively. The fact was that behaviors were the 

crucial disciplines that played a role in the formulation of strategies and the 

enhancement of products. 

Traveling habits differed across different categories of travelers. Cohen (1972) 

classified tourists into four types, based on the degree to which they sought familiarity 

and novelty. They were drifters, explorers, individual mass-tourists, and organized 

mass-tourists. The drifters had no planned itinerary and attempted to stay in the local 

community. The explorers traveled alone and sought comfortable accommodations and 

reliable transportation. Individual mass-tourists preferred to be less restricted by a 

group and an organized time and itinerary. Most organized mass-tourism was in the 

form of package tours with a tour guide and a set schedule. A study (Inagaki, 2000); 
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Tourists (2000)indicated that individualist tourists were more likely to seek novelty, 

while collectivist tourists were primarily motivated by family. 

Edward and Pusey (1990) pointed out that activities such as shopping and eating 

out were major activities for Asian tourists. Laksanakan (2003) surveyed the behaviors 

and characteristics of international visitors to Phuket. One of the findings was that the 

average stay length for most Asian visitors was about four to seven days, while 

European visitors would like to stay eight to fourteen days. And for the majority of 

respondents, it was their first trip to Thailand for tourism and recreation. Mechinda, 

Serirat, and Gulid (2009) studied tourists' behavioral loyalty. The results revealed that 

males were likely to be more attitudinally and behaviorally loyal, while tourists who 

traveled with children had less loyalty. McDowall (2010) said their information sources 

came from friends and family, and they used taxis as their main mode of transportation. 

Bangkok was viewed differently by first-time visitors and frequent visitors. Regarding 

the safety and security of return travelers, professionals and students expressed 

divergent viewpoints. 

2.4  Tourists’ Satisfaction 

Satisfaction is the evaluation of a given experience. Satisfaction has employed 

models based on theories, such as equity theory, normative theory, perceived 

performance theory, and expectation theory. According to Adams (1963), there were 

two points of equity theory: people wanted to maximize results and minimize their cost 

during a deal; and people thought they could maximize results by acting equitably. 

Equity theory explained that satisfaction was the trade-off between sacrifice and 

harvest. When tourists gained more value or costed less, their level of satisfaction 

increased (Oliver & Swan, 1989). Inequity caused dissatisfaction and decreased 

intentions for future use (Fisk & Young, 1985). The normative theory was related to a 

norm that worked as a reference point while evaluating or making judgments on 

behaviors. In addition, it was generally acknowledged that tourists would compare 

current experiences with past experiences (Yoon & Uysal, 2005). According to Severt, 

Wang, Chen, and Breiter (2007), satisfaction was defined as  goods or service 

performance that meets tourists' desires, expectations, and wants during the trip. It was 

the result of comparing pre-travel expectations with during-travel experiences. In the 



 12 

Internet era, J. Lee and Kim (2020) defined expectations as being affected by the 

posting of online reviews by those who had actual experiences. Also, expectations were 

created by previous experience and a promise from the service provider, and 

satisfaction occurred once the performance was higher than expectations. Satisfaction 

was thought to be the most important area of tourism research because it was linked to 

things like recommending a place to other tourists, purchasing goods and services, and 

willing to go back (Armario, 2008; Kozak & Rimmington, 2000). 

2.5 Summary 

A comprehensive and extensive literature review was presented in this chapter. 

Firstly, the destination image provided an overall perception of Thailand. The positive 

images of Thailand were its food, exoticism, natural beauty, nightlife, entertainment, 

and people, and the negative images were prostitutes, traffic, pollution, and low quality 

or imitation products. Secondly, some prominent conceptual schemes such as Maslow's 

hierarchy of needs, and push and pull theory were explained in terms of travelers' 

reasons for going on vacation. In this study, the push and pull theory was adopted, 

showing some push and pull factors from previous studies that helped to develop its 

own push and pull factors. Thirdly, different categories of behavioral patterns could be 

used to understand travel behaviors, and this study related to three stages of travel: 

before-travel, during-travel, and after-travel. Finally, satisfaction evaluation was next 

to after-travel behaviors, and it was the basis of customer loyalty. Satisfaction was 

explained by equity theory, comparison, and expectation. Based on the above, it would 

be easy to develop a good questionnaire and conceptual framework. 

 



CHAPTER 3 

 

RESEARCH METHODOLOGIES 

Here was to discuss the conceptual framework, population and sample size, 

research instruments, the methods of data analysis, and pilot test. 

3.1  Conceptual Framework 

The literature-based hypotheses were used as a conceptual framework (Figure 3.1). 

Hypothesis 1 

H10: Chinese tourists with different demographic characteristics have no significant 

differences in the push and pull factors. 

H1a: Chinese tourists with different demographic characteristics have significant 

differences in the push and pull factors. 

Zimmer, Brayley, and Searle (1995) proved that age, income, and education were 

major predictors of a traveler's desire to leave a familiar place and visit another place. 

China as the world's most populous country, demographic characteristics vary widely, 

and their motivations for Thailand would be significantly different. 

Hypothesis 2 

H20: Chinese tourists with different demographic characteristics have no significant 

differences in behaviors. 
H2a: Chinese tourists with different demographic characteristics have significant 

differences in behaviors. 

Hsieh, O'Leary, and Morrison (1992), Kozak (2002), and Kattiyapornpong (2006) 

evidenced that demographic variables had some differences in travel behaviors. 
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Hypothesis 3 

H30: There is no significant relationship between the push and pull factors for Chinese 

tourists. 

H3a: There is a significant relationship between the push and pull factors for Chinese 

tourists. 

(Mehmetoglu, 2011) stated that visiting foreign countries was driven by the push 

factors (i.e., releasing pressure, seeking novelty), and those push factors determined 

the pull factors. So, he came to the conclusion that the push factors came before the 

pull factors, and that the pull factors responded to the push factors and made them 

stronger. 

Hypothesis 4 

H40: There is no significant relationship between motivations and behaviors for Chinese 

tourists. 

H4a: There is a significant relationship between motivations and behaviors for Chinese 

tourists. 

Motivation involved a certain way that caused and kept the internal arousal state 

of human behaviors, which was mostly shown as the subjective desire or intention to 

pursue a specific goal and was the conscious awareness of people to pursue a certain 

expected purpose. In other words, motivations can be defined as the reasons why people 

do something, which were the guiding forces for human actions. As a result, Chinese 

tourists would be aware of controlling and adjusting their behaviors to achieve 

predetermined goals by overcoming difficulties. 

Hypothesis 5 

H50: There is no significant relationship between motivations and satisfaction levels for 

Chinese tourists. 

H5a: There is a significant relationship between motivations and satisfaction levels for 

Chinese tourists. 

Once Chinese people were activated for some reasons, the generated motivation 

was a key parameter in expectation formation. Chinese travelers who chose Thailand 

over other destinations may have higher expectations of Thailand. Expectations were 
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the essential determinants of perceptions of goods and services as well as perceptions 

of experiences. Therefore, motivation had an influence on satisfaction formation. 

Hypothesis 6 

H60: There is no significant relationship between behaviors and satisfaction levels for 

Chinese tourists. 

H6a: There is a significant relationship between behaviors and satisfaction levels for 

Chinese tourists. 

If the Chinese tourists were pleased with their trip, they would promote Thailand 

as a travel destination and return in the future. For individuals who have never been to 

Thailand but would like to visit based on the suggestions of travelers who have already 

been there.  

 

Figure 3.1 Conceptual Framework 

3.2  Population and Sample Size 

The research objects were Chinese tourists who have been to Thailand. According 

to Figure 3.2, the total number of Chinese visitors to Thailand in 2014 was 4.64 million, 

in 2015 it was 7.93 million, in 2016 it was 8.76 million, in 2017 it was 9.81 million, in 

2018 it was 10.54 million, and the forecast for 2019 was close to 12 million, but the 

actual number was closer to 11 million, indicating an upward trend. 
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Figure 3.2 Total Number of Tourist Arrivals from China to Thailand (2014-2019) 

Source: Statista 

A larger sample size normally results in higher accuracy. However, if it is a super 

large population, increasing the sample size does little or even nothing for accuracy. 

Table 3.1 for the required sample size from a given population was based on the formula 

by Krejcie and Morgan (1970), and this study used the degree of accuracy at 5% of the 

overall sample size. Obviously, the minimum recommended sample size was 384. 

Formula: s = X2NP (1 − P) ÷ d2(N−1) + X2P(1−P) 

s = required sample size 

X2 = the table value of chi-square for 1 degree of freedom at the desired confidence 

level of 0.95 (X2 = 3.841) 

N = the population size 

P = the population proportion (assumed to be 0.50 when unsure, which is conservative 

and provides the maximum sample size) 

d = the degree of accuracy expressed as a proportion (0.05 is a common choice) 

s=3.841 *11,000,000*0.50(1-0.50)/0.052(11,000,000-1) + 3.841*0.5(1-0.50)≈384 

 

Table 3.1 Required Sample Size 

Required Sample Size (Confidence = 95%) 

Population Size Degree of Accuracy/Margin of Error 

 0.05 0.035 0.025 0.01 
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Required Sample Size (Confidence = 95%) 

Population Size Degree of Accuracy/Margin of Error 

 0.05 0.035 0.025 0.01 

2,000 322 563 869 1655 

5,000 357 678 1176 3288 

10,000 370 727 1332 4899 

50,000 381 772 1491 8056 

100,000 383 778 1513 8762 

500,000 384 783 1532 9423 

1,000,000 384 783 1534 9512 

2,500,000 384 784 1536 9567 

10,000,000 384 784 1536 9594 

100,000,000 384 784 1537 9603 

264,000,000 384 784 1537 9603 

Source: The Research Advisors (2006) 

3.3  Research Instrument 

The instrument of this study was an online questionnaire. Some questions came 

from other scholars' studies, and some were modified to match this study. At first, the 

questionnaire was an English version, but the Chinese version would be sent out by 

translation. It was divided into four sections, and each section was briefly described as 

below. 

Demographic characteristics: there were seven questions, including gender, age, 

marital status, education, occupation, income, and geographic location. 

Behavioral and trip characteristics: three brief subsections in this section. There 

were three questions in the subsection on before travel behaviors and 12 questions in 

the subsection on during travel behaviors, and the majority of those questions had one 

answer; however, some may have more than one answer. Two questions in the 

subsection of after travel behaviors were based on a 5-point Likert scale (1 = totally 

disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = fully agree) that was popular in scale 

questions. 17 questions in total (e.g., plans, activities, expenses, accommodation 

choices, recommendations, and revisit).  

Motivations: two subsections in this section. 13 items fall into the subsection of 

the push forces, such as escaping from routine everyday life, photo shooting, and 



 18 

seeking novelty, which were measured by asking respondents to agree or disagree with 

statements describing the reasons for their international trip. Like a respondent was 

asked, "I travel to Thailand because I would like to escape from the routine everyday 

life." The answer was according to a 5-point Likert scale (1 = totally disagree, 2 = 

disagree, 3 = neutral, 4 = agree, 5 = fully agree). 13 items fall into the subsection of pull 

forces, such as food, people, and weather. For example, respondents were asked, "Do 

you think Thai culture is an important factor in your decision to visit Thailand?". It was 

also based on a 5-point Likert scale.  

Satisfaction: there were 15 questions, such as prices of goods and services, the 

taste of Thai food, and the climate. The answers to this part were also based on a 5-

point Likert scale (1 = very dissatisfied, 2 = dissatisfied, 3 = neutral, 4 = satisfied, 5 = 

very satisfied), which is a typical way of evaluating the level of satisfaction. 

3.4 Data Analysis Methods 

The available data was collected and analyzed by the IBM SPSS program, and a 

significance level of 0.05 was used. 

Firstly, descriptive statistics were those statistical methods employed to 

summarize, organize, and simplify data. Therefore, frequency and percentage were used 

in this study, illustrating the distribution of demographic characteristics such as gender, 

age, and education level. The descriptive statistics also included averages, standard 

deviations, and rank to summarize or characterize the participants' general information 

and variables (Zikmund, Babin, Carr, & Griffin, 2003). In order to know the level of 

importance of push and pull items, the study was used to rank the mean scores of the 

push and pull items, and the most important one had the highest average. The study 

wanted to know what made Chinese tourists satisfied and dissatisfied, so the mean score 

ranking was also used in the items of satisfaction. In practical applications, the Thai 

government can decide the market or product problems to be solved first according to 

these indicators. 

Secondly, a factor analysis was conducted. There were various variables in the 

section of motivations, so it was better to find hidden representative push and pull 

factors among those variables to generalize and explain the largest observational facts. 

The critical goal of factor analysis was to clarify the very intricate relationship of 
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variables through extracting a few potential variables to represent the basic structure, 

which was called Exploratory Factor Analysis (EFA). The main purpose of EFA was 

to reduce dimension, that was, integrate the fewest core factors to explain and 

summarize the most considerable observational facts. There were main requirements in 

factor analysis: KMO values of less than 0.5 were unacceptable; a factor can be 

considered when eigenvalues were greater than 1 based on Kaiser's criterion (Kaiser, 

1974); the absolute loading of less than 0.4 was unacceptable based on Stevens' 

guidelines (Pituch & Stevens, 2015). Once all requirements have been satisfied, the 

numbers and names of factors can be finally determined. Afterwards, correlation 

analysis acquired these representative factors to explore the links among motivations, 

behaviors, and satisfaction, which was one of the goals of this study. Another goal was 

to look into the differences between demographic characteristics and motivations, as 

well as demographic characteristics and behaviors. 

Thirdly, the primary purpose of reliability analysis was to establish whether a 

multiple-question Likert scale questionnaire was stable and dependable. Cronbach 

(1951) developed a guideline stating that Cronbach's alpha (Table 3.2) should be greater 

than 0.70. 

 

Table 3.2 Cronbach's alpha 

Cronbach's alpha Internal consistency 

α ≥ 0.9 Excellent 

0.9 > α ≥ 0.8 Good 

0.8 > α ≥ 0.7 Acceptable 

0.7 > α ≥ 0.6 Questionable 

0.6 > α ≥ 0.5 Poor 

0.5 > α Unacceptable 

 

Fourthly, correlation analysis was chosen since it was a statistical method 

appropriate to interval scales for determining the correlation between two variables. At 

the time, Pearson's correlation, which evaluated the direction and magnitude of the 

linear relationship between two variables, was the most popular approach for 

calculating the correlation coefficient. Mindrila and Balentyne (2017) said that the p-

value is used to determine whether or not the two variables have a statistically 
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significant relationship. Typically, if the p-value is less than 0.05, a correlation is 

considered statistically significant, and Moore, Notz, and Flinger (2013) proposed a 

rule for the strength of a relationship (see Table 3.3). In addition, if the value was 

positive, there was a positive relationship, and if the value was negative, there was a 

negative relationship. So, this technique can explore the relationship between push and 

pull factors, and the relationships among motivations, behaviors, and satisfaction. 

 

Table 3.3 Rule of the Strength of Relationship 

Absolute Value of r Strength of Relationship 

r < 0.3  Very weak  

0.3 ≤ r <0.5  Weak  

0.5 ≤ r < 0.7  Moderate  

r ≥ 0.7  Strong  

Finally, the chi-square test, independent sample T-test, and one-way analysis of 

variance (ANOVA) were conducted to analyze differences. The differences between 

demographic characteristics (e.g., age, education level) and behaviors should adopt the 

chi-square test as it was a non-parametric test of difference. The chi-square test was 

often referred to as Pearson's chi-squared test, and initially it required a significance 

test. If significant, further study should be conducted. In this study, gender and 

hometown were applied to the T-test that was used to compare the means of two groups 

and was a parametric test of difference. A one-way ANOVA was applied to the rest of 

the demographic characteristics because this method can be used to compare more than 

two groups and was a parametric test as well. 

3.5 Pilot Test 

A pilot test should be conducted before final data collection (Cavana, Delahaye, 

& Sekeran, 2001). Perneger, Courvoisier, Hudelson, and Gayet-Ageron (2015) 

suggested that a sample size of 30 participants was a reasonable value in a pilot test. 

Based on the pilot test, some words or phrases have been improved to make all 

questions clear and appropriate, so that the respondents had a good understanding of 

the questions and chose the most appropriate answers easily. Furthermore, a reliability 
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test should be conducted to ensure the inter-item consistency reliability (Hair, Black, 

Babin, Anderson, & Tatham, 2006), and the acceptable value was not less than 0.7. 

(Cavana et al., 2001). By the SPSS program, the Cronbach's coefficient alpha of push 

and pull factors was 0.77 and 0.82, and for tourists’ satisfaction was 0.88. As a result, 

the final version was ready for data gathering. 

 



CHAPTER 4 

 

EMPIRICAL ANALYSIS 

SPSS statistical software was used to summarize, analyze, and discuss 384 

samples. Firstly, the method of percentage presented the general information about 

demographic characteristics and behaviors of Thailand inbound tourists from China. 

Secondly, factor analysis identified the representative pull and push components. 

Thirdly, the mean score ranking helped to find the important push and pull items, and 

satisfaction items. Fourthly, correlation analysis explored the relationships. Finally, the 

chi-square test, T-test, and (ANOVA were employed to investigate differences. 

4.1 Respondent Profile 

The initial phase in the research was to examine the sample's background, which 

often included demographic data such as gender, income, and age. This phase was 

designed to provide an overview of Chinese visitors who have been visited Thailand.  

 

Table 4.1 Demographic Characteristics of Respondents (N=384) 

Characteristics  Frequency  Percent Cumulative Percent 

Gender Male 167 43.5 43.5 

Female 217 56.5 100.0 

Age ＜18 19 4.9 4.9 

18-30 114 29.7 34.6 

31-40 108 28.1 62.8 

41-50 60 15.6 78.4 

51-60 50 13.0 91.4 

>60 33 8.6 100.0 

Marital 

status 

Single 109 28.4 28.4 

Relationship 75 19.5 47.9 

Married 200 52.1 100 

Education Elementary 42 10.9 10.9 

Secondary 79 20.6 31.5 
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Characteristics  Frequency  Percent Cumulative Percent 

Bachelor’s degree 208 54.2 85.7 

Master’s or higher degree 55 14.3 100.0 

Occupation 

 

 

 

Company employee 181 47.1 47.1 

Self-employed 54 14.1 61.2 

Government officer 10 2.6 63.8 

Business owner 10 2.6 66.4 

Student 48 12.5 78.9 

Retired 38 9.9 88.8 

Unemployed 36 9.4 98.2 

Others 7 1.8 100.0 

Income  

after tax 

(CNY) 

0 59 15.4 15.4 

＜5,000 48 12.5 27.9 

5,001-8,000 89 23.2 51.0 

8,001-10,000 90 23.4 74.5 

10,001-20,000 47 12.2 86.7 

＞20,000 51 13.3 100.0 

Hometown South 209 54.4 54.4 

North 175 45.6 100.0 

Table 4.1 showed 167 males and 217 females among the 384 valid samples, 

accounting for 43.5 and 56.5%, respectively. 29.7% of the respondents in the age group 

of 18-30 and 28.1% of the respondents in the age group of 31-40 have been together 

for approximately 60% in the age group of 18-40. More than half of the respondents 

were married, while 28.4% were single and 19.5% were in a relationship. The 

proportion of respondents with higher education was large, including 54.2% with 

bachelor’s degrees and 14.3% with a master’s or higher degree. Almost half of them 

came from company employees; the second was self-employed with 14.1%; and the 

third was students with 12.5%. Around half of the respondents earned a monthly income 

(CYN1) after tax of between 5,001 and 10,000. More specifically, no income took up 

15.4%, in the range of 5,001-8,000 was 23.2%, 8,001-10,000 was 23.4%, 10,001-

20,000 was 12.2%, and higher than 20,000 was 13.3%. The hometown for 54.4% of the 

respondents was the south of China, and the rest came from the north. 

As stated above, most of them were young, married, well educated, and had a 

moderate-paying job in the company. Female respondents slightly outnumbered their 

 
1 1 CNY ≈ 5 BAHT 
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male counterparts, and more than half of the respondents came from the south of China.  

4.2 Travel Behavioral Characteristics 

The questionnaire included questions about travel behaviors, and the purpose of 

such items was to have a greater understanding of Chinese tourists by calculating the 

percentage. The behavioral characteristics of Chinese tourists to Thailand by 

descriptive statistics were presented in Table 4.2. 

Table 4.2 Travel Behavioral Characteristics of Respondents (N=384) 

Characteristics Frequency Perc

ent 

Cumulative 

Percent 

8. How many times have you visited Thailand? 

1 236 61.5 61.5 

2 85 22.1 83.6 

3 34 8.9 92.4 

≥ 4 29 7.6 100.0 

9. Where did you obtain sources of information about Thailand? 

Paper media (e.g., magazines, newspaper) 6 1.6 1.6 

Internet  254 66.1 67.7 

Friends/family 57 14.8 82.6 

Travel agent/company 55 14.3 96.9 

Others 12 3.1 100.0 

10. How far in advance did you begin planning？ 

≥1 month 49 12.8 12.8 

2- 3 months 130 33.9 46.6 

4-6 months 151 39.3 85.9 

>6 months 54 14.1 100.0 

11. Travel model： 

Escorted tour   138 35.9 35.9 

Independent tour 246 64.1 100.0 

12. How many days did you stay in Thailand? 

<5 9 2.3 2.3 

5-8 226 58.9 61.2 

9-12 85 22.1 83.3 

13-15 31 8.1 91.4 

>15 33 8.6 100.0 

13. Where have you been in Thailand？ (Check-all-that-apply) 

Northern (e.g., Chiangmai, Chiangrai ) 159 41.4 - 

Northeastern (e.g., Khon Kaen ) 46 12.0 - 

Eastern (e.g., Pattaya, Ko Chang) 146 38.0 - 

Central (e.g., Bangkok, Ayutthaya, Hua Hin) 323 84.1 - 

Southern (e.g., Phuket, Koh Samui, HatYai) 158 41.1 - 

14. What activities did you participate in? (Check-all-that-apply) 

Ladyboy show 188 49.0 - 

Watching Muay Thai fights  60 15.6 - 

Water sports 184 47.9 - 

Thai massage 300 78.1 - 
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Characteristics Frequency Perc

ent 

Cumulative 

Percent 

Jungle adventure 24 6.3 - 

Riding elephants 80 20.8 - 

Others 111 28.9 - 

15. Who traveled with you on this trip? 

Alone 32 8.3 8.3 

Friends 129 33.6 41.9 

Lover 63 16.4 58.3 

Family    160 41.7 100.0 

16. How many travel companions including yourself? 

Alone 32 8.3 8.3 

2 111 28.9 37.2 

3 90 23.4 60.7 

4 66 17.2 77.9 

5-8 66 17.2 95.1 

>8 19 4.9 100.0 

17. What type of accommodation did you stay? 

Hotel 277 72.1 72.1 

Hostel 6 1.6 73.7 

Villa 13 3.4 77.1 

Apartment hotel  13 3.4 80.5 

Guesthouse 62 16.1 96.6 

Friend/relative's house 13 3.4 100.0 

18. What kind of transportation did you usually choose？(Check-all-that-apply) 

BTS/MRT/ARL 82 21.4 - 

Tuk Tuk/songthaew  154 40.1 - 

Private/rental car 91 23.7 - 

Taxi 243 63.3 - 

Bus 15 3.9 - 

Tour bus or van 227 59.1 - 

Boat 139 36.2 - 

19. What was the major activity did you do in Thailand? (Check-all-that-apply) 

Sightseeing 348 90.6 - 

Eating 216 56.3 - 

Shopping 160 41.7 - 

Taking pictures 160 41.7 - 

Others 29 7.6 - 

20. Which part of the expenditure was the most? 

Accommodation 33 8.6 8.6 

 Shopping 147 38.3 46.9 

Food 18 4.7 51.6 

Transportation 100 26.0 77.6 

Package  82 21.4 99.0 

Others 4 1.0 100.0 

21. Please estimate your expenditure for your major activity (Q20). (CNY) 

＜2,000 83 21.6 21.6 

2,000-4,000 152 39.6 61.2 

4,001-6,000 86 22.4 83.6 

6,001-8,000 31 8.1 91.7 

＞8,000 32 8.3 100.0 

22. Please estimate your total expenditure. (CNY) 

＜5,000 104 27.1 27.1 

5,000-8,000 137 35.7 62.8 
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Characteristics Frequency Perc

ent 

Cumulative 

Percent 

8,001-10,000 69 18.0 80.7 

10,001-15,000 36 9.4 90.1 

＞15,000 38 9.9 100.0 

Table 4.2 demonstrated the result of a questionnaire in which 384 respondents 

answered questions about their travel behaviors. As an illustration, it was the first trip 

to Thailand for most respondents, occupying a ratio of 61.5%. Respondents who have 

been to Thailand twice accounted for approximately 22%. However, almost 9% have 

been to Thailand three times, and the rest have been four times or more. Two-thirds of 

respondents learned about Thailand from the Internet. The share of friends or relatives 

was 14.8%, followed closely by travel agents or companies at 14.3%, and then others 

at 3.1%. The smallest share, at 1.6%, was paper media, such as magazines and 

newspapers. Almost 40% planned four to six months ahead of their trip, and over a third 

planned two to three months in advance, which stood at almost three-quarters of the 

total. There were roughly 86% who would made plans within six months. Independent 

tours were about twice the number of escorted tours. Regarding the length of stay, most 

of them stayed 5-8 days with 59%, some stayed 9-12 days with 22%, followed by 13-

15 days and then more than 15 days, each with roughly 8%. While only 2.3% stayed 

less than 5 days. 41.7% traveled with their family, 33.6% with friends, 16.4% with 

lovers, and only 8.3% traveled alone. A group of two people was the most selected item 

regarding travel companions among all respondents, making up 28.9%. A group of three 

people came next with 23.4%, followed by a group of four people and a group of five 

to eight people, each with 17.2%. Nearly three-quarters chose a hotel, and 16.1% chose 

a guest house. With 38.3% of respondents, shopping was the biggest cost. 

Transportation and packages came in at 26.0% and 21.4%, respectively. In terms of the 

spending on main activities, 39.6% spent 2,000–4,000 CNY, 22.4% spent 4,001–6,000 

CNY, and 21.6% spent less than 2,000 CNY. While 8.1% spent 6,001–8,000 CNY and 

8.3% spent more than 8,000 CNY. In total expenditure, 35.7% spent 5,000–8,000 CNY, 

27.1% spent less than 5,000 CNY, and 18.0% spent 8,001–10,000 CNY. However, 9.4% 

spent 10,001–15,000 CNY, and 9.9% spent more than 15,000 CNY. 

Most respondents, 84.1%, have been to the central region, and the northern, 

southern, and eastern regions were also popular among them, making up approximately 
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40% of each region, but only 12.0% have visited the northeastern. Unique Thai 

experiences included Thai massages with 78.1%, watching ladyboy shows with 49.0%, 

water sports with 47.9%, riding elephants with 20.8%, others with 28.9%, and jungle 

adventures with 6.3%. In terms of transportation, most of them chose taxis (63.3%), 

tour buses or vans (59.1%), and local transportation such as Tuk Tuks and songthaews 

(40.1%), and boats (36.2%). Some would drive a private or rental car (23.7%), some 

used BTS, MRT, or ARL, but only a few used buses (3.9%). The major activities were 

sorted by sightseeing, eating, shopping, taking pictures, and others in the ratio of 90.6, 

56.3, 41.7, 41.7, and 7.6, respectively. 

Most respondents said it was their first time to visit Thailand, and the Internet was 

a powerful tool to help them collect information and then make plans. They planned 

two to six months ahead of traveling, enjoyed independent tours with five to eight-day 

trips, went with two to eight family members or friends, and stayed at hotels. The most 

spending part was shopping, the expenditure for their major activities was 2,000–4,000 

CNY, and the total was 5,000–8,000 CNY. Most of them preferred the central region, 

Thai massages, taxis, and tour buses or vans, and the major activities were sightseeing, 

eating, shopping, and taking pictures. 

4.3 Factors Analysis 

The analysis of travel motivations in this study needed to conduct exploratory 

factor analysis (EFA) to identify the representative factors from 13 push items and 13 

pull items. Later, those representative factors which expressed multiple-item 

information were used to explore the relationship between push and pull factors, as well 

as the relationships among motivations, behaviors, and satisfaction. They were also 

used to analyze the difference between motivations and demographic characteristics 

and the difference between behaviors and demographic characteristics. As a result, the 

factors analysis ran through the whole analysis. First of all, it was necessary to 

determine whether this study was suitable for factor analysis. EFA can be continued 

once KMO was greater than 0.5. According to the rules of thumb, a factor should be 

considered when eigenvalues were greater than 1, factor loadings above the standard 

value of 0.4 were reliable, and Cronbach's α should be greater than 0.7.  
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Table 4.3 Matrix of Push Factors by Factors Analysis 

 
Component Cronbac

h α 1 2 3 4 

KMO 0.775  

Bartlett's 3181.906 

Sig. 0.000 

Eigenvalues after rotation 3.271 3.077 1.634 1.123  

Cumulative % after rotation 25.162 23.669 12.571 8.637 

Total Variance Explained 25.162 48.831 61.401 70.038 

28. Escape from routine everyday life 0.961     

0.917 32. Photo shooting 0.943    

34. Release pressure 0.935    

30. Shopping 0.676    

26. Experience different cultures  0.924    

 

0.819 

 

36. Seek novelty  0.908   

27. Meet different people  0.737   

29. Gain a broader view of understanding or 

a sense of value 

 0.605   

25. Travel to a new country or city  0.605   

31. Conformity   0.891  0.741 

35. Spend time with friends or family   0.880  

33. Visit family or friends    0.822 0.126 

37. Working and learning    0.578 

Overall Cronbach α 0.792 
 

Table 4.3 clearly demonstrated that the KMO was 0.775, which was greater than 

0.5, and the value of significance was 0.000, which was less than 0.05, so it was suitable 

for EFA. All eigenvalues were larger than 1 showing that four push factor dimensions 

were extracted from 13 push items. Factor 1 explained 25.162% of the variance out of 

the total, factor 2 was 23.669%, factor 3 was 12.571%, and factor 4 was 8.637%. The 

total variance explained was 70.038%, which indicated the results were good. 

After varimax rotation, all items were used to define the following four factors 

since all factor loadings were greater than 0.4. Four items, including escaping from 

routine everyday life, photo shooting, releasing pressure, and shopping, were loaded 

onto factor 1, defining it as relaxation. Five items, including experiencing different 

cultures, seeking novelty, meeting new people, getting a broader understanding or a 

sense of value, and traveling to a new country or city, were loaded onto factor 2, 

defining it as a new experience. Two items, including conformity and spending time 

with family or friends, were loaded onto factor 3, defining it as companionship. Two 

items, including visiting family or friends, and working and learning, were loaded onto 

factor 4, which was defined as socialization.  
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In reliability analysis, Cronbach α for each factor was 0.917, 0.819, 0.741, and 

0.126, respectively, and the overall Cronbach α was 0.792. However, Cronbach α for 

push factor 4 (socialization) was 0.126. Push factor 4 should be deleted as it was under 

the minimum value of 0.7. 

 

Table 4.4 Matrix of Push Factors by Factors Analysis after Deletion 

 
Component Cronbach α 

1 2 3 

KMO 0.773  

Bartlett's 3129.634 

Sig. 0.000 

Eigenvalues after rotation 3.257 3.050 1.635  

Cumulative % after rotation 29.608 27.724 14.865 

Total Variance Explained 29.608 57.333 72.198 

28. Escape from routine everyday life 0.961    

0.917 32. Photo shooting 0.943   

34. Release pressure 0.935   

30. Shopping 0.676   

26. Experience different cultures  0.924   

0.819 

 

36. Seek novelty  0.908  

27. Meet different people  0.737  

29. Gain a broader view of understanding or 

a sense of value 

 0.605  

25. Travel to a new country or city  0.605  

31. Conformity   0.889 0.741 

35. Spend time with friends or family   0.879 

Overall Cronbach α 0.817 
 

 

After deletion (see Table 4.4), KMO was 0.773, which was greater than 0.5, and 

the value of significance was 0.000, which was less than 0.05, indicating that it was still 

good to do EFA. But there were three factors left, namely factor 1 (relaxation), factor 

2 (novel experience), and factor 3 (companionship). Factor 1 explained 29.608%, factor 

2 explained 27.724%, and factor 3 explained 14.865%. Additionally, the total variance 

explained was 72.198%. The Cronbach α for each factor was 0.917, 0.819, and 0.741, 

respectively, and the overall Cronbach α was 0.817. On the whole, the result can be 

accepted. 
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Table 4.5 Matrix of Pull Factors by Factors Analysis 

 
Component Cronbach α 

1 2 3 

KMO 0.803  

Bartlett's 2454.577 

Sig. 0.000 

Eigenvalues after rotation 3.180 2.935 2.081  

Cumulative % after rotation 24.461 22.576 16.010 

Total Variance Explained 24.461 47.037 63.047 

42. Thai culture 0.800    

0.794 38. Exotic 0.792   

44. Diffident markets 0.775   

43. Thai food 0.742   

45. A variety of shopping places 0.677 0.924   

0.869 50. Festivals and Events 0.505 0.908  

48. Quality goods and service  0.951  

49. Safety and security  0.939  

47. Low cost of goods and service  0.896  

46. An availability of travel information  0.440 
  

40. Beaches   0.835 

41. Climate and weather   0.763 0.727 

39. Natural attractions   0.746  

Overall Cronbach α 0.788 
 

 

Table 4.5 clearly demonstrated that KMO was 0.803 and the value of significance 

was 0.000, so the above indicators revealed that this study was suitable for EFA. Three 

factors out of 13 pull items were retained. Factor 1 explained 24.461%, factor 2 was 

22.576%, and factor 3 was 16.010%. The total variance explained was 63.047% by the 

three pull factors. Factor 1 included six pull items defined as humanistic resources. 

Factor 2 included four pull items defined as social environment. Factor 3 included three 

pull items defined as natural resources. In reliability analysis, Cronbach α for each 

factor was 0.794, 0.869, and 0.727, respectively, and the overall Cronbach α was 0.788. 

As a result, it had a good degree of reliability, indicating that its conclusions could be 

accepted. 

4.4 Descriptive Analysis 

The mean is a popular and well-known technique in descriptive analysis. 

Calculating the mean score was a good method to make sense of scale questions and 
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identify the important push, pull, and satisfaction items. Here was presented the mean 

ranking of after-travel behaviors, push, pull, and satisfaction items. 

 

Table 4.6 Importance Rankings of Push Items 

Push Items Std. 

Deviation 

Mean Rank 

35. Spend time with families or friends 1.360 4.18 1 

26. Experience different cultures 1.303 4.07 2 

36. Seek novelty 1.352 4.01 3 

25. Travel to a new country or city 1.499 3.82 4 

29. Gain a broader view of understanding or a sense of 

value 

1.484 3.54 5 

27. Meet different people 1.643 3.51 6 

31. Conformity 1.681 3.49 7 

30. Shopping 1.525 2.97 8 

34. Release pressure 1.599 2.93 9 

28. Escape from routine everyday life 1.607 2.90 10 

32. Photo shooting 1.574 2.89 11 

Overall mean  3.48 
 

Based on a 5-point scale, the minimum value of 1 stood for least important, and 

the maximum value of 5 stood for most important. According to Table 4.6, the mean 

score of all items was in the range of 2.89 to 4.18, and the overall mean score was 3.48. 

More and more Chinese people were becoming full-time workers, so they did not have 

much time with their family and friends. Travel was a great option to accompany family 

and friends, and the mean score of spending time with family or friends was 4.18, which 

was the most important push item, followed by the items of experience of different 

cultures (M = 4.07) and seeking novelty (M = 4.01). In truth, the minds are designed to 

be drawn to novelty, so there was a desire for culture and new things. If Thailand wanted 

to focus its marketing efforts on Chinese tourists, those who traveled with family and 

friends were their primary target market. Tourists who would like to experience culture 

were the target two, and tourists who were interested in seeking novelty were the third 

target. Nowadays, online shopping and purchasing agents have made shopping easy 

and convenient, and people can easily purchase what they like anywhere, and they may 

also use this way or other ways to release pressure and escape from routine everyday 

life. Although photographs have been an important element of vacation, the real 

meaning of travel was to enjoy or gain something. Thus, shopping (M = 2.97), releasing 
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pressure (M = 2.93), escaping from routine everyday life (M = 2.90), and photo 

shooting (M = 2.89) were of less importance. 

 

Table 4.7 Importance Rankings of Pull Items 

Pull Items Std. Deviation Mean Rank 

38. Exoticism 1.052 4.11 1 

42. Thai culture 0.993 4.08 2 

44. Different markets 1.174 3.88 3 

43. Thai food 1.104 3.84 4 

39. Natural attractions 1.429 3.51 5 

40. Beaches 1.437 3.46 6 

47. Low cost of goods and service 1.519 3.40 7 

45. A variety of shopping places 1.370 3.39 8 

46. An availability of travel information 1.367 3.37 9 

48. Quality goods and service 1.489 3.13 10 

49. Safety and security 1.493 3.11 11 

50. Festivals and Events 1.495 3.10 12 

41. Climate and weather 1.632 2.69 13 

Overall mean  3.47 
 

According to Table 4.7, all items scored between 2.69 and 4.11, and the overall 

mean score was 3.47. The most important pull factor was exoticism (M = 4.11), which 

was the charm or fascination of Thailand. Followed by Thai culture (M = 4.08) that 

included Buddhism, architecture, music, dance, sports, and holidays such as Thai New 

Year and Loi Krathong. The government and tourism operators should develop a policy 

that emphasizes the resources and the culture. Only one item was less than 3.0, which 

was climate and weather with 2.69. Thailand's climate did not always appeal to Chinese 

tourists, as Thailand is hot all year round. The ideal time to visit Thailand is during the 

cool season from November to February, and at that time most of China's areas enter a 

cold winter. Most of the remaining time is too hot or rainy, that is why the climate and 

weather were less important pull factors. 

 

Table 4.8 Importance Rankings of Satisfaction Items 

Satisfaction Items Std. Deviation Mean Rank 

61. Nightlife 1.051 4.04 1 

51. Quality of attractions 0.943 3.94 2 

54. Shopping places 1.246 3.88 3 

53. Facilities 0.940 3.85 4 

55. Goods and service 1.216 3.81 5 

63. Safety and security 1.111 3.80 6 
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Satisfaction Items Std. Deviation Mean Rank 

65. Overall value 1.040 3.76 7 

59. Thai food 1.253 3.74 8 

62. Thai people 1.112 3.68 9 

52. Prices of souvenirs and gifts 1.289 3.66 10 

57. Accommodation 1.045 3.60 11 

56. Packages 1.225 3.59 12 

60. Hygiene 1.352 3.47 13 

58. Transportation 1.338 3.32 14 

64. Climate and weather 1.461 2.88 15 

Overall Mean   3.67 
 

According to Table 4.8, all items scored between 2.88 and 4.04, and the overall 

mean score was 3.67. The highest level of satisfaction was nightlife (M = 4.04). In fact, 

Thailand is a country that is hot all year round, and the night is the beginning of all 

happiness. The nightlife of Thailand catered to different types of tourists with river 

cruises, night clubs, markets, and shows. Therefore, Chinese tourists were satisfied with 

the atmosphere of celebration and endless entertainment possibilities during the night. 

In China, most people were afraid of tanning. The hot season was more likely to make 

people tired and irritable, and the rainy season caused inconvenience, especially for 

island trips. This was why Chinese tourists were not satisfied with the climate and 

weather (M = 2.88). Moreover, the mean score of the overall value was 3.76 which was 

higher than the overall mean score. 

 

Table 4.9 Importance Rankings of after Travel Behaviors Items 

 
Std. Deviation Mean Rank 

24. Recommend to others  1.294 4.14 1 

25. Revisit in the future 1.401 3.83 2 

Recommendations and revisits were related to after-travel behavioral 

characteristics. According to Table 4.9, the mean score of recommendations was 4.14, 

the mean score of revisits was 3.83. Clearly, the recommendations’ score was higher 

than the revisits’ score. The logical relationship between recommendation and revisit 

may be Chinese tourists who recommended Thailand as a travel destination but would 

not necessarily return in the future. 
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4.5 Correlation Analysis 

The study wondered whether there were connections between variables. The 

correlation analysis of Pearson was an effective technique for exploring relationships. 

 

Table 4.10 Relationship between Push and Pull Factors 

 
Push factors 

Relaxation Novel experience Companionship 

Pull 

factors 

Humanistic resources 0.178** 0.037 0.084 

Social environment 0.500** 0.261** 0.187** 

Natural resources 0.231** 0.244** 0.118* 

* p<0.05, ** p<0.01 

Table 4.10 found that the pull factor of humanistic resources had no statistically 

significant relationship with the push factors of novel experience and companionship. 

The remaining factors, including both push and pull factors, were significantly related. 

It should be clear that only the coefficient between the push factor of relaxation and the 

pull factor of social environment got the highest value (r = 0.500), which was 

considered a moderately positive relationship, but the other relationships with values of 

less than 0.3 were very weak. If Chinese tourists wanted to relax, the social environment 

of Thailand may provide a great opportunity to relax, and Chinese tourists can also 

achieve their goal of relaxation through the humanistic and natural resources. If Chinese 

tourists were looking for a novel experience and companionship, they could come to 

Thailand to visit the social environment and natural resources. Based on the above 

analysis, it can be concluded that there was a significant relationship between push 

factors and pull factors for Chinese tourists. 

 

Table 4.11 Relationship between Motivation and Satisfaction 

 
Push factors Pull factors 

 Relax- 

ation 

Novel 

experience 

Companion- 

ship 

Humanistic 

resources 

Social 

environment 

Natural 

resources 

Satisfaction 0.189** 0.054 0.095 0.823** 0.256** 0.201** 

* p<0.05, ** p<0.01 
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Table 4.11 presented that satisfaction had a statistically significant relationship 

with the pull factors of humanistic resources, social environment, and natural resources, 

and the push factor of relaxation, but it had no significant relationship with the push 

factors of novel experience and companionship. It was further stated that the coefficient 

between satisfaction and each pull factor was higher than the push factor. In particular, 

there was a strong and positive relationship (r > 0.7) between satisfaction and the pull 

factor of humanistic resources, but the rest was very weak (r > 0.3). The Chinese were 

happy when they came to Thailand if their main push factor was relaxation, and they 

also expressed satisfaction with Thailand's social environment and natural resources, 

especially its humanistic resources. More attention should be paid to pull factors, which 

the Thai government and tourism operators were able to do. It should be noted that the 

top importance of four pull items were exoticism, Thai culture, different markets, and 

Thai food, and those were in the dimension of humanistic resources. Thailand should 

come up with policies that emphasize markets, culture, Thai food, shopping areas, 

festivals, and events. The conclusion was that there was a significant relationship 

between motivations and satisfaction. 

 

Table 4.12 Relationship among after Travel Behaviors, Motivations, Satisfaction 

 
Recommend to others Revisit in the future 

Push factors Relaxation 0.074 0.215** 

Novel experience 0.104* 0.112* 

Companionship 0.094 0.001 

 

Pull factors 

Humanistic resources 0.444** 0.425** 

Social environment 0.153** 0.171** 

Natural resources 0.107* 0.187** 

Satisfaction  0.499** 0.472** 

* p<0.05, ** p<0.01 

 

 

Table 4.12 found that "recommend to others" had a significant relationship with 

the push factor of novel experience, the pull factors of humanistic resources, social 

environment, and natural resources, and satisfaction, but it had no significant 

association with the push factors of relaxation and companionship. In more detail, 

recommendations and satisfaction had an approximately moderate relationship, and 
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they were positively correlated. Recommendations and the pull factor of humanistic 

resources also had an approximately moderate relationship. Correlations between 

"revisit in the future" and the push factors except for companionship, pull factors, and 

satisfaction, were typically considered statistically significant. The same with 

"recommend to others", revisit also had an approximately moderate and positive 

relationship with satisfaction and the pull factor of humanistic resources. However, the 

rest of the relationships were very weak (r < 0.3). As a matter of fact, Thailand is a good 

destination to offer a unique experience, and Chinese tourists were pleased to 

recommend and return there. If the level of satisfaction increased, more and more 

Chinese tourists would like to recommend Thailand as a travel destination to other 

people and come back to Thailand in the future. In general, there was a significant 

relationship between motivations and behaviors, and there was also a significant 

relationship between satisfaction and behavioral intentions, such as recommendation 

and revisit. 

4.6 Differences in Demographic Characteristics and Behaviors 

The chi-square test was mainly used to explore the differences between seven 

demographic characteristics and travel behavioral characteristics. Any p-value less than 

the level of 0.05 would be considered statistically significant. 

 

Table 4.13 Chi-Square Test of Demographic Characteristics on Behaviors 

Q Gender Age Marital 

status 

Education Occupation Income Hometown 

χ²  p χ²  p χ²  p χ²  p χ²  p χ²  p χ²  p 

8 
3.65

6 

0.30

1 

16.4

32 

0.35

4 

6.37

0 

0.38

3 

17.8

93 

0.03

6* 

32.2

75 

0.05

5 

19.5

02 

0.19

2 

7.08

8 

0.06

9 

9 
0.74

7 

0.94

5 

161.

640 

0.00

0** 

40.1

32 

0.00

0** 

59.9

22 

0.00

0** 

92.6

05 

0.00

0** 

31.1

69 

0.05

3 

3.20

3 

0.52

4 

10 
4.74

3 

0.31

5 

10.8

46 

0.76

3 

6.31

7 

0.38

9 

10.6

29 

0.30

2 

36.5

45 

0.01

9* 

38.3

28 

0.00

1** 

0.68

0 

0.87

8 

11 
0.74

2 

0.38

9 

37.6

85 

0.00

0** 

18.6

51 

0.00

0** 

8.58

3 

0.03

5* 

9.60

5 

0.21

2 

5.35

8 

0.37

4 

6.68

7 

0.01

0** 

12 
5.05

5 

0.28

2 

19.1

66 

0.51

1 

9.39

4 

0.31

0 

9.12

9 

0.69

2 

45.6

60 

0.01

9* 

24.1

90 

0.23

4 

4.34

2 

0.36

2 
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Q Gender Age Marital 

status 

Education Occupation Income Hometown 

χ²  p χ²  p χ²  p χ²  p χ²  p χ²  p χ²  p 

13 
16.3

20 

0.00

3** 

33.7

29 

0.02

8* 

5.34

9 

0.72

0 

12.9

06 

0.37

6 

33.2

02 

0.22

8 

20.9

34 

0.40

1 

3.31

0 

0.50

7 

14 
37.0

29 

0.00

0** 

102.

466 

0.00

0** 

27.0

44 

0.00

8** 

35.6

87 

0.00

8** 

9.87

2 

0.00

4** 

6.62

4 

0.02

7* 

2.58

0 

0.85

9 

15 
14.3

93 

0.00

2** 

112.

450 

0.00

0** 

113.

717 

0.00

0** 

40.5

21 

0.00

0** 

36.4

53 

0.01

9* 

30.5

05 

0.01

0* 

15.7

84 

0.00

1** 

16 
2.03

5 

0.84

4 

60.1

61 

0.00

0** 

38.0

03 

0.00

0** 

33.6

21 

0.00

4** 

43.8

17 

0.14

6 

34.4

77 

0.09

8 

3.60

3 

0.60

8 

17 
8.20

6 

0.22

3 

59.1

82 

0.00

0** 

36.5

94 

0.00

0** 

16.9

46 

0.32

2 

47.2

75 

0.08

1 

28.6

88 

0.27

7 

11.8

20 

0.03

7* 

18 
15.3

89 

0.01

7* 

93.1

17 

0.00

0** 

53.1

66 

0.00

0** 

25.4

83 

0.11

2 

63.6

44 

0.01

7* 

4.78

1  

0.25

1 

20.9

74 

0.00

2** 

19 
35.8

85 

0.00

0** 

44.0

45 

0.00

1** 

10.2

05 

0.25

1 

9.85

5 

0.62

9 

32.4

72 

0.25

6 

14.2

14 

0.81

9 

1.08

5 

0.89

7 

20 
11.7

49 

0.06

8 

59.2

78 

0.00

0** 

49.8

47 

0.00

0** 

14.4

79 

0.49

0 

51.9

48 

0.03

3* 

19.5

21 

0.77

1 

7.11

0 

0.21

3 

21 
0.29

3 

0.99

0 

44.8

55 

0.00

1** 

23.3

09 

0.00

3** 

21.9

75 

0.03

8* 

102.

531 

0.00

0** 

89.5

30 

0.00

0** 

13.1

44 

0.01

1* 

22 
1.86

9 

0.76

0 

41.8

00 

0.00

3** 

16.4

93 

0.03

6* 

26.7

38 

0.00

8** 

91.1

63 

0.00

0** 

115.

701 

0.00

0** 

14.5

51 

0.00

6** 

* p<0.05 ** p<0.01, Q13, Q14, Q18, Q19: can be more than 1 answer 

Table 4.13 presented a p-value of less than 0.05 with bold text, so each 

demographic characteristic had significant differences in behaviors. Such as, gender 

had a significant difference on question 13, question 14, question 15, question 18, and 

question 19. Age had a significant difference on question 9 and 11, and question 13 to 

22. Later, the significant values were employed in percentage comparison to dig out 

more valuable information, and specific differences were reported below. 

 

Table 4.14 Differences in Gender and Behaviors 

Characteristics  Male Female Total 

13. Where have you been in Thailand？(Check-all-that-apply) 

Northern 40.72 41.94 41.41 

Northeastern  20.36 5.53 11.98 

Eastern 39.52 36.87 38.02 

Central  83.23 84.79 84.11 
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Characteristics  Male Female Total 

Southern  44.31 38.71 41.15 

14. What activities did you participate in? (Check-all-that-apply) 

Ladyboy show 54.49 44.70 48.96 

Watching Muay Thai fights  26.35 7.37 15.63 

Water sports 52.10 44.70 47.92 

Thai massage 69.46 84.79 78.13 

Jungle adventure 10.18 3.23 6.25 

Riding elephants 16.17 24.42 20.83 

Others 26.95 30.41 28.91 

 15. Who traveled with you on this trip? 

Alone 9.58 7.37 8.33 

Friends 23.35 41.47 33.59 

 Lover 20.36 13.36 16.41 

 Family    46.71 37.79 41.67 

18. What kind of transportation did you usually choose？(Check-all-that-apply) 

BTS/MRT/ARL 16.17 25.35 21.35 

TukTuk/songthaew 38.92 41.01 40.10 

Private/rental car 31.74 17.51 23.70 

Taxi 63.47 63.13 63.28 

Bus 1.80 5.53 3.91 

Tour bus or van 57.49 60.37 59.11 

Boat 36.53 35.94 36.20 

19. What was the major activity did you do in Thailand? (Check-all-that-apply) 

 Sightseeing 90.42 90.78 90.63 

Eating 50.30 60.83 56.25 

Shopping 23.35 55.76 41.67 

Taking pictures 19.76 58.53 41.67 

others 7.78 7.37 7.55 

Evidence from Table 4.14 reflected that there were five questions at the level of 

significance. Gender roles had an impact on a variety of aspects of human behavior. 

Males of all ages tended to spend more time outside and were encouraged to be brave 

and wily than females. Through percentage comparison between males and females in 

this study, the percentage of males visiting northeastern and southern Thailand was 

significantly higher than females, because those regions provided authentic adventure 

and discovery such as water sports in the southern. Without a doubt, ladyboy shows 

were memorable and fascinating. With their unique combination of entertainment, 

humor, and glam, they were the great way to appeal to males. Males preferred sports 
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such as watching Muay Thai fights, and having water sports, which was just a passion 

brought by their innate gender and the needs for communication, just as females 

preferred activities such as having massages, eating, shopping, photo shooting. Taking 

care of the entire family was the main male role in Chinese families, thus most of the 

time they would go with their family and rent or drive a car to make sure their family 

have a best experience. While females enjoyed traveling with friends because they had 

common hobbies and topics and can understand each other. In brief, males preferred 

exciting and outdoor activities whereas females preferred peaceful and indoor activities. 

 

Table 4.15 Differences in Ages and Behaviors 

Characteristics <18 18-30 31-40 41-50 51-60 >60 Total 

9. Where did you obtain sources of information about Thailand? 

Paper media  0.00 1.75 1.85 0.00 4.00 0.00 1.56 

Internet  68.42 86.84 86.11 53.33 22.00 18.18 66.15 

Friends/family 26.32 5.26 5.56 18.33 32.00 39.39 14.84 

Travel company 5.26 0.88 2.78 26.67 42.00 39.39 14.32 

Others 0.00 5.26 3.70 1.67 0.00 3.03 3.13 

11. Travel model： 

Escorted tour   36.84 16.67 33.33 56.67 50.00 51.52 35.94 

Independent tour 63.16 83.33 66.67 43.33 50.00 48.48 64.06 

13. Where have you been in Thailand？(Check-all-that-apply) 

Northern 2.11 42.11 37.96 26.67 44.00 72.73 41.41 

Northeastern  10.53 11.40 5.56 18.33 14.00 21.21 11.98 

Eastern 31.58 42.11 34.26 46.67 30.00 36.36 38.02 

Central  84.21 85.96 85.19 85.00 78.00 81.82 84.11 

Southern  52.63 38.60 50.93 35.00 48.00 12.12 41.15 

14. What activities did you participate in? (Check-all-that-apply) 

Ladyboy show 52.63 32.46 49.07 65.00 62.00 54.55 48.9 

Watching Muay Thai 

Fights  

31.58 19.3 17.59 10.00 10.00 6.06 15.63 

Water sports 78.95 60.53 56.48 45.00 24.00 0.00 47.92 

Thai massage 42.11 85.09 84.26 85.00 74.00 48.48 78.13 

Jungle adventure 5.26 10.53 9.26 0.00 0.00 3.03 6.25 

Riding elephants 31.58 14.91 27.78 28.33 18.00 3.03 20.83 

Others 15.79 26.32 20.37 31.67 34.00 60.61 28.91 

 15. Who traveled with you on this trip? 

Alone 0.00 13.16 9.26 6.67 2.00 6.06 8.33 

Friends 21.05 59.65 35.19 11.67 14.00 15.15 33.59 
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Characteristics <18 18-30 31-40 41-50 51-60 >60 Total 

 Lover 0.00 15.79 22.22 16.67 10.00 18.18 16.41 

 Family    78.95 11.40 33.33 65.00 74.00 60.61 41.67 

16.  How many travel companions including yourself? 

Alone 0.00 13.16 9.26 6.67 2.00 6.06 8.33 

2 15.79 35.96 32.41 26.67 18.00 21.21 28.91 

3 31.58 15.79 28.70 18.33 34.00 21.21 23.44 

4 10.53 16.67 19.44 20.00 18.00 9.09 17.19 

5-8 31.58 16.67 5.56 15.00 26.00 39.39 17.19 

>8 10.53 1.75 4.63 13.33 2.00 3.03 14.95 

17.  What type of accommodation did you stay? 

Hotel 57.89 54.39 77.78 80.00 88.00 84.85 72.14 

Hostel 0.00 4.39 0.93 0.00 0.00 0.00 1.56 

Villa 5.26 4.39 2.78 3.33 2.00 3.03 3.39 

Apartment hotel  10.53 1.75 3.70 1.67 6.00 3.03 3.39 

Guesthouse 21.05 29.82 14.81 10.00 4.00 0.00 16.15 

Friend/relative's house 5.26 5.26 0.00 5.00 0.00 9.09 3.39 

18. What kind of transportation did you usually choose？(Check-all-that-apply) 

BTS/MRT/ARL 15.79 44.74 17.59 8.33 8 0 21.35 

TukTuk/songthaew  47.37 52.63 42.59 25 38 15.15 40.10 

Private/rental car 21.05 24.56 29.63 18.33 16 24.24 23.70 

Taxi 68.42 75.44 69.44 58.33 44 36.36 63.28 

Bus 0 13.16 0 0 0 0 3.91 

Tour bus or van 57.89 50.88 50 73.33 74 69.7 59.11 

Boat 21.05 42.98 37.04 33.33 38 21.21 36.20 

19. What was the major activity did you do in Thailand? (Check-all-that-apply) 

 Sightseeing 84.21 90.35 87.96 91.67 96.00 93.94 90.63 

Eating 52.63 74.56 69.44 36.67 32.00 24.24 56.25 

Shopping 26.32 42.98 50.00 48.33 38.00 12.12 41.67 

Taking pictures 31.58 52.63 56.48 31.67 22.00 9.09 41.67 

others 0.00 10.53 7.41 8.33 2.00 9.09 7.55 

20. Which part of the expenditure was the most? 

Accommodation 0.00 14.91 9.26 3.33 2.00 9.09 8.59 

 Shopping 31.58 23.68 39.81 55.00 46.00 45.45 38.28 

Food 15.79 8.77 0.93 1.67 4.00 3.03 4.69 

Transportation 15.79 35.96 26.85 21.67 24.00 6.06 26.04 

Package  36.84 14.91 21.30 18.33 24.00 36.36 21.35 

Other 0.00 1.75 1.85 0.00 0.00 0.00 1.04 

21. Please estimate your expenditure for your major activity (question 20). (CNY) 

＜2,000 47.37 29.82 19.44 13.33 12.00 15.15 21.61 

2,000-4,000 42.11 44.74 40.74 36.67 32.00 33.33 39.58 

4,001-6,000 10.53 20.18 21.30 26.67 28.00 24.24 22.40 
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Characteristics <18 18-30 31-40 41-50 51-60 >60 Total 

6,001-8,000 0.00 1.75 8.33 10.00 20.00 12.12 8.07 

＞8,000 0.00 3.51 10.19 13.33 8.00 15.15 8.33 

22. Please estimate your total expenditure. (CNY) 

＜5,000 68.42 30.70 20.37 23.33 22.00 27.27 27.08 

5,000-8,000 31.58 41.23 41.67 25.00 30.00 27.27 35.68 

8,001-10,000 0.00 14.91 14.81 23.33 26.00 27.27 17.97 

10,001-15,000 0.00 7.89 12.04 13.33 10.00 3.03 9.38 

＞15,000 0.00 5.26 11.11 15.00 12.00 15.15 9.90 

Evidence from Table 4.15 reflected that there were 12 questions at the level of 

significance. Through percentage comparison between each age group and the average 

level, such as at the age of 18-30, tourists preferred to obtain information from the 

Internet (86.84%), compared with the average level (66.15%), and they also preferred 

independent tours (83.33%), compared with the average level (64.06%). Therefore, the 

detailed differences were identified. 

Minors followed family schedules, such as watching Muay Thai fights, having 

water sports, and riding elephants because it was better for them to travel abroad with 

an adult. Typically, they may only travel with their parents due to China's one-child 

policy, meaning no siblings. The Chinese were collectivist tourists and preferred to 

travel in groups of five to eight. In reality, their parents or others would pay for their 

bills. Searching online has been growing more popular, particularly among younger 

tourists between the ages of 18 and 40, who were more likely to agree that social media 

was a reliable source of travel information. Specifically, tourists between 18 and 30 

were always able to plan everything independently using the most up-to-date and 

detailed information from the Internet. As lively and inquisitive youths, they were more 

interested in water activities and having fun with friends. They believed that using 

convenient and affordable accommodation (guesthouses) and transportation (BTS, 

MRT, ARL, TukTuks, songthaews, taxis) made for an excellent travel experience. 

Tourists aged between 41 and 50 who needed to take care of their children and parents, 

an escorted tour was a good choice because they did not need to consider the route, 

transportation, and accommodation. In general, the travel companies arranged hotels 

and tour buses or vans, but there would be some unwanted services such as doing much 

more shopping. For those aged between 50 and 60, they relied on their friends, family 
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members, or travel companies as they could not use the digital tools well. An escorted 

tour made things simple for them because planning any vacation can be stressful and 

time-consuming for them. They preferred traveling with their family and in groups of 

three people, creating a lifelong bond with the happiness in the hotels and tour buses or 

vans. The ladyboy shows as an indispensable part of escorted tours always made them 

feel special in Thailand. With considerable saving at this age, so they had a moderate 

expenditure for their major activities (6,001–8,000 CNY) and total (8,001–10,000 

CNY). The fact that most older people over 60 were inexperienced travelers so their 

family and friends always provided useful information to them. However, sometimes 

they did not want to bother their family and friends a lot, so they also preferred to rely 

on travel agencies for assistance with visa documents and to overcome languages 

difficulties. They wanted to stay away from the busy city and went to a slower-paced 

region, such as the northern and northeastern regions. In Confucian thinking, the idea 

of filial piety was very important, so family members were willing to take time out of 

their busy schedules to accompany elderly. Five to eight individuals in a group were 

popular, and they rested at the same hotels and visited different places by tour buses or 

vans. Finally, elderly people had an opportunity to enjoy their life and be joyful with 

their families. The whole cost may have ranged between 8,001 and 10,000 CNY 

because they were willing to spend a higher amount of their saving on vacation. 

Therefore, young tourists preferred to obtain information from Internet, independent 

tours, and spend less. 

 

Table 4.16 Differences in Marital Status and Behaviors 

Characteristics Single Relationship Married Total 

9. Where did you obtain sources of information about Thailand? 

Paper media  2.75 1.33 1.00 1.56 

Internet  72.48 85.33 55.50 66.15 

Friends/family 10.09 6.67 20.50 14.84 

Travel company 8.26 4.00 21.50 14.32 

Others 6.42 2.67 1.50 3.13 

11. Travel model： 

Escorted tour   34.86 16.00 44.00 35.94 

Independent tour 65.14 84.00 56.00 64.06 
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Characteristics Single Relationship Married Total 

14. What activities did you participate in? (Can be more than 1 answer) 

Ladyboy show 41.28 40.00 56.50 48.96 

Watching Muay Thai 

Fights  

19.27 21.33 11.50 15.63 

Water sports 55.96 64.00 37.50 47.92 

Thai massage 75.23 80.00 79.00 78.13 

Jungle adventure 11.01 6.67 3.50 6.25 

Riding elephants 18.35 20.00 22.50 20.83 

Others 25.69 26.67 31.50 28.91 

 15. Who traveled with you on this trip? 

Alone 19.27 6.67 3.00 8.33 

Friends 54.13 49.33 16.50 33.59 

 Lover 0.00 25.33 22.00 16.41 

 Family    26.61 18.67 58.50 41.67 

16.  How many travel companions including yourself? 

Alone 19.27 6.67 3.00 8.33 

2 26.61 40.00 26.00 28.91 

3 18.35 16.00 29.00 23.44 

4 11.93 17.33 20.00 17.19 

5-8 20.18 17.33 15.50 17.19 

>8 3.67 2.67 6.50 4.95 

17.  What type of accommodation did you stay? 

Hotel 72.48 48.00 81.00 72.14 

Hostel 3.67 1.33 0.50 1.56 

Villa 3.67 6.67 2.00 3.39 

Apartment hotel  1.83 5.33 3.50 3.39 

Guesthouse 15.60 32.00 10.50 16.15 

Friend/relative's house 2.75 6.67 2.50 3.39 

18. What kind of transportation did you usually choose？(Check-all-that-apply) 

BTS/MRT/ARL 34.86 38.67 7.50 21.35 

TukTuk/songthaew 39.45 56.00 34.50 40.10 

Private/rental car 26.61 28.00 20.50 23.70 

Taxi 64.22 77.33 57.50 63.28 

Bus 9.17 6.67 0.00 3.91 

Tour bus or van 56.88 48.00 64.50 59.11 

Boat 38.53 44.00 32.00 36.20 

20. Which part of the expenditure was the most? 

Accommodation 19.27 4.00 4.50 8.59 

 Shopping 20.18 41.33 47.00 38.28 

Food 4.59 9.33 3.00 4.69 

Transportation 27.52 34.67 22.00 26.04 
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Characteristics Single Relationship Married Total 

Package  26.61 9.33 23.00 21.35 

Other 1.83 1.33 0.50 1.04 

21. Please estimate your expenditure for your major activity (question 20). (CNY) 

＜2,000 24.77 29.33 17.00 21.61 

2,000-4,000 40.37 48.00 36.00 39.58 

4,001-6,000 21.10 18.67 24.50 22.40 

6,001-8,000 4.59 0.00 13.00 8.07 

＞8,000 9.17 4.00 9.50 8.33 

22. Please estimate your total expenditure. (CNY) 

＜5,000 33.03 32.00 22.00 27.08 

5,000-8,000 35.78 40.00 34.00 35.68 

8,001-10,000 11.93 14.67 22.50 17.97 

10,001-15,000 5.50 9.33 11.50 9.38 

＞15,000 13.76 4.00 10.00 9.90 

As can be seen from Table 4.16, there were 10 questions at the level of significance. 

Single tourists were mostly young people. From the Table 4.15, they preferred to gather 

information from the Internet, and one of the most popular activities was water sports. 

They enjoyed traveling alone or with their friends, and they used BTS, MRT, or ARL 

to reduce total expenditure. Most tourists involved in the relationship who were also 

young people, so they preferred to gather information and plan the trip with the person 

who they love was a happy and romantic thing. Although they placed a high value on 

love, they also placed a high value on friendship. They may have not much savings, or 

they may need to save money for their future, so they tried to maximize results and 

minimize their cost through choosing water sports and guesthouses, transportation, 

including BTS, MRT, ARL, Tuk Tuks, songthaews, taxis, and boats. Transportation 

became one of the major expenses, but they did not spend much money on the main 

activities and total. Married tourists may be elderly in addition to being young. 

Meanwhile, they sought advice from friends, family members, and travel agents as well 

as information from the Internet to ensure a wonderful holiday. Escorted tour was a 

good choice for a family trip, arranging hotels, tour vans, and shopping. With increasing 

savings, they spent more money on the main activities and total. In brief, the Internet 

was a powerful tool so that everyone was able to collect information from the Internet. 

Tourists who were single or in a relationship preferred independent tours, water sports, 

traveling with friends, and having a moderate spending budget. However, married 
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tourists also obtained information from friends, family members, and travel agencies. 

They preferred the escorted tour, traveling with family, and spending more. 

 

Table 4.17 Differences in Education Levels and Behaviors 

Characteristics Elementary Secondary Bachelor’s 

degree 

Master or 

higher 

Total 

8. How many times have you visited Thailand? 

1 71.43 70.89 59.62 47.27 61.46 

2 6.67 17.72 25.00 21.82 22.14 

3 7.14 7.59 6.73 20.00 8.85 

≥ 4 4.76 3.80 8.65 10.91 7.55 

9. Where did you obtain sources of information about Thailand? 

Paper media  0.00 0.00 2.40 1.82 1.56 

Internet  35.71 45.57 76.92 78.18 66.15 

Friends/family 33.33 24.05 9.62 7.27 14.84 

Travel company 26.19 26.58 7.69 12.73 14.32 

Others 4.76 3.80 3.37 0.00 3.13 

11. Travel model： 

Escorted tour   45.24 46.84 30.29 34.55 35.94 

Independent tour 54.76 53.16 69.71 65.45 64.06 

14. What activities did you participate in? (Check-all-that-apply) 

Ladyboy show 54.76 53.16 42.31 63.64 48.96 

Watching Muay Thai fights  14.29 16.46 11.06 32.73 15.63 

Water sports 28.57 45.57 48.56 63.64 47.92 

Thai massage 42.86 67.09 85.10 94.55 78.13 

Jungle adventure 2.38 2.53 5.29 18.18 6.25 

Riding elephants 23.81 15.19 20.67 27.27 20.83 

Others 35.71 35.44 25.48 27.27 28.91 

 15. Who traveled with you on this trip? 

Alone 2.38 5.06 10.10 10.91 8.33 

Friends 23.81 18.99 41.35 32.73 33.59 

Lover 7.14 12.66 18.75 20.00 16.41 

Family    66.67 63.29 29.81 36.36 41.67 

16.  How many travel companions including yourself? 

Alone 1.38 5.06 10.10 10.91 8.33 

2 9.52 25.32 33.17 32.73 28.91 

3 30.95 25.32 24.04 12.73 23.44 

4 21.43 17.72 13.46 27.27 17.19 

5-8 33.33 16.46 15.38 12.73 17.19 

>8 2.38 10.13 3.85 3.64 4.95 

21. Please estimate your expenditure for your major activity (question 20). (CNY) 

＜2,000 16.67 22.78 25.48 10.87 21.61 

2,000-4,000 52.38 34.18 39.42 43.48 39.58 

4,001-6,000 11.90 29.11 21.63 19.57 22.40 

6,001-8,000 7.14 10.13 5.77 15.22 8.07 

＞8,000 11.90 3.80 7.69 10.87 8.33 

22. Please estimate your total expenditure. (CNY) 

＜5,000 42.86 35.44 25.48 9.09 27.08 

5,000-8,000 28.57 24.05 40.87 38.18 35.68 

8,001-10,000 4.29 21.52 15.87 23.64 17.97 

10,001-15,000 2.38 11.39 9.13 12.73 9.38 
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Characteristics Elementary Secondary Bachelor’s 

degree 

Master or 

higher 

Total 

＞15,000 11.9 7.59 8.65 16.36 9.90 

As can be seen from Table 4.17, there were eight questions at the level of 

significance. It was the first Thailand trip for most tourists with lower education 

(secondary or lower). They did not have much experience of traveling abroad, so they 

preferred to obtain information from their family, friends, or travel companies. An 

escorted tour helped them to minimize the language barrier and make the whole trip 

easier, and it was a good choice for a family-oriented trip. Most of them had no high-

paying jobs and were frugal, so the overall amount spent was modest. More specifically, 

tourists with elementary degrees tended to go with five to eight people and spend 2,000–

4,000 CNY on major activities. Tourists with bachelor's degrees or higher were able to 

utilize the Internet effectively and can use it to gain the information since digital 

services have increasingly become the norm. Although more and more people had 

bachelor’s degrees, most of them just worked for others and had high pressure from 

family and working. Most of the time, they focused on family and working, so they 

wanted to have fun and talk with friends during the holidays. However, they had to keep 

the cost of the trip under control because there were so many places to spend money. 

Overall, they had moderate spending. Tourists with master's or higher degrees had more 

opportunities to travel abroad. They typically travel to seek more novelty and 

excitement, thus they were interested in participating in various activities, such as 

watching ladyboy shows, watching Muay Thai fights, having water sports, and 

massages. As a result, their expenditure was significantly higher. That is, travelers 

become more educated, and they traveled abroad more frequently. The Internet is an 

inexhaustible source of information, and travelers in higher education rely more on the 

network to prepare their own trips.  

 

Table 4.18 Differences in Occupation and Behaviors 

Characteristics Com

pany 

empl

oyee 

Self-

emplo

yed 

Gover

nment 

officer 

Busine

ss 

owner 

Studen

t 

Retire

e 

Unem

ployed 

Other Total 

9. Where did you obtain sources of information about Thailand? 

Paper media  0.55 1.85 0.00 0.00 6.25 2.63 0.00 0.00 1.56 
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Characteristics Com

pany 

empl

oyee 

Self-

emplo

yed 

Gover

nment 

officer 

Busine

ss 

owner 

Studen

t 

Retire

e 

Unem

ployed 

Other Total 

Internet  79.5

6 

51.8

5 

70.0

0 

60.0

0 

72.92 21.0

5 

58.3

3 

71.4

3 

66.15 

Friends/relativ

es 

7.18 24.0

7 

20.0

0 

0.00 16.67 36.8

4 

16.6

7 

14.2

9 

14.84 

Travel 

company 

11.0

5 

14.8

1 

10.0

0 

30.0

0 

0.00 39.4

7 

22.2

2 

0.00 14.32 

Others 1.66 7.41 0.00 10.0

0 

4.17 0.00 2.78 14.2

9 

3.13 

10. How far in advance did you begin planning? 

≥1 month 9.94 18.5

2 

10.0

0 

50.0

0 

6.25 5.26 22.2

2 

28.5

7 

12.76 

2- 3 months 30.3

9 

27.7

8 

50.0

0 

40.0

0 

39.58 47.3

7 

33.3

3 

28.5

7 

33.85 

4-6 months 45.8

6 

40.7

4 

30.0

0 

10.0

0 

37.50 36.8

4 

22.2

2 

28.5

7 

39.32 

>6 months 13.8

1 

12.9

6 

10.0

0 

0.00 16.67 10.5

3 

22.2

2 

14.2

9 

14.06 

12. How many days did you stay in Thailand? 

<5 3.31 1.85 0.00 0.00 0.00 2.63 2.78 0.00 2.34 

5-8 63.5

4 

51.8

5 

60.0

0 

40.0

0 

47.92 65.7

9 

52.7

8 

85.7

1 

58.85 

9-12 24.8

6 

16.6

7 

20.0

0 

40.0

0 

29.17 18.4

2 

8.33 14.2

9 

22.14 

13-15 5.52 16.6

7 

10.0

0 

0.00 10.42 5.26 1.11 0.00 8.07 

>15 2.76 12.9

6 

10.0

0 

20.0

0 

12.50 7.89 25.0

0 

0.00 8.59 

14. What activities did you participate in? (Check-all-that-apply) 

Ladyboy show 51.3

8 

48.1

5 

40.0

0 

70.0

0 

37.50 50.0

0 

50.0

0 

42.8

6 

48.96 

Watching 

Muay Thai 

fights  

11.6

0 

29.6

3 

10.0

0 

50.0

0 

20.83 5.26 11.1

1 

14.2

9 

15.63 

Water sports 51.9

3 

46.3

0 

50.0

0 

60.0

0 

68.75 5.26 41.6

7 

57.1

4 

47.92 

Thai massage 85.0

8 

79.6

3 

90.0

0 

80.0

0 

64.58 55.2

6 

77.7

8 

85.7

1 

78.13 

Jungle 

adventure 

3.31 9.26 0.00 20.0

0 

14.58 2.63 8.33 0.00 6.25 

Riding 

elephants 

18.2

3 

24.0

7 

30.0

0 

50.0

0 

22.92 10.5

3 

25.0

0 

28.5

7 

20.83 

Others 22.6

5 

31.4

8 

30.0

0 

60.0

0 

20.83 50.0

0 

33.3

3 

42.8

6 

28.91 

 15. Who traveled with you on this trip? 

Alone 7.73 11.1

1 

0.00 10.0

0 

8.33 2.63 13.8

9 

14.2

9 

8.33 

Friends 33.7

0 

27.7

8 

20.0

0 

10.0

0 

52.08 18.4

2 

36.1

1 

71.4

3 

33.59 

 Lover 19.8

9 

12.9

6 

20.0

0 

40.0

0 

6.25 15.7

9 

11.1

1 

14.2

9 

16.41 

 Family    38.6 48.1 60.0 40.0 33.33 63.1 38.8 0.00 41.67 
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Characteristics Com

pany 

empl

oyee 

Self-

emplo

yed 

Gover

nment 

officer 

Busine

ss 

owner 

Studen

t 

Retire

e 

Unem

ployed 

Other Total 

7 5 0 0 6 9 

18. What kind of transportation did you usually choose？(Check-all-that-apply) 

BTS/MRT/AR

L 

18.7 20.3

7 

40.0

0 

0.00 43.75 7.89 16.6

7 

42.8

6 

21.35 

TukTuk/songth

aew 

44.7

5 

38.8

9 

50.0

0 

20.0

0 

47.92 21.0

5 

33.3

3 

28.5

7 

40.10 

Private/rental 

car 

23.7

6 

29.6

3 

30.0

0 

20.0

0 

12.50 15.7

9 

36.1

1 

28.5

7 

23.70 

Taxi 63.5

4 

70.3

7 

40.0

0 

80.0

0 

79.17 42.1

1 

55.5

6 

57.1

4 

63.28 

Bus 2.76 1.85 0.00 0.00 16.67 0.00 2.78 0.00 3.91 

Tour bus or van 55.8

0 

55.5

6 

90.0

0 

70.0

0 

54.17 68.4

2 

66.6

7 

57.1

4 

59.11 

Boat 43.6

5 

31.4

8 

50.0

0 

30.0

0 

27.08 21.0

5 

36.1

1 

14.2

9 

36.20 

20. Which part of the expenditure was the most? 

Accommodatio

n 

5.52 14.8

1 

0.00 0.00 10.42 5.26 13.8

9 

42.8

6 

38.59 

Shopping 39.7

8 

35.1

9 

70.0

0 

50.0

0 

27.08 44.7

4 

36.1

1 

14.2

9 

38.28 

Food 3.31 3.70 10.0

0 

0.00 10.42 2.63 8.33 0.00 4.69 

Transportation 29.

83 

25.9

3 

20.0

0 

10.0

0 

31.25 21.0

5 

13.8

9 

14.2

9 

26.04 

Package  21.5

5 

18.5

2 

0.00 30.0

0 

18.75 26.3

2 

25.0

0 

28.5

7 

21.35 

Other 5.52 14.8

1 

0.00 0.00 10.42 5.26 13.8

9 

42.8

6 

1.04 

21. Please estimate your expenditure for your major activity (question 20). (CNY) 

＜2,000 20.4

4 

16.6

7 

20.0

0 

0.00 41.67 21.0

5 

16.6

7 

14.2

9 

21.61 

2,000-4,000 45.3

0 

33.3

3 

50.0

0 

0.00 37.5 36.8

4 

36.1

1 

28.5

7 

39.58 

4,001-6,000 25.4

1 

22.2

2 

20.0

0 

0.00 14.58 23.6

8 

16.6

7 

57.1

4 

22.40 

6,001-8,000 3.87 16.6

7 

10.0

0 

30.0

0 

2.08 13.1

6 

13.8

9 

0.00 8.07 

＞8,000 4.97 11.1

1 

0.00 70.0

0 

4.17 5.26 16.6

7 

0.00 8.33 

22. Please estimate your total expenditure. (CNY) 

＜5,000 25.4

1 

18.5

2 

10.0

0 

0.00 54.17 34.2

1 

16.6

7 

28.5

7 

27.08 

5,000-8,000 41.9

9 

31.4

8 

60.0

0 

0.00 27.08 31.5

8 

33.3

3 

14.2

9 

35.68 

8,001-10,000 18.7

8 

18.5

2 

20.0

0 

0.00 8.33 21.0

5 

25.0

0 

28.5

7 

17.97 

10,001-15,000 8.29 14.8

1 

0.00 30.0

0 

6.25 5.26 8.33 14.2

9 

9.38 

＞15,000 5.52 16.6

7 

0.00 70.0

0 

4.17 7.89 16.6

7 

14.2

9 

9.90 
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Table 4.18 presented that there were nine questions at the level of significance 

between occupation and behaviors. The majority of company employees had scheduled 

vacations. They began gathering information from the Internet about four to six months 

in advance so that they can enjoy a pleasant five to eight-day trip to Thailand. Self-

employed persons may engage in a range of occupations, but they typically have a high 

level of expertise in one particular field, and they had different methods to get 

information, such as the Internet, friends and relatives. Professional skills always 

brought in a good financial return, enabling them to cover their expensive expenses. 

For government officials traveling abroad, there were some restrictions due of the 

specificity of their identities. To prepare for their journeys, they needed at least two to 

three months, and they enjoyed relaxing their sedentary bodies with massages. Various 

forms of transportation to deliver them a sense of Thailand's attractiveness; the featured 

goods would always encourage them to make purchases. The working time for business 

owners was more flexible, so they just took less time to plan their trip and 

enjoyed longer holidays. They had enough time and money to participate different 

activities, such as watching ladyboy shows, watching Muay Thai fights, water sports, 

riding elephants, and more. For them, their lovers were the best travel companions. 

They did not like to share a car with others, so they just took a taxi when they wanted 

and purchased products they liked, spending a lot of money on major activities and 

total. Water sports were suitable for vigorous students, and BTS, MRT, ARL, and taxis 

were the common means of transportation that they used in the daily. When they 

calculated their expenditure on major activities and overall, they found that it was quite 

low because the majority of them did not work or had their parents pay the costs. 

Retirees were generally older people, so they relied on travel companies, and they 

tended to plan their trip two to three months in advance. For this group, popular 

activities were restricted because of age, they were only able to participate in limited 

activities. They preferred to travel with family and use tour vans. 

Unemployed tourists may be students, housewives, or disabled, and they needed 

travel companies to simplify the travel planning process. They focused on planning 

trips for two to three months. Most housewives may take care of their children or have 

a lot of money, so private or rental cars were good choices; and disabled people also 

needed private and well-cared transportation. As a result, those who needed to spend 
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more money than others did. Others visited Thailand for five to eight days, traveled 

with friends, used BTS, MRT, ARL. The expenditure for the major activity was 4,001–

6,000 CNY, and the total was 8,001–10,000 CNY.  

 

Table 4.19 Differences in Income Levels and Behaviors 

Characteristics 0 ＜

5,000 

5,000-

8,001 

8,001-

10,001 

10,001-

20,000 

＞

20,000 

Total 

10. How far in advance did you begin planning? 

≥1 month 16.95 6.25 12.36 4.44 12.77 29.41 12.76 

2- 3 months 37.29 43.75 33.71 31.11 25.53 33.33 33.85 

4-6 months 28.81 33.33 42.7 51.11 53.19 17.65 39.32 

>6 months 16.95 6.67 11.24 13.33 8.51 19.61 14.06 

14. What activities did you participate in? (Can be more than 1 answer) 

Ladyboy show 38.98 58.33 44.94 54.44 44.68 52.94 48.96 

Watching Muay Thai fights  18.64 6.25 8.99 17.78 8.51 35.29 15.63 

Water sports 66.10 20.83 49.44 50.00 46.81 47.06 47.92 

Thai massage 72.88 60.42 80.90 82.22 85.11 82.35 78.13 

Jungle adventure 8.47 8.33 3.37 3.33 8.51 9.80 6.25 

Riding elephants 23.7

3 

16.6

7 

16.8

5 

18.8

9 

25.53 27.45 20.83 

Others 22.03 43.75 29.21 21.11 31.91 33.33 28.91 

 15. Who traveled with you on this trip? 

Alone 10.17 2.08 8.99 3.33 8.51 19.61 8.33 

Friends 45.76 33.33 38.20 33.33 25.53 19.61 33.59 

 Lover 23.39 14.58 15.73 22.22 21.28 19.61 16.41 

 Family    40.68 50.00 37.08 41.11 44.68 41.18 41.67 

21. Please estimate your expenditure for your major activity (question 20). (CNY) 

＜2,000 42.37 14.58 29.21 17.78 14.89 3.92 21.61 

2,000-4,000 33.90 47.92 42.70 50.00 36.17 17.65 39.58 

4,001-6,000 15.25 22.92 17.98 22.22 34.04 27.45 22.40 

6,001-8,000 3.39 8.33 6.74 6.67 6.38 19.61 8.07 

＞8,000 5.08 6.25 3.37 3.33 8.51 31.37 8.33 

22. Please estimate your total expenditure. (CNY) 

＜5,000 44.07 33.33 35.96 21.11 14.89 7.84 27.08 

5,000-8,000 35.59 31.25 40.45 44.44 36.17 5.69 35.68 

8,001-10,000 10.17 20.83 12.36 27.78 21.28 13.73 17.97 

10,001-15,000 5.08 6.25 6.74 4.44 19.15 21.57 9.38 

＞15,000 5.08 8.33 4.49 2.22 8.51 41.18 9.90 

Table 4.19 presented that there were five questions at the level of significance. Not 

all people had a source of income, such as students or housewives. They had their own 

time to travel abroad with friends and have fun such as water sports. They placed more 

attention on expenses and spent less than 2,000 CNY on major activities and less than 

5,000 CNY in total, although their travel expenses may have been covered by their 

parents, husbands, or their own savings. Tourists with less than 5,000 CNY preferred 
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to plan two to three months in advance and watch ladyboy shows and other 

entertainment. They considered going overseas to be an adventure that was both 

worthwhile and unique, especially with their family. Because they have limited 

purchasing power, the majority of them may spend 2,000-4,000 CNY on major 

activities and less than 5,000 CNY overall. Tourists who made between 5,000 and 8,000 

CNY per month had higher abilities and higher total spending, but they also spent 

between 2,000 and 4,000 CNY on major activities. Tourists who earned 8,001 to 20,000 

CNY each month needed more time to organize an enjoyable holiday with their partner. 

They spent more on major activities and in total because they had a good income. 

Everything was simple as long as people had money. High-income people who earn 

more than 20,000 CNY per month were not budget-conscious travelers, therefore they 

did not need to spend much effort controlling their spending. They can do whatever 

they want for as long as they want, such as watching Muay Thai fights. Furthermore, 

they paid more attention to service and product quality, resulting in a higher 

expenditure. Travelers with higher salaries obviously spend more money than those 

with lower incomes. 

 

Table 4.20 Differences in Hometown and Behaviors 

Characteristics South North Total 

11. Travel model： 

Escorted tour   30.14 42.86 35.94 

Independent tour 69.86 57.14 64.06 

 15. Who traveled with you on this trip? 

Alone 6.22 10.86 8.33 

Friends 42.11 23.43 33.59 

 Lover 13.88 19.43 16.41 

 Family    37.80 46.29 41.67 

17.  What type of accommodation did you stay? 

Hotel 66.03 79.43 72.14 

Hostel 1.91 1.14 1.56 

Villa 4.78 1.71 3.39 

Apartment hotel  2.87 4.00 3.39 

Guesthouse 19.62 12.00 16.15 

Friend/relative's house 14.78 1.71 3.39 

18. What kind of transportation did you usually choose？(Check-all-that-apply) 

BTS/MRT/ARL 29.67 11.43 21.35 

TukTuk/songthaew 45.93 33.14 40.10 

Private/rental car 22.97 24.57 23.70 

Taxi 65.55 60.57 63.28 

Bus 6.22 1.14 3.91 
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Characteristics South North Total 

Tour bus or van 57.89 60.57 59.11 

Boat 35.89 36.57 36.20 

21. Please estimate your expenditure for your major activity (question 20). (CNY) 

＜2,000 22.97 20.00 21.61 

2,000-4,000 43.54 34.86 39.58 

4,001-6,000 22.97 21.71 22.40 

6,001-8,000 6.22 10.29 8.07 

＞8,000 4.31 13.14 8.33 

22. Please estimate your total expenditure. (CNY) 

＜5,000 28.71 25.14 27.08 

5,000-8,000 38.28 32.57 35.68 

8,001-10,000 20.57 14.86 17.97 

10,001-15,000 6.70 12.57 9.38 

＞15,000 5.74 14.86 9.90 

Table 4.20 presented the six questions at the level of significance. The south of 

China is closer to Thailand, and there were more inexpensive flight tickets available. 

Once tourists from the south of China have time, they and their friends would like to 

take an independent tour to Thailand. They may visit Thailand more frequently and 

were more familiar with the country because some of their friends and family live there, 

so they can take advantage of convenient and economical transportation such as BTS, 

MRT, ARL, Tuk Tuks, and songthaews, and their expenditure for the major activities 

and total was not high. As opposed to the south of China, the north of China is far from 

Thailand, and the tickets were not as cheap as in the south of China. Since it becomes 

really cold there in the winter, they wanted to travel somewhere warm with their family, 

and Thailand was a good choice. They just returned to their hotels to rest when they 

became tired, but they had a larger expenditure. 

4.7 Differences in Demographic Characteristics and Motivations 

The characteristics of gender and hometown had only two unrelated groups, and 

an independent t-test was a good option. The demographic variables included age, 

marital status, education level, occupation, and income, and each had at least three 

groups, so a one-way analysis of variance (one-way ANOVA) was adopted to test 

whether two samples' means were significantly different or not. First, the sample data 

required a homogeneity of variance test. ANOVA and multiple comparisons could be 

performed once the homogeneity of variance was satisfied. Finally, the differences 

could be clearly presented between demographic characteristics and motivations. 



 53 

 

Table 4.21 Independent T-test of Push and Pull Factors in Gender 

 1. Gender： (Mean) t p Comparisons 

Male Female  

Push 

facto

r 

Relaxation 2.12 3.54 -11.355 0.000** F>M 

Novel experience 3.80 3.78 0.259 0.796  

Companionship 3.68 3.96 -1.947 0.052  

Pull  

facto

r 

Humanistic 

resources 

3.60 3.83 -2.663 0.008** F>M 

Social environment 2.76 3.63 -7.181 0.000** F>M 

Natural resources 3.16 3.27 -1.032 0.390  

* p<0.05 ** p<0.01* 

As illustrated in Table 4.21, the push factor of relaxation, the pull factors of 

humanistic resources and social environment were statistically significant differences 

(p = 0.01) between males and females. By comparison with a mean score between males 

and females, the mean score of males was 2.12 and females was 3.54 in terms of the 

push factor of relaxation; the mean score of males was 3.60 and females was 3.83 in 

terms of the pull factor of humanistic resources; and the mean score of males was 2.76 

and females was 3.63 in terms of the pull factor of social environment. Overall, the 

mean scores of females were much larger than the mean scores of males in these three 

factors. It should be noted that women were more emotional than men, and there has 

been some bias against them. Therefore, females had a strong desire to relax physically 

and mentally. Males had more possibilities to travel since they took more business trips, 

and they were less likely to be motivated by humanistic resources and social 

environment. It may be concluded that female respondents were highly likely to be 

motivated by relaxation, humanistic resources, and social environment. The summary 

was that gender had significant differences in travel motivations. 

 

Table 4.22 Independent T-test of Push and Pull Factors in Hometown 

 7. Hometown:(Mean) t p Comparisons 

South  North 

Push 

facto

r 

Relaxation 3.09 2.72 2.536 0.012* S>N 

Novel experience 3.85 3.71 1.207 0.228  

Companion 3.88 3.78 0.698 0.485  

Pull  

facto

r 

Humanistic 

resources 

3.77 3.69 0.887 0.376  

Social environment 3.33 3.16 1.368 0.172  

Natural resources 3.18 3.27 -0.687 0.493  

* p<0.05 ** p<0.01 
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As shown in Table 4.22, there were statistically significant differences between 

the characteristics of hometown and the push factor of relaxation (p = 0.012). By 

comparison, the mean score of tourists from the south of China (3.75) was greater than 

that of those who came from the north of China (3.57). In China, the southern culture 

is as gentle, delicate, beautiful, and dreamy as the flowing water, whereas the northern 

culture is as noble, solemn, honest, simple, and magnificent as the mountains. The long-

term inheritance and precipitation of cultural genes also greatly has affected people's 

characters. People from of the north of China are more thick, strong, bold and rigorous, 

and people from the south of China are more soft, delicate, agile, romantic and shrewd. 

As a result, tourists from the south of China were used to being at ease and 

conscientious about recovering, and it was reasonable to assume that tourists from the 

south of China were looking for a place to relax.  

 

Table 4.23 Homogeneity Test of Demographic Characteristics and Motivations 

                                                                                    F                                                  p 

2. Age   

Push 

factors 

relaxation 3.957 0.002** 

novel experience 0.537 0.748 

companionship 1.267 0.277 

Pull 

factors 

humanistic resources 1.112 0.353 

social environment 0.708 0.617 

natural resources 0.716 0.612 

3. Marital status   

Push 

factors 

relaxation 0.920 0.399 

novel experience 4.871 0.008** 

companionship 4.618 0.010* 

Pull 

factors 

humanistic resources 0.730 0.483 

social environment 1.031 0.358 

natural resources 0.739 0.478 

4. Education    

Push 

factors 

relaxation 1.323 0.266 

novel experience 2.291 0.078 

companionship 0.560 0.642 

Pull 

factors 

humanistic resources 0.990 0.398 

social environment 1.376 0.250 

natural resources 0.499 0.683 

5. Occupation   

Push 

factors 

relaxation 2.145 0.038* 

novel experience 2.478 0.017* 

companionship 4.800 0.000** 

Pull 

factors 

humanistic resources 0.737 0.641 

social environment 1.015 0.420 

natural resources 1.344 0.228 
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                                                                                    F                                                  p 

6. Income    

Push 

factors 

relaxation 0.222 0.953 

novel experience 1.364 0.237 

companionship 2.129 0.061 

Pull 

factors 

humanistic resources 1.038 0.395 

social environment 1.584 0.163 

natural resources 0.313 0.905 

* p<0.05 ** p<0.01* 

A p value greater than 0.05 suggested the study has met the assumption of 

homogeneity of variance and then would apply one-way ANOVA to analyze the 

differences between demographic characteristics and motivations. According to Table 

4.23, two characteristics (education level and income) presented significant differences 

as their push pull factors were greater than 0.05, so one-way ANOVA was used for 

such data. However, three characteristics (age, marital status, and occupation) indicated 

non-significant differences. In other words, those were incompatible with one-way 

ANOVA. 

 

Table 4.24 One Way ANOVA of Push and Pull Factors in Education Levels 

 4. Education level: (Mean) F p Multiple 

comparisons 

Elementary 

 

Secondary 

 

Bachelor 

 

Master 

or 

higher 

Push  

factors 

relaxation 2.31 2.58 3.17 2.94 6.702 0.000** E3>E4>E2>E1 

novel 

experience 

3.54 3.75 3.81 3.93 1.067 0.363  

companionship 3.74 3.75 3.88 3.85 0.257 0.856  

 

Pull 

factors 

 

humanistic 

resources 

 

3.57 

 

3.57 

 

3.80 

 

3.85 

 

2.288 

 

0.078 

 

social 

environment 

2.90 3.04 3.38 3.33 2.742 0.043* E3>E4>E2>E1 

natural 

resources 

2.79 3.00 3.40 3.21 4.371 0.005** E3>E4>E2>E1 

* p<0.05 ** p<0.01 

Table 4.24 showed that the significances of the push factor of relaxation (p = 

0.000), the pull factor of social environment (p = 0.043), and the pull factor of natural 

resources (p = 0.006) were all less than 0.05, so the education levels had significant 

differences with these three factors. After further multiple comparisons, Chinese 
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tourists with bachelor's degrees had the strongest motives in the push factor of 

relaxation, the pull factor of social environment and the pull factor of natural resources. 

Next were the tourists with master's or higher degrees, followed by those with 

secondary degrees, and last being those with elementary degrees. Higher educated 

individuals are more complex, so tourists with bachelors’ or higher degrees had a 

stronger desire to relax. They were more possibly motivated by social environment, and 

natural resources. 

 

Table 4.25 One Way ANOVA of Push and Pull Factors in Income Levels 

 6. Monthly income after taxes? (CNY (Mean) F p Multiple 

comparis

ons 

0 ＜

5,000 

5,001-

8,000  

8,001-

10,000  

10,001-

20,000  

＞

20,000 

relaxation 3.06 2.73 3.27 2.72 3.10 2.53 2.72

1 

0.02

0* 

I3>I5>I1> 

I2>I4>I6 

novel experience 3.65 3.73 4.00 3.80 3.71 3.68 1.00

7 

0.41

3 

 

companion 3.77 3.70 3.85 4.03 3.89 3.63 0.73

7 

0.59

6 

 

humanistic 

resources 

3.80 3.66 3.81 3.59 3.71 3.87 1.02

4 

0.40

3 

 

social 

environment 

3.45 3.13 3.33 3.16 3.38 3.06 0.89

6 

0.48

4 

 

natural 

resources 

3.02 3.10 3.28 3.19 3.31 3.29 0.93

7 

0.47

3 

 

* p<0.05 ** p<0.01 

Table 4.25 revealed that income levels had a significant difference in the push 

factor of relaxation (p = 0.020), since its significance was less than 0.05. After further 

multiple comparisons, Chinese tourists with an income of 5,001–8,000 CNY had the 

strongest motive of relaxation (M = 3.27). Followed by the mean scores for tourists 

with an income of 10,001–20,000 CNY, no income, income of less than 5,000 CNY, 

income of 8,001–10,000 CNY, and income of more than 20,000 CNY were 3.10, 3.06, 

2.73, 2.72, and 2.53, respectively. Most tourists with an income of 5,001–8,000 CNY 

did not have high positions, but the workload was not small. They felt gloomy about 

their work as a result and wanted to take time off to relax. Although some people earned 

10,001–20,000 CNY, they also wanted to have relaxation.  As a result, Chinese tourists 

with a moderate income were more likely to be motivated by relaxation. 
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4.8 Hypotheses Testing 

The following six hypotheses were proposed based on the theoretical framework, 

and the results reported whether the hypotheses were accepted. 

Hypothesis 1 

H10: Chinese tourists with different demographic characteristics have no significant 

differences in the push and pull factors. 

H1a: Chinese tourists with different demographic characteristics have significant 

differences in the push and pull factors. 

This study used the independent T-test and One-Way ANOVA to identify the 

differences in the push and pull factors across demographic characteristics. As reported 

earlier with the technique of T-test, the push factor of relaxation, the pull factor of 

humanistic resources and social environment were statistically significant differences 

between males and females, and those factors were more likely to drive the female 

respondents than the male respondents to visit Thailand. The characteristics of 

hometown and the push factor of relaxation existed in statistically significant 

differences, and more specifically, tourists from the south of China were more likely to 

be motivated by relaxation. The result of assessing the assumption of homogeneity of 

variance for ANOVA stated that there were significant differences in behaviors among 

different education levels and income levels, but there were no differences among ages, 

marital status, and occupations. Chinese tourists with higher education of bachelor’s or 

higher degrees had a tendency to be motivated by relaxation, social environment, and 

natural resources. Chinese tourists with a moderate income (5,001–8,000 CNY) were 

more likely to be motivated by relaxation. As a result, Chinese tourists with different 

demographic characteristics had different push and pull factors, which rejected the null 

hypothesis (H10) and supported the alternative hypothesis (H1a). 

Hypothesis 2 

H20: Chinese tourists with different demographic characteristics have no significant 

differences in behaviors. 

H2a: Chinese tourists with different demographic characteristics have significant 

differences in behaviors. 
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With the technique of the chi-square test, there were significant differences 

between each characteristic and behaviors. 

 Compared with males and females, males enjoyed visiting northeastern and 

southern Thailand and preferred watching ladyboy shows and Muay Thai fights, water 

sports, traveling with family, and using private or rental cars, whereas females preferred 

massages, traveling with friends, and participating in different activities such as eating, 

shopping, and taking pictures. 

In terms of age, tourists under 18 preferred traveling with several family members, 

watching Muay Thai fights, water sports, and riding elephants, and having less expense. 

Tourists aged between 18 and 40 obtained information from the Internet. While tourist 

with an age of 18 to 30 were interested in planning everything by themselves. They 

preferred to travel with friends in groups of two people. Then choose economical 

accommodation and transportation. Tourists with the ages of 41 to 50 believed that 

escorted tours were a good choice, since travel companies arranged most things, 

including hotels, transportation, and shopping. Those above 50 relied on their friends, 

family members, or travel companies. They preferred escorted tours with a moderate 

expenditure that arranged the hotel, transportation, and activities such as ladyboy 

shows. Older people over 60 wanted to visit slow-paced regions such as the northern 

and northeastern regions, and they enjoyed traveling with their family in groups of five 

to eight people. 

In terms of marital status, tourists who were single or in a relationship preferred 

using the Internet for information collection, booking independent tours, water sports, 

and traveling with friends, which resulted in moderate spending. However, married 

tourists had more methods to obtain information, including the Internet, friends, family 

members, and travel agencies. They were inclined to use escorted tours, travel with 

their family, and spend more. 

In terms of education, it was the first time to Thailand for most tourists with 

secondary or lower degrees. They preferred to obtain information from their family, 

friends, or travel companies, believing escorted tours were a good way to save money. 

Tourists with bachelor’s degrees preferred to collect information from the Internet and 

travel with friends, and they had moderate spending. Tourists with master's or higher 

degrees had more opportunities to travel abroad and liked to get their travel information 
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online. They took part in more activities, such as watching ladyboy shows, Muay Thai 

fights, water sports, and massages. 

In terms of occupation, company employees would like to obtain information from 

the Internet, arrange their trip four to six months in advance, and stay five to eight days. 

Besides the Internet, self-employed persons obtained information from friends and 

relatives, and they had a high total expenditure. Government officers planned two to 

three months in advance, preferred massages and different kinds of transportation, and 

spent the most money on shopping. Business owners took the least time to plan their 

trip and participate in different activities. They enjoyed accompanying their lover and 

preferred taxis and shopping, spending a lot of money on major activities and in total. 

Students preferred to plan ahead by two to three months for the trip. Using the BTS, 

MRT, ARL, and taxis, and tried their best to reduce the expenditure. Retirees used 

travel agencies and planned their trips two to three months in advance, traveling with 

their family in tour vans. Unemployed people also liked to obtain information from 

travel companies, plan two to three months in advance, use private or rental cars, and 

have a high spending. Others visited Thailand for five to eight days with friends and 

preferred to use the BTS, MRT, and ARL. They had a moderate expenditure for the 

major of activities and total. 

In terms of income, tourists with no income preferred water sports, traveling with 

friends, and spending less. Tourists with less than 5,000 CNY preferred to plan two to 

three months in advance, watch ladyboy shows, and have other activities. They traveled 

with their family and tended to spend less. Tourists with 5,000–8,000 CNY spent a 

moderate amount. Tourists with 8,001 to 20,000 CNY took more time to plan their trip 

and wanted to have a good vacation with their lovers. With a higher income, they had 

a higher expenditure for the major activities and total. High-income people who earned 

over 20,000 CNY per month preferred to spend less time on travel plans, watching 

Muay Thai fights, and spending a lot. Obviously, tourists with higher incomes spend 

more, and tourists with lower incomes spend less. 

In terms of hometown, tourists from the south of China preferred independent 

tours and travel with friends. Convenient and economical transportation, such as BTS, 

MRT, ARL, Tuk Tuks, and songthaews, were the popular choices. The expenditure for 

their major activities and total was not high. Those from the north of China, on the other 
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hand, liked to travel with their family, rest at their hotel, and spend more money. As a 

result, Chinese tourists with different demographic characteristics had different 

behaviors, which rejected the null hypothesis (H20) and supported the alternative 

hypothesis (H2a). 

Hypothesis 3 

H30: There is no significant relationship between the push and pull factors for Chinese 

tourists. 

H3a: There is a significant relationship between the push and pull factors for Chinese 

tourists. 

The push factors and pull factors were significantly related, but there was no 

statistically significant relationship between the pull factor of humanistic resources and 

the push factors of novel experience and companionship. More specifically, there was 

a moderate and positive relationship between the push factor of relaxation and the pull 

factor of social environment, and the other relationships were very weak. Based on the 

above analysis, it can be concluded that a significant relationship existed between push 

factors and pull factors for Chinese tourists, which rejected the null hypothesis (H30) 

and supported the alternative hypothesis (H3a). 

Hypothesis 4 

H40: There is no significant relationship between motivations and behaviors for Chinese 

tourists. 

H4a: There is a significant relationship between motivations and behaviors for Chinese 

tourists. 

"Recommend to others" had a statistically significant relationship with the push 

factor of novel experience, the pull factors of humanistic resources, social environment, 

and natural resources, and satisfaction, but it had no significant association with the 

push factors of relaxation and companionship. In more detail, recommendations and 

satisfaction had an approximately moderate relationship, and they were positively 

correlated. Recommendations and the pull factor of humanistic resources also had an 

approximately moderate relationship. Correlations between "revisit in the future" and 

push factors except for companionship, pull factors, and satisfaction were typically 

considered statistically significant. The same with "recommend to others", revisit also 
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had an approximately moderate and positive relationship with satisfaction and the pull 

factor of humanistic resources. However, the rest of the relationships were very weak. 

In general, there was a relationship between motivations and behaviors that supported 

the alternative hypothesis (H4a). 

Hypothesis 5 

H50: There is no significant relationship between motivations and satisfaction levels for 

Chinese tourists. 

H5a: There is a significant relationship between motivations and satisfaction levels for 

Chinese tourists. 

Satisfaction had a significant relationship with the pull factors of humanistic 

resources, social environment, and natural resources and the push factor of relaxation, 

but it had no significant relationship with the push factors of novel experience and 

companionship. Especially, the coefficient between satisfaction and each pull factor 

was much higher than the push factor. In particular, there was a strong and positive 

relationship between satisfaction and the pull factor of humanistic resources, but the 

rest was very weak. The conclusion was that there was a significant relationship 

between motivations and satisfaction, which rejected the null hypothesis (H50) and 

supported the alternative hypothesis (H5a). 

Hypothesis 6 

H60: There is no significant relationship between behaviors and satisfaction levels for 

Chinese tourists. 

H6a: There is a significant relationship between behaviors and satisfaction levels for 

Chinese tourists. 

Both " Recommend to others" and "Revisit in the future" had a significant and 

positive relationship with satisfaction, and the strength of the relationships was 

approximately moderate. Therefore, the findings were supportive of the alternative 

(H6a). 

 



CHAPTER 5 

 

CONCLUSIONS AND RECOMMENDATIONS 

The purpose of this chapter was to provide conclusions, recommendations, future 

outlook, and limitations. 

5.1 Conclusions 

The research came to the following conclusions on the motivations and behaviors 

of Thailand inbound tourists from China:  

Spending time with family or friends, experiencing diverse cultures, and seeking 

novelty were the primary reasons that led the majority of Chinese tourists abroad. Thai 

culture and its exoticism were significant elements in Thailand's rise to prominence as 

a tourist destination for Chinese tourists. As a matter of fact, travel motivations were 

divided into push factors and pull factors. There were three push factors, which were 

relaxation, novel experience, and companionship, and three pull factors, which were 

humanistic resources, social environment, and natural resources. It can be noted that 

there was a correlation between the push and pull factors. More specifically, the 

strongest relationship among them was the push factor of relaxation and the pull factor 

of social environment. Demographic characteristics, including gender, hometown, 

education level, and income, have significant differences in the push and pull factors. 

The majority of Chinese tourists, particularly females, southern Chinese, highly 

educated, and affluent groups, were highly likely to be motivated by relaxation. 

It was the first time for most Chinese tourists visiting Thailand. Many respondents 

would like to choose independent tours, obtain information from the Internet, plan two 

to six months in advance, stay in Thailand for five to eight days, visit the central region, 

have Thai massages and water sports, and watch ladyboy shows as well. They liked to 

travel with their friends and family. Hotels, taxis, tour buses or vans were popular 

among them. One of the major activities was sightseeing; the main spending was 
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shopping; they may spend around 2,000–4,000 CNY on the major part and 5,000–8,000 

CNY in total. Meanwhile, most of them were willing to recommend Thailand as a 

destination to friends and family and come back again in the future. In addition, 

Demographic characteristics, including gender, age, marital status, education level, 

occupation, income, and hometown have significant differences in behaviors. To be 

more specific, males preferred exciting and outdoor activities whereas females 

preferred peaceful and indoor activities. Young tourists preferred to independent tours 

and spent less. Basically, the Internet was a powerful tool so that everyone was able to 

collect online information. Tourists who were single or in a relationship preferred 

independent tours, water sports, traveling with friends, and having a moderate spending 

budget. However, married tourists also obtained information from friends, family 

members, and travel agencies, so they may prefer escorted tour and family vacations. 

Travelers with higher education traveled abroad more frequently and relied more on the 

Internet. Company employees, government officers, students, and others needed time 

to search for information and use their limited budget to make a good plan. Self-

employees and business owners can earn a lot, which enables them to cover expensive 

bills. In general, travelers with higher salaries spend more money than those with lower 

incomes. It should be mentioned that the north and south of China are very different 

from one another. Tourists from the south of China preferred independent tours with 

friends, and convenient and economical transportation. The expenditure for their major 

activities and total was not high. Those from the north of China, on the other hand, liked 

to travel with their family, rest at their hotel, and spend more money. 

The majority of them were most satisfied with the nightlife of Thailand, followed 

by the quality of attractions, the next they were most satisfied with shopping places, 

while they were not much satisfied with hygiene, transportation, especially the weather. 

The relationships among motivations, behaviors, and satisfaction were statistically 

significant, and all were positive relationships. Specifically, the strong relationship was 

between satisfaction and the pull factor of humanistic resources, and strength of the 

relationship between the push factor of relaxation and the pull factor of social 

environment was moderate. "Recommend to others" and "Revisit in the future" had an 

approximately moderate relationship with the pull factor of humanistic resources and 

satisfaction. However, the rest had relationships of very weak strength. 
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5.2 Recommendations 

Based on the findings of this study, the following recommendations can help 

Thailand’s tourism industry achieve a brighter future. 

 It was found that experiencing different cultures was one of the important push 

items, and Thai culture was one of the important pull factors. For this reason, it is 

extremely important to maintain cultural beliefs, cultural practices, and heritage 

conservation. Thailand may also place an emphasis on cultural tourism through direct 

experience and interaction with a local community and engagement with their way of 

life. There were three push factors, suggesting dividing Chinese tourists into three target 

groups, namely the group of people who want to relax, the group of people who want 

novel experience, and the group of people who want to accompany. Additionally, there 

was a relationship between push and pull factors, and the strongest one is the 

relationship between relaxation and social environment.  For the group of people who 

want to relax, Thailand can reinforce their scientific and technological capacity to 

develop high-quality products at a reasonable price, build confidence in public health 

services, and improve safety standards. Beyond this, they need to be proficient in using 

popular social media platforms in China, such as Weibo, WeChat, and Bilibili, to share 

accurate and true information regularly, which are convenient for Chinese tourists to 

obtain information. Among the relationships between motivations and behaviors, the 

pull factor of humanistic resources had the strongest relationship with recommendation 

and revisit, and the success of Thailand’s tourism lies in the fact that tourists who have 

visited Thailand are willing to recommend Thailand as a travel destination and come 

back in the future. Furthermore, there was a strong relationship between the pull factor 

of humanistic resources and satisfaction. Thailand can focus on area-based 

development, including a focus on improving traffic, food safety inspections, and 

shopping facilities in Bangkok; a focus on protecting and restoring cultural heritage in 

Ayutthaya; paying attention to guaranteeing safety during sky lantern activities and 

other activities in Chiang Mai; and an aim to minimize island-related activities that have 

a harmful impact on the environment. Females with a high chance of traveling to 

Thailand due to the relaxation, humanistic resources and social environment. Thailand 

may integrate tourism resources to establish a female target market by enhancing the 
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engagement and participation sense of activities and providing safer and more privacy-

protecting services for female tourists. Focusing on people who are well-educated and 

well-paid individuals could also help Thailand to develop as a high-end tourism 

destination. 

Most tourists were visiting Thailand for the first time, and they would recommend 

Thailand as a travel destination but may not return in the future. For this reason, 

Thailand should keep them coming back for more. To keep tourists happy, a fast 

response and a good feedback mechanism can show that they truly care about tourists’ 

experiences. When tourists are happy with their trip, they may recommend Thailand as 

a travel destination to their family, friends, or talk it up on social media, which makes 

millions of people easily accessible. With the popularization of the Internet, the 

government, as an authoritative official, can develop a website and register accounts of 

popular applications among Chinese people. To keep a steady stream of subscribers, 

they can offer some gifts or coupons. The most important thing is to ensure subscribers 

enjoy and learn something about Thailand. While they decide to travel abroad, Thailand 

may be at the top of those people's lists. These websites and accounts also enable 

Chinese tourists, especially those who prefer independent tours to obtain 

comprehensive information. Thailand's tourism activities are concentrated in the central 

region, especially Bangkok, so other regions should also be gradually developed to 

encourage tourists to stay longer. The more time tourists spend, the more income 

Thailand receives. In order to encourage Chinese tourists to spend more, the emphasis 

can be on activities involving family and friends and product diversification and the 

creation of value-added premium products, which make it possible to respond to the 

group-specific needs, including individual trip itineraries, preferred activities, and 

budget. The market surveys help to find the target group easy and efficient, and these 

surveys can be done through ways of social media. After all, the Internet has become a 

powerful tool, and it is a good tool for Thailand's tourism as well. 

Chinese tourists seem to be more satisfied with the nightlife and quality of 

attractions. Normally, the weather is more pleasant at night, so dinner cruises, night 

markets, and nightclubs were extremely welcome among them, requiring a greater level 

of safety and security standards. For example, police increase their degree of alertness 

by conducting regular patrols in crowded areas. However, low-satisfaction items such 
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as hygiene, transportation, climate, and weather should be the focus of attention. Every 

Thai person and every tourism practitioner ought to work together to guarantee the 

cleanliness of food and attractions, and strict quality controls by the Thai government 

can be the mechanism to reduce illnesses, which improves the level of satisfaction. Due 

to the traffic situation, Thailand should call on Bangkok citizens to reduce the use of 

private cars and increase MRT and BTS construction. Outside of Bangkok, it is urgent 

to strengthen the development of fixed-route transportation especially from downtown 

areas to scenic spots. With year-round hot weather, only few months are more suitable 

for traveling due to winter in China or the cold season in Thailand. Within these months, 

Thailand can develop more outdoor activities. During the hot and rainy seasons, the 

activities can be related to nighttime or indoor activities. Generally, Thailand should 

offer a wider range of activities and boost fun to attract to appeal to a broader range of 

Chinese tourists. Importantly, Thailand can produce or introduce more portable mini-

air conditioners that are of excellent quality but at an affordable price. Thus, travelers 

are always able to enjoy their journey. The overall value and competitiveness will be 

ramped up after the low-satisfaction items are upgraded and the high-satisfaction items 

are maintained. Satisfaction had a relationship with recommendation and revisit, so 

another suggestion is that travel companies, airline companies, and hotels provide 

coupons or establish a gamified points system to achieve loyalty programs. Loyal 

tourists may stick with visiting Thailand year after year, and they are willing to share 

their positive experiences with others, which is a wonderful marketing strategy to bring 

in potential tourists. 

5.3 Limitations 

Every study has limitations. First, the data came from the sampling survey method 

and respondents from China, so it only applied to some Chinese tourists, not all. This 

study chose Thailand as the destination, suggesting Thailand can conduct other 

backgrounds to examine the travel motivations and behaviors of others and that tourists 

from different countries would be more beneficial to verify the current model 

implemented in this study. Next, in the questionnaire survey, this study mainly 

distributed the questionnaire on the Internet. It was not easy to collect answers online, 

which was why the sample size was small. There were many questions; the memory of 
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travel has faded for some respondents; the ability of the researcher team, budget, and 

time constraints as well, which would inevitably have somewhat limitations, although 

the responses have been filtered at least twice. In future studies, collecting data on site 

is recommended to expand the sample size. Finally, due to the limited academic level, 

the study did not profoundly explore motivations and behaviors. Therefore, it is 

proposed that the study should be conducted with more analytical methods. 
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APPENDIX 



Questionnaire for Chinese Outbound Tourists to Thailand 

The objective of the research is to survey the tourist behavior and travel motivation 

of Chinese tourists. The findings will be used for academic purposes, and all 

information will be treated confidently. The questionnaire consists of 4 parts, and please 

answer all the questions. Your kind cooperation and assistance are greatly appreciated.  

By Liu Meidan 

Master of Economic Management 

National Institute of Development Administration 

Instruction: please mark √ in each question 

Section 1: General Information (Q1-Q7) 

1. Gender： * 

○ Male    ○ Female   

2. Age：* 

○＜18      ○ 18-30      ○ 31-40      ○ 41-50      ○51-60      ○>60 

3. Marital status：* 

○ Single    ○ Relationship     ○ Married      

4. Education level：* 

○ Elementary   ○ Secondary ○ Bachelor’s Degree    ○ Master’s or higher Degree 

5. Occupation：* 

○ Company employed  ○ Self-employed ○ Government officer   

○Business owner     ○ Student   ○ Retirees   ○ Unemployed     ○Other 

6. Monthly income before taxes? (CNY) * 

○ 0   ○ ＜5,000  ○ 5,001-8,000   ○8,001-10,000   ○ 10,001-20,000   ○ ＞20,000 

7. Where is your hometown？ 

 ○ South ○ North 

Section 2: Travel Behaviors (before-during-after Q8-Q24) 

(Before travel behaviors (Q8-Q10) 

8. How many times have you visited Thailand? * 
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○ 1          ○ 2           ○ 3            ○ ≥ 4 

9. Where did you obtain sources of information about Thailand? * 

○Paper media (e.g., magazines, brochures, newspaper)       ○ Internet  

○ Friends/relatives       ○ Travel agent/company          ○ Others 

10. How far in advance did you begin planning？* 

○≥1 month        ○2- 3 months         ○4-6 months       ○>6 months 

During travel behaviors(Q11-Q22) 

11. Travel mode: *  

○ Escorted tour   ○ Independent tour  

12. How many days did you stay in Thailand? * 

○<5               ○5-8                ○9-12            ○13-15            ○>15 

13. Where have you been in Thailand？* (Check-all-that-apply) 

○ Northern(e.g.,Chiangmai, Chiangrai)     

○ Northeastern(e.g., Khon Kaen) 

○ Eastern(e.g, Pattaya, Ko Chang) 

○ Central(e.g., Bangkok, Ayutthaya, Hua Hin, Kanchanaburi) 

○ (Southern(e.g., Phuket, Koh Samui, HatYai) 

14. What activities did you participate in? * (Check-all-that-apply) 

○ Watching ladyboy show       ○Watching Muay Thai fights       ○Water Sports 

○ Thai massage        ○Jungle adventure      ○Riding elephants    ○ Others 

15. Who did travel with you on this trip? * 

○ Alone                    ○ Friends               ○ Lover               ○ Family    

16. How many travel companions including yourself? * 

○ Alone              ○2              ○ 3            ○ 4           ○ 5-8              ○ >8 

17. What type of accommodation did you stay in? * 

○Hotel            ○Hostel         ○Villa            ○ Apartment Hotel         ○Guesthouse 

○Friend/relatives’ house 

18. What kind of transportation did you usually choose？*(Check-all-that-apply)○ 

BTS/MRT/ARL       ○Tuk Tuk/songthaew        ○Private/rental car         ○Taxi 

○Bus              ○Tour bus or van         ○Boat 

19.  What is the major activity did you do in Thailand? (Check-all-that-apply) 

○ Sightseeing     ○Eating    ○Shopping   ○Taking pictures      ○Others 

20. Which part of the expenditure was the most? 

○ Accommodation    ○ Shopping    ○Food   ○Transportation  ○Package   ○Other 
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21. Please estimate your expenditure for your major activity(Q20). (CNY) 

○＜2,000         ○2,000-4,000        ○ 4,001-6,000        ○ 6,001-8,000       ○＞8,000 

22. Please estimate your total expenditure. (CNY) 

○＜5,000    ○5,000-8,000       ○8,001-10,000    ○10,001-15,000      ○＞15,000 

After travel behaviors (Q23-Q24) 

(1=strongly disagree, 2=disagree, 3-neutral, 4-agree, 5-strongly agree) 

 1 2 3 4 5 

23. Recommend to others ○        ○       ○        ○          ○ 

24. Revisit in the future ○        ○       ○        ○          ○ 

Section 3: Motivation (push items (Q25-Q37) & pull items (Q38-Q50) 

Push items (1=strongly disagree, 2=disagree, 3-neutral, 4-agree, 5-strongly agree) 

 1 2 3 4 5 

25. Travel to a new country or city ○        ○       ○        ○          ○ 

26. Experience different cultures ○        ○       ○        ○          ○ 

27. Meet different people ○        ○       ○        ○          ○ 

28. Escape from routine everyday life ○        ○       ○        ○          ○ 

29.Gain a broader view of understanding 

or a sense of value 
○        ○       ○        ○          ○ 

30. Shopping ○        ○       ○        ○          ○ 

31. Conformity ○        ○       ○        ○          ○ 

32. Photo shooting ○        ○       ○        ○          ○ 

33. Visit family or friends ○        ○       ○        ○          ○ 

34. Release pressure ○        ○       ○        ○          ○ 

35. Spend time with family or friends ○        ○       ○        ○          ○ 

36. Seek novelty ○        ○       ○        ○          ○ 

37. Working and learning ○        ○       ○        ○          ○ 

Pull items (1=strongly disagree, 2=disagree, 3-neutral, 4-agree, 5-strongly agree) 

 1 2 3 4 5 

38. Exotic ○        ○       ○        ○          ○ 

39. Natural attractions ○        ○       ○        ○          ○ 

40. Beaches ○        ○       ○        ○          ○ 
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41. Climate and weather ○        ○       ○        ○          ○ 

42. Thai culture ○        ○       ○        ○          ○ 

43. Thai food ○        ○       ○        ○          ○ 

44. Diffident markets ○        ○       ○        ○          ○ 

45. A variety of shopping places ○        ○       ○        ○          ○ 

46. An availability of travel information ○        ○       ○        ○          ○ 

47. Low cost of goods and service ○        ○       ○        ○          ○ 

48. Quality goods and service ○        ○       ○        ○          ○ 

49. Safety and security ○        ○       ○        ○          ○ 

50. Festivals and Events ○        ○       ○        ○          ○ 

Section 4: The level of satisfaction (Q51-Q65) 

(1=very dissatisfied 2=dissatisfied, 3-neutral, 4-satisfied, 5= very satisfied) 

 1 2 3 4 5 

51. Quality of attractions ○        ○       ○        ○          ○ 

52. Prices of souvenirs and gifts ○        ○       ○        ○          ○ 

53. Facilities ○        ○       ○        ○          ○ 

54. Shopping places ○        ○       ○        ○          ○ 

55. Goods and services ○        ○       ○        ○          ○ 

56. Packages ○        ○       ○        ○          ○ 

57. Accommodation ○        ○       ○        ○          ○ 

58. Transportation ○        ○       ○        ○          ○ 

59. Thai food ○        ○       ○        ○          ○ 

60. Hygiene ○        ○       ○        ○          ○ 

61. Nightlife ○        ○       ○        ○          ○ 

62. Thai people ○        ○       ○        ○          ○ 

63. Safety and security ○        ○       ○        ○          ○ 

64. Climate and weather ○        ○       ○        ○          ○ 

65. Overall value ○        ○       ○        ○          ○ 
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