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This research noticed the opportunity to expand the Thai tourism market to 

Chinese high-value tourists and it is interesting to study the current Thai image that 

can affect the awareness of Chinese tourists. Although many previous scholars studied 

on destination loyalty in several contexts, the literature on this subject is limited. The 

primary is focused on service quality, destination image, perceived value, satisfaction, 

and loyalty; but examined in different research area and sample group. Therefore, this 

study proposes to increase academic research on developing Thailand’s destination 

image to establish Chinese high-value tourists’ loyalty, providing both theoretical and 

managerial knowledge. 

The objectives of this study are 1) To analyze the factors influencing 

destination loyalty of Chinese high-value tourists. 2) To examine the causal 

relationships among the constructs: service quality, destination image, destination 

satisfaction, perceived value and destination loyalty of Chinese high-value tourists. 3) 

To propose model developing Southern Thailand’s image as a high-end destination to 

establish destination loyalty to Chinese high-value tourists. 

The research design with quantitative methods was employed to achieve these 

objectives. The researcher used proportion sampling of tourists by divided into 3 

provinces in Southern of Thailand: Phuket, Krabi and Surat Thani 

(Samui).  According to the most favorable provinces in Southern Thailand as a 

representative. Researcher selects the samples based on a non-probability sampling 

method by purposive sampling. The researcher collecting data, Chinese high value 

tourists 400 respondents, through online channels by created a Chinese questionnaire 

through an online platform using www.wenjuan.com which is the famous survey 

platform in China. The questionnaires were distributed through travel agents located 

 



 iv 

in Beijing, Shenzhen and Hangzhou. The questionnaire, which consists of three parts: 

Part 1: Personal data and travel-related information; Part 2: Opinion on the factors 

affecting loyalty. by using a gauge 7-level rating scale according to the Likert Scale 

and Part 3: Other recommendations. This research utilized CFA due to its strengths at 

testing the relative strength of factors in a full model. The finding of this research 

revealed that the proposed model had a good fit of a statistical model was determined 

by how well it fits a set of observations Chi – Square = 221.830 df = 195.0 

CMIN/df.  1.138 < 2.0 GFI =0.958 AGFI = 0.931 NFI=0.974 IFI=0.997 CFI=0.997 

RMR=0.032 and RMSEA=0.020 in the level of significant (P < 0.05). 

The scope of this research is examining the perspective of Chinese high-value 

tourists who had been traveled to Phuket, Krabi and Surat Thani (Samui) in Thailand. 

A literature review of prior scholars related to Chinese high-value tourist and variable 

factors affecting both destination image and destination loyalty. The study was 

conducted from September, 2017 till March, 2022. The process of study includes 

literature review, research design, data collection, data analysis, and output report. 

The findings of the study discovered that destination image of southern 

Thailand has the directly influence on the destination loyalty of Chinese high-value 

tourists through satisfaction variables. The perceived value factor has a direct positive 

influence on the loyalty of Chinese high-value tourists toward Southern Thailand. 

Service quality factors have an indirect positive influence on destination loyalty 

through satisfaction variables. Furthermore, the satisfaction factor also has a direct 

influence on the destination loyalty of Chinese high-value tourists toward Southern 

Thailand as well. From the results of the study Stakeholders such as governments, 

entrepreneurs and educational institutions could utilized these results as a guideline to 

develop the factors that affect Chinese high-value tourists’ loyalty. This will increase 

the competitiveness of Southern Thailand in order to be a quality destination for 

Chinese high-value tourists. 
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CHAPTER 1 

 

INTRODUCTION 

Chapter one provides an overview of the preliminaries of this thesis. This 

chapter arranges the background and rationale of the study that point to the problem 

that involves the Thailand brand that supports tourists’ loyalty, which is associated 

between Chinese high-value tourist perception and the process of building the tourism 

destination brand loyalty. The purpose and research questions are presented with the 

study direction. Then, research results and research benefits are indicated. Lastly, this 

chapter concludes by outlining the structure of this thesis, presenting a summary of 

the purpose and contents of each subsequent chapter. 

 

1.1 Background and Significance of the Problem 

Over the decades, tourism has appeared as a global economic and social 

phenomenon. Tourism was one of the fastest developing economic segments in the 

world (World Tourism Organization, 2017). The increasing of numerous destinations 

worldwide, and endowed in tourism, becoming a crucial player of socio-economic 

development through the jobs creation and start up enterprises, export incomes, and 

infrastructure development. 

Global tourism has constantly grown since 2016. International tourist arrivals 

increased to 1,323 million worldwide. Travel and tourism create jobs, drive exports 

and produce affluence worldwide (World Tourism Organization, 2018). In the 

circumstance of global tourism, as an inbound and an outbound regional source 

market, the role of Asia and the Pacific has been studied extensively. The Asia-Pacific 

region is the second most-visited region in the world after Europe and has grown the 

fastest in recent years. The region received an additional 24 million visitors in 2017, 

with a total of 323.1 million arrivals. This is a quarter of the world total and represents 

an exceptional increase of 6.4% over the prior year. This growth was powered by 
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strong intra- and inter-regional source markets, with all sub-regions performing 

equally well. 

In developing countries and economically growing countries, both of which 

are seen in Asia, the importance of tourism is growing, as seen by the increasing 

travel around Asia and travel outside the region. Global international tourist arrivals 

are predicted to increase by an average of 3.3% a year over the period 2010–2030. 

The total of foreign tourist arrivals will rise to 43 million in a year, compared with an 

average growth of 28 million a year during the period 1995–2010. At focused growth 

rates, foreign tourist arrivals are expected to reach 1.4 billion worldwide by 2020 and 

1.8 billion by 2030 (World Tourism Organization, 2017). Strong regional growth is 

expected in the Asia-Pacific region, with growth expected to grow from 331 million 

to 535 million in 2030. 

 

 

Figure 1.1  Tourism Towards 2030: Actual Trend and Forecast 1950–2030 

Source: World Tourism Organization (2017). 
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In Thailand, the tourism industry is of great economic significance when 

compared with most countries in the region. In 2017, the total impact of travel and 

tourism on employment, including indirect jobs supported by the industry, was 15.5% 

of total employment. This is expected to rise by 3.4% to 8,572,000 jobs in 2028 

(22.3% of total employment) (World Travel & Tourism Council, 2018). Tourism has 

also become an important tool in the country’s economic development. In 2017, the 

total number of visitors to Thailand increased from 32.59 million in 2016 to 35.38 

million, and the total number of visitors to Thailand is forecast to reach 39.4 million 

in 2019 (Ministry of Tourism and sport, 2018). In terms of income, the southern part 

of Thailand has the highest proportion of tourism revenue (TAT, 2019).  

Thailand is known as one of the world’s leading tourist destinations for its 

fascinating and unique culture and nature, hospitality and excellent location in the 

heart of Southeast Asia. According to the assessment of the Travel and Tourism 

Competitiveness Index by the World Economic Forum in 2017, Thailand was ranked 

#34 among 141 countries and was particularly strong in Natural Resources (#7), Air 

Transport Infrastructure (#20), Tourist Service Infrastructure (#16) and Price 

Competitiveness (#18). Although Thailand’s ranking was high and the number of 

visitors increased every year, the extant income from tourism remains low when 

compared with other countries in Asia such as Singapore, Hong Kong and Japan.   

The government’s purpose is to raise Thailand’s tourism profits and distribute 

more income. It also expects to urgently increase the awareness of all sectors about 

balanced and sustainable development. Therefore, to achieve this aim, the government 

intends to improve tourism products and services that meet the market demand to 

stimulate high-value markets and heighten the competence of tourism management, 

with emphasis on integrated connections and processes at national, regional and local 

levels. Furthermore, the government has invested huge efforts in megaprojects such as 

Eastern Economic Corridor Development projects, Transport Infrastructure 

Development Plan 2015–2022, extended Urban Mass Rapid Transit, high-speed train 

projects and extended motorway schemes. (BOI, 2018). The government is investing 

in expanding airports and building new ones. Such infrastructures will support the 

tourism sectors and increase Thailand’s market competition among ASEAN countries.  
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Thailand’s tourism development has focused on revenue growth from the 

tourism sector, which relies on the number of tourists rather than price. In the past 

five years, income from foreign tourists has increased by an average of 10% per year. 

The number of foreign tourists has grown by more than 8% while tourists’ expenses 

has increased by only 2% per year. The low expenses may create risks for Thai 

tourism revenue in the future because the estimated number of foreign tourists 

worldwide from the United Nations World Tourism Organization (UNWTO) is 

estimated to slow down. Thailand is still facing competition with other countries in 

attracting tourists. Focusing on income growth that relies on the increase in the 

number of tourists, which is the prevailing practice, would be difficult (Nichaphat, S. 

2019). A paradigm shift has occurred, in that increasing the number of foreign or 

domestic tourists every year is not the focus, but rather demarketing and on raising 

service quality of public and private sectors and higher profits from tourism 

industries. 

The Tourism Authority of Thailand (TAT) targeted segmentation customers 

worldwide ranging from first-timers to repeaters, senior citizens to sports enthusiasts. 

TAT has adjusted Thailand’s destination image under the brand Amazing Thailand 

(rebranding) and changed the market position from a ‘Variety and Value for Money 

Destination’ to a ‘Quality Leisure Destination’. TAT focused on generating revenue 

by accessing potential mid-to-high-end markets (personal income USD 20,000 per 

year) TAT will also focus on niche markets including weddings and honeymoons and 

women, as well as continuing to craft a brand image as a high-end and luxury travel 

destination, including segments such as golfers, health and beauty, honeymooners and 

the ‘Luxperience Group’ (Tourism Authority of Thailand Newsroom, 2017). TAT’s 

2018 marketing plan has been intended to effectively increase income together with 

the number of visitors, promote new concepts and pursue the improvement motivation 

of agenda of Thailand 4.0 using the ‘Sufficiency Economy Philosophy’, along with 

‘Inclusive Tourism’ that keeps a balance between the society, economy and 

environment. 

Thailand’s travel industry vision towards 2036 portrays the perfect Thailand as 

a travel industry goal. The vision set an achievable focus on all stakeholders in the 

tourism industry, to continue in the direction of national tourism development, which 
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will best recognise the potential of Thailand tourism. In 2036, Thailand will become a 

global leading quality destination, with balanced development, in which Thainess is 

used to contribute cohesively to the nation’s financial advancement and wealth 

distribution inclusively and sustainably. The main strategic issue is to upgrade goods 

and services, improve the basic infrastructure, promote quality tours and develop 

tourism management (The Ministry of Tourism and Sports Thailand, 2017). However, 

to make tourists recognise the market position of Thailand, TAT will need to use good 

marketing communication tools, facilitating creating a Thailand image for tourists and 

turning them into tourists with loyalty. 

Southern Thailand is one of the key regions of the Thai tourism industry, 

being the second-largest tourism market in Thailand after Bangkok, with revenue 

from tourism in the southern region accounting for 31.61 percent of the total revenue 

from tourism in Thailand. The southern region's tourism income is high from tourism, 

at THB 774,048 million, an increase of 12.84 percent compared with 2015. The 

province with the highest revenue from tourism is Phuket at THB 423,012.85 million, 

followed by Krabi and Surat Thani. The median of tourism income during the past 

five years (2013–2017) was 17.83 percent, higher than the national level with an 

average growth rate of 14.31 percent. (Regional Development Framework, Office of 

the National Economic and Social Development Council (NESDC), 2021). With the 

wide variety of tourism resources both marine and coastal tourism such as Phuket and 

Samu, inland tourism such as Ratchaprapha Dam Surat Thani Province, Mountain 

Range Nakhon Si Thammarat Province. Health and spa tourism in Ranong, Krabi and 

Phatthalung. Historical tourism in Nakhon Si Thammarat province and the south also 

have unique arts and cultures such as Manora and food with unique flavours that are a 

mix of Thai, Chinese and Muslim cuisine. The southern region also has a 

multicultural society in Songkhla and Satun provinces. There are hotels, 

accommodation, restaurants, restaurants and various facilities. The prices, based on 

quality level, can meet the needs of all target groups of tourists. In addition, the trend 

of tourism that focuses on service quality can address a high number of potential 

tourists. The researcher, therefore, sees the competitive potential of the tourist 

attractions in the south of Thailand, namely, Phuket, Krabi and Surat Thani (Koh 

Samui). The researcher focuses on the factors that affect the loyalty of high-value 
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Chinese tourists the Southern Thailand to create repeat travel, word-of-mouth and 

spending to generate more income than that in the past. 

As a principal concept in marketing, customer loyalty is linked to corporate 

performance (Reichheld, 1993). A 5% increase in customer retention can produce 

85% more profits in the service industry (Reichheld & Sasser, 1990). The cost of 

retaining present customers is less than searching for new customers (Reichheld, 

1996). In the economic literature, higher business profits are linked with consumer 

satisfaction through the generation of loyalty (Alegre & Juaneda, 2006). Therefore, 

understanding tourists’ loyalty is a vital objective for destination marketing. Loyalty 

remains a significant indicator of effective destination management tourist 

destinations. Studies on tourists’ loyalty have examined its antecedents among 

tourists, investigation destination image, motivation, visit quality, satisfaction and 

perceived value in various different destinations (Bigne, Sanchez, & Sanchez, 2001; 

Chen & Tsai, 2007; Chi & Qu, 2008; Ekinci, Sirakaya-Turk, & Preciado, 2013; 

Huang & Hsu, 2009). However, minimal research has contributed to Chinese high-

value tourists’ loyalty to Thailand. Although the earlier research focuses on travel 

behaviour, characteristics, motivation and marketing strategy of such tourists in 

Thailand (Tourism Authority of Thailand, 2015; National Institute of Development 

Administration, 2014), academic tourism research remains limited.  

According to The Travel & Tourism Competitiveness 2017 Report (World 

Economic Forum, 2017) Thailand climbed up to third in ASEAN Competitiveness 

following Singapore and Malaysia. The price competitiveness that favours Southeast 

Asia also benefits countries in South Asia. Most of the tourists in this region are from 

East Asian countries, such as China, Hong Kong, Taiwan, Japan and South Korea. 

The number of such tourists is also increasing dramatically every year, especially 

Chinese tourists (Marketing Database, Tourism Authority of Thailand, 2014). 
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Since 2012, China has become the key market not only for many destinations 

in Asia-Pacific but also for other countries in the world because of its huge economy 

and population. Owing to China’s outstanding domestic economic growth, its 

outbound tourists have boomed in the last decade. China is ranked the number one 

leading outbound market in the world in trips abroad and expenditure. 

Figure 1.2  Broader Crossing from Mainland China 

Source: China Outbound Tourism Research Institute (n.d.). 

 

The Chinese population is rising, with outbound travel continuing to increase 

because many of them have enough money to spend on the luxury of tourism 

experiences. In 2019, 180 million outbound trips were made by Chinese travellers, an 

astonishing 16% rise year-on-year. By 2020, the predicted number of outbound 

travellers from China will reach 100 million (World Tourism Organization, 2003). 

Despite this huge potential, few studies have focused on attitudes to travel of potential 

Chinese outbound tourists. Some exceptions are overseas travel to Hong Kong, 

Taiwan, Malaysia, Singapore or Thailand (Huang & Hsu, 2005; Cai, Boger, & 

O’Leary, 1999). 

 

 

 



 8 

 

Figure 1.3  Top 10 Destinations Receiving the Highest Number of Arrivals from 

Mainland China in Q3 2018 

Source: China Outbound Tourism Research Institute (n.d.) 

 

Lee, Jeon and Kim (2011) determined the impact of tourist satisfaction and 

travel quality on tourist loyalty. In particular, tourists’ perceptions of their 

destinations are not only a positive factor in their decision-making but also a 

precursor to their loyalty (Tasci & Gartner, 2007; Woodside & Lysonski, 1989). 

Therefore, Thai destination marketing managers can focus on how the image of the 

destination affects the perception of quality Chinese tourists and their loyalty to their 

trip to Thailand. 

The number of studies on China’s outbound tourism is also increasing in the 

past several years due to the rapid growth of the number of Chinese outbound tourists. 

(Qi, 2014; Tse, 2015). Over the past decade, many tourism scholars have distributed 

special topics on China’s outbound tourism, such as the International Journal of 

Culture, Tourism and Hospitality Research, (2016, Vol. 10 Issue: 2); Journal of China 

Tourism Research (Volume 12, 2016-Issue 2) and Journal of Travel & Tourism 
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Marketing (2015, Volume 32, Issues 1–2). These scholars emphasised that China’s 

outbound tourism was a fascinating research context and provided extensive 

opportunities for researchers.  

Research on Chinese outbound tourism on different topics is numerous. For 

example, Cai et al. (1999) studied the socio-economic factors and trip-related aspects 

of Mainland Chinese travellers who visited Singapore, Malaysia and Thailand. Li, 

Zhang, Mao, and Deng (2011). Segmenting Chinese Outbound Tourists by Perceived 

Constraints. Liu, Li, and Yang (2015) determined the factors of the revisit intention of 

Chinese tourists to Australia. Chui and Zheng (2016) Determinants of Chinese 

Tourists’ Loyalty to Korea: A Comparison of Film and Non-film Tourist Perceptions.  

However, the limited availability of research on Chinese high-value tourists is 

particularly highlighted in the scarcity of studies that focus on developing Thailand’s 

image as a high-value tourism destination for Chinese tourists to raise loyalty. The 

researcher is certain of the need to further increase the available academic research. 

Zhang and Tse (2018), in their study on 299 articles from 135 journals, 7 conference 

proceedings and 3 book chapters, found ‘no study focusing on the motivations of 

Chinese luxury travelers’ in the literature (Figure 1.4).  

 

 

Figure 1.4  Number of Articles on Topics Related to Travel, Luxury and the Chinese 

Source: Zhang and Tse (2018). 

 



 10 

Thus, this study will determine Thailand’s image and analyse the factors 

influencing Chinese high-value tourist loyalty with the aim of contributing theoretical 

and practical knowledge to the academic research available in this area. This study 

will also suggest policy recommendations for developing Thailand’s image to create 

Chinese high-value tourist loyalty. These recommendations will help Thailand’s 

service providers, destination marketers and/or managers to develop and maintain a 

positive image that helps to create competitiveness differentiation and tourist loyalty 

to change Thailand’s positioning from reasonable a price destination to a quality 

destination in Chinese high-value tourists’ perceptions. Therefore, understanding the 

loyalty of such tourists is an important goal for marketing tourism destinations in 

Southern Thailand to have an image of high-value tourist destinations to meet their 

needs. 

 

1.2 Justification of the Research 

The researcher saw the opportunity to expand the Thai tourism market to 

Chinese high-value tourists, and studying the current Thai image that can affect the 

awareness of Chinese tourists is of interest. The marketing research division of TAT 

is also aware of the potential of Chinese tourists. Thus, they carried out the project 

‘Survey Tourist Attitude: Planning in penetrating new customers for 4 markets in 

Asia: China, Japan, Indonesia and Taiwan’ (Ministry of Tourism & Sport, 2011). 

These initiatives emphasise that Thailand is concentrating on the enormous potential 

of the Chinese market. 

This research will also be consistent with the National Strategy for National 

Competitiveness Enhancement that aims to develop national multidimensional 

capacity. One of the key development guidelines to enhance national competitiveness 

is generating various types of tourism. The emphasis is to preserve the nation’s world-

class tourist attractions and increase the market share of high-value tourists. 

Furthermore, this study is critical of the Thailand government, the Ministry of 

Tourism & Sport and TAT. This research is also consistent with the second National 

Tourism Development Plan (2017–2021), which announced that Thailand is to 

become a quality tourism destination, increasing tourism competitiveness.  
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In recent years, Chinese people’s passion for travelling abroad has grown 

exponentially. According to data from the National Tourism Board of China, the 

number of overseas tourists in China increased from 83.2 million in 2012 to 129 

million in 2017, which was up by 5.7% compared with 2016. The growth of Chinese 

outbound tourists continues to accelerate. This number has already reached 71.3 

million in the first half of 2018, a 15% increase compared with the same period in 

2017. With only 10% of the population in China currently holding international 

passports, the potential for future growth is staggering.  

Chinese outbound travellers exhibit a much stronger propensity to spend while 

abroad compared with travellers from other countries. According to data from 

UNWTO, Chinese outbound travellers spent USD 258 billion USD in 2017, ranking 

the No. 1 (21%) contributor globally. Chinese outbound travellers also lead other 

countries in average spending per outbound traveller even though China only ranked 

No. 69 in terms of GNI per capita in 2017. Chinese travel shoppers’ spending capacity 

can be best illustrated by the stark contrast between average spending per outbound 

traveller and GNI per capita of the top five countries in 2017. Chinese outbound 

travellers spent USD 1,985 on average in 2017, more than double their counterparts 

from the UK (USD 890), while GNI per capita of the UK (USD39,072) is over thrice 

that of China (USD 8,805) (iClick Interactive Asia, 2015). 

 

Table 1.1  Average Spending per Outbound Traveller VS GNI Per Capita in 2017 

(USD) 

 China US France Germany UK 

Average Outbound 

Spending 

$1,985 $1,539 $1,383 $1,003 $890 

GNI per capita $8,805 $60,198 $39,323 $45,388 $39,072 

 

Source: iClick Interactive Asia (2015). 

Note: *GNI: Gross National Income 

 



 12 

Global Chinese tourism continues to grow in 2018. UNWTO found that the 

expenses of Chinese tourists abroad now reach 21% of all tourism spending globally. 

Chinese outbound tourist consumption has risen rapidly. As regards travel destination 

spending, on their latest overseas travels, Chinese tourists spent an average of 

USD 3,064 per person. The spending was also found to be significantly related with 

the distance of countries or regions of destination beyond their country. For example, 

Chinese tourists expended an average of USD 4,462 per person in the United States 

and USD 3,541 in Australia. By contrast, short- or middle-distance trips to countries 

within Asia, such as Thailand, have many competitive advantages in costs, and 

Chinese tourists spent an average of USD 2,026 per person (Nielsen, 2017). As per 

this phenomenon, the impact of Chinese tourists on the luxury industry is now 

increasing significantly. All businesses in the travel industry such as retailers, hotels, 

restaurants and travel companies need to adapt their products and services to appeal to 

these new targets. Not only is catching the new targets needed but maintaining the 

loyalty of high-value tourists is as well. Thus, this research focused on this new trend 

of Chinese high-value outbound tourists. 

 

 

Figure 1.5  Average Annual Spending of Chinese Tourists on Overseas Travel Each 

Year Per Person 

Source: Nielsen (2017). 
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Figure 1.6  Average on Local Spending of Chinese Tourists on Overseas Travel Per 

Person 

Source: Nielsen (2017). 

 

In addition to other industries in the contemporary world that have changed 

non-stop together with global competition, customer loyalty is seen as the most 

important driver in business success (Stepchenkova & Mills, 2010). Loyalty is one of 

the crucial indicators applied to measure the success of marketing strategy (Flavian, 

Martinez, & Polo, 2001), which is most likely to affect customers’ re-purchase and 

positive word-of-mouth behaviours (Prayag & Ryan, 2012). Tourist destinations are 

the same. Loyal tourists usually have intention to revisit and recommend the 

destination to others. Studies about loyalty are of interest to managers, developers, 

tourist sites and researchers. Therefore, the number of studies related to tourist loyalty 
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is increasing dramatically. Most of them investigated the elementary influences that 

affect loyalty (Forgas-Coll, Palau-saumell, Sánchez-Garcí, & Callarisa-Fiol, 2012; 

McKercher, Shoval, Ng, & Birenboim, 2012; Prayag & Ryan, 2012; Zhang, Fum, Cai, 

& Lu, 2014).  

Knowledge of the factors of tourist loyalty has been accepted as a necessary 

player in the management stage as a whole and for individual attractions (Darnell & 

Johnson, 2001). At intervals in the last decade, the number of loyalty studies in the 

hospitality and tourism area has increased (Chi, 2012; Chi & Qu, 2008). Authors 

highlighted that tourist’s overall satisfaction is the most significant influencer of 

loyalty, followed by tourist perception of service at the destination (Chen & Tsai, 

2007; Chi, 2012; Cole & Illum, 2006), perception of value offered by the destination 

(Sun et al., 2013) and (Cole & Illum, 2006) therefore the image of the destination 

(Castro, Martín Armario, & Martín Ruiz, 2007; Chi, 2011; Chen & Gursoy, 2001; 

Chen & Tsai, 2007; Chi & Qu, 2008).   

However, forerunner reports on the image of tourist destinations since the 

1970s and 1980s present some theoretical and conceptual limitations (Fakeye & 

Crompton, 1991; Echtner & Richie, 1993; Gartner, 1994; Gallarza, Saura, & Garcı́a, 

2002). The majority of the destination image and loyalty studies were conducted in 

Western countries. The number of reviews and studies in tourism and hospitality of 

Chinese tourists remains low (Sun, Geng-Qing Chi, & Xu, 2013). Studies examining 

the importance of tourist loyalty to Thailand have evolved over the last few years and 

are limited in number, and these studies are rarely relevant to the purpose of Chinese 

tourists. In addition, previous research has not focused on the predecessor of 

destination image. Therefore, access to studies investigating the perceived image of 

Chinese tourists towards Thailand is restricted (Su, 2015). Another finding of this 

study is to help enhance the tourism and hospitality literature by investigating factors 

that influence Chinese high-value tourists’ loyalty, especially in the area of Southern 

Thailand.  
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1.3 Objectives of the Study 

The study is expected to achieve the following objectives: 

1) To analyse the factors influencing loyalty of Chinese high-value tourists. 

2) To examine the causal relationships among the constructs service quality, 

destination image, satisfaction, perceived value and loyalty of Chinese high-value 

tourists. 

3) To propose a model developing Southern Thailand’s image as a high-end 

destination to establish loyalty to Chinese high-value tourists. 

 

1.4 Research Questions 

1) What are the factors influencing Chinese high-value tourists’ loyalty? 

2) What are the causal relationships among the constructs service quality, 

destination image, satisfaction, perceived value and Chinese high-value tourists’ 

loyalty? 

3) What should a model developing Southern Thailand’s image as a Chinese 

high-value tourism destination to establish loyalty be? 

 

1.5 Expected Results of the Study 

1) This study attempts to understand the factors influencing loyalty. 

2) This study attempts to understand the causal relationships among the 

constructs service quality, destination image, satisfaction and perceived value and 

loyalty. 

3) This study attempts to propose a model developing Southern Thailand’s 

image as a Chinese high-value tourism destination to establish loyalty. 

 

1.6 Expected Benefits of the Study 

1) This study contributes to creating a better understanding of Chinese 

tourists in Thailand. The findings and recommendations of this study will help 

businesses in the tourism and hospitality industry apply research results to prepare and 
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manage their business strategy to meet the needs of quality Chinese tourists. Not only 

the tourism products and services development, but also can help business sectors to 

positioning themselves into quality focusing area to increase their competitive 

competency. Furthermore, this study hopes to convey all business in tourism and 

hospitality to a sustainable profitability point. 

2) The findings and recommendations will help government sectors such as 

the Ministry of Tourism and Sport, TAT or relevant agencies as a guideline to set up a 

policy, development plan and marketing strategy to promote Southern Thailand’s 

image to Chinese high-value tourists to come and revisit Thailand. 

3) This study can enhance government sectors, private sectors or relevant 

agencies to realise the importance of Southern Thailand’s image as a tool for 

attracting Chinese high-value tourists to travel to Thailand. 

4) The findings and recommendations will enhance future researchers to 

extend their research with a more comprehensive view of destination image, service 

quality, perceived value and loyalty, especially for Chinese Tourists. 

 

1.7 Scope of the Study 

1.7.1 Scope of Area  

The researcher has set the area limitation in this research to study only the 

places where Chinese high-value tourists visited in Phuket, Krabi and Surat Thani 

(Samui). These three provinces are selected because they are the top three high-

income provinces in Southern Thailand, and they can represent the high-value 

destinations in Thailand. Three provinces are also ranked among the top destinations 

for Chinese tourists (Ctrip 2018; Mafengwo 2019; Weibo, 2019).   

 

1.7.2 Scope of Content 

This study particularly focuses on loyalty of Chinese high-value tourists. The 

conceptual framework is about the factors influencing loyalty. The researcher also 

found the causal relationships among the constructs service quality, destination image, 

satisfaction, perceived value and loyalty. The result of this research is a proposed 
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model developing Southern Thailand’s image as a Chinese high-value tourism 

destination to establish loyalty.    

 

1.7.3 Scope of Demography 

The population of the study is Chinese high-value tourists who had previously 

visited or did visit one of the three mentioned provinces at the designated period.  

 

1.7.4 Scope of Time 

The study was conducted from September 2017 to April 2022. The process of 

study includes literature review, research design, data collection, data analysis and 

output report. 

 

1.8 Operational Definition 

1.8.1 Chinese High-value Tourists 

Chinese high-value tourists mean Chinese tourists that came from Beijing, 

Shanghai, Tianjin, Guangzhou, Hangzhou, Shenzhen, Nanjing, Wuxi, Ningbo and 

Xuzhou (TAT, 2015).  

Chinese high-value tourists are those who are above socioeconomic levels A 

and B (annual income between USD 18,000–40,000, about THB 600,000–1,560,000) 

(Sukpatch & Suveatwatanakul, 2014) or daily expenditure is USD 330, about THB 

11,000 or more (Tourism Research Australia, 2015)). NORDICS 2018 also showed 

that the individual tourist participants in this project spent CNY 15,000–20,000 per 

week on average. 

 

1.8.2 Destination Image  

Destination image means the perceptions of China high-value tourists based 

on their individual beliefs, knowledge and feelings regarding Thailand as a high-value 

tourism destination (Crompton, 1979b; Fakeye & Crompton, 1991; Kotler, Haider, & 

Rein, 1994). 
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According to previous studies (Kim, 1997; King et al., 1997; Murphy, 1999; 

Son et al., 2005; Beerli et al., 2004b, Mao, 2008), the destination image of Southern 

Thailand in general focuses on  

1) Natural resources focused on pleasant climate, beautiful nature 

scenery (beach, mountain, lake, etc.), vast landscape and rich resources. 

2) Tourist attractions focused on modern developed cities, engineered 

attractions (theme parks or amusement parks), landmark architecture, variety of water 

sports, exciting nightlife and many shopping opportunities. 

3) Culture, history and art focused on historic/cultural heritage, 

festivals, gastronomy, local culture and ways of life. 

4) Infrastructure focused on convenient transportation, luxury hotels, 

clean and comfortable dining environment and high-standard service. 

5) Tourism atmosphere focused on exotic culture atmosphere, quiet 

and peaceful environment, clean and neat environment, friendly and hospitable 

residents and safe places. 

 

1.8.3 Satisfaction 

Tourist satisfaction refers to the degree of overall satisfaction or pleasure of 

the Chinese high-value tourists gained from the destination that achieved their 

expectations, needs or desires (Lewis & Mitchell, 1990; Dotchin & Oakland, 1994) 

after or during trips. 

 

1.8.4 Loyalty 

Loyalty refers to the individuals’ decision about recommending the destination 

to others, returning to visit the same destination in the future and willingness to stay 

longer or spend more in the destination (Robinson & Etherington, 2006).  

 

1.8.5 Perceived Value  

Perceived value stands for a consumer’s overall of the utility of products and 

services based on perceptions of what is received and what is given between quality 

and price (Zeithaml, 1988; Parasuraman & Grewal, 2000; Tsai, 2005). In this 
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research, the use of perceived value dimensions follows that of Sweeney and Soutar 

(2001) PERVAL, Petrick (2002). 

1) Functional value focused on ‘perceived utility acquired from an 

alternative’s capacity for functional, utilitarian or physical performance’ (Sheth et al., 

1991). 

2) Emotional value focused on ‘[t]ourists’ perceived emotional value 

influences their experiences of and satisfaction with services’ (Otto and Ritchie, 

1996). 

3) Monetary value focused on ‘the financial benefit gained from a 

product as compared to alternatives’ (Sheth et al., 1991) 

4) Social value focused on ‘increase interaction and relationship 

among customers during the tour, having an experienced tour operator, and added 

value from buying a trip (e.g., prestige and special acknowledgment)’ (William & 

Soutar, 2009). 

 

1.8.6 Service Quality 

Service quality refers to delivering of Southern Thailand’s tourism products 

and service that matches the expectation of Chinese high-value tourists, where they 

compare their expectations with the service they perceived (Parasuraman et al., 1988; 

Hsieh & Chen, 2010). In this research, service quality components are five 

dimensions of SERVQUAL as follows. 

1) Tangibility focuses on visually appealing attractions, facilities, 

accommodation, staff and communication materials. 

2) Reliability focuses on the available service delivered correctly, 

fairly, and as promised, performed right at the first time and without difficulties when 

staying in Thailand.  

3) Assurance focuses on the confidence and trust of tourists that will 

receive service from well-trained, professional and high-quality service providers in 

Thailand.  

4) Empathy focuses on services offered by people who are pleasant 

and friendly and give private, individual attention, who understand Chinese high-

value tourists’ desires.  
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5) Responsiveness focuses on sincere and careful responses in people 

who are ready for remedy and willing to offer assistance and proper time whenever 

requested. 

 

1.9 Chapter Synopsis 

This research contains five chapters. Chapter 1 introduces the background of 

the problem and justification of the research followed by the study objectives, 

research questions, expected results of the study, expected benefits of the study and 

the definition of terms. Chapter 2 reviews previous literature related to the field of 

research. The research hypotheses are also presented. Chapter 3 presents the research 

methodology and procedures, together with the research design, sampling technique, 

survey instrument and data analysis methods. Chapter 4 shows the major findings of 

each objective of the study and the results of the data analysis. Chapter 5 discusses the 

results of the research and recommendations to developing Thailand’s image to 

establish Chinese high-value tourists’ loyalty. The limitations and suggestions for 

future research are also discussed. 



CHAPTER 2 

 

LITERATURE REVIEW 

This study sought primarily to create and investigate a theoretical model 

capable of representing the various factors affecting loyalty among Chinese high-

value tourists, including perceived value, satisfaction, service quality, customer 

expectation and image. In tourism and leisure, the ideas of satisfaction, loyalty and 

destination image have attracted widespread interest and appear frequently in the 

literature. In the literature review, the author discussed the five independent variables 

(destination image, service quality, customer expectation, image, perceived value and 

satisfaction) with a single dependent variable (consumer loyalty) from previous 

studies by other researchers. The author also defined and explained many details of 

each variable, along with supporting literature from others. Therefore, in this chapter, 

we have reviewed the relevant literature under the following eight section headings. 

2.1 China Outbound Tourists 

2.2 Destination Image  

2.3 Perceived Value  

2.4 Service Quality  

2.5 Satisfaction 

2.6 Loyalty   

2.7 Related Research 

2.8 Summary of Research Hypotheses, a Proposed Hypothetical Model and 

Research Conceptual Framework 
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2.1 China Outbound Tourists 

For a large number of countries in the Asia-Pacific region, as well as for 

countries in other regions including the United Kingdom, South Africa and the United 

States, Chinese people comprise their largest proportion of inbound tourists. 

Nevertheless, only 10% of China’s population own a passport and travel overseas. 

Therefore, the China outbound tourist market has huge global future potential. (Ctrip 

& China Tourism Academy, 2018) 

Over the last decade, China’s remarkable economic growth, the growth of the 

middle class of disposable income, and the increased flexibility of overseas travel 

rules have led to more and more Chinese tourists visiting destinations outside the 

region. We want an experience, which has led to China’s growth. The Chinese tourist 

market is the fastest-growing in the world. China’s outbound tourists are also 

recognised by the tourism sector to bring great benefits to tourism around the world 

and have the greatest potential for purchase in the 21st century (Lahouti, 2012).  

Demand for overseas travel will continue to grow. China’s income will 

continue to grow for more than a decade and will catch up with developed countries 

in median income. Oxford Economics predicts that by 2023, an additional 61 million 

households will be able to afford to travel abroad, consolidating China’s position as 

the top origin market. China is currently ranked alongside the United States as a 

source market and is expected to overtake the United Kingdom, the United States and 

Germany to become the largest long-distance source market by 2020 (Inter 

Continental Hotels Group, 2015). 

China has turned itself into the world’s most important source market for 

tourism through growing demand and a general political opening up to foreign travel. 

Chinese consumers are continuing growth in numbers and wealth. A large number of 

countries now consider China a key source of outbound tourists and are therefore 

ready to compete to attract Chinese visitors. Within China, the focus of the Chinese 

people has advanced so that they no longer have to worry about their basic needs but 

can instead focus on improving their quality of life, often through travel (UNWTO, 

2017). Expected changes in China’s income distribution suggest that Chinese 

travellers will become more valuable to foreign destination markets in the decades. 
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China has the largest population of any country, and it encompasses huge 

cultural, geographical and economic differences within its borders. The different 

regions show little similarity, especially in economic terms, as the cities of the east are 

wealthy, while the interior is less well-developed, and the far west is relatively 

undeveloped (Li, 2007). Significant income gaps now exist between the urban and 

rural Chinese (Li, Harrill, Uysal, Burnett, & Zhan, 2010). Accordingly, economists 

and business analysts now refer to Chinese cities through the use of a tier system to 

rank their economic level (Wine Intelligence, 2018).  

Chinese cities are placed in tiers to form a hierarchy, although these tiers are 

not officially published by the Chinese government. The Chinese media frequently 

refer to this classification, however, and it is used when referring to tourism, 

marketing and transportation (Hinsdale, 2017). Particularly, in the rapid development 

and dynamic change among cities in China, the tier system has expanded in recent 

years as a point of reference. (UNWTO, 2017). However, four tiers of cities are 

generally accepted to exist, based on the differences in size, customer behaviour and 

sophistication, income levels, available talent and opportunities for business (Xiang, 

2017).  

 

Figure 2.1  Forecast Chinese Household Income Distribution by Income Class by 

2023 

Source: National Statistic Offices (2022). 



 24 

By 2023, the number of low-income households ($ 20,000 to $ 35,000 per 

year) who are more likely to book short trips and low-cost accommodation will reach 

$ 92.6 million. Nearly 63 million Chinese households will earn between $ 35,000 and 

$ 70,000, which is the income that demand tends towards long-distance travel and 

more expensive accommodation. Most promising is that by 2023, the number of 

Chinese households earning between $70,000 and $150,000 is expected to quadruple. 

High-income travellers are most likely to choose luxury accommodations and tend to 

spend more on long-distance travel. 

These disparities affect to travelers’ international travel decisions. Compared 

with other regions, China’s east coast seems to be a more key target market. The 

differences between China’s various regions are reflected in the patterns of outbound 

tourism from China. The source market can be subdivided into three main regions on 

the basis of per capita GDP and disposable income, while the number of wealthy 

people in China can be estimated from the tier categories of the cities (UNWTO, 

2017). 

Tier 1 cities are the largest and wealthiest, often considered the big four of 

China: Shanghai, Beijing, Guangzhou and Shenzhen. These cities in the first tier are 

the most developed and prosperous, and they are large with huge economic, cultural 

and political influence. They see the highest salary levels, the highest house prices 

and have the most qualified and best educated people who are available to the key 

industries (China Daily, 2017) (Table 2.8). Tier 1 cities account for around 60% of all 

outbound tourism from China (Ctrip & China Tourism Academy, 2017; Ctrip & 

Master Card, 2018). These regions also drive increasingly significant demand for 

luxury travel products. The products of local history, culture, in-depth tours and 

authentic unique tours are also required for experienced tourists and revisit travellers 

for this tier. Tailor-made services and individual itineraries are also needed. 
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Table 2.1  Average Monthly Salary for Cities in the Third Quarter of 2017 

Average Monthly Salary for Cities in the Third Quarter of 2017 

Ranking City Average 

Monthly Salary 

(RMB) 

Ranking City Average 

Monthly Salary 

(RMB) 

1 Beijing 9,900 20 Wuxi 7,003 

2 Shanghai 9,365 21 Wuhan 6,992 

3 Shenzhen 8,666 22 Chengdu 6,910 

4 Hangzhou 8,301 23 Nanchang 6,829 

5 Ningbo 7,843 24 Changsha 6,822 

6 Guangzhou 7,776 25 Jinan 6,783 

7 Haikou 7,722 26 Hefei 6,762 

8 Dongguan 7,692 27 Tianjin 6,760 

9 Foshan 7,596 28 Qingdao 6,665 

10 Urumqi 7,595 29 Dalian 6,598 

11 Nanning 7,469 30 Zhengzhou 6,578 

12 Nanjing 7,441 31 Yantai 6,437 

13 Suzhou 7,346 32 Shijiazhuang 6,423 

15 Guiyang 7,324 34 Xi’an 6,201 

16 Kunming 7,196 35 Changchun 6,086 

17 Chongqing 7,183 36 Shenyang 6,028 

18 Lanzhou 7,159 37 Harbin 6,004 

19 Fuzhou 7,015    

 

Source: China Daily (2017). 

 

The number of tier 1 cities is now growing, and all of the latest additions are 

providing outbound travellers. China Business Network, which is China’s most 

important financial media group, reports that Hangzhou, Wuhan, Chongqing, Xi’an, 

Suzhou, Changsha, Tianjin, Qingdao, Nanjing, Ningbo, Zhengzhou, Dongguan, 

Kunming and Shenyang can all now be considered tier 1 cities (Wei, 2019). The new 

first-tier cities are raised from potential second-tier cities. A high concentration of 

high-end tourists can be found in the cities of Hangzhou and Chengdu. People in new 

first-tier cities have a strong willingness to travel; thus, these markets are anticipated 

to grow rapidly in the future (Xu, 2019). In this tier, tourists looking for conventional 
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sightseeing products and quality tourism products are growing. The tourists require 

more value in choosing all types of tourism services such as hotels, dining and well-

managed itineraries and flights (UNWTO, 2017). The number of outbound tourism in 

this tier is also rapidly growing. 

The data for 2017 showed Chengdu in third place for outbound travel with 

Xi’an and Changsha surprisingly close behind. The top 20 cities in 2017 for outbound 

departures were listed as Shanghai, Beijing, Chengdu, Guangzhou, Shenzhen, 

Hangzhou, Nanjing, Wuhan, Tianjin, Xi’an, Changsha, Chongqing, Xiamen, 

Kunming, Wuxi, Harbin, Shenyang, Hefei, Fuzhou and Zhengzhou (Ctrip & China 

Tourism Academy, 2017). The top 10 fastest-growing cities in terms of outbound 

tourist numbers can be seen in Figure 2.2. 

 

 

Figure 2.2  Top 10 Departure Cities in Terms of Growth Rate 

Source: COTRI (2017). 

 

Since the country’s economy has grown dramatically, the wealth of Chinese 

households has grown. From the population of over 1.3 billion Chinese people, there 

are 71.1 million international tourists aged 18 years and over. Approximately 10.2 

million people can be classified as high-value tourists. The top 10 cities with high-

value tourists are located in the eastern region along China’s east coast: Beijing, 
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Shanghai, Tianjin, Guangzhou, Hangzhou, Shenzhen, Nanjing, Wuxi, Ningbo and 

Xuzhou (TAT, 2015) (Figure 2.3). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.3  Top 10 Cities with High-Value Tourists Located 

Source: TAT (2015). 

 

Chinese consumer spending has been one of the biggest forces in global 

luxury spending in recent years and is expected to account for 44% of the total global 

market by 2025 according to a study by McKinsey. Although Chinese people also 

spend heavily on luxury at home, two-thirds of Chinese luxury spending happens 

overseas. Thus, businesses must pay attention to these wealthy Chinese luxury 

shoppers who are frequently travelling abroad. This group comprises mainly upper-

middle-class women with high spending power (over USD 45,000 household annual 

income), who lead a premium, high social lifestyle, seeking gratification in material 

and spiritual aspects. They are repetitive luxury buyers with diverse interests across 

various luxury brands and product categories. They are jetsetters, always up in the air, 

travelling frequently (3–4 times/year) for pleasure but also for business, often in a 
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luxurious fashion. Their travel style is considering premium customised travel style 

options. (iClick Interactive Asia, 2015) 

For high-spender tourists, Tourism Research Australia (2015) divides Asia 

leisure visitors into two types according to high total trip expenditure and high 

average daily expenditures. 1) Total high spender per trip expenditure is at least USD 

4,200, about THB 138,000. 2) Daily high spender expenditure is at least USD 330, 

about 11,000 THB. Chinese high-value tourists are above socioeconomic levels A and 

B (income between USD 18,000–40,000/year, about THB 600,000–1,560,000/year). 

The A level group travels with small tour groups with less than 10 persons, and tour 

price is more than THB 40,000. The B level group travels with medium tour groups 

with less than 30 persons, and tour price is more than THB 22,000 (Sukpatch & 

Suveatwatanakul, 2014, TAT, 2015). According to McKinsey’s (2017) China 

Outbound Traveler Survey, high income for Chinese people refers to a monthly 

household income of USD 3,700 USD or more (about THB 120,000). Such travellers 

are very appealing to many countries together with Thailand because of their high 

spending that subsidises the largest share of high leisure expenditure among Asian 

countries (Tourism Research Australia, 2015).  

With disposable income rising rapidly and China’s high-income households 

occupying a large share of the international travel market, the average Chinese 

traveller spends more on a single trip and per night than ever before. An increasing 

tendency to book more expensive accommodations is expected. Spending per trip by 

Chinese travellers is expected to increase nominally by 73% by 2023, making it the 

third-highest amount per trip for such tourists (InterContinental Hotels Group, 2015).  

The story of growth has been going on for years, and long-term trends show 

no signs of slowing down. Together with the China National Tourism Administration 

(CNTA), international traffic volume has increased by 270% since 2008 and is 

expected to have 200 million departures by 2020. Chinese tourist spending is even 

higher, having grown 730% since 2008. McKinsey estimates that China’s spending on 

luxury goods is increasing by 9% annually, compared with an average of 3% in other 

countries (CNTA, 2016).   

China is Thailand’s main source market for visitor arrivals. From January to 

October 2018, Thailand received 9.02 million Chinese tourists, an increase of almost 
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10% compared with the same period in 2017. Based on an average stay of eight days, 

the period generated more than THB 494 billion in tourism revenue. 12.98%. At the 

same time in 2017 (TAT News, 2018). Thailand remains the top destination for 

Chinese tourists, according to an analysis of Chinese tourists about their favoured 

destinations in Asia (Kbank Research Center, 2018). Thailand received several 

awards from Chinese public and private organisations such as China Travel Agent 

Magazine, the country’s top-ranked publication in the Chinese travel industry, and 

Ctrip.com, China’s largest and most influential online travel website. It is an agency 

and ranked Thailand first. Destinations for Chinese Tourists During This Year’s 

National Day Holidays-The Most Expected and Popular 2019 With High Quality 

Content and High Click-Through on the 2018 Chinese Golden Week, National News 

Bureau Report, and Weibo Page Outbound tourist destination. (TAT, 2019) 

Ctrip reported that 30% of Chinese outbound tourists chose islands as their 

travel destination, and the top 10 island vacation orders received by Ctrip in 2017 are 

shown in Table 2.2 (Ctrip and China Tourism Academy, 2018).   

 

Table 2.2  Top 10 Chinese Tourists’ Favourite Destinations in 2017 

No. Countries Islands 

1 Thailand Phuket (Thailand) 

2 Japan Bali (Indonesia) 

3 Singapore Nha Trang (Vietnam) 

4 Vietnam Boracay (Philippines) 

5 Indonesia Sabah (Malaysia) 

6 Malaysia Okinawa (Japan) 

7 Philippines Maldives 

8 USA Krabi (Thailand) 

9 South Korea Koh Samui (Thailand) 

10 Maldives Saipan (US Pacific territory) 

 

Source: Ctrip and China Tourism Academy (2018). 
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The Nielsen Survey 2018 shows that Phuket remains the preferred destination 

in Thailand for Chinese travellers. The impact of the July 6 boat tragedy had not 

completely affected the number of tourists at this stage. Agoda, an online travel 

booking platform, reported Thailand is the second-most preferred destination for 

Golden Week, one of China’s busiest travel periods, for a continuous two years, 

behind Japan. Phuket, Krabi and Koh Samui ranked in top 10 destinations in Thailand 

during these periods (Pattaya Today, 2018).    

 

Table 2.3  Top 10 Destinations in Thailand for Golden Week Tourists 

No. Oct 1-7, 2018 Oct 1-7, 2019 

1 Bangkok Bangkok 

2 Chiang Mai Phuket 

3 Phuket Chiang Mai 

4 Pattaya Koh Samui 

5 Krabi Pattaya 

6 Koh Samui Krabi 

7 Huahin/Cha-am Koh Lanta 

8 Pai Huahin/Cha-am 

9 Koh Lanta Koh Lipe 

10 Koh Lipe Pai 

 

Source: Agoda Pattaya Today (2018).  

  

China’s leading travel social networking service, Mafengwo, ranked Thailand 

as one of the most popular overseas travel destinations among college graduates, 

followed by Japan and Vietnam. According to Mafengwo’s report on the entire 

summer holiday period, this season was particularly popular with short-haul 

destinations, especially Thailand, Japan and Hong Kong. In this respect, luxury 

travellers are very similar. Hurun 2017 reports that China’s luxury travellers focus on 

the islands of Asia, with the most popular destinations for luxury travellers being 

Maldives, Thailand (Phuket), Hawaii, Fiji, Bali, Saipan and Malaysia. Some agencies 
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named in Hurun Best Outbound Luxury Travel Agencies 2017, such as HH travel, 

Zanadu, Ctrip and Exotravel, had Phuket, Krabi and Surat Thani (Samui) itineraries 

on their websites, meaning that all these provinces are the destinations for the Chinese 

high-spending as well. TAT also reported that Phuket, Krabi and Surat Thani (Samui) 

are among the seven most popular provinces in Thailand and Chinese tourists ranked 

first among international tourists for each province (TAT, 2018).    

The research during these two decades was increasingly focused on China’s 

outbound tourism because of the rapidly increasing number of China outbound 

tourists. Many recent studies, however, have emphasised the attitudes and behaviour 

of Chinese tourists, but few have considered the notion of loyalty among these 

Chinese tourists (Lee et al., 2011). For instance, Sparks and Pan (2009) attempted to 

show how Chinese travellers are influenced in their travels by their information 

sources, attitudes and other constraints. Research of the survey results from the 

website Online travel Tuniu and the project Study the high potential tourist market, 

China, India, Russia (TAT, 2015) found that age, education level, income, number of 

trips travel and the number of travel media received form the communication, has 

directly relation to the destination decision-making.  

The Centre for Research Data for Thai businesses in China (Haruthai Jai, & 

Doi, 2015) and the Centre for Economic Research and the Siam Commercial Bank 

(Lapas Akaraphant, 2016) published a study on the topic ‘Chinese tourists are still 

grateful, Chinese potential among the Chinese economy slows down, Thailand should 

pay attention’ (Marketingoops.com, 2015). It found that the first variable of 

experience is appropriate to apply, measure, present and visualise the importance of 

tourism in Thailand. Experience is followed by the other variables of 2) 

attractiveness; 3) price; 4) environment; 5) rest and relaxation; 6) awakening, 

amusement and adventure; 7) studying; 8) society and 9) reputation. These variables 

influence Thailand’s tourism image which targeted high-level Chinese tourists.     

Zhang (2012) examined the factors which influence Chinese tourists to return 

to Thailand as repeat visitors, and the study focused on destination image perceptions 

along with the satisfaction levels of Chinese tourists. The study showed that 

destination image is a powerful factor to influence satisfaction with regard to specific 

attractions and in determining overall satisfaction. 
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2.2 Destination Image  

During the past forty years, destination image has formed an important 

component of tourism research (Stepchenkova & Mills, 2010). Image has been 

variously defined as the feelings people have about things within the world in which 

they live (Mayo, 1973) or as knowledge about people’s feelings (Boulding, 1975). 

The knowledge created by us is that called ‘subjective knowledge’ which consists of 

facts and our own values, combined with previous experiences, which turn into 

beliefs. Image comprises a broad general impression along with an emotional element 

(Oxenfeldt, 1974; Dobni & Zinkhan, 1990). Hunt (1975) investigated how image 

influences tourism and was one of the pioneers of the destination image concept. 

Many studies have portrayed destination image as a combination of the impressions, 

biases, mental perceptions and enthusiasm an individual has for a particular 

destination (McCabe, Li, & Chen, 2016). Such thoughts or perceptions about 

destinations are widely held by individuals (Embacher & Buttle, 1989), and Jenkins 

(1999) and Lu et al. (2015) added that the image of a destination will influence the 

opinions of collective groups of individuals. 

Destination image is known to be a major factor affecting tourists’ purchasing 

decisions with regard to destination choice, thereby affecting their travel activities 

(Baloglu & McCleary, 1999). Accordingly, the tourism literature often examines 

destination image (Pike, 2002, Pike, 2010 and Kim, S. H., Holland, S., & Han, H. S. 

2013). Many differing definitions have been given for destination image over the 

years, some of which are shown in Table 2.4. Martin and Bosque (2008) provide a 

further summary of 20 definitions which have been given for destination image. 
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Table 2.4  Definitions of Destination Image 

Author/s Definition 

Hunt (1971) Impressions that a person or persons hold about a state in 

which they do not reside. 

Lawson and Bond-

Bovy (1977) 

An expression of knowledge, impressions, prejudice, 

imaginations and emotional thoughts an individual has of a 

specific object or place. 

Crompton (1979) The sum of beliefs, ideas and impressions that a person has 

of a destination. 

Embacher and 

Buttle (1989) 

Ideas or conceptions held individually or collectively of 

the destination under investigation. 

Echtner and Ritchie 

(1991) 

The perceptions of individual destination attributes and the 

holistic impression made by the destination. 

Dadgostar and 

Isotalo (1992) 

The overall impression or attitude that an individual 

acquires of a specific destination. This overall impression 

is considered composed of the tourist’s perceptions 

concerning the relevant qualities of the destination. 

Gartner (1994) Destination images are developed by three hierarchically 

interrelated components: cognitive, affective and conative. 

Kotler et al. (1994) The image of a place is the sum of beliefs, ideas and 

impressions that a person holds of it. 

Milman and Pizam 

(1995) 

A sum total of the images of the individual elements or 

attribute that make up the tourism experience. 

Choi, Chan and Wu 

(1999) 

People’s beliefs, ideas or impressions about a place. 

Baloglu and 

McCleary (1999) 

An individual’s mental representation of knowledge, 

feelings and global impressions about a destination 

Murphy, Pritchard 

and Smith (2000) 

A sum of associations and pieces of information connected 

to a destination, which would include multiple components 

of the destination and personal perception. 
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Author/s Definition 

Bigné et al. (2001) The subjective interpretation of reality made by the tourist. 

Kim and Richardson 

(2003) 

A totality of impressions, beliefs, ideas, expectations and 

feelings accumulated toward a place over time. 

O’Leary and Deegan 

(2003) 

Destination image comprises attribute, holistic, functional, 

psychological, common and unique components. 

Tasci (2007) A relationship system of thoughts, feelings and perception 

indicating the tourist attraction. 

Hung (2012) Psychological motivation and external environment factors 

interact to form and integrate with one another in a model. 

Barisic (2012)  Total impression of the uniqueness of a tourist attraction. 

 

Source: Adapted from Martin and Bosque (2008). 

  

Destination image can be considered an overview of a destination’s perceived 

image, and it can be classified into three types (Gartner, 1993). Cognitive means faith 

in the knowledge of the destination, which is the opposite of affective, of the feelings 

towards the destination and emotional engagement. Conative is about how one acts 

using this information. When combined with various factors, these types will result in 

an overall picture for the visitors (Baloglu, 1996; Baloglu & Mangaloglu, 2001; 

Baloglu & McCleary, 1999; Hosany, Ekinci, & Uysal, 2007; Mackay & Fesenmaier, 

2000; Stern & Krakover, 1993; Uysal, Chen, & Williams, 2000). All of these aspects 

can be used as factors known to affect destination image (Baloglu, 1996; Baloglu & 

Mangaloglu, 2001; Baloglu & McCleary, 1999; Hosany et al., 2007; Mackay & 

Fesenmaier, 2000; Stern & Krakover, 1993; Uysal et al., 2000). 

However, Qu, Kim and Im (2011) noted that the unique image of the 

destination is another important aspect of the tourist attraction, directly affecting the 

destination brand. The creation of a different image has become a fundamental factor 

to surviving in the global market, which has many competitors (Botha, Crompton, & 

Kim, 1999; Buhalis, 2000; Calantone, Benedetto, Hakam, & Bojanic, 1989; Chon, 

Weaver, & Kim, 1991; Crompton, Fakeye, & Lue, 1992; Fan, 2006; Go & Govers, 

2000; Mihalic, 2000; Mykletun, Crotts, & Mykletun, 2001; Uysal et al., 2000). 



 35 

Destination image is accepted as a significant factor that influence tourist 

behaviour (Gallarza et al., 2002). Tourists will typically be influenced by destination 

image in making their choice to visit or return to a destination (Hosany & Prayag, 

2013; Zeugner-Roth & Žabkar, 2015). The sustainability of any destination depends 

heavily upon its destination image. The destination image is also created by tourist 

expectations (Yuksel, 2008; Greaves, & Skinner, 2010). If a tourist has a good image 

and their expectations are met, then tourists’ satisfaction will occur (Chi & Qu, 2009; 

Sun, Chi, & Xu, 2013). Understanding the mechanisms of destination image can help 

in understanding how tourists select destinations and can guide the marketing of those 

destinations. Destination image carries significant weight in shaping tourists’ 

decisions and can also have an important bearing on satisfaction levels in terms of 

meeting tourist expectations and then generating positive reports via word-of-mouth, 

which can lead to new visitors and return visits (O'Leary & Deegan, 2003; & Lai & 

Li, 2016). 

McCartney (2008) suggested two factors that influence destination image 

formation. Person-determined image, comprises social factors and psychological 

factors. Destination-determined image has three key factors: information sources, 

previous experience and distribution. Which is divided into tangible assets, such as 

accommodation, food, activities and transportation and intangible assets, such as 

culture, traditions fun and experience. This approach is the same as previous studies 

(Baloglu & McCleary, 1999; Pan & Ryan, 2009; Esper & Rateike, 2010) that used 

two factors: personal factors (namely, value, motivation, personality and socio-

demographic characteristics) and stimulus factors (namely, source of information and 

previous experiences). These factors were used to determine the links between the 

image of the destination and the customer’s perceptions. When tourists are impressed 

by a destination, this impression will affect tourist destination decision-making on the 

next trip of tourists (Subadra, 2019). Researchers (Zhang et al., 2014; Wu, 2016; 

Prayogo et al., 2017) found that a positive destination image is effective in generating 

repeat visits to a destination. Zhang et al. (2014) noted that destination image 

influences the quality of excursions in generating repeat visits and in persuading 

visitors to make further suggestions, along with ‘assessment variables’ (Bigne et al., 

2001). The literature broadly accepts that destination image, of the perceptions of 
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potential visitors towards their expectations of the destination experience, will have a 

general influence over the decisions taken by potential visitors (Hunt, 1975; Zhang et 

al., 2014; Wu, 2016; Prayogo et al., 2017). Bosque and Martin (2008) advised that 

customers must be positively influenced by the destination image so that the image 

can persuade the potential customer to decide to visit the destination. Nevertheless, 

Wang, Asif, and Lee, (2020) expressed that visitors may change their discernments 

and images after a vacation. Similarly, Khan, Chelliah, and Ahmed (2017) found the 

importance of destination image in persuading visitors to select a destination. 

Numerous researchers have confirmed that destination image has a significant effect 

on the travel choices made by consumers and on their future plans for travel (Lee et 

al., 2005; Khan, Chelliah, & Ahmed, 2017). 

Earlier work (Echtner & Ritchie, 1991; Fakeye & Crompton, 1991; Gartner, 

1993) showed that many studies of image in tourism had taken a theoretical viewpoint 

rather than effectively conceptualising and operationalising the destination image. 

This has occurred because of the difficulty of measuring measure the various aspects 

of destination image, which has several characteristics including complexity (Smith, 

1994), subjectivity (Calderon, Gil & Gallarza, 1998), multidimensionality (Gartner, 

1989; Lai & Li, 2016; Kim, 2018) and intangibility (Fakeye & Crompton, 1991).  

Image can be classified further into two types: functional and symbolic (Sirgy, 

1982; Chon & Olsen, 1991). Functional destination image is based on tangible 

evidence. In the case of Thailand, this might include the temples, beaches, water 

sports and nightlife. By contrast, the symbolic image is based on intangible elements 

such as atmosphere or personality stereotypes (Sirgy 1982; Chon et al., 1991). For 

Thailand, the symbolic image might include the smiling people and sense of fun. 

Bosque and Martin (2008, pp. 551-573) studied the satisfaction of tourists a 

form of conscious and sensational elements by studying with travelers. Come to visit 

tourist attractions in Spain 807 questionnaire. The study found that destination image 

influenced customer expectation and loyalty. The favourable image established a 

positive feeling that influences their personal beliefs and personal satisfaction. The 

emotions and feelings affected travel experience but also their previous beliefs. 

Tasci and Gartner (2007) investigated destination image and its various 

relationships with other variables. The research stated that destination image is the 
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essential factor to achieve destination development goals. Destination image, together 

with destination marketing, play key roles in motivating demand and supply in the 

tourism industry.  

Numerous studies have considered the ways in which destination image 

affects tourist loyalty. Chiu et al. (2016) studied Chinese tourists in the South Korean 

context. It has been shown that the cognitive image and affective image of a 

destination can exert a direct influence upon tourist satisfaction, while the affective 

image could directly affect tourist loyalty. Surprisingly, they found no direct effect on 

cognitive image linkage to tourist loyalty like previous scholars. Zhang et al. (2014) 

studied the relationship between tourist loyalty and destination image. The findings 

confirmed that destination image has a significant effect on loyalty among tourists. 

The overall image exerted the greatest influence over tourist loyalty, and this was 

followed by affective and cognitive image. Destination image is at its most influential 

in the context of composite loyalty, followed in turn by attitudinal and behavioural 

loyalty.  

The image that tourists or local people have towards the tourist destination is 

an important component in creating tourists’ expectations. Therefore, whether tourists 

will be satisfied with their holiday depends on the expectations and image that tourists 

have of that place. The reason is that tourists will compare the expectations and the 

image of that place with the real experience. If tourists found the actual experience 

similar to or exceeding expectations, the image of that place will change in a positive 

direction. By contrast, if tourists found that the actual experience does not match their 

expectations, the image of that place will change in a worse way. Consequently, 

tourists will provide incorrect information to others and will make a negative image of 

the tourist destination (Jarumanerat, 2005). 

 

2.2.1 Types of Destination Image 

Destination branding is associated together with destination image; it may 

affect the expectations of the tourists themselves (Govers & Go, 2009), and each 

tourist may have a different image of the same place. The image that tourists received 

is from a variety of information sources, and each source has different information. 
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Gun (1972) suggested that the origin of the image can be divided into two 

major sources. First, induced image is the image generated from the results of 

information gained from the marketing communication tools of organisations in the 

tourism industry. Such information includes advertising on television, radio, travel 

magazines, as well as brochure and information from travel agency representatives. 

Second, organic image or indirect caused image results from indirect non-promotional 

information. This is self-acquired image, in which tourists obtain information via 

documents or from the recommendations of people such as friends, acquaintances and 

relatives. 

Some researchers also suggested to increase the types of image, which are 

shaped from real tourist experiences. Such images might form the most important 

component of the destination image and thus create the reason underpinning a visit 

(Selby & Morgan, 1996).  

Gunn (1972) and Fakeye and Crompton (1991) observed that the creation of 

the destination image relies upon the formation of an image through the use of 

information derived from marketing materials and the promotion of the destination, as 

well as non-marketing information and information obtained from tourists’ 

experience. Therefore, marketers should promote destination image in a variety of 

ways, which can provide information, persuasion and reminders for tourists. The 

image is something that the destination manager would like to put into the tourists’ 

memory because it could make the destination well known. An authentic image can 

also attract and impress tourists.   

However, tourists all have their own individual perceptions of the destination 

image, depending on the personal and stimulus factors (Baloglu & McCleary 1999). 

Both of these two factor types influence the destination image through their effects on 

the perceptual or cognitive awareness and the affective feelings generated about a 

particular place. The overall, or global, image of the destination is then created, as can 

be seen in the figure shown below: 
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Figure 2.4  Factors Affecting the Evaluation of the Destination Image 

Source: Baloglu and McCleary (1999). 

 

Joppe et al. (2001) explained that each tourist is different according to the 

environment. Personal characteristics and nationality affect tourism behaviour.  The 

recognition of tourists about the destination image is also dissimilar, which will 

determine the decision-making and destination recommendation.  

Ideas concerning the creation of destination image vary. Gunn (1988) 

examined this image creation and established two different levels of destination 

image: the organic level and the induced level. The organic level is formed internally 

based on real visitation or experience, whereas the second is formed externally 

through received and processed information from varied channels of advertisements 

such as word-of-mouth, news, multimedia and publicity. Gunn (1988) also adds that 

the tourist image of a destination can be formed through a process model involving 

seven stages (Echtner & Ritchie, 2003). The seven stages (Figure 2.2) are described as 

follows: ‘1) gathering mental pictures of the holiday experience, 2) using additional 

information to adjust those mental pictures, 3) deciding to make the trip, 4) visiting 

the destination, 5) enjoying the experience at the destination; 6) returning home and 7) 

modifying the original mental pictures on the basis of the experience at the destination 

(Echtner & Ritchie, 2003, p. 38)’. In the first stage of this model, the tourist modifies 

the organic image (the basic information they already know about the destination) 

with additional research. The tourist then makes a destination choice, travels, 
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participates and returns home. The destination image is then further modified through 

the input of information acquired by experience (Echtner & Ritchie, 2003; Gunn, 

1988). Therefore, this model does not set the destination image as a fixed and 

unchanging construct but instead established an ongoing process which changes 

through time and reform. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.5  Seven Stages of Destination Image Formation 

Source: Adapted from Echtner and Ritchie (2003); Gunn (1988). 

 

One further model representing destination image makes use of the idea of 

schemas. A schema is ‘a mental representation of the structure of a block of acquired 

knowledge or information (Kim & Chen, 2016, p. 154)’. The model (Figure 2.3) 

indicates that schemas of self, place, emotion, mega event and crisis influence the 

formation of motivation. This then drives information search, assimilation and 

integration of destination image. Following the actual visit, the tourist integrates the 

information they have gained into their existing schemas, updating them and changing 

the destination image (Kim & Chen, 2016). This model is more based on cognition 

and emotional effects than the model proposed by Gunn (1988), which emphasises 
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tourist experience and learning. Thus, the two together describe the internal processes 

of image formation and the external observable process. Both models call for 

integration of information from various sources (Tasci & Gartner, 2007). Common 

sources include information from the destination itself, such as marketing materials 

(projected image) and information from independent sources (autonomous image) 

(Tasci & Gartner, 2007). For example, in medical tourism, medical tourism 

facilitation websites, which act as marketing and coordination sites, can act as a 

source of projected image (Cormany & Baloglu, 2011). Baloglu and McCleary (1999) 

studied the travel aim from the push thought processes (inside inspirations) and force 

intentions (outside inspirations) work. The process forms internal and external 

inspiration to travel (Baloglu & Uysal, 1996). 

 

Figure 2.6  Schema-Driven Holistic Model of Pre-Visit Destination Image Formation 

Source: Kim and Chen (2016, p. 156). 
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Research on the image of tourist attractions has been popular since the 1970s 

and has developed considerably. However, the literature review, including the meta-

analyses of Echtner and Ritchie (1993, p. 153), Pike (2002, p. 89) and Gallarza (2002, 

p. 101), showed that much of the research covering destination image emphasised the 

definition of the concept (Gallarza, 2002, p. 101) and the links between the behaviour 

of tourists and the destination image (Baloglu & McCleary, 1999, p. 113; Govers, 

2007, p. 257). Other researchers studied the tourists’ recognition of image (Pike, 

2002, p. 90) by focusing on the measurement of the characteristics of tourist image in 

both elements (cognitive and affective) (Echtner & Ritchie, 1993, p. 153; Bosque & 

Martin, 2008, pp. 551–573; Dwivedi, 2009, p. 113). Some researchers studied and 

evaluated the perceived image of tourist attractions at the level community, region or 

country (Balonglu & McCleary, 1999, p. 113; Echtner & Ritchie, 2003, p. 158; 

Martin & Bosque, 2008, p. 229; McCartney, Butler, & Bennett, 2009, pp. 179-193).  

Echtner and Ritchie (1993, p. 6) argued that most studies on destination image 

used a characteristic-based established approach to determine destination image. The 

authors also stated that these techniques were unable to capture all constructs of 

destination image, and it likely results in a loss of an absolute comprehension of 

destination image constructs. Therefore, they have proposed a multidimensional 

approach which consists of four areas: physical attributes, including infrastructure, 

climate and other facilities; psychological attributes, such as perceptions of safety or 

feeling welcome; functional holistic attributes, such as the mental perception of the 

physical attributes; and psychological holistic attributes, such as the atmosphere and 

overall emotional feeling about the destination, as can be seen in Figure 2.7. 
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Figure 2.7  Components of Destination Image 

Source: Echtner and Ritchie (1993). 

 

Echtner and Ritchie (1991) revealed that researcher can use the ‘functional/ 

psychological’ characteristics continuum to determine the destination image. As 

mentioned, measuring the functional characteristics related to destination image is 

easier because these are tangible, including attractions and activities, with their 

facilities and costs. By contrast, the psychological elements of destination image 

cannot be readily measured due to their abstract nature. These include emotions, 

feelings and the overall atmosphere of a destination. 
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FUNCTIONAL (physical, measurable) 

Tourist sites/activities 

National parks/wilderness activities 

Beaches 

Fairs, exhibits, festivals 

Scenery/natural attractions 

Nightlife and entertainment 

Shopping facilities 

Facilities for information and tours 

Local infrastructure/transportation 

Cities 

Accommodation/restaurants 

Architecture/buildings 

Costs/price levels 

Climate 

Cleanliness 

Accommodation/restaurants 

Architecture/buildings 

Costs/price levels 

Climate 

Cleanliness 

Degree of urbanisation 

Economic development/affluence 

Extent of commercialisation 

Political stability 

Accessibility 

Personal safety 

Ease of communication 

Customs/culture 

Different cuisine/food and drink 

Hospitality/friendliness/receptiveness 

Restful/relaxing 

Atmosphere (familiar vs. exotic) 

Opportunity for adventure 

Opportunity to increase knowledge 

Family or adult oriented 

Quality of service 

Fame/reputation 

PSYCHOLOGICAL (abstract) 

 

Figure 2.8  Summary of Destination Image Attributes 

Source: Echtner and Ritchie (2003). 
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Consistent with the review on the empirical tourism destination image 

measuring attributes, the key characteristics are set into the functional/psychological 

axis (Gallaza et al., 2002) as shown in Figure 2.9. The most important characteristics 

used in this study are receptiveness of the residential area; the surrounding landscape; 

the entertainment and nightlife, the cultural attractions and the matter of price, cost 

and value. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.9  Common Factors in TDI Research 

Source: Gallarza et al. (2002). 

 

The concept of destination image as a multisensory experience has gained 

increasing attention among researchers. Beerli and Martín (2004, p. 659) categorised 

destination image components in nine areas: tourist infrastructure; general 

infrastructure; natural resources; leisure facilities; art, history and culture; the natural 

environment; the social environment; politics and economics and the general 

atmosphere. Similarly, Mao (2008) listed 26 cognitive factors related to the image of 

Australia in five categories: natural resources; art, history and culture; infrastructure; 
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tourist attractions and overall atmosphere. Ozturk and Qu (2008) used seven 

dimensions when classifying the attributes of destination image: accommodation and 

dining, hospitality and customer care, overall environment and hygiene, costs, 

transportation, facilities and activities and overall accessibility. 
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2.3 Perceived Value 

In the past decade, value perception gained considerable marketer and 

researcher attention, showing that perceived value has a very important influence on 

customer satisfaction and loyalty, as well as their measurement (e.g., Cronin, Brady & 

Hult, 2000; Sweeney, Soutar & Johnson, 1999). 

Perceived value is a concept which has thus drawn greater attention from 

interested marketers (Marketing Science Institute, 2001). Perceived value has 

different meanings that diverge between cultures (Assales, 1995), between customers 

(Wiksto¨m &Normann, 1994; Parasuraman, 1997) and periods (Ravald & Gro¨nroos, 

1996). Perceived value is dynamic and likely to change during the purchase 

experience, before, during and after the act of purchasing. As a result, the value can 

change moment by moment (Gardial, Clemons, Woodruff, Schumann, & Burns, 

1994).  

More recent research has indicated that repeat purchasing intentions might be 

more accurately predicted by perceived value than by quality or satisfaction (Cronin 

et al., 2000; Oh, 2000). This is because perceived value can affect various future 

activities, including repeat purchases and word-of-mouth recommendations (Brady & 

Cronin, 2001). Moreover, the competitiveness of the destination is also enhanced 

(Pechlaner, Smeral & Matzier, 2002; Petrick, 2004). One very widely accepted 

definition to explain perceived value is that set four different value types: low price, 

the attributes of the product, the quality/price relationship and the value obtained for 

the price Zeithaml (1988). For the present study, the definition of perceived value is 

based on the value perceptions of tourists in terms of ‘the process by which a tourist 

receives, selects, organises and interprets information based on the various 

experiences at the destination, to create a meaningful picture of the value of 

destination experience’ (Prebensen et al., 2013, p. 245). In earlier studies, perceived 

value has often been given a practical categorisation such as value for money 

(Prebensen et al., 2013), but Bolton and Drew (1991) noted that perceived value is not 

the result of considering quality and cost because it is far more complex. Furthermore, 

no single item is able to cover the entirety of the perceived value concept (Sweeney & 

Soutar, 2001; Gallarza & Saura, 2006). 
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2.3.1 Consumption Values 

The development of marketing over time has resulted in a scenario in which 

marketers aim to earn profits through customer satisfaction rather than by focusing 

purely on sales in the marketing promotional work. Like tourism destinations, tourists 

are also the consumers in the era of globalisation and technologies. The tourists or 

consumers have very easy access to numerous products and services. Thus, 

differentiating themselves from their rivals through superior products or services is 

important for destinations and businesses.   

Some theoretical models have been generated which can analyse and account 

for customer behaviour. More recently, the most suitable model to explain the 

purchasing decisions of customers is the model of consumption values created by 

Sheth (1991a) (Pope, 1998, p. 125). In emphasising consumption values, this 

theoretical perspective covers a number of diverse product categories, including 

goods for consumption which are either physical or non-physical and industrial 

products (Sheth et al.,1991b, p. 159). Hellier et al. (2003) added that perceived equity 

and perceived value can play a role in the perceptions of service to achieve 

satisfaction (Crosby & Stephens, 1987; Oliver & DeSarbo, 1988; Oliver & Swan, 

1989; Oliver, 1993; Fornell et al., 1996). 

Consumption values can explain the motivation behind purchase activities in 

the case of a majority of products or services (Long & Schiffman, 2000, pp. 214-215). 

Figure 1 shows the five most basic consumption values that influence consumer 

preferences. The values expressed are known as functional, social, emotional, 

conditional and epistemological values. Consumer behaviour can be influenced by all 

or part of these listed values. The theoretical framework underpinning the values 

described is supported in a number of fields including sociology, economics, 

marketing and psychology (Sheth et al., 1991b, p. 160). 
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Figure 2.10  Adapted from Consumption Values That Affect Consumer Behaviour 

Source: Sheth et al. (1991, p. 160). 

 

Perceived value has also been shown to be a vital antecedent for satisfaction, 

and the relationship with tourists is direct and positive (Chen & Tsai, 2007; Khuong 

& Luan, 2015). Zeithaml (1988) described perceived value as ‘the consumer’s overall 

assessment of the utility of a product based on perceptions of what is received and 

what is given’. The literature also indicates that perceived value serves as a significant 

forecaster in relation to a number of tourism decision-making outcome variables, 

including customer satisfaction (Chen and Chen, 2010), recommendation of place or 

service (Lee et al., 2007) and intentions to revisit (Petrick, 2002; Luo et al. 2020). A 

relationship also exists with price because the perception of the value received in 

terms of quality or utility must be balanced against the cost involved. Broadly 

speaking, the perceived value represents the difference between the costs and benefits 

involved in consuming the tourism experience. In addition to assessing value on the 

basis of price, some researchers have sought to employ different approaches which 

can allow the creation of a set of dimensions which might be applied to consider value 

in the form of a multi-dimensional concept, as shown in Table I. This study employs 

the scale created by Sweeney and Soutar (2001), known as the PERVAL scale, which 

measures the perceptions of visitors by considering their feelings, emotions, opinions 

and personal benefits in the context of time and cost. Therefore, recent consumer 

studies consider perceived value as a more holistic factor than ‘price’ in determining 

consumers’ assessment of a product/service (Wu, Chen, Chen, & Cheng, 2014) and in 

predicting loyalty (Hutchinson, Lai, & Wang, 2009). 
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Sweeney and Soutar (2001) classified customer perceptions under four 

categories which described perceived, functional, social and emotional values. This 

categorisation allowed the structure of the questionnaire to be developed. The use of 

more than one value will give more accurate insights into customer satisfaction than 

might be the case with single values (Lee et al., 2007). Petrick (2002) classified the 

scale to measure perceived value into five: quality, price, emotional response, 

reputation and behavioural price. 

After synthesising, consumption value is the most suitable model to explain 

the purchasing decisions of customers. Many tourism studies used the perceived value 

to represent the difference between costs and benefits involved in consuming the 

tourism experience. Many contexts are involved in the consumption, such as 

emotional, social and functional value.  This study employs the scale created by 

Sweeney and Soutar (2001) known as the PERVAL scale, as previous studies did 

(Qiao, Li, Xiao, & Prideaux, 2022); Bizjak, Hristov, Košmerl, and Kuhar (2018). The 

scale measures the perceptions of visitors by considering their feelings, emotions, 

opinions and personal benefits in the context of time and cost. 
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2.4 Service Quality 

Service quality has been defined as the difference between perceptions and 

expectations on the part of the consumer (Anantharanthan Parasuraman et al., 1985; 

Satsanguan et al., 2015). The concept of service quality has been investigated by a 

number of authors (Grönroos, 1982; Lehtinen & Lehtinen, 1982; Lewis & Bernard; 

Sasser et al., 1978). Three key points have emerged from an examination of the 

literature concerning service. 

1) Compared with evaluating a physical product, evaluating the 

quality of a service is harder for customers.  

2) Customers compare their expectations with the service received 

regardless of whether it could reach their service quality perception. 

3) The outcome of a service and the aspects of service delivery 

combine to influence quality evaluations. 

Greenrooms Christian (1982) noted that a clear definition of the service 

quality is lacking. Thus, service quality is understood to be evaluated only in terms of 

the needs and expectations of the guest. Given the complexity involved in assessing 

value and service quality, hospitality providers must use guest perceptions of quality 

as a proxy for these measures. 

For the purposes of researching service quality, Parsuraman et al. (1985) 

created the SERVQUAL model that comprises ten components of service quality: 

competence, access, courtesy, reliability, credibility, communication, assurance, 

responsiveness, empathy and tangibles. Later, Parasuraman et al. (1988) built up this 

SERVQUAL measurement tool, featuring the five-gap scale. Through their research, 

they produced an instrument that could be relied on to give results showing 

dimensions of service quality. Initially, 100 items were employed and using 

confirmatory factor analysis (CFA), they lessened the instrument to 34 items. Further 

modifications resulted in a 22-item SERVQUAL, theorised to be signified by five 

core dimensions of service quality. (Parasurman et al.,1985, 1988). Later work by 

Parsuraman et al. (1988) modified the SERVQUAL components to leave five 

dimensions of service quality which are described as follows. 
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Tangibles – the physical equipment, machinery, materials, staff, etc. involved 

in delivering the service 

Reliability – the capacity to deliver the service as expected with consistency 

Responsiveness – the ability to meet customer needs in a suitable timeframe 

Assurance – the competence, knowledge and skill of the service providers 

Empathy – the ability to understand the needs of the customers 

The delivery of any service should be consistent and dependable while also 

incorporating elements of customisation and personal care to meet the differing 

requirements of customers.  

Customers base their assessments upon whether their expectancies of the 

carrier had been met; therefore, their expectancies are extraordinarily vital. Like many 

people, Parasuraman et al. (1985); Zeithaml et al. (1990); Anderson (1998) and 

Hogan et al. (2004), emphasise that word-of-mouth is critical assistance but also a 

doubtlessly risky device for carrier providers. 

In addition, Hsieh and Chen (2010) mention quality of service variables in 

their research on quality control of service encounters in theme restaurants. The result 

of factor analysis shows that quality assessment is in the theme restaurant is mainly 

affected by three parts: environmental element, service personnel’s skill and service 

personnel’s attitude. They conclude that these issues affect customer perception and 

satisfaction. They reported that personal needs influence the service quality that 

customers expect. Past experience also affects what customers expect. If the last 

service was of high quality, they will expect an equal or improved service next time. 

Grönroos (1982) specified two dimensions of service quality: the technical and 

functional aspects, which describe what is provided and how it is provided, 

respectively. Customer perceptions are based upon the technical outcome of the 

process of utilising resources, but the perception is also based on the customer’s 

opinion of how this process works, thereby taking into account the dimension of 

process quality.   

Pizam and Ellis (1999) observed that customers typically set a minimum 

expectation level for what a destination will provide. If the destination tourist 

businesses do not understand these expectations, they will not be successful. 
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Furthermore, creating a number of unique qualities that can differentiate a destination 

from the alternatives is important. 

Fakeye and Crompton (1991) adopted the three-stage model promoted by 

Gunn (1988) to promote tourism images to allow tourism businesses to take control 

over the image of their destination when advertising to different markets. An induced 

image was argued to be able to overturn a negative brand perception in cases where 

visitors are able to directly experience superior service quality at a personal level. 

Bieger and Laesser’s (2004) sourcing of information before and after travel is able to 

provide further guidance for marketing approaches and the promotion of a brand 

image. SERVQUAL (Parasuraman, et al., 1985, 1988, 1991) was created to guide 

destination managers in providing suitable standards of service and appropriate 

destination quality levels. To provide marketing communication to promote a 

destination, establishing a destination image, supported by the ideas of quality and 

brand value, is first necessary. The definition of service quality offered by Lehtinen 

and Lehtinen (1982) spoke of corporate image quality, physical quality and interactive 

quality.  

The lack of consensus on the definition, dimensions and operationalisation of 

service quality caused several discussion subjects among services marketing scholars. 

(Gupta and Chen, 1995). Earlier work used the theory of gaps in service quality, 

based on the difference between service experienced and service expected 

(Parasuraman et al., 1988). This phenomenon has compelled hospitality researchers to 

develop scales to measure service quality, such as the popular SERVQUAL 

(Parasuraman et al., 1988), RECQUAL (Fakaye & Crompton, 1991), 

SERVICESCAPE (Bitner, 1992), SERVPERF (Cronin & Taylor, 1992), QUESC 

(Kim & Kim, 1995), TEAMQUAL (McDonald et al., 1995), CERM-CSQ (Howat et 

al., 1996), LODGSERV (Knutson, Stevens, Wullaert, Patton, & Yokoyama, 1990; 

Patton, Stevens, & Knutson, 1994) and HOLSERV (Mei, Dean, & White, 1999).  

Many studies have extensively accepted the measurements of SERVQUAL 

(Borgave, 2012, Wu et al., 2018) in industries such as airlines (Hussain et al., 2015), 

tourism destinations (Basiony, 2014, Su et al., 2016) (Hutchinson et al., 2009), 

nursing homes (Satsanguan et al., 2015) and bank services (Mohammad & 

Alhamadani, 2011). Since the scale of SERVQUAL is utilised in this study. Cronin 
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and Taylor (1992, p. 55) stated that only performance should be utilised as the basis 

of the estimate of service quality, and evaluating expectations is not needed. 
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2.5 Customer Satisfaction  

Satisfaction is a vital component in modern marketing and accordingly attracts 

considerable research attention (Churchill & Surprenant, 1982; Bolton & Drew, 1991; 

Oliver, 1997; Spreng & Chiou, 2002). Therefore, numerous definitions have been 

crafted over the years (Giese & Cote, 2000). Oliver (1997) provided one of the most 

comprehensive in stating that satisfaction is the assessment of a product that has 

generated pleasure through its consumption. Various studies of tourism have 

examined the different elements of customer satisfaction within the hospitality sector 

and in particular have looked at specific destinations (Pizam & Milman, 1993; 

Danaher & Arweiler, 1996; Qu & Li, 1997; Kozak & Rimmington, 2000; Hultman et 

al., 2015). In the present study, satisfaction is considered from the perspective of an 

overall assessment after the purchase (Fornell, 1992). 

 

Table 2.8  Consumer Satisfaction and its Conceptual or Operational Definitions 

Literature 

Source 
Conceptual Definition Response Focus Time 

Oliver 

(1997)  

The consumer’s fulfilment 

response. It is a judgement 

that a product or service 

feature, or the product or 

service itself, provided (or is 

providing) a pleasurable level 

of consumption-related 

fulfilment, including levels of 

under- or over fulfilment  

(p. 13)  

Fulfilment 

response/ 

judgement 

Product or 

service  

During 

consumption 

Halstead, 

Hartman 

and 

Schmidt 

(1994) 

A transaction-specific 

affective response resulting 

from the customer’s 

comparison of product 

performance to some pre-

purchase standard (e.g., Hunt, 

Affective 

response 

Product 

performance 

compared to 

some pre-

purchase 

standard  

During or 

after 

consumption 
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Literature 

Source 
Conceptual Definition Response Focus Time 

1977; Oliver, 1989) (p. 122).  

Mano and 

Oliver 

(1993)  

(Product satisfaction) is an 

attitude like post-

consumption evaluative 

judgement (Hunt, 1977) 

varying along the hedonic 

continuum (Oliver, 1989; 

Westbrook & Oliver, 1991)  

(p. 454).  

Attitude - 

evaluative 

judgement 

Varying 

along the 

hedonic 

continuum 

Product  Post-

consumption 

Westbrook 

and Oliver 

(1991) 

A postchoice evaluative 

judgement concerning a 

specific purchase selection 

(Day, 1984) (p. 84).  

Evaluative 

judgement 

Specific 

purchase 

selection  

Post choice 

Fornell 

(1992) 

An overall post purchase 

evaluation (p. 11).  

Overall 

evaluation 

Post-purchase 

perceived 

product 

performance 

compared with 

pre- purchase 

expectations  

Post-

purchase 

Oliver 

(1992)  

Examined whether 

satisfaction was an emotion. 

Concluded that satisfaction is 

a summary attribute 

phenomenon coexisting with 

other consumption emotions 

(p. 242).  

Summary 

attribute 

phenomeno

n coexisting 

with other 

consumptio

n emotions 

Product 

attributes  

During 

consumption 

Oliver and 

Swan 

(1989) 

No conceptual definition. 

(With the salesperson) a 

function of fairness, 

preference and 

disconfirmation (pp. 28-29).  

  During 

purchase 
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Literature 

Source 
Conceptual Definition Response Focus Time 

Tse and 

Wilton 

(1988)  

The consumer’s response to 

the evaluation of the 

perceived discrepancy 

between prior expectations 

(or some norm of 

performance) and the actual 

performance of the product as 

perceived after its 

consumption (p. 204).  

Response to 

the 

evaluation 

Perceived 

discrepancy 

between prior 

expectations 

(or some norm 

of 

performance) 

and the actual 

performance 

of the product  

Post-

consumption 

Cadotte, 

Woodruff 

and 

Jenkins 

(1987)  

Conceptualised as a feeling 

developed from an evaluation 

of the use experience  

(p. 305).  

Feeling 

developed 

from an 

evaluation 

Use 

experience  

During 

consumption 

Westbrook 

(1987) 

Global evaluative judgement 

about product 

usage/consumption (p. 260) 

Also cited Hunt (1977).  

Global 

evaluative 

judgement 

Product 

usage/consum

ption  

During 

consumption 

Day (1984) The evaluative response to 

the current consumption 

event...the consumer’s 

response in a consumption 

experience to the evaluation 

of the perceived discrepancy 

between prior expectations 

(or some other norm of 

performance) and the actual 

performance of the product 

perceived after its acquisition 

(p. 496).  

 

Evaluative 

response 

Perceived 

discrepancy 

between prior 

expectations 

(or some other 

norm of 

performance) 

and the actual 

performance 

of the product  

Current 

consumption 

event … 

particular 

consumption 

experience 

… after its 

acquisition 
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Literature 

Source 
Conceptual Definition Response Focus Time 

Bearden 

and Teel 

(1983) 

No conceptual definition. A 

function of consumer 

expectations operationalised 

as product attribute beliefs 

(Olson and Dover 1979) and 

disconfirmation (p. 22).  

   

LaBarbera 

and 

Mazursky 

(1983) 

Postpurchase evaluation. 

Cited Oliver’s (1981) 

definition: An evaluation of 

the surprise inherent in a 

product acquisition and/or 

consumption experience  

(p. 394). 

Evaluation Surprise   

Churchill 

and 

Surprenant 

(1982) 

Conceptually, an outcome of 

purchase and use resulting 

from the buyer’s comparison 

of the rewards and costs of 

the purchase relative to 

anticipated consequences. 

Operationally, similar to 

attitude in that it can be 

assessed as a summation of 

satisfactions with various 

attributes (p. 493).  

Outcome Comparison of 

the rewards 

and costs of 

the purchase 

relative to 

anticipated 

consequences  

 

Westbrook 

and Reilly 

(1983)  

An emotional response to the 

experiences provided by and 

associated with particular 

products or services 

purchased, retail outlets or 

even molar patterns of 

behaviour such as shopping 

and buyer behaviour, as well 

Emotional 

response 

Experiences 

provided by 

and associated 

with particular 

products or 

services 

purchased, 

retail outlets 
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Literature 

Source 
Conceptual Definition Response Focus Time 

as the overall marketplace (p. 

256). An emotional response 

triggered by a cognitive 

evaluative process in which 

the perceptions of (or beliefs 

about) an object, action or 

condition are compared to 

one’s values (or needs, wants, 

desires) (p. 258).  

or even molar 

patterns of 

behaviour 

such as 

shopping and 

buyer 

behaviour 

Perceptions of 

(or beliefs 

about) an 

object, action 

or condition 

are compared 

to one’s 

values  

Oliver 

(1981)  

An evaluation of the surprise 

inherent in a product 

acquisition and/or 

consumption experience. In 

essence, the summary 

psychological state resulting 

when the emotion 

surrounding disconfirmed 

expectations is coupled with 

the consumer’s prior feelings 

about the consumption 

experience (p. 27).  

Evaluation 

Summary 

psychologic

al state 

Emotion 

Surprise 

Disconfirmed 

expectations 

coupled with 

the 

consumer’s 

prior feelings  

Product 

acquisition 

and/or 

consumption 

experience 

Swan, 

Trawick 

and Carroll 

(1980)  

A conscious evaluation or 

cognitive judgement that the 

product has performed 

relatively well or poorly or 

that the product was suitable 

Conscious 

evaluation 

or cognitive 

judgement 

Another 

Product has 

performed 

relatively well 

or poorly or 

that the 

During or 

after 

consumption 
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Literature 

Source 
Conceptual Definition Response Focus Time 

or unsuitable for its 

use/purpose. Another 

dimension of satisfaction 

involves affect of feelings 

toward the product (p. 17).  

dimension 

involves 

affect of 

feelings 

product was 

suitable or 

unsuitable for 

its use/purpose 

Toward the 

product  

Westbrook 

(1980)  

Refers to the favourability of 

the individual’s subjective 

evaluation of the various 

outcomes and experiences 

associated with using or 

consuming it (product) (Hunt 

1977) (p. 49).  

Favourabilit

y of the 

individual’s 

subjective 

evaluation 

Outcomes and 

experiences  

During 

consumption 

 

Source: Giese and Cote (2000). 

 

Some sources have explained customer satisfaction in terms of the relationship 

with customer expectations. Consumer satisfaction is an evaluation of the service or 

product that is over or under a customer’s expectations (Oliver, 1997). Oliver also 

defined satisfaction as ‘pleasurable fulfillment’. Satisfaction in this meaning is when 

customers fulfil their needs, desires and goals. Zineldin (2000) explained that 

customer satisfaction can be described as the emotional reaction of the customer to 

the service they receive, framed by their initial expectation. That is, satisfaction will 

depend on the extent to which the service, meets, exceeds or falls short of those 

expectations (Blanchard and Galloway, 1994). 

Consumer satisfaction can be described as follows:  

A summary affective response of varying intensity. Researchers must provide 

a specific definition of the affective response type as well as the expected intensity 

levels depending on the context of their work.  

A time-specific point of determination and limited duration is also needed. 

Therefore, researchers ought to choose the point of determination which is most 
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suitable for the stated research questions and should specify the expected duration of 

the summary response. It might normally be anticipated that customers could give a 

response concerning satisfaction which is consciously calculated when requested to 

do so by a researcher. Thus, the most accurate responses will be obtained through the 

most suitable timing.  

Aimed towards the focal aspects of product acquisition and/or consumption. 

The researcher needs to determine the focus of interest on the basis of the research 

questions they wish to investigate. The topic could be covering varying ranges of 

consumption or acquisition.  

Tourist satisfaction has attracted considerable research due to its importance, 

and the literature on the topic is, therefore, extensive (Alegre & Cladera, 2006; Alegre 

& Garau, 2010; Chi & Qu, 2009; Gursoy et al., 2003; Gursoy et al., 2007; Mason & 

Nassivera, 2013; Neal & Gursoy, 2008; Oppermann, 1998; Oppermann, 2000; Song 

et al., 2012). The measurement of destination satisfaction is usually based on previous 

research that have slightly different scales. The various concepts and theories have 

been attempted to construct the measurement that creates several different 

perspectives of satisfaction such as value for money and price of services (Yoon & 

Uysal, 2005). 

In these studies, satisfaction was seen as a key component if a tourist 

destination was to achieve success because satisfaction is a vital factor leading to 

customer loyalty (Ozdemir et al., 2012). Kozak and Rimmington (2000) and Yoon 

and Uysal (2005) explained that for destination marketing purposes, tourist 

satisfaction is vital because it guides the selection of the destination as well as 

whether customers will purchase other goods and services and whether they will 

return to visit again in the future. However, while satisfaction does affect loyalty, the 

influence is not identical for all destinations (Kozak & Rimmington, 2000). 

 

2.6 Loyalty 

Customer loyalty is the goal of consumer marketing that can give 

organisations long-term competitive advantage (Krishnamurthi & Raj, 1991). 
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Stepchenkova and Mills (2010) also noted that loyalty plays an important role in the 

survival and success of businesses.  

Earlier studies have examined the antecedents of loyalty among tourists and 

investigated destination image, motivation, visit quality, satisfaction and perceived 

value in various destinations (Bigne, Sanchez, & Sanchez, 2001; Chen & Tsai, 2007; 

Chi & Qu, 2008; Ekinci, Sirakaya-Turk, & Preciado, 2013; Huang & Hsu, 2009). 

 

Table 2.9  Definitions of Customer Loyalty 

Author Definition 

Jacoby and Kyner 

(1973) 

Defines loyalty as ‘a biased behavioral response 

expressed over time by a decision-making unit with 

respect to one or more alternative brands out of a set of 

brands and being a function of psychological processes’. 

Newman and Werbel 

(1973) 

Repeat purchase of particular brand without considering 

purchase of any other available brand  

Jacoby and 

Chestnut (1978) 

Customer’s predisposition towards the brand as a 

function of psychological process 

Bloemer, Ruyter and 

Wetzels (1998) 

Customer’s non-incidental and intentional actions 

displayed over a long period towards a particular 

service/product supplier which operates among numerous 

and similar service/product suppliers.  

Oliver (1999) Defines loyalty as ‘a deeply held commitment to re-buy 

or re-patronize a preferred product or service consistently 

in the future, causing repetitive same brand or same 

brand-set purchasing, despite situational influences or 

marketing efforts’. 

Reichheld (2001) Loyalty ‘refers to the tendency of the person to show 

individual Loyalty and other attempts to empower a 

relationship, rests on relatively more distinct aspects’. 
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Author Definition 

Chegini (2010) Defines loyalty as ‘theory and guidance leadership and 

positive behavior including, repurchase, support and 

offer to purchase which may control a new potential 

customer’. 

 

Sources: Szczepańskal and Gawron (2011). 

 

The problem with this approach has been argued to be the lack of a conceptual 

perspective, which results only in the static consequence of a process which is 

dynamic (Dick & Basu, 1994). When only the behaviour is examined, determining the 

exact reasons for purchasing is not possible. Repeat purchases may arise for no reason 

other than price, convenience and a lack of alternatives, rather than due to actual 

loyalty (Baloglu, 2002; Datta, 2003; Pritchard and Howard, 1997). 

Attitude, in isolation, cannot exactly determine the competitive effects such as 

brand loyalty or other situational factors such as familiarity (Baloglu, 2002; Selin et 

al., 1988). Given the challenge of measuring attitudinal loyalty, the more common 

approach is to use behavioural measures instead as a means of assessing loyalty. 

Opperman (2000) advocated the use of behavioural measures due to the difficulty of 

assessing attitudes over longer periods, while O'Mally (1998) believed that 

behavioural measures offer greater accuracy in determining the success of a brand 

over its rivals.  

Customer loyalty and customer satisfaction are often ambivalent. Oliver 

(1997) explained that most loyal customers are satisfied, whereas satisfied customers 

may not be loyal customers. Yoon and Uysal (2005) argued that loyalty describes 

frequent visits to a destination or the desire to revisit a place. The literature, however, 

does not mention loyalty frequently. Therefore, many questions remain concerning 

the means to induce loyalty in customers over the longer term (Lee, 2005; Yoon & 

Uysal, 2005). 

Destinations must compete against each other for business, and this situation is 

likely to intensify. Accordingly, destination marketing managers must study and 

understand why visitors show loyalty to particular destinations to use strategies which 
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will create such loyalty (Chen & Gursoy, 2001). The literature covering loyalty shows 

that the idea is difficult to conceptualise, as Yoon and Uysal (2005) have observed. 

From a classical perspective, the differing roles played by loyalty can make it difficult 

to define. The various antecedents of attitudes and values are important in generating 

loyalty, but the general concept is based on the capacity to attract attention and induce 

commitment. 

Yoon and Uysal (2005) showed that destinations can be thought of as 

products, which can be visited multiple times or recommended to others by visitors. 

Chen and Gursoy (2001) described loyalty as the phenomenon which arises when 

visitors consider a destination to be good enough to recommend to others because 

relying solely upon repeat visits as an indication of loyalty is not accurate. The reason 

is that those who do not return might simply wish to explore other novel destinations, 

while simultaneously feeling a sense of loyalty to the original destination. Chen and 

Gursoy (2001) also claimed that the intention to recommend remains a suitable 

indicator of loyalty. 

Loyalty is linked to the actions of a visitor once the journey is over, and it can 

be used as a measure of the effectiveness of marketing, thereby guiding 

competitiveness (Lai, Griffin, & Babin, 2009). Recent research has applied the notion 

of brand loyalty in determining which activities would be effective in the tourism 

industry. Key concepts in this area are behaviour, attitudes and the study of 

behaviour-attitude relationships (Bigne, 2005). 

Several previous studies emphasised customer loyalty in two directions. Some 

scholars have emphasised the behaviour of customers/visitors as the revisiting (Yoon 

& Uysal, 2005), repurchasing and considering the sequence and proportion of 

purchases (Oppermann, 2000) and positive word-of-mouth (Bowen and Shoemaker, 

2003; Hussain et al., 2015; Yoon & Uysal, 2005). Other researchers have focused on 

attitudinal loyalty considering aspects such as preferences among the options 

available, repurchase intention, strength of advocacy, admiration and relative attitude . 

Loyalty encourages revisit intention because of previous satisfaction (Jang & 

Feng, 2007). When tourists enjoy positive experiences, this not only encourages them 

to revisit but also ensures that they will recommend the destination to others. The 

literature also confirms that a positive image boosts loyalty (Bloemer & de Ruyter, 
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1998; Lim & O’Cass, 2001). For instance, Bloemer and de Ruyter (1998) examined 

store image and found that the way the image is formed can influence loyalty to the 

store. Malhotra (2004) suggested links between brand loyalty and the self-image and 

brand attitude of customers. However, based on the literature involving loyalty and 

image, the paper proposes that the destination image perceived by tourists will have a 

strong and positive impact on loyalty.  

Moreover, destination image comprises affective, cognitive and conative 

components, while the elements of loyalty comprise attitudinal and behavioural 

dimensions. However, loyalty is also dependent on the perceptions of tourists as 

regards the place itself and takes into account the reports about the place they receive 

from previous visitors (Yoon & Uysal, 2005). To achieve effective loyalty, the image 

of the destination must form a positive impression upon tourists. 

 

2.7 Relationship between Destination Image, Service Quality, Perceived 

Value, Satisfaction and Loyalty  

2.7.1 Relationship between Destination Image and Service Quality 

Several researchers have demonstrated the links between destination image 

and service quality (Bigné et al., 2001; Chen & Tsai, 2007; Lee et al., 2005). (Chen & 

Tsai, 2007) observed that direct and indirect influences are exerted upon behavioural 

intentions by the destination image, with this result supported by Bigné et al. (2001). 

In particular, this applies to the sequence of destination image leading to visit quality, 

leading to perception of value, leading to satisfaction and finally to behavioural 

intentions. Kim et al. (2013), also supported the significant relationship between 

destination image and service quality.    

H1. Destination image directly and positively affects service quality. 

 

 

 

 

 

Destination 

Image 

Service 

Quality 

H1 
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2.7.2 Relationship between Destination Image and Perceived Value  

Chen and Tsai (2007) and Lee et al. (2005) claimed that when tourists 

perceive the value and quality offered by a destination in a positive light, their 

destination image will be favourable. This would translate to satisfaction with that 

destination and would thus lead to loyalty. (Ozturk and Qu (2008) also reported that 

the dimensions of overall destination image could have a significant effect on the 

perceived value from the tourists’ perspective. Similar studies found that destination 

image has significant effects on perceived value, satisfaction and loyalty. 

(Mahasuweerachai & Qu, 2011; Ramesook Munhurrun et al., 2015; Prayogo et al., 

2017) 

H2. Destination image directly and positively affects perceived value. 

 

 

 

 

 

 

2.7.3 Relationship between Destination Image and Satisfaction 

Destination image has been shown to have a positive influence on customer 

satisfaction. Many studies have examined this issue from a global perspective (Oliver, 

1980) but more recent work has begun to focus on the antecedents of satisfaction by 

breaking these down to the attribute level (Oliver, 1993). Oliver (1993) noted that 

attribute satisfaction and satisfaction levels overall are concepts which differ, 

although they are closely related. The influence of attribute satisfaction upon overall 

satisfaction is positive, significant and direct, and can account for a significant 

proportion of the variation seen in overall satisfaction levels (Bolton & Drew, 1991; 

Oliver, 1993; Spreng et al., 1996). Tourism studies examining satisfaction have 

shown that when visitors are satisfied with the specific aspects of their destination 

experience, their overall destination satisfaction will be enhanced (Ross & Iso-Ahola, 

1991; Danaher & Arweiler, 1996; Mayer, Johnson, Hu & Chen, 1998; Hsu, 2003). 

When analysing tourism, it is essential to distinguish between overall satisfaction and 

the satisfaction which is merely linked to specific attributes, since certain aspects of 

Destination 

Image 

Perceived 

Value 

H2 
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tourism are understood to have particular effects on the satisfaction of tourists (Seaton 

& Benett, 1996). In addition to the generic qualities which mark the differences 

between services and goods, which include heterogeneity, perishability, intangibility 

and inseparability (Anantharanthan Parasuraman et al., 1985), a number of other 

qualities can provide a broad and integrated understanding of satisfaction and loyalty 

in the context of the image and attributes of the destination (Chi & Qu, 2008). Results 

have indicated that overall satisfaction can significantly affect loyalty. The image of a 

destination has been shown to have a significant effect on customer satisfaction. 

Analysis of several models was carried out to establish alternative means of 

explaining the model that is proposed in this research study. Although these models 

do not differ greatly in their constituent components, the combination of factors can 

differ in establishing the path towards loyalty. 

H3. Destination image directly and positively affects satisfaction. 

 

 

 

 

  

 

2.7.4 Relationship between Destination Image and Loyalty  

Loyalty can be partly measured in terms of the intention to make 

recommendations as regards the product to which one is loyal. If tourists hold a 

positive image of a particular destination, they are increasingly likely to make 

recommendations that others should also visit. Research has shown direct and positive 

connections between destination image and the intention to recommend, noting that 

the overall image comprises the individual image components, the affective image 

and the cognitive image (Bigné et al., 2001; Lee, Lee & Lee, 2005; McDowall & Ma, 

2010). In a study of tourists on two Spanish islands, a significant and positive link 

was discovered by Bigné et al. (2001) between the overall image and the intention of 

those tourists to recommend the destination to others, as confirmed by the path 

coefficient which measured 0.628. When examining visitors to the Korean World Cup 

of 2002, Lee et al. (2005) found that visitors whose emotional connection with South 

Destination 

Image 
Satisfaction 

H3 
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Korea was greater would be more strongly inclined to recommend the country to 

others. Similarly, in the work of McDowall and Ma (2010) involving visitors to 

Bangkok, Thailand, visitors’ cognitive image could strongly influence those visitors’ 

intentions to recommend Thailand to others. In particular, when perceptions of the 

national attractions, service standards and infrastructure are higher, the visitors are 

more likely to recommend Thailand to others. Likewise, Wu (2016) supported that 

destination image and travel experience have a direct positive effect on loyalty.  

By contrast, Ramseook et al. (2015) found no direct correlation linking loyalty 

and destination image but did. They did, however, confirm that loyalty was directly 

affected by destination image albeit moderated by perceived value and satisfaction.  

H4. Destination image directly and positively affects loyalty. 

 

 

 

 

 

 

Table 2.10  Relationship Linking Destination Image and Other Variables 

Author/Studies Relationships between Related 

Variables  

Sample Dimension 

Bigné et al. (2001) 

 

- destination image →attitudinal 

loyalty  

- destination image →behavioural 

loyalty 

- destination image →composite 

loyalty 

Overall image had the greatest 

impact on tourist loyalty, followed 

by affective image and cognitive 

image. 

514  

Lee et al. (2005) 

Korea’s destination 

- cognitive image (value for money, 

attraction) → perception of service 

451 and 412 

were used 

 

H4 

Destination 

Image 
Loyalty 
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Author/Studies Relationships between Related 

Variables  

Sample Dimension 

image formed quality → tourist satisfaction 

→revisit intention and willingness 

to recommend 

-  cognitive image → affective 

image → perception of service 

quality → tourist satisfaction → 

revisit intention and willingness to 

recommend 

- affective image → perception of 

service quality → tourist satisfaction 

→ revisit intention and willingness 

to recommend 

- affective image → willingness to 

recommend 

Ekinci, Y., & 

Hosany, S. (2006) 

- cognitive image (sincerity, 

excitement and conviviality) → 

intention to recommend (destination 

personality as a moderator)  

275   

Chen (2007) 

factors affect 

behavioural 

intentions Kenting 

Taiwan 

- destination image →trip quality 

- destination image→behavioural 

intentions 

- destination image → trip quality 

→ perceived value  → satisfaction  

→ behavioural intentions 

500 and 393 

usable 

samples 

 

Ryu, K. et al. 

(2008) Quick-

casual restaurant  

- overall image → perceived value 

- overall image & perceived value 

→ satisfaction 

- overall image & perceived value 

→ satisfaction → behavioural 

intentions   

360 and 341 

responses 

 

McDowall and Ma 

(2010) Bangkok’s 

- cognitive image → tourist 

satisfaction 

254 

international 
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Author/Studies Relationships between Related 

Variables  

Sample Dimension 

Performance - cognitive image → retention to 

recommend 

- cognitive image→ 

recommendation  

and 266 

domestic 

tourists 

Prayag and Ryan 

(2012) 

- destination image → overall 

satisfaction 

  

Kim S.H. et al. 

(2013) 

Orlando  

- destination image→ service 

quality  

- destination image→ perceived 

value 

- destination image→ satisfaction → 

loyalty 

608 

Used 581 

 

Ramseook-

Munhurrun et al. 

(2015) Mouritius 

- destination image → perceived 

value  

- destination image → satisfaction  

500  

 

 

 - destination image → loyalty →  300 and 237 

responses 

SERVQUAL  

Destination 

image 

- Psychological 

environment 

- People 

Characteristic 

Loyalty 

Wu, C. W. (2016) - destination image → loyalty  

- destination satisfaction → loyalty  

- destination image → destination 

satisfaction → loyalty 

- consumer experience → 

destination satisfaction 

- consumer experience → loyalty  

475 valid 

responses 

resulting 

-Destination 

image  

six-item scale 

to measure 

destination 

image Gartner 

(1989) and 

Tasci and 

Gartner’s 
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Author/Studies Relationships between Related 

Variables  

Sample Dimension 

(2007)  

-Destination 

satisfaction 

(nine items) 

-Loyalty (four 

items)   

Prayogo et al. 

(2017) Umbul 

Ponggok, Klaten 

Indonesia 

- destination image →perceived 

value → revisit intention  

- destination image → revisit 

intention  

200 error 

17, used 

183 

 

 

The present study will examine destination images for Chinese high- value 

tourists and find significant factors that influence them to be loyal visitors. This 

relates to the work of previous scholars above.  

 

2.7.5 Relationship between Perceived Value and Satisfaction 

Perceived value can predict consumer satisfaction and by extension determine 

behavioural intentions (Cronin et al., 2000). Bojanic (1996) found a strong positive 

correlation between satisfaction and perceived value in a tourism scope. Similarly, 

Kim et al. (2013) found a statistically significant relationship between perceived value 

and customer satisfaction, while many other studies confirmed that perceived value is 

able to affect satisfaction, quality perceptions and loyalty (Chen & Chen, 2010; Chi, 

2011; Gallarza & Saura, 2006; Sun et al., 2013) 

H5. Perceived value directly influences overall satisfaction.   

   

 

 

 

 

 

Perceived 

Vale 
Satisfaction 

H5 
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2.7.6 Relationship between Perceived Value and Loyalty 

Many earlier research studies have indicated that positive outcomes are 

strongly influenced by perceived value (Chen & Chen, 2010). Satisfaction is among 

these outcomes, along with loyalty and positive consumer intentions (Anderson, 

Fornell & Lehmann, 1994; Baker, Parasuraman, Grewal & Voss, 2002; Chen & Chen, 

2010; Lee, Yoon & Lee, 2007; Williams & Soutar, 2009). Yang et al. (2004) also 

demonstrated that consumer loyalty is positively driven by customer satisfaction and 

perceived value.  In the last two decades, the concept of value has also extended 

interests in tourism scholars due to its recognised effect on tourists’ perception of 

quality, satisfaction and loyalty (Babin & Kim, 2001; Kashyap & Bojanic, 2000; 

Murphy, Pritchard, & Smith, 2000; Oh, 2003; Petrick & Backman, 2001; Petrick, 

Morais, & Norman, 2001; Tam, 2000). 

H6. Perceived value directly affects loyalty.  

 

 

 

 

 

 

Table 2.11  Association between Perceived Value and its Related Variables 

Author/Studies Relationships 

between Variables 

Related 

Sample Dimension 

Choi et al. (2004) 

Health care 

business in South 

Korea  

- perceived value → 

behavioural intentions  

557 patients 537 usable 

questionnaires  

 

Chen (2007)  

factors affect 

behavioural 

intentions Kenting 

- perceived 

value→satisfaction 

 

500 questionnaires were 

delivered and 393 usable 

samples 

 

Perceived 

Vale 

Destination 

Loyalty 

H6 
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Author/Studies Relationships 

between Variables 

Related 

Sample Dimension 

Taiwan 

Lee (2007) 

Festival 

Attendees’ 

Behavioural 

Intention 

-perceived value  → 

behavioural intentions 

-perceived value → 

customer satisfaction 

→ behavioural 

intentions 

427 tourist the 241 

visitors who responded 

 

Chen, C. F., & 

Tsai, M. H. 

(2008). 

TV travel product 

shopping  

-perceived value → 

satisfaction  

-perceived value → 

loyalty  

1000 questionnaire 407 

usable samples 

 

Aston (2009) 

Hotel Restaurant 

Co-branding 

- perceived value 

(perceived brand 

image, perceived 

quality, perceived 

sacrifice)→intention to 

revisit  

  

Chen, C. F., & 

Chen, F. S. (2010) 

Heritage tourist 

- perceived value → 

satisfaction  

- perceived value → 

behavioural intentions 

600 questionnaire, 477 

usable 

 

Khan et al 2011 - Perceived functional 

value → behaviour 

intention 

- Perceived relation 

value →  behaviour 

intention 

 Perceived 

relational value 

(conflict, trust, 

reputation, 

solidarity, 

communication) 

Functional 

value 

(responsive, 
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Author/Studies Relationships 

between Variables 

Related 

Sample Dimension 

reliability, 

empathy, price 

and flexible) 

Kim S.H. et al. 

(2013) 

Orlando  

- perceived value → 

satisfaction  

- perceived value → 

loyalty 

- perceived 

value→satisfaction → 

loyalty 

608 questionnaires  

Used 581  

 

Candan (2013) - Perceived value → 

customer loyalty  

500 Questionnaire - functional  

- emotional 

- epidermis 

- conditional 

- social  

Kuo, N. T. et al 

(2013) 

Travel agent  

- perceived value→ 

customer satisfaction 

→ customer loyalty  

  

Yang Y., et al 

(2014).  

Outbound 

Mainland Chinese 

travellers  

- emotional value → 

satisfaction  

- emotional value → 

loyalty  

 

 Perceived value  

- functional 

value (cognitive 

value) 

- emotional 

value (affective 

value)  

Luo et al. (2018) 

Chinese millennial  

- Emotional value → 

loyalty 

- Social value → 

loyalty  

- Epistemic value → 

loyalty 

  

 

2.7.7 Relationship between Service Quality and Satisfaction 

One of the key antecedents of satisfaction, as well as perceived value, is 

service quality (Cronin & Taylor, 1992; Fornell et al., 1996; Baker & Crompton, 

2000; Caruana et al., 2000; Baker & Crompton, 2002; Petrick & Backman, 2002). 

Service quality is also able to serve as a predictor of the intention to make repeat 
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purchases (Getty & Thompson, 1994; Baker & Crompton, 2000). A number of studies 

have confirmed the direct and positive influence of service quality in generating 

satisfaction (Anderson & Sullivan, 1993; Cronin et al., 2000; Brady & Robertson, 

2001). Moreover, not only has service quality on destination area been 

comprehensively studied but also various area in the tourism and hospitality industry 

due to the many scales to test service quality. For instance, the various sectors have 

included healthcare (Carman, 1990; Babakus & Mangold, 1992; Kilbourne, Duffy, 

Duffy & Giarchi, 2004), banking (Cronin & Taylor, 1992; Spreng & Singh, 1993; 

Amin & Isa, 2008; Ramseook-Munhurrun & Naidoo, 2011) and telecommunications 

(van der Wal, Pampallis & Bond, 2002; Lai, Li & Bai, 2007). 

H7. Service quality positively affects satisfaction.  

 

 

 

 

 

 

2.7.8 Relationship between Service Quality and Loyalty 

As stated earlier, destination marketing relies on the underlying ideas of 

satisfaction and service quality because they ultimately influence the decisions of 

consumers . Many studies have tried to determine the nature of the relationships 

between quality, satisfaction and value to develop models (Hutchinson, 2009). Most 

researchers have focused on the way service quality affects customer behaviour via 

the influence of satisfaction and value (Anderson, 1993; Gotlieb, 1994; Patterson, 

1997; Cronin, 2000) reported that customers’ behavioural intentions were directly 

affected by service quality in four main sectors, namely, fast food, entertainment, 

spectator sports and participatory sports. These findings were also supported by a 

number of other studies (Boulding, 1993; Parasuraman, 1988; Parasuraman, 1991; 

Taylor, 1994; Zeithaml, 1996). 

 

 

 

Service 

Quality Satisfaction 

H7 
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H8. Service quality positively affects loyalty.  

 

 

 

 

 

 

2.7.9 Relationship between Satisfaction and Loyalty 

Several scholars have analysed the connection between loyalty and consumer 

satisfaction ; Anderson & Sullivan, 1993; Blackston, 2000; Keller, 1993). Previous 

research has shown that in the case of the relationship between brand loyalty and 

consumer satisfaction, any increase in the level of satisfaction can boost attitudinal 

brand loyalty (Bennett, 2001; Bolton, 1998; Jones & Suh, 2000).  

Studies have found that satisfaction is related with the selection of a 

destination and the inclination to make repeat visits (Bigne, Andreu, & Gnoth, 2005; 

Hultman et al., 2015; Kozak & Rimmington, 2000). Satisfaction positively affects 

loyalty in the form of promoting the intention to revisit and to recommend to others 

(Bigne et al., 2001; Chen & Tsai, 2007; Hosany & Prayag, 2013; Prayag, 2008). 

Several studies have explored the antecedents of customer loyalty (Backman & 

Crompton, 1991; Cronin, Brady, & Hult, 2000), and the outcomes indicate that 

satisfaction is effectively able to predict loyalty (Cronin et al., 2000; Petrick & 

Norman, 2001). Several studies have shown the positive association between loyalty 

and customer satisfaction (Anderson & Sullivan, 1993; Cronin et al., 2000; Hosany & 

Prayag, 2013). In the tourism sector, empirical studies indicate that tourist satisfaction 

can strongly determine the likelihood of repeat visits of destination recommendations 

to others (Kozak & Rimmington, 2000; Hultman et al., 2015). However, these effects 

do not apply for all destinations in all parts of the world (Kozak & Rimmington, 

2000). In the international context, satisfaction has been yet to be shown to lead 

directly to loyalty. In comparison with findings related to the purchase of consumer 

goods, repeat tourism visits are not so common because of the limiting factors of time 

and cost and because satisfied customers are still willing to try alternative destinations 

for variety (Michels & Bowen, 2005).  

H8 
Service 

Quality 

Destination 

Loyalty 
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H9. Satisfaction directly and positively influences loyalty.  

 

 

 

 

 

 

Table 2.12  Relationship between Service Quality and other Variables 

Author/Studies Relationships between Variables 

Related 

Sample Dimension 

Choi et al. 

(2004) 

Health care 

business in 

South Korea 

- service quality → perceived value → 

customer satisfaction → behavioural 

intentions 

- service quality → behavioural 

intentions 

557 patients 

537 usable 

questionnaires 

 

Kang (2004)  - Overall service quality → Customer 

satisfaction 

  

González 

(2007) 

- service quality → customer 

satisfaction → behavioural intentions 

 SERVQUAL  

 

Castro (2007)  - service quality → customer 

satisfaction → intention to 

recommend/ intention to revisit  

1526 used  

Kim S.H. et al. 

(2013) 

Orlando  

- service quality→ satisfaction   

- service quality → loyalty 

- service quality → satisfaction → 

loyalty  

608 

questionnaires  

Used 581  

 

Satsanguan, 

L.et al. (2015) 

Nursing home  

- service quality → customer 

satisfaction  

- service quality → corporate image 

200 

questionnaires 

 

Lee (2016) - perceived service quality → 

customer satisfaction → customer 

loyalty  

 

300 used 242 SERVQUAL  

 

Satisfaction Destination 

Loyalty 

H9 
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Author/Studies Relationships between Variables 

Related 

Sample Dimension 

Prayogo et al. 

(2017) Umbul 

Ponggok, 

Klaten 

Indonesia 

- service quality → perceived value → 

revisit intention  

- service quality → revisit intention 

200 

questionnaires 

error 17, used 

283  

 

 

2.8 Overview of General Condition of Southern Thailand Provinces  

2.8.1 Physical Aspects 

2.8.1.1 Location and Territory  

Southern Thailand is located on the Malay Peninsula. Flanked by the 

Gulf of Thailand, the east coast has a coastline length of 877 km and the Andaman 

Sea on the west coast has a coastline length of 1,093 km. The region consists of 14 

provinces: Chumphon, Surat Thani, Nakhon Si Thammarat, Phatthalung, Songkhla, 

Ranong, Phang Nga, Phuket, Krabi, Trang, Satun, Narathiwat, Yala and Pattani. The 

upper part borders Myanmar for a short distance and the lower part of the region 

borders Malaysia for a distance of approximately 180 km. 

2.8.1.2 Topographical Features  

The region has a total area of around 70,714 km2.  It has two types of 

topography. On the west side are the Tanaosri Mountain Range and the Phuket 

Mountain Range, which are the origins of various rivers such as the Kra Buri River 

and the Tapi River. The central area of the region has the Nakhon Si Thammarat 

Mountains spanning the north–south line. The east is characterised by a large flat area 

suitable for the cultivation of important crops of the region. It includes important 

wetland areas such as Thale Noi and Songkhla Lake. It also has island areas scattered 

in the sea on both sides, which are important tourist attractions of the region, such as 

Koh Samui, Koh Phangan, Koh Similan, Koh Surin, Koh Phi Phi and Koh Lipe. 

2.8.1.3 Tourism Resources  

The southern region has a wide variety of tourism resources. For marine 

and coastal tourism, Phuket and Samui are representative. For inland land tourism, 

representatives include Ratchaprapha Dam in Surat Thani Province, Mount Luang in 
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Nakhon Si Thammarat Province and Banthat Mountain Range in Phatthalung 

Province. Spa tourism and health tourism may be found in Ranong, Krabi and 

Phatthalung. Historical tourism is found in Nakhon Si Thammarat province. The 

south also has unique arts and cultures such as shadow puppet shows, Manora and 

food with unique flavours from a combination of Thai, Chinese and Muslim. The 

southern region has a multicultural society in Songkhla and Satun provinces. 

The southern region’s tourism income is high, at THB 774,048 million 

in 2017, a 12.84 percent increase compared with the previous year. This accounted for 

31.61 percent of the country’s total tourism revenue. The province with the highest 

revenue from tourism was Phuket, with THB 423,012.85, followed by Krabi and 

Surat Thani. The average growth of tourism income during the past five years (2013–

2017) is 17.83 percent, higher than the national level with an average growth rate of 

14.31 percent.  The expenditure of tourists and length of stay are mostly concentrated 

in marine tourism. In 2017, the province with the highest average daily expenditure 

per person was Phuket at THB 7,256.7, followed by Phang Nga Province at 

THB 5,090.7 and Krabi Province at THB 5,034.2. As regards length of stay, the 

province where tourists stay the longest is Phang Nga Province at 5.3 days, followed 

by Surat Thani at 4.6 days and Krabi Province at 4.5 days. These provinces are mostly 

coastal.  

2.8.1.4 Phuket  

Phuket is a province in the upper southern part of Thailand, located 

between latitude 7 degrees 45 minutes to 8 degrees 15 minutes north and longitude 98 

degrees 15 minutes to 98 degrees 40 minutes. It is the largest island in Thailand 

located in the west of the Andaman Sea. The Indian Ocean has 32 satellite islands. 

The widest and longest parts of Phuket are 21.3 and 48.7 km. Phuket’s area is 543.034 

km2. The satellite islands have an area of 27 km2 for a total area of 570.034 km2. 

Northern territory; from Pak Phra Strait, Phang Nga Province, connected by Sarasin 

Bridge and Thep KaSATri Bridge. Easthern Territory; next to the sea in Phang Nga 

Province. Western and Southern Territory; next to the Andaman Sea, Indian ocean.   

Major tourist attractions in Phuket are white sand beaches, clear waters, 

bright sunlight and convenience in terms of travel, accommodation, restaurants, 

souvenir shops, travel agencies and colourful performances. The island is surrounded 
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by emerald green waters and has white sandy beaches that are ideal for relaxation and 

conducive to fun activities. The west coast is characterised by bays and has fine white 

sand beaches such as Patong Beach, Kata and Karon Beach. The eastern part is mostly 

mangrove forests and mud beaches, while the southern area has beautiful coral reefs.  

In addition to the big island, the surrounding small islands are also 

tourist attractions that should not be overlooked because of their white sandy beaches 

and crystal clear waters such as Racha Island, Coral Island and Coconut Island. 

Phuket has grown into an important tourist destination not only because of the 

beautiful landscape. Phuket is also full of cultural stories that have accumulated in 

people’s way of life, indicating a long prosperity since the early Christian era. Phuket, 

then called ‘Thalang’ and ‘Jungceylon’, was a port and trading centre that mariners 

used in their travels between China and India. The highlight product is tin ore. It is an 

asset in the soil that has created income for the city for a long time. Therefore, this 

island is full of value in historical background and abundant natural resources, both on 

land and under water, including assorted tourist attractions that can be visited year-

round (Development Plan for Southern Andaman Provinces 2019–2022). 
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Figure 2.11  Phuket Map 

Source: TAT, Phuket Office (2022).  

 

2.8.1.5 Krabi  

Krabi is a small province with considerable natural tourism resources 

and ancient cultural heritage, harmoniously blending the lives of people of different 

races, religions and beliefs. The west coast of the south borders the Andaman Sea. 

Along the national highway, Krabi is about 814 km away from Bangkok. Krabi has a 



90 

total area of 4,708.512 km2, or approximately 2,942,820 rai. It borders the following 

provinces: 

North: Phang Nga Province and Surat Thani Province. 

South: Trang Province and the Andaman Sea. 

East: Nakhon Si Thammarat province and Trang Province. 

West: Phang Nga Province and the Andaman Sea. 

Krabi Province has terrain mainly characterised by Limestone 

Mountain, an isolated low mountain with limestone caves, hot springs and pools 

caused by land subsidence dotted with undulating slopes and hills. The plain at the top 

of the area. The middle of the area includes a major mountain range, namely, Phanom 

Benja, extending in the north to south.  Krabi also has a west coast about 160 km long 

with the nature of a sinking coast.  As a result, the shores have a dented appearance at 

various heights. Some zones have mountains next to the coast, like Mt. Garose. Krabi 

has about 154 large and small islands, with only 13 inhabited by humans. The large 

islands include Koh Lanta and Ko Phi Phi, which are rated as beautiful. Travel 

destinations around the world. The most famous activity in Krabi is rock climbing at 

Railay Bay, and rock climbing shops are situated around the bay. Another equally 

famous activity is kayaking along the bay along the mangrove forest or rowing out to 

the sea. For those who love the underwater world, Krabi has shallow and deep dive 

sites to choose from such as around Poda Island, Phi Phi Island, Rok Island, Hin 

Muang, Hin Daeng, Ha Yai Island and Hin Pida. Krabi is a province that has potential 

for domestic and international tourism. It has a variety of tourist attractions, especially 

marine attractions, art, cultural history and health. Krabi ranked the fifth-highest 

revenue from tourism after Bangkok, Phuket, Chonburi and Chiang Mai 

(Development Plan for Southern Andaman Provinces 2019–2022). 
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Figure 2.12  Krabi Map 

Source: TAT (n.d., as cited in Emagtravel, 2022).  

 

2.8.1.6 Surat Thani (Koh Samui)  

Koh Samui is an archipelago district in the Gulf of Thailand in Surat 

Thani Province, with one-third of the area being a plain surrounded by mountains. 

Considered one of the major tourist attractions on the coast of the Gulf of Thailand, 

Koh Samui District has an area of approximately 252 km2, and Koh Samui itself has 
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an area of approximately 228 km2. It is also the third-largest island in Thailand after 

Phuket and Koh Chang. The district is divided into 7 sub-districts with 39 villages. 

The sub-districts are Ang Thong Sub-District, Lipa Noi Sub-District, Taling Ngam 

Sub-District, Namuang Sub-District, Maret Sub-District, Bophut Sub-District and 

Mae Nam Sub-district. The only local government is Koh Samui Municipality, 

covering almost all areas of Koh Samui (Koh Samui Municipality Office, 2017) 

Originally, in terms of tourist attractions, Koh Samui was famous as 

Thailand’s important coconut plantation area, but today it has become a world-class 

vacation destination that is popular with foreign tourists. It has shops, restaurants, 

hotels, institutions and many tourist attractions. Chaweng Beach is the showpiece 

beach of Koh Samui, at about 7 km long. Koh Samui also has Lamai Beach, Choeng 

Mon Beach, Laem Chor Kha, Thong Yang Beach, Nathon Beach, Phang Ka Beach 

and Taling Ngam Beach. In addition, Kao Samui District also has Samui International 

Airport, which has domestic and international airlines (Suratthani Provincial Tourism 

and Sports Office, 2016). 

Surat Thani, Samui Island, is the most popular tourist attraction in 

Thailand because it is natural, has a perfect beach and is clean. It has complete 

facilities of all types. including many types of accommodation have a sharp edge 

Convenient and has it's own Samui airport. Which facilitates the tourism of Koh 

Samui very well. 
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Figure 2.13  Koh Samui Map 

Source: TAT (n.d., as cited in Emagtravel, 2022). 

 

2.9 Summary of Research Hypotheses, A Proposed Hypothetical Model 

and Research Conceptual Framework 

Distribution of the Research Variables 

Following the research of various different theoretical concepts and earlier 

studies into destination image, perceived value, service quality, loyalty and customer 

satisfaction, determining the relevant variables and key theoretical issues for the study 

is possible. These ideas build upon the work of the many researchers whose 

investigations precede the present study, and they can be employed to meet its 

objectives. The key objective of this study is therefore to examine the destination 

image, service quality and perceived value leading to loyalty through tourist 

satisfaction. The projected hypothetical model and research conceptual framework, 
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shown in Figures 2.11 and 2.12, build to developing Thailand’s image as a high-end 

destination to establish loyalty to Chinese high-value tourists. The following 

hypotheses were drawn as follows.  

H1. Destination image directly and positively affects service quality.  

H2. Destination image directly and positively affects perceived value. 

H3. Destination image directly and positively affects satisfaction. 

H4. Destination image directly and positively affects loyalty. 

H5. Perceived value directly affects overall satisfaction.   

H6. Perceived value directly affects loyalty.   

H7. Service quality positively affects satisfaction.  

H8. Service quality positively affects loyalty. 

H9. Satisfaction has a direct and positive influence on loyalty. 
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Figure 2.14  Proposed Hypothetical Model  

 

Service Quality  

-tangibles 

-reliability 

-responsiveness 

-assurance 

-empathy 

-environmental element 

(Parasuraman et al., 1988; 

Hsieh & Chen, 2010) 

Destination Image 

- Natural resources  

- Tourist attraction  

- Culture, history and art 

-  Infrastructure  

- Tourism Atmosphere  

(Mao, 2008)  

Perceived Value 

- Emotional Value  

- Functional Value 

- Social Value 

- Monetary Value 

(Sweeney, Soutar, and 

Johnson (1999), Sheth et al., 

1991, Gallarza, M. G., & 

Saura, I. G. 2006)  

Satisfaction  

- Overall 

Satisfaction  

(Oliver, 1977, 

1980, 1997) 

 

Developing Thailand’s 

image as a high-end 

destination to establish 

destination Loyalty to 

Chinese high-value 

tourists. 
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Figure 2.15  Research Conceptual Framework 

 

 



CHAPTER 3 

 

RESEARCH METHODOLOGY 

The previous chapter provides expansive reviews of applicable literature, 

conceptual framework and hypotheses. The literature assessment showed that 

theoretical views and expertise in previous studies confirmed the importance of 

research objectives via the associated hypotheses. The present study has three main 

objectives: 1) to analyse the factors influencing loyalty of Chinese high-value tourists; 

2) to examine the causal relationships among the constructs service quality, 

destination image, customer expectations, satisfaction, perceived value and loyalty of 

Chinese high-value tourists and 3) to propose a model developing Thailand’s image as 

a high-end destination to establish loyalty to Chinese high-value tourists. To begin the 

examination of the research objectives and those hypotheses, the research 

methodologies are clarified here.  

The objective of this chapter is to explain and justify the methodologies used 

in this research. Principles of research methodologies are presented and research 

methods for a qualitative studies design are endorsed. A quantitative approach was 

performed to check the constructs and their associations. Structural equation 

modelling (SEM) via confirmatory aspect evaluation is the principal approach applied 

for hypothesis testing. 

 

3.1 Research Design 

Parahoo (2004) defined a research design as a plan describing the way facts 

are to be gathered and analysed (Mutai, 2000). The research design offers a principal 

guideline or framework for undertaking the research. Bayman (2010) advocated that 

selecting such a design exactly relied on the nature of the research, its objectives and 

the research questions and hypotheses being developed more particularly. The 

research layout can assist the research. (Sheikh, 2010). The research design will also 
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ensure that the series of facts is proper for the research problems (Bryman & Bell, 

2011). 

Denzin and Lincoln (2000) and Mertens (2005) stated the need to know where 

the researchers’ academic discipline belongs, depending on the methodological 

strategies they use to find the knowledge and how they create a holistic view of it. 

Consequently, the researcher needs to select an appropriate paradigm before choosing 

the accurate methodology for the research. Many researchers have agreed that every 

stage of research starts from deciding on the research problems to analysing and 

interpreting the data that are affected by the paradigm (Denzin & Lincoln, 2000). 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.1  Four Worldviews Used in Research 

Source: Creswell (2003). 

 

Of these four paradigms, the most suitable for the present study will be the 

pragmatic paradigm. It is considered an effective approach to confirm, cross-validate 

or corroborate findings within a single study (Creswell, 2003). This research was 

conducted under a multiple quantitative analysis (SEM and CFA). The objectives of 

the research justify different standpoints on the research question, with two objectives 

examining the destination image of Thailand and suggesting policy recommendations 

for developing Thailand’s image to establish Chinese high-valued tourists’ loyalty. 
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The remaining objectives are different in terms of suitable research methods by using 

the mixed methods procedures. The research will make theoretical and managerial 

contributions to developing a loyalty model for Chinese high-value tourists, building 

on the development of Thailand’s image. This results in recommendations to the 

related actors in creating Thailand’s image to establish Chinese high-value tourists’ 

loyalty. 

The research begins with quantitative data analysis. A survey approach was 

applied with Chinese high-value tourists. SEM was used to test the relationships of 

the models. Such quantitative approaches could be used to generate an overview when 

complicated occurrences are investigated (Chomvilailuk, 2003). The quantitative 

approach was the main method of analysis for this research. 

 

3.2 Research Methodology 

3.2.1 Quantitative Method 

This section presents the quantitative research design under the following 

headings: scale development, measures employed, research instrument, sample and 

sample size, data collection and data analysis.  

Consistent with Creswell (1994), a quantitative approach refers to ‘an inquiry 

into a social or human problem, based on testing a theory composed of variables, 

measured with numbers, and analyzed with statistical procedures, in order to 

determine whether the predictive generalizations of the theory hold true’. Creswell 

(2002) added that ‘this approach is suitable when the researcher wants to test a theory 

or explain or identify factors that influence results. The quantitative approach will 

produce factual, reliable outcome data that is usually generalizable to some larger 

population’ (Denzin & Lincoln, 2000; Patton, 2002).  

The researcher needs to consider the following steps in sampling procedures 

including population, sample size and sampling techniques. 
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Figure 3.2  Quantitative Research Procedure 

 

3.2.2 Target Population 

Before examining the sample design of this study, the researcher must 

consider the target population. The target population is defined as the gathering of 

factors or items that possess the information sought from which the researcher is 

obliged to draw inferences. (Malholtra, 2007). Maholtra also argued that the goal 

population must be defined regarding elements, sampling units and time. Thus, the 

target population of this study is Chinese high-value tourists who travelled to 

Thailand.  

Primarily based on the literature review, Thailand has been recognised as the 

top-ranked destination for Chinese tourists. Although the number of Chinese tourists 

remains at the top among international tourists arriving in Thailand, Thailand would 

like to encourage new segments who are high-value tourists, including families, 

women, weddings, sports and wellness visitors. Only 10% of China’s population, or 
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140 million people, have a passport. Hence, the number of Chinese outbound tourists 

will increase to enhance overseas travel, especially in Thailand (TAT Beijing office). 

The number of Chinese tourists arriving in Thailand is estimated to be 8.26 million 

(Tourism Authority of Thailand, 2018).  

The target population of this study was Chinese tourists travelling to Thailand 

in Phuket, Krabi and Surat Thani (Samui). These provinces are ranked in the top 10 

most popular destinations for Chinese tourists in Thailand (Ctrip and China Tourism 

Academy 2018, Agoda, 2019). Moreover, these provinces also generated tourism 

more than THB 9,000 in revenue in 2017 (TAT, 2017). Consequently, they were 

chosen as the most appropriate sites for this study. Further reports by Ctrip in 2017 

and Agoda in 2018 also stated that Phuket, Krabi and Surat Thani (Samui) were in the 

top 10 most-visited tourist destinations in Thailand. TAT statistics from 2018 

reinforce this, which states that these three provinces were in the top seven most-

visited tourist destinations in Thailand (Table 3.1). The southern part of Thailand is 

known to have the highest tourism revenue. This study selected the three provinces 

with the highest tourism revenue: Phuket, Krabi and Surat Thani (Samui). 

 

Table 3.1  Popular Provinces and their Top Three Sources of International Tourism 

Rank Province Number of 

Tourists (Million) 

Top 3 

1 Bangkok 21.3m 1. China 6.2m 

2. Japan 1.3m 

3. South Korea 1.2m 

2 Chonburi 8.1m 1. China 3.2m 

2. India 0.8m 

3. South Korea 0.5m 

3 Phuket 7.6m 1. China 3.2m 

2. Russia 0.8m 

3. India 0.4m 

4 Chiangmai 4.6m 1. China 1.9m 

2. USA 0.4m 
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Rank Province Number of 

Tourists (Million) 

Top 3 

3. UK 0.2m 

5 Krabi 3.6m 1. China 1.2m 

2. USA 0.2m 

3. UK 0.2m 

6 Songkla 2.9m 1. Malaysia 2.7m 

2. Singapore 0.1m 

3. Indonesia 0.1m 

7 Surat Thani (Samui) 2.7m 1. China 0.4m 

2. Germany 0.3m 

3. UK 0.3m 

  

Source: TAT Intelligence Center (2018). 

 

3.2.3 Sample Size 

A sample is a small set of populations used to explain conclusions about a 

larger group. Samples allow researchers to perform smaller experiments and use 

statistics to explain conclusions about the population, saving researchers time and 

budget by not having to test the entire population. As stated by Mesa et al. (2014), 

using a suitable sample size is required in any study because this may decrease the 

probability of error, respect ethical standards and describe the logistics of the study.  

No general conclusions have been made about the size of the samples to be 

included in a study. Many concepts are used by several researchers to explain the size 

of a sample in a quantitative study.  Bryman (2001) proposed a sample size of 100 or 

larger. Kline (2007) recommended that recommend that the larger the sample size, the 

better the consensus. Kline further stated (2011) that analysing the complex model 

usually requires more samples than a simpler model because has more parameters 

than a simpler model (2011). 

Given that SEM is applied for this research’s analysis, the sample size is 

considerable. If the sample is too small, the correlation coefficient may have a high 

standard error. Hence, an appropriate sample size is needed for the research 
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(Tabachnick, & Fidell, 1996) to decrease the standard error (Snijders & Bosker, 

1999). Several ways are used to determine the sample size required for SEM. As a 

general rule of thumb, SEM studies should include a minimum sample size of 100, as 

Boomsma (1985) suggested. Similarly, Hair et al. (2006) suggested that the sample 

size of SEM should be between 100 and 200.  Hair et al. (2010) also suggested that a 

suitable number of samples is around 200–300. Other researchers (Anderson, & 

Gerbing, 1984; Hair, Black, Babin & Anderson, 2018) indicated that the 

recommended sample size for maximum likelihood estimation (MLE) is 100–500. 

Another method proposed by Bentler and Chou (1987) recommended that five or ten 

observations per estimated parameter might be acceptable (including error terms and 

path coefficients). Stevens (1996) showed that 15 observations to one observed 

variable are needed to identify the structural model. The other rule-of-thumb is that 

SEM studies should strive for 10 cases per variable (Nunnally, 1967).  

For this research, the researcher will sample a minimum 10 times and a 

maximum 20 times for each observed variable. Then, the calculated results should be 

the minimum sampling size that can be diagnosed by SEM between 200 and 300 

samples (Hair et al., 2010). The reliability level is 95 percent and the discrepancy 

level is 5 percent, Thus, sampling size can be calculated as considered (Hair et al., 

2014). This study contained 25 variables studied, and the sample was chosen 15 times 

(Hair et al., 2010; Phayoonpun, 2018). Therefore, the sample should be at least 375 

people. However, this study uses 400 samples for more efficiency. The sampling is a 

representative portion of the entire population.  

 

Table 3.2  Sampling Size by the Proportion of Chinese Tourists in Each Province 

Province Chinese Tourists 2018 Sampling Formula 

Surat Thani (Samui) 0.4 m. 38 0.4*400/4.2 

Krabi 1.2 m. 114 1.2*400/4.2 

Phuket 2.6 m. 248 2.6*400/4.2 

Total 4.2 m. 400  
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3.2.4 Sampling Techniques 

Several sampling methods might be used to create a sample. Sampling 

techniques are broadly categorised into two major types: probability sampling and 

non-probability sampling.  

Probability sampling is also known as random sampling or representative 

sampling. With probability sampling, each member of the population has a known 

(non-zero) probability contained in the sample. The advantages of probabilistic 

sampling are that it reduces the probability of bias, minimises the probability of 

sampling bias, is a more representative sample when using probabilistic sampling 

techniques and is derived from a sample generalised to the population. By contrast, 

this method requires considerable time and budget (Alvi, 2016). 

The non-probability sampling method is called judgement or non-random 

sampling. Not all population units have the same opportunity to participate in the 

study. The selection of samples is based on the examiner’s personal decision. The 

advantages of these methods are less labour, shorter processing time and lower 

research costs. Conversely, the non-probability sampling method can encounter 

systematic errors and sampling biases. Moreover, the sample does not represent the 

population well, and the conclusions drawn from the sample cannot be generalised to 

the population (Alvi, 2016). 

Malhotra (2007) further indicated that each type is classified into several 

sampling techniques, as presented in Figure 3.3. 

The present researcher selected the sample by using multi–stage sampling 

(Cochran, 2007) as follows. 
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Figure 3.3  Sampling Techniques 

Source: Malhotra (2007). 

 

Step 1: The researcher used proportion sampling of tourists by dividing them 

according to the three most popular provinces for tourists in Southern Thailand.  

Step 2: The researcher selected the samples based on a non-probability 

sampling method by purposive sampling, referring to the non-probability sampling 

technique explaining that the population will be selected based on criteria purposely 

identified. The aim of using this method was to confirm that the respondents had 

exact elements appropriate to the study (Haegele & Hodge, 2015). Black (2010) 

indicated that purposive sampling was highly appropriate when the researcher needs 

to reach a targeted sample quickly, saving time and money. 

 

3.2.5 Research Instrument 

3.2.5.1 Questionnaire 

The questionnaire is the most common tool used in destination image 

assessment (Chon, 1991; Baloglu & McCleary, 1999b; Beerli & Martin, 2004b; 

Pikkemaat, 2004). The questionnaire was used as a means of quantitative research. 

Based on a review of relevant literature, the tools of this study were developed in 

terms of quality of service, destination image, customer expectations, satisfaction, 

perceived value and loyalty. The questionnaire was used as a means of quantitative 

research.   
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To serve the study purposes, the questionnaire was designed to consist 

of seven sections including a respondent personal data scale as well as the 

measurement scales for all seven latent constructs.  

Part 1: Respondent’s demographic and travelling information 

This part investigates the sample’s age, nationality, marital status, 

education, occupation, province of residence, annual household income, expenditure 

trip average per day and travelling behaviour in Thailand.  

Part 2:  

Section 1: Perception of Southern Thailand’s destination image  

In this section, variable items were developed from the literature review 

(Table 2.5). A total of 34 questions utilised for evaluating perception of Southern 

Thailand’s destination image were drafted equivalent to the number of observed 

variables obtained from the variable extraction process. The details are in Table 3.3. 

 

Table 3.3  Question Items Used for Destination Images 

No. Variables 
Question 

No. 
Question Items 

1. Natural Resource 

 

Q1. Pleasant climate 

Q2. Beautiful and sandy beaches 

Q3. Fabulous scenery 

Q4. Breathtaking scenery and rich 

resources 

Q5. Picturesque natural attractions  

2. Tourist attractions Q6. Attractive theme parks  

Q7. Wide variety of entertainment 

Q8. Great place for recreation activities  

Q9. Outdoor sport activities e.g. water 

sports 

Q10. Attractive nightlife  

Q11. Lots of shopping opportunities 

Q12. Variety of shopping facilities 
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No. Variables 
Question 

No. 
Question Items 

Q13. Good place to shop 

3. Culture History and 

Arts 

Q14. Customs and lifestyle are special and 

unique 

Q15. Variety of rich and colourful events, 

festivals. 

Q16. Appealing local food and beverage 

Q17. Wide variety of cuisines/restaurants 

Q18. Number of historical sites and 

museums 

Q19. Distinctive history and heritage 

Q20. Vintage buildings  

4. Infrastructure Q21. Good private and public 

transportation 

Q22. Availability of tourist information  

Q23. Tourism directions are clear and 

complete 

Q24. Easy access to the tourist destination 

Q25. Many luxury hotels 

Q26. No language barrier for visitors 

5. Tourist Atmosphere Q27. Good telecommunication facilities 

Q28. Quality public health service facilities 

Q29. Peaceful and restful atmosphere 

Q30. Standard hygiene and cleanliness 

conditions 

Q31. Unpolluted and unspoiled 

environment 

Q32. Generally a safe place 

Q33. Great public security 

Q34. Friendly and helpful local people 
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Section 2: Perceived Value 

This section used a 16-question item measurement scale. The items 

used to measure perceived values covered four aspects:  

1) Functional value focused on ‘perceived utility acquired 

from an alternative’s capacity for functional, utilitarian or physical performance’ 

(Sheth et al., 1991).  

2) Emotional value focused on ‘Tourists’ perceived emotional 

value influences their experiences of and satisfaction with services’ (Otto and Ritchie, 

1996).  

3) Monetary value focused on ‘the financial benefit gained 

from a product as compared to alternatives’ (Sheth et al., 1991).  

4) Social value focused on ‘increase interaction and 

relationship among customers during the tour, having an experienced tour operator, 

and added value from buying a trip (e.g., prestige and special acknowledgment)’ 

(William & Soutar, 2009). Additional details are found in Table 3.4. 

 

Table 3.4  Question Items Used for Perceived Value 

No. Variable 
Question 

No. 
Question Items 

1. Functional Value 

(Quality) 

Q1. Provides consistent quality 

Q2. Provides quality experiences 

Q3. Performs better than other similar 

destinations 

Q4. Meets my expectations 

Q5. Acceptable standard of quality 

2. Monetary Value Q6. Cost of visiting is reasonable 

Q7. Represent value for money  

Q8. Good destination for the price paid 

3. Social Value Q9. Improve the way others perceived me 

Q10. Obtain social approval  

Q11. Make a good impression to others 
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No. Variable 
Question 

No. 
Question Items 

Q12. Feel acceptable to others 

Q13. Southern Thailand is a prestige symbol. 

4. Emotional Value Q14. Give me pleasure  

Q15. Give me a positive feeling 

Q16. Image of myself was improved 

 

Section 3: Service Quality 

Measurement scales utilised in this section consist of 30 items covering 

5 aspects of service quality according to SERVQUAL (Parasuraman, 1990). 

Additional details are shown in Table 3.5. 

 

Table 3.5  Question Items Used for Service Quality 

No. Variables 
Question 

No. 
Question Items 

1. Tangible 

 

Q1. Modern vehicle technology was available 

Q2. The infrastructure is designed well  

Q3. The infrastructure has high-quality standards 

Q4. Possesses visually attractive equipment and 

facilities 

Q5. The accommodations were appealing with 

good design 

Q6. The facilities were appealing with good 

design 

Q7. Physical appearance of the hotel I stayed in 

was clean 

2. Reliabilities Q8. Directions and signs were available properly 

Q9. Directions and signs easily understood  

Q10. Delivering the appropriate service  

Q11. Services were delivered as promised to 
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No. Variables 
Question 

No. 
Question Items 

tourists 

Q12. Schedules were met in a timely manner 

Q13. Willingness of personnel to respond to 

customer requests 

Q14. No troubles occurred with the service 

provided during my stay 

3. Responsiveness Q15. Staff showed enthusiasm in solving problems 

Q16. Staff showed sincere willingness to help and 

assist me 

Q17. Staff provided adequate information about 

the service they deliver 

Q18. Staff provided clear information about the 

service they deliver  

Q19. Staff were able to fulfil my requests promptly  

4. Assurance Q20. Staff were well-trained  

Q21. The level of service quality reinforces my 

confidence in the service provided 

Q22. A detailed, experienced and competent hotel 

escort was provided to facilitate my stay  

Q23. Staff fluently communicate 

Q24. Staff communicate in a good manner  

Q25. Staff have good knowledge 

5. Empathy Q26. Services offered were provided by friendly 

personnel 

Q27. My exceptions and special needs were met as 

expected 

Q28. Personal safety was considered a major 

aspect in every service provided 
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No. Variables 
Question 

No. 
Question Items 

Q29. The staff understand specific needs of their 

customers  

Q30. Offering individual or personal attention to 

customers 

 

Section 4: Satisfaction 

Tourist satisfaction refers to the degree of overall satisfaction or 

pleasure of Chinese high-value tourists gained from the destination that achieved their 

expectations, needs or desires (Lewis and Mitchell, 1990; Dotchin and Oakland, 

1994) after or during trips. More details are shown in Table 3.6. 

 

Table 3.6  Question Items Used for Satisfaction 

No. Variable 
Question 

No. 
Question Items 

1 Enjoyment  

 

Q1. Really enjoy my trip in southern 

Thailand 

2 Right Decision Q2. Choice to visit southern Thailand is the 

wise one  

3 Expectation 

fulfilment 

Q3. Meets my needs during my southern 

Thailand trip 

4 Overall satisfaction Q4. Overall satisfaction on my southern 

Thailand trip 

 

Section 5: Loyalty  

Loyalty refers to the individuals’ decision about recommending the 

destination to others, returning to visit the same destination in the future and 

willingness to stay longer or pay more in the destination  (Robinson & Etherington, 

2006) (Pike et al., 2010). More details are shown in Table 3.7. 
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Table 3.7  Question Items Used for Loyalty  

No. Variable 
Question 

No. 
Question Items 

1. Intention to revisit Q1. Plan to revisit Southern Thailand in 

the future  

2. Intention to 

recommend 

Q2. Willingness to recommendation 

Southern Thailand to others 

3. Intention to say the 

positive word-of-mouth 

Q3. Positive word-of-mouth to others 

about Southern Thailand 

4. Intention to 

recommend 

Q4. Encouraging other people to visit 

Southern Thailand 

5. Intention to revisit 

 

Q5. Always consider Thailand as the first 

choice 

6. Revisiting Q6. Willing to pay more for travel in 

Southern Thailand even if the costs 

increased. 

7. Revisiting 

 

Q7. Continue to visit Southern Thailand 

even if the cost is higher than other 

destinations. 

 

Part 3:  Additional suggestions to building loyalty in Southern Thailand. 

This part is an open-ended question to find suggestions about how to 

build loyalty in Southern Thailand.  

A screening question was also used on the questionnaire’s cover page 

asking whether the respondents were Chinese high-value tourists from first tiers cities 

tourists to make sure that all respondents are targeted subjects. Only Chinese high-

value tourists who had ever travelled to Phuket, Krabi and Surat-Thani (Samui) were 

then requested to give their opinions according to their degree of agreement with the 

statements provided in the question form. 

Given that the purposive samples are Chinese high-value tourists, the 

questionnaire should be in Chinese to avoid ambiguity in questions. Consequently, the 
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researcher translated the questionnaire from English to Chinese according to a 

translation–back-translation procedure (Brislin, 1970). Then, a qualified, separate 

translator examined the questionnaire (review version) as a validation of the language 

used in the translation. After that, the review version was back-translated from 

Chinese to English by two expert reverse translators. Then, the researcher compared 

the two back-translated English versions with the original English questionnaire to 

ensure that the meaning is equivalent. 

The questionnaire was designed to collect tourist information. A seven-

point scale questionnaire was used to prevent personal bias and proper quantitative 

data (Um et al., 2006). Symonds (1924) was the first to suggest that reliability is 

optimised with seven response categories, and other early investigations tended to 

agree. Lewis (1993) also found that seven-point Likert scales resulted in stronger 

correlations with t-test results, and such scales appear to be more suited to electronic 

distribution of usability inventories (Finstad, 2010), especially in relation to attitude 

clustering. Given the reliability of the respondents' responses, the seven-point scale 

could exceed the five-point scale, depending on the selection of items on the scale 

defined in the survey configuration. The seven-point scale also offers a wider range of 

options, increasing the likelihood of matching people’s objective reality. The reason is 

that a seven-point scale reveals more descriptions of the motif and thus appeals 

practically to the ‘faculty of reason’ of the participants (Cox III, 1980). A perfect 

score of five may be fine, but the wider the range, the more effective the comparative 

analysis and the clearer the difference between the evaluations (Kozak, 2000, Kim, 

2013).  

3.2.5.2 Validity 

The questionnaire examined the content validity and language for a 

complete and assessable questionnaire by research and evaluation experts. The index 

of item objective congruence (IOC) is used in questionnaire development for 

evaluating content validity at the item development stage. IOC is a process that 

experts rated degrees on items in the questionnaire about whether they can or cannot 

measure specific objectives listed by the researcher (Rovinelli & Hambleton, 1977). 

An expert will evaluate each item by giving the item a rating of: 
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+1  =  Consistent question 

- 1  =  Uncertain or not decide 

  0  =  Inconsistent question 

  

Formula IOC  =  ΣR 

           N 

where IOC represents item-objective congruence 

    ΣR represents sum of scoring opinion from professionals 

     N    represents number of professionals 

 

According to Thongsanga Pongpaew (2009), the statements which 

could be accepted to be included in the questionnaire should obtain an IOC of more 

than 0.50. For the items rated less than 0.50, the researcher can revise or remove that 

item before testing. 

3.2.5.3 Reliability 

After they researcher revised the questionnaire as suggested by the 

experts, they tried it out with 30 samples that have the same qualifications as those 

used in this research to assure its quality. Cronbach’s alpha coefficient (Cronbach, 

1990, as cited in Nonglak Wiratchai, 1999) was used to analyse the reliability of the 

questionnaire. If the result of each set of questionnaires has an alpha coefficient of 

more than 0.07, then it is reliable. 

Formula 𝛼𝐾 =
𝑘

𝑘−1
 (1 −

Σ𝑆𝑖
2

𝑆𝑡
2 )  

where 𝛼𝐾 represents reliability 

  𝑘 represents number of questions 

  𝑆𝑖
2 represents variance of each question 

  𝑆𝑡
2 represents variance of the whole test 
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Table 3.8  Confidence of the Observed Variables used in the Research 

 Variables 
Number of 

Indicators 

Cronbach’s 

Alpha 

Coefficient 

Destination image 1. Natural Resource 5 0.822 

 2. Tourist attractions 8 0.845 

 3. Culture, History and Arts 7 0.841 

 4. infrastructure 6 0.823 

 5. Tourist Atmosphere 8 0.846 

 Total 34 0.957 

Perceived Value 1. Functional Value (Quality) 5 0.791 

 2. Monetary Value 3 0.701 

 3. Social Value 5 0.771 

 4. Emotional Value 3 0.714 

 Total 16 0.915 

Service Quality 1. Tangible 7 0.826 

 2. Reliabilities 7 0.821 

 3. Responsiveness 5 0.797 

 4. Assurance 6 0.776 

 5. Empathy 5 0.791 

 Total 24 0.950 

Satisfaction 1. Really enjoy my trip in southern 

Thailand 

1 0.733 

 2. Choice to visit southern Thailand 

is the wise one  

1 0.728 

 3. Meets my needs during my 

southern Thailand trip 

1 0.703 

 4. Overall satisfaction on my 

southern Thailand trip 

1 0.731 

 Total 4 0.757 
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 Variables 
Number of 

Indicators 

Cronbach’s 

Alpha 

Coefficient 

Loyalty  1. Plan to revisit Southern Thailand 

in the future  

1 .792 

 2. Willingness to recommend 

Southern Thailand to others 

1 .814 

 3. Positive word-of-mouth to others 

about Southern Thailand 

1 .808 

 4. Encouraging other people to visit 

Southern Thailand 

1 .809 

 5. Always consider Southern 

Thailand as the first choice 

1 .808 

 6. Willing to pay more for travel in 

Southern Thailand even if the costs 

increased. 

1 .826 

 7. Continue to visit Southern 

Thailand even if the cost is higher 

than other destinations. 

1 .805 

 Total 7 0.832 

 

Table 3.8 shows the reliability of the observed variables used in the 

research. The questionnaire was used to analyse the Cronbach’s alpha coefficient with 

the total of 400 samples to find the reliability of the observed variables. 

The Cronbach’s alpha coefficients are as follows: Destination Image, 

0.957; Perceived Value, 0.915; Service Quality, 0.950; Satisfaction, 0.757; and 

Loyalty, 0.832. Those for observable variables had a minimum of 0.70 and a 

maximum of 0.84. The observed variable with the lowest alpha coefficient was 

Monetary Value, which was 0.701, but remained within the specified criterion of 

0.70. The observed variable with the highest alpha coefficient was Tourist 

Atmosphere, with a value of 0.846. A total of 25 observable variables were used in 
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this research. They have alpha coefficients between 0.701–0.846, which is an 

acceptable range. 

In conclusion, the observed variables are reliable and suitable for use in 

the analysis to answer research questions. The researcher also conducted quality 

checks of research tools with corroborative component analysis (CFA) to prove and 

verify the suitability and correctness of the SEM for factors affecting Chinese high-

value tourist loyalty toward Southern Thailand. 

 

3.2.6 Data Collection 

Owing to the COVID-19 situation, the targeted respondents could not travel to 

Thailand, especially in the study areas. This made collecting data in the study areas 

impractical. Therefore, the researcher collected the data through online channels. The 

details are as follows.  

The researcher created a Chinese questionnaire through the online platform by 

using www.wenjuan.com, which is one of the most popular platforms in China. The 

online questionnaires were distributed through travel agencies that are located in 

Beijing, Shenzhen and Hangzhou. Those travel agencies used their databases, and 

they delivered online questionnaires to the targeted respondents personally by sending 

questionnaires directly to their customers who matched the research criteria.  

 

3.2.7 Data Analysis 

Data analysis is a process interpreting the results of the study. As 

recommended by Cresswell (2007), data analysis uses several stages to complete the 

research goal. The following is the processes of data analysis of this research. The 

instruments used for analysing the data were SPSS Statistics and IBM SPSS Amos.  
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Figure 3.4  Data Analysis Framework 

 

 

 

 

 

Data analysis in quantitative phase 

Preliminary data analysis 

- Data cleaning & screening (missing data)  

- Normality 

Descriptive statistics 

- Demographic profile 

- Variables 

Confirmatory Factor Analysis (CFA) 

Structural equation modeling 

 

To validate latent 

variables of each 

research concept 

Identify the latent variables 

influencing exogenous 

variables and test the 

hypothesized relationships 

between each concept 



119 

3.2.7.1 Descriptive Analysis 

1) Descriptive statistics was conducted to determine mean and 

standard deviation scores on service quality, destination image, customer 

expectations, satisfaction, perceived value and loyalty. Frequency and percentage 

distribution were also used to analyse demographic information and travel behaviour 

of Chinese Hi–high-value tourists. 

When collecting the data, the demographic data of the 

respondents were analysed for frequency and percentage. Then, the mean score of 

each question was calculated (part 2: sections 1–5) and interpreted according to the 

classification of the scores into seven levels.  

The range of each level was determined by the class limit, 

which was derived from the following formula (Dawes, 2008; Malhotra & Peterson, 

2006): 

 

  Class limit = (Xmax – Xmin) ÷ Number of class interval 

  0.85 = (7-1) ÷ 7 

     

Therefore, the Chinese high-value tourists’ level of agreement on each 

individual item was based on the mean scores that were interpreted on the following 

criterion: 

 

Likert Scale  Interval Description 

1 1.00–1.85 Strongly disagree 

2 1.86–2.71  Disagree 

3 2.72–3.57 Somewhat disagree 

4 3.58–4.43  Neutral 

5 4.44–5.29 Somewhat agree 

6 5.30–6.15 Agree 

7 6.16–7.00 Strongly agree 

 

2) For construct validity, CFA estimates the relationship 

between constructs to variables and variables to other constructs (Hair et al., 2006). 
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3) The relationship between variables was analysed by an 

analysis of the Pearson correlation coefficient. The data used for analysing the SEM.  

3.2.7.2 Structural Equation Modelling  

SEM is a set of connected relationships that explain a theoretical chain 

of effects (Byrne, 2016). SEM is distinct from other techniques such as multiple 

regression analysis in that it tests the relationships in the model simultaneously rather 

than independently. The SEM approach is a common approach to examining complex 

models with multi-stage relationships (Byrne, 2016). Many of the studies reviewed 

for the literature used SEM as their main analytical approach, taking advantage of the 

ability of the analysis technique to assess complex models (Yoon & Uysal, 2005; 

Huang & Hsu, 2009; Yuksel et al., 2010; Kim et al., 2009; Prayag et al., 2017). These 

studies demonstrated that SEM was an effective approach to assessing the type of 

model proposed for the conceptual framework, with multiple direct and indirect 

relationships. Finally, SEM allows for the use of multiple measures to represent 

constructs (Schumacker & Lomax, 2004). 

The specific SEM analysis technique used in the research is CFA. CFA 

is one of two main factor analysis techniques that measure relationships between 

factors (Brown, 2015). Specifically, CFA ‘is a type of structural equation modeling 

(SEM) that deals specifically with measurement models that is, the relationships 

between observed measures or indicators (e.g. test items, test scores, behavioural 

observation ratings) and latent variables or factors (Brown, 2015, p. 1)’. The main 

purpose of using CFA is to test a measurement model and assess the proposed internal 

relationships based on the hypotheses incorporated into a conceptual framework 

(Brown, 2015). Thus, is CFA ideally known for testing and assessing a structural 

model that the researcher can specify based on existing research. This is in contrast to 

exploratory factor analysis, which is used to organise variable relationships and 

identify possible relationships. 

This research used CFA due to its strengths in testing the relative 

strength of factors in a full model. As the literature review and conceptual framework 

revealed, sufficient existing evidence supports that the relationships of the variables 

can be predicted. Thus, it is appropriate to use CFA to assess the goodness of fit of the 

proposed model and to determine whether the individual factors are significant or 
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insignificant. By measuring the theoretical model simultaneously rather than one 

relationship at a time, CFA also provides a more realistic understanding of the 

interactions of the variables (Brown, 2015). These strengths make it ideal for meeting 

the stated objectives of the research. 

 

Table 3.9  Consistency Index of the Model 

Index Criterion Consideration 

ChiSquare (2) p > .05 p that is more than 0.05 means an appropriated 

model (Goodness of Fit) and consistency with 

empirical data 

Chi-Square 

Distribution 

(2/df) 

< 2.0 CMIN/df must be less than 2. If the more 

CMIN/df is close 0, the more consistency with 

empirical data in the model 

Goodness of Fit 

Index (GFI) 

> 0.90 GFI must be more than 0.90. If the more GFI is 

close to 1, the more consistency with empirical 

data in the model 

The Normal Fit 

Index (NFI) 

> 0.90 The acceptable of NFI should be greater than 

0.09 

Incremental Fit 

Index (IFI)  

> 0.90 To compares the test pattern with the base 

model in which all variables have no 

relationship with a value greater than 0.90, 

which indicates that the theory can be well used 

to explain the relationship of variables, where 

the acceptable IFI value should be greater than 

0.90. 

Adjusted 

Goodness Fit 

Index (AGFI) 

> 0.80 AGFI must be more than 0.90. If the more 

AGFI is close to 1, the more consistency with 

empirical data in the model 

The Root Mean 

Square 

Residual Index 

< 0.05 used to test a hypothesis. The RMR should be 

less than 0.05, which is a good value 
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Index Criterion Consideration 

(RMR) 

Root Mean 

Square Error of 

Approximation 

(RMSEA) 

< 0.05 RMSEA must be less than 0.05. If the more 

RMSEA is close to 0, the less error and the 

more consistency with empirical data in the 

model 

Comparative 

Fit Index (CFI) 

> 0.90 CFI between 0 and 1. If CFI index is more than 

0.90, it is in the level that the model should be 

accepted. 

 

Sources: Hair et al. (2014); Kline (2016); Schumacker and Lomax (2016); Stegman 

(2017). 

  

Table 3.3 demonstrates the consistency index of the model. The researcher 

selected all six index dimensions, namely, 2, 2/df, GFI1, AGFI, CFI and RMSEA to 

test the model consistency based on hypothesis and empirical data. The details are 

provided below. 

1) Chi-square (2) is the statistics used for testing consistency of the 

model based on hypothesis and empirical data. If chi-square is very high and 

statistically significant, then consistency functions differ from zero in terms of 

statistical significance or the model based on hypothesis is not consistent with 

empirical data. Thus, the researcher must adjust the model until chi-square is no 

longer statistically significant. The level of statistical significance (p) is more than 

0.05, which means that the model based on hypothesis is consistent with empirical 

data. 

2) Chi-square distribution (chi-square statistic comparing the tested 

model and the independent model with the saturated model: 2/df). 2/df is chi-square 

(2) divided by degree of freedom. In general, a chi-square less than 3 is a good value, 

and that which is close or equal to 0 is the best value. 

3) Goodness of fit index (GFI) should be in the range 0–1. If GFI is 

equal to 1, then it is the most consistent in that model. However, if GFI is more than 

0.90, then it is at the acceptable level. 
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4) Adjusted goodness fit index (AGFI) should be between 0 and 1.  If 

AGFI is equal to 1, then it is the most consistent in that model. However, if AGFI is 

more than 0.85, it is at the acceptable level. 

5) Comparative fit index (CFI) is considered relational consistency. 

CFI is in between 0 and 1. If CFI is more than 0.95, it is at the acceptable level. 

6) Root mean square error of approximation (RMSEA) is the statistics 

from basic agreement about chi-square. The model based on the hypothesis is not 

consistent with the facts. RMSEA should be less than 0.08 because it means that the 

model based on hypothesis is consistent with empirical data. RMSEA close to zero is 

considered the best value. 

7) Normed fit index (NFI) is a statistical value used to test the 

hypothesis. The acceptable NFI value should be greater than 0.90. The indices were 

based on the concept of Hair et al. (2006), indicating that the model had relative 

harmonisation. 

8) Incremental fit index (IFI) is an index that compares the test pattern 

with the base model in which all variables have no relationship with a value greater 

than 0.90. This indicates that the theory can be well used to explain the relationship of 

variables, where the acceptable IFI value should be greater than 0.90. The result of the 

index is based on the concept of Hair et al. (2006), showing that the model has 

relative harmonisation. 

9) The root mean square residual index (RMR) is a statistical value 

used to test a hypothesis. The RMR should be less than 0.05, which is a good value. 

should be equal to 0 or closest to 0. The result of the index value is based on the 

concept that meets the criteria of Diamantopoulos Siguaw (3000), showing that the 

model is in relative harmony.  

 

3.2.8 Ethical Consideration 

Ethical guidelines for research and experimentation in people means 

guidelines or ethical guidelines about research studies and experiments in people. 

Such guidelines include the Belmont Report, Declaration of Helsinki, International 

Ethical Guidelines for Biomedical Research Involving Human Subjects (CIOMS), 
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International Ethical Guidelines for Epidemiological Studies (CIOMS and WHO) and 

ICH GCP Guidelines (Ethical Guidelines Research in People in Thailand, 2007).  

Commonly used is the Belmont Report, written by the National Commission 

for the Protection of Human Subjects of Biomedical and Behavioral Research. These 

guidelines are easy to remember and comprehensive for all research in people such as 

biomedical science or social science research. 

Ethical principles research in general or the Belmont Report consists of three 

main principles:  

1) Respect for person 

The principle of respect for the person is to respect human dignity, 

which is the basis of practical guidelines of ethics in conducting research in humans. 

 (1) Respect for free and informed consent refers to respect for 

autonomy of decision-making. 

 (2) Respect for privacy refers to respecting the person, personal 

rights, private behaviour, concealed behaviour and so on.  

 (3) Respect for confidentiality refers to keeping the volunteers’ 

personal data confidential. Such data include case report forms, consent forms, videos 

and photos.  

 (4) Respect for vulnerable persons refers to a person who unable to 

fully defend themselves, understand the information about the research received and 

decide independently. Such people include prisoners, students, soldiers, immigrants, 

ethnic minorities, gay people, socially vulnerable people, sex workers and people with 

substance abuse disorder. CIOMS Guidelines 13 and 14 indicate that research in this 

group must be justified and need to have permission from legal representatives and 

volunteers. 

2) Beneficence has two complementary philosophies: 1) doing no 

harm and 2) maximising benefits for the research project and minimising risks to the 

research subjects (The United States Department of Health & Human Services (HHS), 

1979). 

 (1) Physical benefits: Improvement of disease 

 (2) Psychological benefits: Recovering from suffering, feeling of 

helping others in the future 
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 (3) Economic benefits: Financial benefits related to research 

participation  

 (4) Benefit to science/society: Generalisable knowledge, effective 

interventions in the future and changes in practice standards decreasing morbidity and 

mortality 

3) Justice principles include fairness and equity, of which the process 

of participant selection by randomisation with no bias is representative. The benefits 

and risks of the research must be distributed fairly. (HHS, 1979) Guidelines for 

ethical practices relating to participants are as follows (Jennings, 2001) 

 (1) Volunteer consent of the research participant. 

 (2) The rights to refuse to give an answer or all matters. 

 (3) The rights to withdraw from the research project at any time. 

 (4) The rights to know the information of the research clearly.  

 (5) The rights to be protected and not to be harmed during research 

or after research completed. 

 (6) The rights to be kept private and confidential.  

 (7) The rights to access research results. 

One issue raised by many researchers (Creswell, 2009; Dane, 2011; Finn, 

Elliott-White, & Walton, 2000) is participant consent If the research collected data 

from the people, the researcher must have the signed consent to participate in the 

research before providing research information (Creswell, 2009).  



CHAPTER 4 

 

DATA ANALYSIS AND RESEARCH RESULTS 

This research was conducted to study the various factors affecting loyalty 

among Chinese high-value tourists, including perceived value, satisfaction, service 

quality, customer expectation and image. The study aims to investigate the current 

situation and context of Chinese high-value tourists in Phuket, Samui and Krabi 

provinces. A total of 400 questionnaires from Chinese outbound travel agents was 

used as the sample. SPSS and AMOS were used for analysis, and the results are as 

follows. 

4.1 Analysis of demographic profile of respondents. 

4.2 Analysis of tourist behaviour of Chinese high-value tourists. 

4.3 Descriptive analysis of tourist’s perception upon variables in causal 

model 

4.4 Reliability and validation analysis  

4.5 Confirmatory factor analysis 

4.6 Structural equation modeling  

 

4.1 Analysis of Demographic Profile of Respondents 

This part analyses the demographic profile of respondents including gender, 

age, status, education level, occupation, province of residence and average monthly 

income using the frequency and percentage analysis method. 
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Table 4.1  Results of the Analysis of Demographic Characteristics of Chinese Tourists 

Gender Frequency Percentage 

Male 213 53.25 

Female 187 46.75 

Total 400 100.00 

 

Table 4.1 shows the results of the analysis of demographic characteristics of 

400 people classified by gender. The sample had 213 males (53.25 percent) and 187 

females (46.75 percent). 

 

Table 4.2  Number and Percentage of General Information of Respondents Classified 

by Age 

Age Frequency Percentage 

20 - 29 years old 128 32.00 

30 - 39 years old 197 49.25 

40 - 49 years old 66 16.50 

50 – 59 years old 9 2.25 

Total 400 100.00 

 

Table 4.2 shows the results of the analysis of demographic characteristics of 

400 people, classified by age. Most were between 30 and 39 years old, at 197 people, 

representing 49.25 percent. Next were 20–29 years old, 128 people (32.00 percent); 

40–49 years, 66 people (16.50%) and 50–59, 9 people (representing 2.25%). 
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Table 4.3  Number and Percentage of General Information of Respondents Classified 

by Status 

Status Frequency Percentage 

Married / Living together  275 68.75 

Single 122 30.50 

Divorced/Widowed/Separated 3 .75 

Total 400 100.00 

 

Table 4.3 shows the results of the analysis of demographic characteristics of 

400 people, classified by status. Most were married, 275 people (68.75%), followed 

by single people, 122 (30.50 percent). Three divorced people accounted for 0.75 

percent. 

 

Table 4.4  Number and Percentage of General Information of Respondents Classified 

by Educational Level 

Education Frequency Percentage 

Bachelor’s degree 274 68.50 

Postgraduate degree or above 75 18.75 

College Diploma 35 8.75 

High school or below 11 2.75 

Other 5 1.25 

Total 400 100.00 

 

Table 4.4 shows the results of the analysis of demographic characteristics of 

400 people, classified by educational level. The majority (274 people, 68.50%) had a 

bachelor’s degree. Next were postgraduate degree or above (75 people, 18.75 

percent), college diploma (35 people, 8.75 percent) and high school or below (11 

people, 2.75%. Five people (1.25 percent) indicated ‘Other’.  
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Table 4.5  Number and Percentage of General Information of Respondents Classified 

by Occupation 

Occupation Frequency Percentage 

Company employees 180 45.00 

Professional / technical 82 20.50 

Self-employed/Business Owner 59 14.75 

Students 36 9.00 

Government official / Military 30 7.50 

Housewives 11 2.75 

Retired 2 .50 

Total 400 100.00 

 

Table 4.5 shows the results of data analysis of demographic characteristics of 

400 questionnaires, classified by occupation. Most of them (180 people, 45.00 

percent) have occupations as company employees. Next are professional/technical (82 

people, 20.50 percent), self-employed/business owners (59 people, 14.75 percent), 

students (36 people, 9.00 percent), government officials/military (30 people, 7.50%), 

homemakers (11 people, 2.75%) and retired (2 people, 0.50 percent). 

 

Table 4.6  Number and Percentage of General Information of Respondents Classified 

by Province of Residence 

Province of Residence (in 

China) 

Frequency Percentage 

Tianjin 80 20.00 

Shanghai 75 18.75 

Guangzhou 73 18.25 

Hangzhou 49 12.25 

Shenzhen 40 10.00 

Nanjing 30 7.50 

Beijing 27 6.75 
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Province of Residence (in 

China) 

Frequency Percentage 

Wuxi 14 3.50 

Ningbo 8 2.00 

Xuzhou 4 1.00 

Total 400 100.00 

 

Table 4.6 shows the results of the analysis of demographic characteristics of 

400 people, classified by province of residence. A total of 80 people lived in Tianjin 

Province, representing 20.00 percent. Next were Shanghai (75 people, 18.75%), 

Guangzhou (73 people, 18.25 percent), Hangzhou (49 people, 12.25 percent), 

Shenzhen (40 people, 10.00 percent), Nanjing (30 people, 7.50 percent), Beijing (27 

people, 6.75 percent), Wuxi (14 people3.50%), Ningbo (8 people, 2.00 percent) and 

Xuzhou (4 people, 1.00 percent). 

 

Table 4.7  Number and Percentage of General Information of Respondents Classified 

by Average Annual Income 

Annual Household 

Income 

Frequency Percentage 

20,001 - 40,000 USD 141 35.25 

40,001 - 60,000 USD 118 29.50 

60,001 - 80,000 USD 74 18.50 

80,001 – 100,000 USD 59 14.75 

100,001 USD – and above 8 2.00 

Total 400 100.00 

 

Table 4.7 shows the results of the analysis of demographic characteristics of 

400 people, classified by average monthly income. Most of them had an average 

annual income of USD 20,001–40,000 (141 people, 35.25 percent). Next were 

USD 40,001–60,000 (118 people, 29.50 percent), USD 60,001–80,000 (74 people, 
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18.50 percent), USD 80,001–100,000 (59 people, 14.75 percent) and USD 100,001-

and above (8 people, 2.00 percent).  

 

4.2 Results of the Analysis of Tourist Behaviour Data of Chinese Tourists 

This part analyses tourist behaviour of Chinese high-value tourists including 

travel expenses, number of trips, duration of the tour and tourist destinations by using 

the frequency and percentage analysis method. 

 

4.2.1 Expenditure For Last Trip Average Per Day 

The largest proportion of the respondents (136 people, or 34.0%) had daily 

travel expenses of USD 401–500. Next were USD 301–400 (133 people, 33.25 

percent), USD 501–600 (84 people, 21.00 percent), USD 601–700 (31 people, 7.75 

percent) and USD 701 USD and above (14 people, 3.50%). 

 

Table 4.8  Amount and Percentage of Travel Expenses 

Travel expenditure Frequency Percentage 

401-500 USD 136 34.00 

301-400 USD 133 33.25 

501-600 USD 84 21.00 

601-700 USD 31 7.75 

701 USD-and above 14 3.50 

Total 400 100.00 

 

4.2.2 Number of Trips 

Most respondents travel to Thailand with a frequency of 2–3 times (237 

people, 59.25 percent). Next were a frequency of 1 time (72 people, 18.00), 4–5 times 

(48 people, 12.00 percent) and more than 5 times (43 people, 10.75 percent). 
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Table 4.9  Number and Percentage of Travel Times to Thailand within 5 Years 

(Including the Last Time) 

Travelling to Thailand Frequency percentage 

2-3 times 237 59.25 

1 time 72 18.00 

4-5 times 48 12.00 

More than 5 times 43 10.75 

Total 400 100.00 

  

4.2.3 Duration of the Trips in Thailand 

Most of the respondents stay for a duration of less than 1 week (268 people, 

67.00 percent). Next were 1–2 weeks (118 people, 29.50 percent), 3–4 weeks (12 

people, 3.00 percent) and more than 4 weeks (2 people, accounted for 0.50 percent). 

 

Table 4.10  Number and Percentage of Duration of Trip in Thailand 

Duration of Trip in 

Thailand 

Frequency Percentage 

Less than 1 week 268 67.00 

1-2 weeks 118 29.50 

3-4 weeks 12 3.00 

More than 4 weeks 2 .50 

Total 400 100.00 

 

4.2.4 Destinations Travelled to in Southern Thailand 

Most of the respondents have travelled to Phuket (248 people, 62.00 percent). 

Next are Krabi (114 people, 28.50 percent) and Surat Thani (Samui) (38 people, 

9.50%). 
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Table 4.11  Number and Percentage of Tourist Destinations in Southern Thailand 

Destination in Southern 

Thailand 

Frequency Percentage 

Phuket 248 62.00 

Krabi 114 28.50 

Surat Thani (Samui) 38 9.50 

Total 400 100.00 

 

4.3 Descriptive Analysis of Tourist’s Perception upon Variables in Causal 

Model………………………. 

This purpose of this section is to present the basic statistical analysis of 

tourists’ level of agreement with the concerned variables of all factors in the causal 

model, consisting of mean score (x)̅ and standard deviation (SD) and interpreted level 

of the perception. The analytical results are proposed as follows. 

 

4.3.1 Evaluating the Level of Importance to the Destination Image Factor 

Descriptive statistical analysis of tourists’ level of agreement on five 

categories of destination image was based on the mean scores that were interpreted on 

the following criteria (Pimentel and Pimentel, 2019):  

 

Interval 6.16 – 7.00 means Strongly agree 

Interval 5.30 – 6.15 means Agree 

Interval 4.44 – 5.29 means Somewhat agree 

Interval 3.58 – 4.43 means Neutral 

Interval 2.72 – 3.57 means Somewhat disagree 

Interval 1.86 – 2.71 means Disagree 

Interval 1.00 – 1.85 means Strongly disagree 

 

 

 



134 

Table 4.12  Results of the Natural Resources Priority Assessment 

Natural Resource �̅� S.D. Level Rank 

1. Pleasant climate 5.13 1.530 Somewhat 

agree 

5 

2. Beautiful and sandy beaches 5.37 1.474 Agree 3 

3. Fabulous scenery 5.45 1.388 Agree 1 

4. Breathtaking scenery and rich resources 5.40 1.389 Agree 2 

5. Picturesque natural attractions  5.33 1.460 Agree 4 

Total 5.34 1.108 Agree  

 

Table 4.12 shows that in assessing the natural resource priority, the overall 

assessment was Agree, with a mean of 5.34. When considering each factor, ‘Fabulous 

scenery’ was the factor that Chinese high-value tourists rated with the highest mean of 

5.45, at the Agree level, while ‘Pleasant climate’ was rated with the lowest mean with 

5.13, at the Agree level. 

 

Table 4.13  Results of Tourist Attractions Evaluation 

Tourist Attractions �̅� S.D. Level Rank 

1. Attractive theme parks  5.27 1.239 Somewhat agree 7 

2. Wide variety of entertainment 5.54 1.236 Agree 1 

3. Great place for recreation 

activities  

5.40 1.353 Agree 5 

4. Outdoor sport activities e.g. 

water sports 

5.42 1.254 Agree 3 

5. Attractive nightlife  5.43 1.400 Agree 2 

6. Lots of shopping opportunities 5.30 1.405 Agree 6 

7. Variety of shopping facilities 5.26 1.345 Somewhat agree 8 

8. Good place to shop 5.41 1.255 Agree 4 

Total 5.38 .908 Agree  
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Table 4.13 shows that in assessing the importance of tourist attractions, the 

overall assessment was at the Agree level, with a mean of 5.38. Considering each 

factor, ‘Wide variety of entertainment’ was rated with the highest mean of 5.54, 

which is at the Agree level. By contrast, ‘Variety of shopping facilities’ was rated the 

lowest mean of 5.26, which is on the Somewhat agree level. 

 

Table 4.14  Results of the Assessment of the Importance of Culture History and Arts 

Culture History and Arts �̅� S.D. Level Rank 

1. Customs and lifestyle are special and 

unique 

5.40 1.323 Agree 3 

2. Variety of rich and colourful events and 

festivals. 

5.40 1.358 Agree 4 

3. Appealing local food and beverage 5.41 1.362 Agree 2 

4. Wide variety of cuisines/restaurants 5.46 1.280 Agree 1 

5. Number of historical sites and museums 5.32 1.388 Agree 6 

6. Distinctive history and heritage 5.32 1.373 Agree 6 

7. Various vintage buildings  5.30 1.404 Agree 5 

Total 5.37 .970 Agree  

 

Table 4.14 shows that the overall assessment of the importance of culture, 

history and arts was at the Agree level, with a mean of 5.37. The factor ‘Wide variety 

of cuisines/restaurants’ was rated the highest mean of 5.46 at the Agree level. 

‘Distinctive history and heritage’ and ‘Number of historical sites and museums’ were 

rated the lowest mean of 5.32, which was also at the Agree level. 
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Table 4.15  Results of the Assessment of the Importance of Infrastructure 

Infrastructure �̅� S.D. Level Rank 

1. Good private transportation 5.21 1.349 Somewhat 

agree 

6 

2. Availability of tourist information  5.30 1.390 Agree 4 

3. Directions to tourist attractions 

are clear  

5.30 1.380 Agree 3 

4. Directions to tourist attractions 

are complete 

5.28 1.390 Somewhat 

agree 

5 

5. Easy access to the tourist 

destination 

5.39 1.333 Agree 2 

6. Many luxury hotels  5.45 1.323 Agree 1 

Total 5.32 .991 Agree  

 

Table 4.15 shows that in the assessment of the importance of Infrastructure, 

the overall rating was Agree, with a mean of 5.32. Considering each factor, ‘many 

luxury hotels’ was rated with the highest mean of 5.45, at the Agree level. By 

contrast, ‘Good private transportation’ was rated the lowest mean of 5.21, at the 

Somewhat agree level. 

 

Table 4.16  Results of the Tourist Atmosphere Priority Assessment 

Tourist Atmosphere �̅� S.D. Level Rank 

1. No language barrier for visitors 5.00 1.482 Somewhat 

agree 

8 

2. Good telecommunication 

facilities 

5.29 1.331 Somewhat 

agree 

6 

3. Peaceful and restful atmosphere 5.30 1.380 Agree 5 

4. Standard hygiene and cleanliness 5.34 1.364 Agree 2 

5. Unpolluted and unspoiled 

environment 

5.27 1.362 Somewhat 

agree 

7 
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Tourist Atmosphere �̅� S.D. Level Rank 

6. Generally a safe place 5.36 1.332 Agree 1 

7. Great public security 5.33 1.265 Agree 3 

8. Friendly and helpful local people 5.32 1.164 Agree 4 

Total 5.28 .929 Somewhat 

agree 

 

 

Table 4.16 shows that the importance of tourist atmosphere assessment was at 

the Somewhat agree level with a mean of 5.28. ‘Generally safe place’ was rated the 

highest mean of 5.36, at the Agree level. ‘No language barrier for visitors’ scored the 

least, with a mean of 5.00, at the Somewhat agree level.  

 

4.3.2 Assessing the Degree of Importance to the Perceived Value 

Factor……………………. 

Descriptive statistical analysis of tourist’s level of agreement on destination 

value was based on the mean scores that were interpreted on the following criteria:  

 

Interval 6.16 – 7.00 means Strongly agree 

Interval 5.30 – 6.15 means Agree 

Interval 4.44 – 5.29 means Somewhat agree 

Interval 3.58 – 4.43 means Neutral 

Interval 2.72 – 3.57 means Somewhat disagree 

Interval 1.86 – 2.71 means Disagree 

Interval 1.00 – 1.85 means Strongly disagree 
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Table 4.17  Results of the Assessment of the Importance of Functional Value 

(Quality) 

Functional Value (Quality) �̅� S.D. Level Rank 

1. Provides consistent quality 5.19 1.391 Somewhat 

agree 

5 

2. Provides quality experiences 5.45 1.258 Agree 1 

3. Performs better than other 

similar destinations 

5.30 1.370 Agree 4 

4. Meets my expectations 5.34 1.305 Agree 3 

5. Acceptable standard of quality 5.35 1.305 Agree 2 

Total 5.32 .978 Agree  

 

Table 4.17 shows that the importance of functional value (quality) assessment 

overall was at the Agree level, with a mean of 5.32. Considering each factor, 

‘Provides quality experiences’ had the highest mean of 5.45, at the Agree level. 

‘Provides consistent quality’ scored the least, with a mean of 5.19, at the Somewhat 

agree level. 

 

Table 4.18  Results of Monetary Value Assessment 

Monetary Value �̅� S.D. Level Rank 

1. Cost of visiting is reasonable 5.30 1.363 Agree 2 

2. Represent value for money  5.34 1.313 Agree 1 

3. Good destination for the price paid 5.34 1.276 Agree 1 

Total 5.33 1.033 Agree  

 

Table 4.18 shows that Monetary Value was assessed as Agree, with a mean of 

5.33. When considering each factor, ‘Represent value for money’ and ‘Good 

destination for the price paid’ were the most important factors, rated with the mean of 

5.34, which is at the Agree level. ‘Cost of visiting is reasonable’ had the lowest mean 

of 5.30, which is also at the Agree level. 
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Table 4.19  Results of the Social Value Priority Assessment 

Social Value �̅� S.D. Level Rank 

1. Improve the way others perceived 

me 

5.26 1.376 Somewhat 

agree 

3 

2. Obtain social approval  5.15 1.310 Somewhat 

agree 

4 

3. Make a good impression on others 5.34 1.326 Agree 1 

4. Feel acceptable to others 5.34 1.475 Agree 1 

5. Southern Thailand is a prestige 

symbol 

5.27 1.374 Somewhat 

agree 

2 

Total 5.27 .993 Somewhat 

agree 

 

 

Table 4.19 shows that the overall assessment of the importance of social value 

was at the Somewhat agree level with an average mean of 5.27. When considering 

each factor, Make a good impression on others’ and ‘Feel acceptable to others’ were 

rated the highest score of 5.34, which is at the Agree level. By contrast, ‘Obtain social 

approval’ was rated the least, with a mean score of 5.15, which is on the Somewhat 

agree level. 

 

Table 4.20  Emotional Value Assessment Results 

Emotional Value �̅� S.D. Level Rank 

1. Give me pleasure  5.39 1.419 Agree 1 

2. Give me a positive feeling 5.30 1.356 Agree 2 

3. Image of myself was improved 5.28 1.247 Somewhat 

agree 

3 

Total 5.32 1.071 Agree  

 

Table 4.20 shows that the evaluation of the importance of emotional value was 

at the Agree level with an average mean of 5.27. When considering each factor, ‘Give 
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me pleasure’ was rated the highest score of 5.39, which is at the Agree level. By 

contrast, ‘Image of myself was improved’ was rated lowest, at 5.28, which is at the 

Somewhat agree level. 

 

4.3.3 Evaluating the Level of Importance to the Service Quality 

Factor……………………….. 

Descriptive statistical analysis of touristss level of agreement on Service 

Quality was based on the mean scores that were interpreted on the following criteria:  

 

Interval 6.16 – 7.00 means Strongly agree 

Interval 5.30 – 6.15 means Agree 

Interval 4.44 – 5.29 means Somewhat agree 

Interval 3.58 – 4.43 means Neutral 

Interval 2.72 – 3.57 means Somewhat disagree 

Interval 1.86 – 2.71 means Disagree 

Interval 1.00 – 1.85 means Strongly disagree 

 

Table 4.21  Results of Tangible Priority Assessment 

Tangible �̅� S.D. Level Rank 

1. Modern vehicle technology was 

available 

4.95 1.454 Somewhat 

agree 

6 

2. The infrastructure is designed well  5.46 1.228 Agree 1 

3. The infrastructure has high-quality 

standards 

5.29 1.321 Somewhat 

agree 

4 

4. Possesses visually attractive 

equipment and facilities 

5.29 1.316 Somewhat 

agree 

4 

5. The accommodations were appealing 

with good design 

5.36 1.250 Agree 3 

6.The facilities were appealing with good 

design 

 

5.25 1.446 Somewhat 

agree 

5 
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Tangible �̅� S.D. Level Rank 

7. Physical appearance of the hotel I 

stayed in was clean 

5.43 1.232 Agree 2 

Total 5.29 .927 Somewhat 

agree 

 

 

Table 4.21 shows that the overall Tangible Priority Assessment was at the 

Somewhat agree level, with a mean of 5.29. Considering each factor, ‘The 

infrastructure is designed well’ was rated the highest with a mean of 5.46, which is at 

the Agree level. By contrast, ‘Modern vehicle technology was available’ was rated the 

least at 4.95, which is at the Somewhat agree level. 

 

Table 4.22  Results of the Assessment of the Level of Importance in Reliabilities 

Reliabilities �̅� S.D. Level Rank 

1. Directions and signs were available 

properly 

5.54 1.244 Agree 1 

2. Directions and signs easily 

understood  

5.41 1.312 Agree 4 

3. Delivering the appropriate service  5.28 1.340 Somewhat 

agree 

7 

4. Services were delivered as promised 

to tourists 

5.39 1.261 Agree 5 

5. Schedules were met in a timely 

manner 

5.44 1.285 Agree 3 

6. Willingness of personnel to respond 

to customer requests 

5.46 1.252 Agree 2 

7. No troubles occurred with the service 

provided during my stay 

5.38 1.296 Agree 6 

Total 5.41 .893 Agree  
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Table 4.22 shows that overall, the assessment of the importance of reliabilities 

was at the Agree level, with a mean of 5.41. Considering each factor, ‘Directions and 

signs were available properly’ was rated the highest at 5.54, which is at the Agree 

level. ‘Delivering the appropriate service’, was rated the least at 5.28, which is on the 

Somewhat agree level.  

 

Table 4.23  Results of the Assessment of the Level of Importance in Responsiveness 

Responsiveness �̅� S.D. Level Rank 

1. Staff showed enthusiasm in solving 

problems 

5.41 1.306 Agree 3 

2. Staff showed sincere willingness to help 

and assist me 

5.43 1.319 Agree 2 

3. Staff provided adequate information about 

the service they deliver 

5.36 1.282 Agree 5 

4.Staff provided clear information about the 

service they deliver  

5.39 1.343 Agree 4 

5. Staff were able to fulfil my requests 

promptly 

5.47 1.319 Agree 1 

Total 5.41 .976 Agree  

 

Table 4.23 shows that the overall assessment of the importance of 

responsiveness had a mean of 5.41, at the Agree level. Considering each factor, ‘Staff 

were able to fulfil my requests promptly’ had the highest mean of 5.47, which is at the 

Agree level. ‘Staff provided adequate information about the service they deliver’ had 

the lowest mean score at 5.36, which is also at the Agree level. 
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Table 4.24  Results of the Assessment of the Level of Importance in Assurance 

Assurance �̅� S.D. Level Rank 

1. Staff were well-trained  5.43 1.288 Agree 3 

2. The level of service quality reinforces my 

confidence in the service provided 

5.41 1.329 Agree 4 

3. A detailed, experienced and competent 

hotel escort was provided to facilitate my 

stay  

5.34 1.334 Agree 6 

4. Staff fluently communicate 5.36 1.315 Agree 5 

5. Staff communicate in a good manner  5.51 1.280 Agree 2 

6. Staff have good knowledge  5.59 1.225 Agree 1 

Total 5.44 .890 Agree  

 

Table 4.24 shows that the overall results of the assessment of the importance 

of assurance were at the Agree level with a mean of 5.44. When considering each 

factor, ‘Staff have good knowledge’ was rated the highest at 5.59, which is at the 

Agree level. ‘A detailed, experienced and competent hotel escort was provided to 

facilitate my stay’ was rated the lowest at 5.34, which is also at the Agree level. 

 

Table 4.25  Results of the Assessment of the Level of Importance in Empathy 

Empathy �̅� S.D. Level Rank 

1. Services offered were provided by 

friendly personnel 

5.43 1.306 Agree 3 

2. My exceptions and special needs were 

met as expected 

5.41 1.325 Agree 4 

3. Personal safety was considered a major 

aspect in every service provided 

5.44 1.279 Agree 2 

4. The staff understand specific needs of 

their customers  

 

5.45 1.215 Agree 1 
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Empathy �̅� S.D. Level Rank 

5. Offering individual or personal attention 

to customers 

5.33 1.162 Agree 5 

Total 5.41 .929 Agree  

 

Table 4.25, the overall assessment of empathy was at the Agree level, with a 

mean of 5.41. When considering each factor, ‘The staff understand specific needs of 

their customers’ was rated the highest mean of 5.45, which is at the Agree level. 

‘Offering individual or personal attention to customers’ scored the lowest mean of 

5.33, which is also at the Agree level. 

 

4.3.4 Assessing the Level of Importance to the Satisfaction Factor 

Descriptive statistical analysis of tourist’s level of agreement on satisfaction 

was based on the mean scores that were interpreted on the following criteria:  

 

Interval 6.16 – 7.00 means Strongly agree 

Interval 5.30 – 6.15 means Agree 

Interval 4.44 – 5.29 means Somewhat agree 

Interval 3.58 – 4.43 means Neutral 

Interval 2.72 – 3.57 means Somewhat disagree 

Interval 1.86 – 2.71 means Disagree 

Interval 1.00 – 1.85 means Strongly disagree 

 

Table 4.26  Results of the Assessment of the Level of Satisfaction 

Satisfaction �̅� S.D. Level Rank 

1. Really enjoy my trip in southern 

Thailand 

5.27 1.440 Somewhat 

agree 

4 

2. Choice to visit southern Thailand is the 

wise one  

5.59 1.186 Agree 1 

3. Meets my needs during my southern 

Thailand trip 

5.38 1.323 Agree 3 
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Satisfaction �̅� S.D. Level Rank 

4. Overall satisfaction on my southern 

Thailand trip 

5.40 1.317 Agree 2 

Total 5.41 1.003 Agree  

 

Table 4.26 shows that the importance of satisfaction was assessed at the Agree 

level, with a mean of 5.41. When considering each factor, ‘Choice to visit southern 

Thailand is the wise one’ was rated the highest at 5.59, which is at the Agree level. 

‘Really enjoy my trip in southern Thailand’ was rated the lowest at 5.27, on the 

Somewhat agree level. 

 

4.3.5 Evaluating the Importance of the Loyalty Factor 

Descriptive statistical analysis of tourist’s level of agreement on loyalty was 

based on the mean scores that were interpreted on the following criteria:  

 

Interval 6.16 – 7.00 means Strongly agree 

Interval 5.30 – 6.15 means Agree 

Interval 4.44 – 5.29 means Somewhat agree 

Interval 3.58 – 4.43 means Neutral 

Interval 2.72 – 3.57 means Somewhat disagree 

Interval 1.86 – 2.71 means Disagree 

Interval 1.00 – 1.85 means Strongly disagree 

 

Table 4.27  Results of Loyalty Assessment 

Loyalty  �̅� S.D. Level Rank 

1. Plan to revisit Southern Thailand in the 

future  

5.16 1.329 Somewhat 

agree 

7 

2. Willingness to recommend Southern 

Thailand to others 

5.54 1.232 Agree 1 

3. Positive word-of-mouth to others 

about Southern Thailand 

5.39 1.369 Agree 2 
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Loyalty  �̅� S.D. Level Rank 

4. Encouraging other people to visit 

Southern Thailand 

5.38 1.308 Agree 3 

5. Always consider Southern Thailand as 

the first choice 

5.28 1.271 Somewhat 

agree 

4 

6. Willing to pay more for travel in 

Southern Thailand even if the costs 

increased. 

5.25 1.403 Somewhat 

agree 

5 

7. Continue to visit Southern Thailand 

even if the cost is higher than other 

destinations. 

5.22 1.346 Somewhat 

agree 

6 

Total 5.32 .934 Agree  

 

Table 4.27 shows that the overall assessment of loyalty was at the Agree level, 

with a mean of 5.32. When considering each factor, ‘Willingness to recommend 

Southern Thailand to others’ had the highest score with a mean of 5.54, which is at 

the Agree level. ‘Plan to revisit Southern Thailand in the future’ scored the least at 

5.16, which is on the Somewhat agree level. 

 

Table 4.28  Variables that will be Used in this Chapter 

Variable Descriptive 

NAT Natural Resource 

NAT1 Pleasant climate 

NAT2 Beautiful and sandy beaches 

NAT3 Fabulous scenery 

NAT4 Breathtaking scenery and rich resources 

NAT5 Picturesque natural attractions 

TAT Tourist attractions 

TAT1 Attractive theme parks 

TAT2 Wide variety of entertainment 

TAT3 Great place for recreation activities 
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Variable Descriptive 

TAT4 Outdoor sport activities e.g. water sports 

TAT5 Attractive nightlife 

TAT6 Lots of shopping opportunities 

TAT7 Variety of shopping facilities 

TAT8 Good place to shop 

CHA Culture History and Arts 

CHA1 Customs and lifestyle are special and unique 

CHA2 Variety of rich and colourful events and festivals. 

CHA3 Appealing local food and beverage 

CHA4 Wide variety of cuisines/restaurants 

CHA5 Number of historical sites and museums 

CHA6 Distinctive history and heritage 

CHA7 Various vintage buildings 

INF Infrastructure 

INF1 Good private transportation 

INF2 Availability of tourist information  

INF3 Directions to tourist attractions are clear  

INF4 Directions to tourist attractions are complete 

INF5 Easy access to the tourist destination 

INF6 Many luxury hotels 

TMP Tourist Atmosphere 

TMP1 No language barrier for visitors 

TMP2 Good telecommunication facilities 

TMP3 Peaceful and restful atmosphere 

TMP4 Standard hygiene and cleanliness 

TMP5 Unpolluted and unspoiled environment 

TMP6 Generally a safe place 

TMP7 Great public security 

TMP8 Friendly and helpful local people 

FUN Functional Value (Quality) 
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Variable Descriptive 

FUN1 Provides consistent quality 

FUN2 Provides quality experiences 

FUN3 Performs better than other similar destinations 

FUN4 Meets my expectations 

FUN5 Acceptable standard of quality 

MON Monetary Value 

MON1 Cost of visiting is reasonable 

MON2 Represent value for money  

MON3 Good destination for the price paid 

SOC Social Value 

SOC1 Improve the way others perceived me 

SOC2 Obtain social approval  

SOC3 Make a good impression on others 

SOC4 Feel acceptable to others 

SOC5 Southern Thailand is a prestige symbol 

EMO Emotional Value 

EMO1 Give me pleasure  

EMO2 Give me a positive feeling 

EMO3 Image of myself was improved 

TAN Tangible 

TAN1 Modern vehicle technology was available 

TAN2 The infrastructure is designed well  

TAN4 Possesses visually attractive equipment and facilities 

TAN5 The accommodations were appealing with good design 

TAN6 The facilities were appealing with good design 

TAN7 Physical appearance of the hotel I stayed in was clean 

REL Reliabilities 

REL1 Directions and signs were available properly 

REL2 Directions and signs easily understood 

REL3 Delivering the appropriate service 
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Variable Descriptive 

REL5 Schedules were met in a timely manner 

REL6 Willingness of personnel to respond to customer requests 

REL7 No troubles occurred with the service provided during my 

stay 

RES Responsiveness 

RES1 Staff showed enthusiasm in solving problems 

RES2 Staff showed sincere willingness to help and assist me 

RES3 Staff provided adequate information about the service they    

deliver 

RES4 Staff provided clear information about the service they 

deliver  

RES5 Staff were able to fulfil my requests promptly  

ASS Assurance 

ASS1 Staff were well-trained  

ASS2 The level of service quality reinforces my confidence in the 

service provided 

ASS3 A detailed, experienced and competent hotel escort was 

provided to facilitate my stay  

ASS4 Staff fluently communicate 

ASS5 Staff communicate in a good manner 

ASS6 Staff have good knowledge 

EMP Empathy 

EMP1 Services offered were provided by friendly personnel 

EMP2 My exceptions and special needs were met as expected 

EMP3 Personal safety was considered a major aspect in every 

service provided 

EMP4 The staff understand specific needs of their customers  

EMP5 Offering individual or personal attention to customers 

SAT Satisfaction 

SAT1 Really enjoy my trip in southern Thailand 
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Variable Descriptive 

SAT2 Choice to visit southern Thailand is the wise one 

SAT3 Meets my needs during my southern Thailand trip 

SAT4 Overall satisfaction on my southern Thailand trip 

LOY Loyalty  

LOY1 Plan to revisit Southern Thailand in the future 

LOY2 Willingness to recommend Southern Thailand to others 

LOY3 Positive word-of-mouth to others about Southern Thailand 

LOY4 Encouraging other people to visit Southern Thailand 

LOY5 Always consider Southern Thailand as the first choice 

LOY6 
Willing to pay more for travel in Southern Thailand even if 

the costs increased. 

LOY7 
Continue to visit Southern Thailand even if the cost is higher 

than other destinations. 

 

4.4 Reliability and Validation Analysis 

In this section, the correlation problem was analysed between the model 

variables of factors affecting Chinese high-value tourist loyalty toward Southern 

Thailand to test whether a multi-collinearity problem existed. The results can be 

summarised as follows: 

 

4.4.1 Verifying Variable Correlation Problems 

The purpose of this study is to investigate the relevant factors and influencing 

factors of China’s high-value tourists’ loyalty towards southern Thailand. It includes 

Destination Image, Perceived Value, Satisfaction, Service Quality and Loyalty. The 

correlation is 0.247–0.793, and the positive correlation coefficient does not exceed 

0.80. The results show that the independent variables are independent, uncorrelated 

and not controlled. In addition, it is based on the influencing factor model of China’s 

high-value tourists’ loyalty toward Southern Thailand. Results are shown in Table 

4.29.  
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4.4.2 Examination of the Distribution of Descriptive Statistics  

The results of the analysis of the statistical examination of the model variables 

comprise the five latent variables of Destination Image, Perceived Value, Service 

Quality, Satisfaction and Loyalty. This resulted in 25 observed variables with a range 

of 4.60–6.00, the lowest being 1.00 and the highest 7.00, with a mean between 5.16–

5.54, at the Agree level. The standard deviation (SD) ranged from 0.93–1.41, 

indicating that the data were distributed close to the mean and that the standard 

deviation was not greater. 30% of the mean and have a variance or square of the 

standard deviation to measure the distribution of the data between 0.86-1. 99 When 

considering the skewness or asymmetry of the distribution as a whole, variables are 

distributed in a skewed right-to-left manner, showing that the data for all variables 

have a score above the mean. With a skew value between (−1.42) to (−0.71) and a 

kurtosis value between (−0.17) and 2.35, the variable is considered slightly higher 

than the normal curve. From the analysis results, the variable is assumed to have a 

slightly higher than normal curve. The acceptable skewness and kurtosis criterion 

under the normal curve were skewed not more than 3.00 and 10.00, respectively 

(Poonpong Suksawang, 2013), showing that the variables were consistent and suitable 

to be used. To analyse and import the SEM for the factors in this study, the results are 

shown in Table 4.30. 

 

Table 4.30  Examination of the Descriptive Statistical Distribution of Model Variables 

Factors Affecting Chinese High-Value Tourist Loyalty toward Southern 

Thailand 

Variable Range Min Max x  SD. Variation Skewness Kurtosis 

Service Quality    

DSQ1 5.00 2.00 7.00 5.26 1.00 1.00 −0.84 0.09 

DSQ2 5.00 2.00 7.00 5.39 0.99 0.98 −1.12 0.93 

DSQ3 5.80 1.20 7.00 5.41 0.98 0.95 −1.42 2.35 

DSQ4 5.67 1.33 7.00 5.39 1.03 1.07 −1.17 1.15 

DSQ5 5.00 2.00 7.00 5.41 0.93 0.86 −1.33 1.53 
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Variable Range Min Max x  SD. Variation Skewness Kurtosis 

Destination Image   

DIM1 5.60 1.20 6.80 5.34 1.11 1.23 −1.40 1.64 

DIM2 4.67 2.17 6.83 5.37 0.96 0.93 −1.11 0.67 

DIM3 4.83 2.00 6.83 5.38 0.98 0.97 −1.14 0.77 

DIM4 4.60 2.00 6.60 5.30 1.02 1.05 −1.06 0.33 

DIM5 5.50 1.50 7.00 5.31 0.99 0.98 −1.10 0.92 

Perceived Value 

PDV1 5.00 2.00 7.00 5.32 0.98 0.96 −1.11 0.80 

PDV2 5.00 2.00 7.00 5.33 1.03 1.07 −1.04 0.71 

PDV3 5.25 1.75 7.00 5.27 1.04 1.07 −0.97 0.46 

PDV4 5.33 1.67 7.00 5.32 1.07 1.15 −1.26 1.11 

Satisfaction 

SAT1 6.00 1.00 7.00 5.21 1.41 1.99 −0.78 −0.10 

SAT2 6.00 1.00 7.00 5.50 1.22 1.49 −0.86 0.73 

SAT3 6.00 1.00 7.00 5.41 1.27 1.60 −0.94 0.69 

SAT4 6.00 1.00 7.00 5.40 1.30 1.68 −0.99 0.86 

Loyalty         

LOY1 5.00 2.00 7.00 5.16 1.33 1.77 −0.71 −0.17 

LOY2 6.00 1.00 7.00 5.54 1.23 1.52 −1.01 1.01 

LOY3 6.00 1.00 7.00 5.39 1.37 1.87 −1.03 0.96 

LOY4 6.00 1.00 7.00 5.38 1.31 1.71 −1.09 1.13 

LOY5 6.00 1.00 7.00 5.28 1.27 1.61 −1.03 1.44 

LOY6 6.00 1.00 7.00 5.25 1.40 1.97 −0.92 0.47 

LOY7 6.00 1.00 7.00 5.22 1.35 1.81 −1.04 0.86 
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Defining symbols and abbreviations used in data analysis 

 

 

Instead of observable variables 

 

Instead of latent variable or element 

 Instead of the causal relationship variable 

 

Instead of the variables are related 

 

4.5 Confirmatory Factor Analysis  

Statistical criteria used in data analysis 

The chi-square (χ2) test should be less than 2.00, indicating that the model is 

harmonious with the empirical data, based on the concepts of Hair et al. (2006), 

Bollen (1989) and Sorbon (1996). 

The comparative fit index (CFI) is a relative fit index, where a good CFI 

should have a value of 0.90 or higher, indicating that the model is relatively 

harmonious. The effect of index values is based on the concept of Hair et al. (2006). 

The goodness of fit index (GFI) represents the amount of variance and 

covariance described by the model. The results of the index values are based on the 

concepts of Hair et al. (2006) and Mueller (1996). A good value should be 0.90 or 

higher, indicating that the model is relatively harmonious. 

The adjusted goodness of fit index (AGFI) expresses the amount of variance 

and covariance described by an adjusted model with degrees of freedom. The results 

of the index values are based on the concepts of Hair et al. (2006) and Mueller (1996). 

A good value should be 0.90 or greater or greater than 0.80. According to the concept 

of Gefen et al. (2000), the model is considered highly harmonious relatively. 
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Root mean square error of approximation (RMSEA) is a statistical value used 

to test hypotheses. A good RMSEA value should be less than 0.05 or between 0.05 

and 0.08. 

The root mean square residual index (RMR) should be less than 0.05 to 

conclude that the model is consistent with the empirical data. 

In the normed fit index (NFI), when the acceptable NFI value should be 

greater than 0.90, the model is relatively harmonious. This is based on the concept of 

Hair et al (2006). 

The incremental fit index (IFI) should be greater than 0.90, indicating that the 

model has relative harmonisation. The effect of index values is based on the concept 

of Hair et al (2006). 

The convergent validity of the structural model was examined by the 

following tests. For each factor, the t value associated with each of the loadings was 

significant at the 0.01 level. The results indicated that all factors were significantly 

related with their specific constructs, verifying the posited relationships among 

indicators and constructs.  

The construct reliability (CR) and the average variance extracted (AVE) were 

also computed for the latent constructs. For CR and AVE, all constructs surpassed the 

threshold values of 0.50 and 0.60, respectively. Therefore, all factors in the 

hypothesised structural model showed acceptable reliability.  

According to Fornell and Larcker (1981), discriminant validity can be 

established when the AVE values for the latent constructs are compared with the 

squared correlations between the corresponding constructs and none of the squared 

correlations surpass the AVE. These tests indicated that the discriminant validity was 

upheld for the destination image construct. Having satisfied the psychometric 

properties of the measurement model, it was appropriate to proceed to examine the 

structural relationship among the different sets of factors.  

In this section, the harmoniousness of the model was examined using a 

validation component analysis of the model factors affecting Chinese high-value 

tourist loyalty toward Southern Thailand. The variables used in the analysis consisted 

of Destination Image, Perceived Value, Service Quality, Satisfaction and Loyalty. The 

result is a high-performance organisation which was used to perform a corroborative 
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component analysis. The arrow linking technique was used between the difference 

between the two variables by considering the modification indices (MI). The results 

of the analysis for each variable are summarised as follows. 

 

4.5.1 Results of the Component Confirmation Composition Analysis 

(Destination Image: DIM) 

The results of the model analysis of the confirmatory components of the 

studied model in the Destination Image aspect consisted of five indicator variables: 

Natural Resource; Tourist Attractions; Culture, History and Arts; Infrastructure and 

Tourist Atmosphere. A total of 34 variables were observed. The test results were 

consistent with the empirical data at a good level, with chi-square = 371.446, df = 

407.0, Sig. = 0.896 > 0.05 and CMIN/df. 0.913 < 2.0. The consistency index values 

are as follows. The CFI was 1.000 > 0.90, The GFI) was 0.949 > 0.90, AGFI was 

0.925 > 0.80, RMSEA was 0.000 < 0.05, RMR is 0.049 < 0.05. The NFI was 0.946 > 

0.90 and IFI was 1.006 > 0.90. This measurement is accurate (showing validity) as 

shown in Figure 4.1 and Table 4.31.  
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Figure 4.1  Model Confirmation Composition Factors Affecting Chinese High-Value 

Tourist Loyalty toward Southern Thailand, Destination Image 
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Table 4.31  Analysis of Factors Affecting Chinese High-Value Tourist Loyalty toward 

Southern Thailand for Destination Image 

Destination Image  λ  SE. t-value R2 AVE CR. 

Natural Resource     0.525 0.825 

NAT1 (parameter 

constant) 

0.72 - - 52.0%   

NAT2 0.69 0.07 13.246** 47.0%   

NAT3 0.68 0.07 12.403** 46.0%   

NAT4 0.70 0.07 13.451** 49.0%   

NAT5 0.70 0.07 12.919** 49.0%   

Tourist attractions     0.539 0.836 

TAT1 (parameter 

constant) 

0.61 - - 38.0% 

  

TAT2 0.58 0.09 10.530** 34.0%   

TAT3 0.64 0.09 12.048** 41.0%   

TAT4 0.64 0.10 10.835** 41.0%   

TAT5 0.60 0.11 10.303** 36.0%   

TAT6 0.67 0.11 10.920** 45.0%   

TAT7 0.65 0.11 10.387** 42.0%   

TAT8 0.60 0.10 10.351** 36.0%   

Culture History and Arts      0.525 0.837 

CHA1 (parameter 

constant) 

0.62 - - 38.0%   

CHA2 0.72 0.10 11.810** 51.0%   

CHA3 0.67 0.10 11.237** 45.0%   

CHA4 0.67 0.09 11.245** 45.0%   

CHA5 0.61 0.10 10.338** 37.0%   

CHA6 0.67 0.09 12.391** 45.0%   

CHA7 0.60 0.10 10.209** 36.0%   
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Destination Image  λ  SE. t-value R2 AVE CR. 

Infrastructure     0.532 0.820 

INF1 (parameter constant) 0.62 - - 38.0%   

INF2 0.70 0.10 11.470** 49.0%   

INF3 0.72 0.10 11.604** 52.0%   

INF4 0.68 0.10 11.130** 46.0%   

INF5 0.63 0.10 10.490** 39.0%   

INF6 0.60 0.09 10.026** 35.0%   

Tourist Atmosphere     0.509 0.840 

TMP1 (parameter 

constant) 

0.50 - - 25.0% 

  

TMP2 0.66 0.12 10.023** 43.0%   

TMP3 0.70 0.14 9.404** 48.0%   

TMP4 0.62 0.12 9.282** 38.0%   

TMP5 0.71 0.14 9.473** 50.0%   

TMP6 0.67 0.13 9.222** 45.0%   

TMP7 0.64 0.12 9.02** 41.0%   

TMP8 0.53 0.11 8.09** 28.0%   

 

Note: ** Statistically significant at the 0.001 level  

 

The results of the confirmation component analysis of Factors Affecting 

Chinese High-Value Tourist Loyalty toward Southern Thailand in the Destination 

Image aspect at a statistical significance level of 0.001 consisted of five latent 

variables: Natural Resource; Tourist Attractions; Culture, History and Arts; 

Infrastructure and Tourist Atmosphere. A total of 34 variables were observed. The 

weight coefficients were between 0.50–0.72, greater than 0.40. A discrepancy was 

observed between 0.07–0.14. The multiple-squared correlation coefficient (R2) was 

25.0%–52.0%. The AVE was between 0.509–0.539, greater than 0.50. In other words, 

the measurement model has good convergence straightness and good unity of the 

variables, and the total reliability (CR) was 0.820–0.840, greater than 0.60. This 
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indicates that the observed variables and latent variables in the confirmatory 

component model on the Destination Image aspect had high discriminative accuracy. 

The results were measured with high discriminative accuracy, indicating the unity of 

the latent variables that satisfies the criterion. An SEM, Factors Affecting Chinese 

High-Value Tourist Loyalty toward Southern Thailand, can be imported as 

summarised by the components as follows. 

Natural Resource consists of five indicators with element weights between 

0.69–0.72 and 46.0%–52.0% variance. The indicators are as follows. 1.) ‘Pleasant 

climate’ had an element weight of 0.7 and 52.0% variance. 2.) ‘Beautiful and sandy 

beaches’ had an element weight of 0.69 and 47.0% variance. 3.) ‘Fabulous scenery’ 

had a composition weight of 0.68 and 46.0% variance. 4.) ‘Breathtaking scenery and 

rich resources’ had an element weight of 0.70 and 49.0% variance. 5.) ‘Picturesque 

natural attractions’ had an element weight of 0.70 with 49.0% variance. All five 

indicators were statistically significant at the 0.001 level, meaning that all five 

indicators were able to measure the destination image in terms of Natural Resources. 

Tourist Attractions consists of eight indicators with element weights between 

0.58–0.67 and 34.0%–45.0% variance. The indicators are as follows. 1.) ‘Attractive 

theme parks’ had an element weight of 0.61 and 38.0% variance. 2.) ‘Wide variety of 

entertainment’ had an element weight of 0.58 and 34.0% variance. 3.) ‘Great place for 

recreation activities’ had an element weight of 0.64 and 41.0% variance. 4.) ‘Outdoor 

sport activities e.g.  water sports’ had an element weight of 0.64 and 41.0% variance. 

5. ‘Attractive nightlife’ had an element weight of 0.60 and 36.0% variance. 6.) ‘Lots 

of shopping opportunities’ had an element weight of 0.67 and 45.0% variance. 7.) 

‘Variety of shopping facilities’ had an element weight of 0.67 and 45.0% variance. 8.) 

‘Good place to shop’ had an element of 0.67 and 45.0% variance. All eight indicators 

were statistically significant at 0.001, meaning that all of them can measure 

destination image in the Tourist Attractions perspective. 

Culture, History and Arts consists of seven indicators with element weights 

between 0.60–0.72 and 37.0%–51.0% variation. The indicators are as follows.  

1) ‘Customs and lifestyle are special and unique’ had an element weight of 0.62 and 

38.0% variance. 2) ‘Variety of rich and colourful events and festivals’ had an element 

weight of 0.72 with 51.0% variance. 3) ‘Appealing local food and beverage’ had an 
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element weight of 0.67 with 45.0% variance. 4) ‘Wide variety of cuisines/restaurants’ 

had an element weight of 0.67 and 45.0% variance. 5) ‘Number of historical sites and 

museums’ had an element weight of 0.61 and 37.0% variance. 6) ‘Distinctive history 

and heritage’ had an element weight of 0.67 and 45.0% variance. 7) ‘Various vintage 

buildings’ had an element weight of 0.60 with 36.0% variance. All seven indicators 

were statistically significant at the 0.001 level, meaning that all of them can measure 

the destination image in Culture, History and Arts. 

Infrastructure consists of six indicators with element weights ranging from 

0.62–0.72, 35.0%–52.0%. The indicators are as follows. 1) ‘Good private 

transportation’. 2) ‘Availability of tourist information’ had an element weight of 0.70 

and 49.0% variance. 3) ‘Directions to tourist attractions are clear’ had an element 

weight of 0.72 and 52.0% variance. 4) ‘Directions to tourist attractions are complete’ 

had an element weight of 0.68 and 46.0% variance. 5) ‘Easy access to the tourist 

destination’ had an element weight of 0.63 and 39.0% variance. 6) ‘Many luxury 

hotels’ had a composition weight of 0.60 and 35.0% variance. All six indicators were 

statistically significant at 0.001, meaning that all of them could measure the 

destination image via Infrastructure. 

Tourist Atmosphere consists of eight indicators with element weights between 

0.62–0.71 and a variation of 25.0%–50.0%. The indicators are as follows. 1) ‘No 

language barrier for visitors’ had an element weight of 0.50 and 25.0% variance. 2) 

‘Good telecommunication facilities’ had a component weight of 0.66 and 43.0%. 3) 

‘Peaceful and restful atmosphere’ had an element weight of 0.70 with 48.0% variance. 

4) ‘Standard hygiene and cleanliness’ had an element weight of 0.62 and 38.0% 

variance. 5) ‘Unpolluted and unspoiled environment’ had an element weight of 0.71 

and 50.0% variance. 6) ‘Generally a safe place’ had an element weight of 0.67 and 

45.0% variance. 7) ‘Great public security’ had an element weight of 0.64 and 41.0% 

variance. 8) ‘Friendly and helpful local people’ had an element weight of 0.53 and 

28.0% variance. The eight indicators were statistically significant at the 0.001 level, 

meaning that all of them were able to measure the destination image via Tourist 

Atmosphere. 
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4.5.2 Results of the Constituent Consensus Analysis (Perceived Value: 

PDV)……………………………… 

The results of the model analysis of the confirming variables of Factors 

Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand in 

Perceived Value had four indicator variables: Functional Value, Monetary Value, 

Social Value and Emotional Value. A total of 16 variables were observable. The test 

results were consistent with the empirical data at a good level, with chi-square = 

88.635 df = 81.0 Sig. = 0.263 > 0.05 and CMIN/df. = 1.094 < 2.0. CFI was 0.997 > 

0.90, GFI was 0.974 > 0.90, AGFI was 0.956 > 0.80, RMSEA was 0.015 < 0.05, 

RMR was 0.044 < 0.05. The NFI was 0.965 > 0.90 and IFI was 0.997 > 0.90. These 

indices have met a predetermined threshold indicating, that the model in the free-form 

comparison (NFI) was 0.965 > 0.90. This measurement is accurate (showing validity), 

as shown in Figure 4.2 and Table 4.32. 
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Figure 4.2  Model Corroborative Factors Affecting Chinese High-Value Tourist 

Loyalty toward Southern Thailand, Perceived Value 
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Table 4.32  Factors Affecting Chinese High-Value Tourist Loyalty toward Southern 

Thailand, Perceived Value 

Perceived Value λ  SE. t-value R2 AVE CR. 

Functional Value      0.504 0.799 

FUN1 (parameter 

constant) 

0.75 - - 56.0%   

FUN2 0.62 0.06 11.770** 39.0%   

FUN3 0.62 0.07 11.928* 39.0%   

FUN4 0.69 0.07 12.131** 47.0%   

FUN5 0.64 0.07 12.299** 41.0%   

Monetary Value     0.502 0.686 

MON1 (parameter 

constant) 

0.66 - - 44.0%   

MON2 0.65 0.09 10.950** 42.0%   

MON3 0.63 0.08 10.775** 40.0%   

Social Value      0.506 0.772 

SOC1 (parameter 

constant) 

0.65 - - 42.0%   

SOC2 0.60 0.08 10.406** 36.0%   

SOC3 0.60 0.09 10.467** 36.0%   

SOC4 0.73 0.10 12.349** 53.0%   

SOC5 0.60 0.09 10.498** 36.0%   

Emotional Value     0.506 0.715 

EMO1 (parameter 

constant) 

0.71 - - 51.0%   

EMO2 0.65 0.07 12.162** 42.0%   

EMO3 0.66 0.07 12.285** 44.0%   

 

Note: ** Statistically significant at the 0.001 level  
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The results of the corroborative component analysis Factors Affecting Chinese 

High-Value Tourist Loyalty toward Southern Thailand for Perceived Value at a 

statistical significance level of 0.001 consisted of four variables: Functional Value, 

Monetary Value, Social Value and Emotional Value. A total of variables were 

observable. The weight coefficient was between 0.60–0.75, more than 0.40. The error 

was between 0.06–0.10. The R2 was 36.0%–56.0%. AVE was 0.502–0.506, greater 

than 0.50. In other words, the measurement model has good convergence straightness 

and good unity of the variables. CR was 0.686–0.799, greater than 0.60, indicating 

that the observed variables and the latent variables in the Perceived Value model all 

had high discriminative accuracy. The results were measured with high discriminative 

accuracy, indicating the unity of the latent variables that satisfy the criteria. An SEM, 

Factors Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand, can 

be imported as summarised by the following components: 

Functional Value (Quality) consists of five indicators with an element weight 

value between 0.62–0.75 and 39.0–56.0% variance. The indicators are as follows.  

1) ‘Provides consistent quality’ had an element weight of 0.75 and 56.0% variance.  

2) ‘Provides quality experiences’ had an element weight of 0.62 and 39.0% variance. 

3) ‘Performs better than other similar destinations’ had an element weight of 0.62 and 

39.0% variance. 4) ‘Meets my expectations’ had an element weight of 0.69 and 47.0% 

variance. 5) ‘Acceptable standard of quality’ had an element weight of 0.64 and 

41.0% variance. The five indicators were statistically significant at 0.001, meaning 

that all of them can measure Perceived Value via Functional Value (Quality). 

Monetary Value consists of three indicators with component weights of 0.63–

0.66 and 40.0%–44.0% variance. The indicators are as follows. 1) ‘Cost of visiting’ is 

reasonable had an element weight of 0.66, with 44.0% variance. 2) ‘Represent value 

for money’ had an element weight of 0.65 with 42.0% variance. 3) ‘Good destination 

for the price paid’ had an element weight of 0.63 with 40.0% variance. The indicators 

were statistically significant at 0.001, meaning that all of them were able to measure 

Perceived Values in terms of Monetary Value. 

Social Value consists of five indicators with an element weight of 0.60–0.73 

and 36.0%–53.0% variance. The indicators are as follows. 1) ‘Improve the way others 

perceived me’ had an element weight of 0.65 with 42.0% variance. 2) ‘Obtain social 
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approval’ had an element weight of 0.60 with 36.0% variance. 3) ‘Make a good 

impression on others’ had an element weight of 0.60 and 36.0% variance. 4) ‘Feel 

acceptable to others’ had an element weight of 0.73 with 53.0% variance. 5) 

‘Southern Thailand is a prestige symbol’ had an element weight of 0.60 with 36.0% 

variance. The five indicators were significant at the 0.001 level, meaning that all of 

them can measure Perceived Value in terms of Social Value. 

Emotional Value consists of three indicators with element weights between 

0.66–0.71 and 44.0%–51.0% variation. The indicators are as follows. 1) ‘Give me 

pleasure’ had an element weight of 0.71 with 51.0% variance. 2) ‘Give me a positive 

feeling’ had an element weight of 0.65 with 42.0% variance. 3) ‘Image of myself was 

improved’ had an element weight of 0.66 and 44.0% variance. The three indicators 

were statistically significant at the 0.001 level, meaning that all of them could 

measure Perceived Value in terms of Emotional Value. 

 

4.5.3 Results of the Service Quality (DSQ) Constituent 

Analysis………………………………. 

The results of the model analysis of the confirmed factor variables of Factors 

Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand for Service 

Quality consisted of five indicators: Tangible, Reliabilities, Responsiveness, 

Assurance and Empathy. A total of 30 variables were observable. The test results 

were consistent with the empirical data at a good level, with chi-square = 342.751 df 

= 337.0, Sig. = 0.403 > 0.05 and CMIN/df. 1.017 < 2.0. CFI was 0.999 > 0.90, GFI 

was 0.947 > 0.90, AGFI was 0.927 > 0.80, RMSEA was 0.007 < 0.05, RMR was 

0.045 < 0.05, NFI was 0.938 > 0.90, and the harmonisation index was 0.938 > 0.90. 

IFI was 0.999 > 0.90. These indices meet the specified criteria, indicating that the 

model in this measurement is valid (showing validity). The results are shown in 

Figure 4.3 and Table 4.33. 
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Figure 4.3  Model Verification Factors Affecting Chinese High-Value Tourist Loyalty 

toward Southern Thailand, Service Quality 
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Table 4.33  Results of Factors Affecting Chinese High-Value Tourist Loyalty toward 

Southern Thailand in terms of Service Quality 

Service Quality λ  SE. t-value R2 AVE CR. 

Tangible     0.508 0.827 

TAN1 (parameter 

constant) 

0.69 - - 47.0%   

TAN2 0.62 0.07 11.522** 38.0%   

TAN3 0.58 0.07 10.867** 34.0%   

TAN4 0.64 0.07 11.946** 41.0%   

TAN5 0.69 0.07 12.821** 48.0%   

TAN6 0.69 0.08 12.761** 47.0%   

TAN7 0.55 0.07 10.351** 30.0%   

Reliabilities     0.524 0.817 

REL1 (parameter 

constant) 

0.57 - - 33.0%   

REL2 0.60 0.10 10.770** 37.0%   

REL3 0.70 0.12 10.943** 49.0%   

REL4 0.54 0.11 9.167** 30.0%   

REL5 0.64 0.11 10.349** 41.0%   

REL6 0.63 0.11 10.155** 39.0%   

REL7 0.68 0.12 10.725** 46.0%   

Responsiveness     0.502 0.791 

RES1 (parameter 

constant) 

0.62 - - 39.0%   

RES2 0.64 0.09 11.062** 41.0%   

RES3 0.64 0.08 11.911** 41.0%   

RES4 0.72 0.10 12.213** 52.0%   

RES5 0.66 0.09 11.341** 43.0%   

Assurance     0.508 0.821 

ASS1 (parameter 0.63 - - 40.0%   
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Service Quality λ  SE. t-value R2 AVE CR. 

constant) 

ASS2 0.71 0.10 12.294** 51.0%   

ASS3 0.63 0.09 11.123** 40.0%   

ASS4 0.50 0.09 9.149** 25.0%   

ASS5 0.51 0.09 9.244** 26.0%   

ASS6 0.58 0.08 10.336** 33.0%   

Empathy     0.526 0.839 

EMP1 (parameter 

constant) 

0.67 - - 45.0%   

EMP2 0.70 0.08 12.407** 49.0%   

EMP3 0.68 0.08 12.189** 46.0%   

EMP4 0.61 0.08 11.132** 37.0%   

EMP5 0.65 0.07 11.67** 42.0%   

 

Note: ** Statistically significant at the 0.001 level  

 

The results of the confirmation component analysis of Factors Affecting 

Chinese High-Value Tourist Loyalty toward Southern Thailand regarding Service 

Quality at a statistical significance level of 0.001 consisted of five variables: 

Functional Value, Monetary Value, Social Value and Emotional Value. A total of 30 

variables were observable. Analysis results revealed that the weight coefficient 

between 0.50–0.72 is greater than 0.40. A discrepancy occurs between 0.07–0.12. The 

R2 was 25.0%–52.0%. The AVE was 0.502–0.526, greater than 0.50. The 

measurement model had good convergence straightness and the variables had good 

unity. Total reliability (CR) was 0.791–0.839, greater than 0.60, showing that the 

observable and latent variables of the Service Quality assertive component model 

were all high discriminative accuracy. The results were measured with high 

discriminative accuracy, indicating the unity of the latent variables that satisfies the 

criterion. An SEM, Factors Affecting Chinese High-Value Tourist Loyalty toward 

Southern Thailand, can be imported as summarised by the following components. 
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Tangible is composed of seven indicators whose element weights are between 

0.55–0.69 with 30.0%–48.0% variance. The indicators are as follows. 1) ‘Modern 

vehicle technology is available’ had an element weight of 0.69 and 47.0% variance. s. 

Its weight equals 0.62. Variable 38.0% s is a high quality standard in 3. com 

infrastructure. The coefficient of 0.58s is equal to 34.0% s, and the indicators of four 

positions are considered to be practical equipment and equipment. There is a weight 

equal to 0.64, with a variable index of 41.0%, 5. Agreements and good design. A 

facility with a weight equal to 0.69, 48.0% s and six indicators is a good design. There 

is a weight equal to 0.69, with 47.0% s. 7) ‘Physical appearance of the hotel I stayed’ 

in were was clean had an element weight of 0.55 and 30.0% variance. All seven 

indicators have statistical significance at the 0.001 level, meaning that they can 

measure Service Quality via Tangible. 

Reliability consists of seven indicators with element weights of 0.63–0.68 

30.0%–49.0%. The indicators are as follows. Including an indicator in a direction and 

sign is effective. There is a weight equal to 0.57, variable 33.0%, in 2. directions and 

symbols are easy to understand. Weight equals 0.60. Variable 37.0% s. service has 

been delivered to tourists. Unit weight equals 0.70. Variable 49.0% s. IV. deliver 

appropriate service. There is a weight equal to 0.54 equal to 30.0% s at 5. scheduledge 

at a point in time. There is a variable with a weight equal to 0.64 and 41.0% of the 6. 

willingness people respond to the customer’s request. There is an indicator with a 

weight equal to 0.63, 39.0% s and seven points. There is no problem with service 

provision during my stay. The weight of 0.68 is equal to 46.0% s. All seven indicators 

have statistical significance at the 0.001 level, showing that they can measure Service 

Quality via Reliability. 

Responsibility consists of five indicators with element weights of 0.62–0.72 

and 39.0%–2.0% variance. The indicators are as follows. s The staff index indicates 

the enthusiasm for solving problems. There is a variable 39.0% s 2. staff with a 

weight equal to 0.62, which indicates that I am sincerely willing to help me There is a 

weight equal to 0.64. The variable 41.0% s provides their services at 3. staff to 

provide quatquatquate information. There is a weight equal to 0.64 and a variable of 

41.0% s. The four staff provide clear information about the services they provide. 

There is a weight equal to 0.72, and a variable 52.0% s and 5. staff can meet my 
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request in time. In this study, it was found that the weight of 0.66 was equal to 43.0% 

of the change All five indicators have statistical significance at the 0.001 level, 

meaning that they can measure Service Quality via Responsibility. 

Assurance consisted of six indicators with element weights of 0.50–0.63 and 

25.0%–51.0% variance. The indicators are as follows. 1) ‘Staff were well-trained’ had 

an element weight of 0.63 with 40.0% variance. 2) ‘The level of service quality 

reinforces my confidence in the service provided’ had an element weight of 0.71 with 

51.0% variance. 3) ‘A detailed, experienced and competent hotel escort was provided 

to facilitate my stay’ had an element weight of 0.63 and 40.0% variance. 4) ‘Staff 

fluently communicate’ had an element weight of 0.50 with 25.0% variance. 5) ‘Staff 

communicate in a good manner’ had an element weight of 0.51 and 26.0% variance.  

6) ‘Staff have good knowledge’ had an element weight of 0.58 with a variation of 

33.0%. The six indicators have statistical significance at the 0.001 level, meaning that 

all of them indicators can measure Service Quality in terms of Assurance. 

Empathy consisted of five indicators with element weights of 0.61–0.70 and 

37.0%–49.0% variance. The indicators are as follows. 1) ‘Services offered were 

provided by friendly personnel’ had an element weight of 0.67 and 45.0% variance.  

2) ‘My exceptions and special needs were met as expected’ had an element weight of 

0.70 and 49.0% variance. 3) ‘Personal safety was considered a major aspect in every 

service provided’ had an element weight of 0.68 with 46.0% variance. 4) ‘The staff 

understand specific needs of their customers’ had an element weight of 0.61 with 

37.0% variance. 5) ‘Offering individual or personal attention to customers’ had an 

element weight of 0.65 with 42.0% variance. The five indicators having statistical 

significance at 0.05 level means that all of them can measure Service Quality via 

Empathy. 

 

4.5.4 Results of the Satisfaction (SAT) Constituent Analysis 

The results of the model analysis of the studied factors for Satisfaction had 

four observable variables (SAT1–SAT4). They were consistent with the empirical 

data with good criteria, with chi-square = 0.982 df = 1.000 Sig. = 0.322 > 0.05 and 

CMIN/df. 0.982 < 2.0. The consistency index values are as follows. CFI) was 1.000 > 

0.90, GFI was 0.999 > 0.90, AGFI was 0.988 > 0.80, RMSEA was 0.000. < 0.05, 
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RMR was 0.016 < 0.05, NFI was 0.997 > 0.90 and IFI was 1.000 > 0.90. In other 

words, these indices passed the established criteria, indicating that the model was in 

relative harmony. This measurement is accurate (showing validity), as shown in 

Figure 4.4 and Table 4.34. 

 

 

Figure 4.4  Model Verified Factors Affecting Chinese High-Value Tourist Loyalty 

toward Southern Thailand for Satisfaction 

 

Table 4.34  Factors Affecting Chinese High-Value Tourist Loyalty toward Southern 

Thailand for Satisfaction 

Satisfaction λ  SE. t-value R2 AVE CR. 

SAT1 (Parameter 

constant) 

0.76 - - 58.0% 0.544 0.766 

SAT2 0.73 0.08 9.997** 53.0%   

SAT3 0.59 0.09 7.638** 35.0%   

SAT4 0.60 0.10 7.701** 37.0%   

 

Note: ** Statistically significant at the 0.001 level  

 

The results of the confirmation component analysis for the studied Factors 

Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand for 
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Satisfaction are as follows. At a statistically significant level of 0.001, the coefficient 

weight was 0.59–0.76, greater than 0.40, with a correlation coefficient of 0.08–0.10. 

R2was 35.0%–58.0% The AVE was 0.544, greater than 0.50. Well assumed that the 

variables had good unity. and has a total reliability (CR) of 0.766 greater than 0. 60 

showed that the observed variables and latent variables all satisfaction confirmatory 

component models had high discriminative accuracy. The results were measured with 

high discriminative accuracy, indicating the unity of the latent variables that satisfies 

the criteria. An SEM, Factors Affecting Chinese High-Value Tourist Loyalty toward 

Southern Thailand can be imported, consisting of the following indicators. 1) ‘Really 

enjoy my trip in southern Thailand’ had an element weight of 0.76 and 58.0% 

variance. 2) ‘Choice to visit southern Thailand is the wise one’ had an element weight 

of 0.73 with 53.0% variance. 3) ‘Meets my needs during my southern Thailand trip’ 

had an element weight of 0.59 and 35.0% variance. 4) ‘Overall satisfaction on my 

southern Thailand trip’ had an element weight of 0.60 and 37% variance. All four 

indicators were statistically significant at the 0.001 level. 

 

4.5.5 Results of the Loyalty (LOY) Constituent Analysis 

The results of the model analysis of the corroborative component indicators of 

Factors Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand for 

loyalty consisted of seven observable variables (LOY1–LOY7). The test results found 

that they were consistent with the empirical data at a good level with chi-square = 

12.569 df = 11.00 Sig. = 0.322 > 0.05 and CMIN/df. 1.143 < 2.0. The consistency 

index values are as follows. CFI was 0.998 > 0.90, GFI was 0.992 > 0.90, AGFI was 

0.979 > 0.80, RMSEA is 0.019 < 0.05, RMR is 0.035 < 0.05, NFI was 0.986 > 0.90 

and IFI was 0.998 > 0.90. In other words, these indices passed the established criteria, 

indicating that the model in this measurement is accurate (showing validity) as shown 

in Figure 4.5 and Table 4.35. 
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Figure 4.5  Model Verification Factors Affecting Chinese High-Value Tourist Loyalty 

toward Southern Thailand for Loyalty  

 

Table 4.35  Analysis of Factors Affecting Chinese High-Value Tourist Loyalty toward 

Southern Thailand for Loyalty  

Loyalty λ  
SE. t-value R2 AVE CR. 

LOY1 (Parameter 

constant) 

0.79 - - 63.0% 0.507 0.825 

LOY2 0.61 0.06 11.124** 37.0%   

LOY3 0.67 0.07 12.603** 46.0%   

LOY4 0.67 0.07 12.194** 44.0%   

LOY5 0.62 0.07 11.459** 38.0%   

LOY6 0.48 0.07 8.849** 23.0%   

LOY7 0.58 0.07 10.718** 34.0%   

 

Note: ** Statistically significant at the 0.001 level  
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The results of the confirmation component analysis of Factors Affecting 

Chinese High-Value Tourist Loyalty toward Southern Thailand for Loyalty at a 

statistically significant level of 0.001 were weighted coefficients between 0.48–0.79, 

greater than 0.40, with discrepancies between 0.06–0.07. The R2 was between 23.0%–

63.0% and AVE was 0.507, greater than 0.50. Well assumed that the variables had 

good unity. The CR is 0.825, greater than 0.60, showing that all observable and latent 

variables of the loyalty validation component model have high discriminative 

accuracy. The results were measured with high discriminative accuracy, indicating the 

unity of the latent variables and satisfying the criteria. The SEM, Factors Affecting 

Chinese High-Value Tourist Loyalty toward Southern Thailand can be imported. It 

consists of the following indicators 1) ‘Plan to revisit Southern Thailand in the future’ 

had an element weight of 0.79 with 63.0% variance. 2) ‘Willingness to recommend 

Southern Thailand to others’ had an element weight of 0.61 with 37.0% variance. 3) 

‘Positive word-of-mouth to others about Southern Thailand’ had an element weight of 

0.67 with 46.0% variance. 4) ‘Encouraging other people to visit Southern Thailand’ 

had an element weight of 0.67 with 44.0% variance at the 0.001 level. 

 

4.5.6 Results of the Corroborative Component Analysis of the Overall 

Composition………………………….. 

The results of the variable model analysis indicate the confirmed elements of 

the Model Factors Affecting Chinese High-Value Tourist Loyalty toward Southern 

Thailand as a whole, including Destination image, Perceived Value, Service Quality, 

Satisfaction and Loyalty, for a total of 25 observable variables. The test showed that it 

was consistent with good empirical data, with chi-square = 196.088, df = 189.0 Sig. = 

0.347 > 0.05 and CMIN/df. = 1.038 < 2.0. The consistency indices index values are as 

follows. Comparative Fit Index (CFI) was 0.999 > 0.90, GFI was 0.963 > 0.90, AGFI 

was 0.936 > 0.80, RMSEA was 0.010 < 0.05, RMR, NFI was 0.977 > 0.90 and IFI 

was 0.999 > 0.90. (Validity) displayed as shown in 4.6 and table 4.36. 
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Figure 4.6  Model Corroborative Factors Affecting Chinese High-Value Tourist 

Loyalty toward Southern Thailand Overall 
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Table 4.36  Overall Factors Affecting Chinese High-Value Tourist Loyalty toward 

Southern Thailand 

Overall Compositions λ  SE. t-value R2 AVE CR. 

Service Quality   0.727 0.930 

DSQ1 (Parameter 

constant)  

0.85 - - 72.0%   

DSQ2 0.87 0.04 22.926** 75.0%   

DSQ3 0.86 0.04 22.512** 74.0%   

DSQ4 0.83 0.05 21.390** 69.0%   

DSQ5 0.85 0.04 22.376** 73.0%   

Destination image    0.746 0.936 

DIM1 (Parameter 

constant) 

0.87 - - 76.0%   

DIM2 0.88 0.04 24.915** 78.0%   

DIM3 0.86 0.03 26.205** 74.0%   

DIM4 0.82 0.04 20.442** 67.0%   

DIM5 0.89 0.04 25.047** 78.0%   

Perceived Value  0.685 0.897 

PDV1 (Parameter 

constant) 

0.88 - - 77.0% 

  

PDV2 0.76 0.05 18.857** 57.0%   

PDV3 0.82 0.05 21.878** 68.0%   

PDV4 0.85 0.05 21.210** 72.0%   

Satisfaction  0.507 0.722 

SAT1 (Parameter 

constant) 

0.75 0.11 12.541** 57.0%  

 

SAT2 0.60 0.09 10.515** 36.0%   

SAT3 0.55 0.09 10.066** 30.0%   

SAT4 0.61 - - 37.0%   
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Overall Compositions λ  SE. t-value R2 AVE CR. 

Loyalty   0.518 0.835    

LOY1 (Parameter 

constant) 

0.73 0.10 11.797** 53.0%   

LOY2 0.64 0.09 10.665** 41.0%   

LOY3 0.69 0.10 11.260* 47.0%   

LOY4 0.64 0.10 10.656** 41.0%   

LOY5 0.64 0.08 11.772** 41.0%   

LOY6 0.58 0.09 10.967** 34.0%   

LOY7 0.60 - - 36.0%   

 

Note: ** Statistically significant at the 0.001 level  

 

The results of the confirmation component analysis of Factors Affecting 

Chinese High-Value Tourist Loyalty toward Southern Thailand as a whole, at a 

statistically significant level of 0.001, consisted of 5 variables. These variables are 

Destination Image, Perceived Value, Service Quality, Satisfaction and Loyalty. A 

total of 25 variables were observable. The weight coefficient was between 0.55–0.89, 

greater than 0.40, and a discrepancy was observed in 0.03–0.11. R2 of each item was 

between 30.0%–78.0%. AVE was 0.518–0.746 greater than 0.50. The measurement 

model has good convergence straightness. The unity of the variables is good and has a 

total reliability (CR) of 0.722–0.936, greater than 0.60, showing that the observed 

variables and latent variables in all high-performance organisational confirmation 

element models had high discriminative accuracy. The results were measured with 

high discriminative accuracy, indicating the unity of the latent variables, satisfying the 

criteria. Factors Affecting Chinese High-Value Tourist Loyalty toward Southern 

Thailand can be imported with a statistical significance of 0.001. 
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4.6 Structural Model Testing 

To examines models developed from various theories and research together 

with empirical data whether there is a harmonious consistency or not.  If the model 

was found to be inconsistent, the researcher continued to modify the model to be 

harmonious with the empirical data. SEM analysis also relaxes the preliminary 

agreement to allow the correlation of the error values. Therefore, the model can be 

adjusted to be most consistent with the empirical data. By considering with MI that 

appropriate with the concepts, theories and together with the previous related 

research.  

 

Figure 4.7  Goodness of Fit Testing of the Structural Equation Model of Factors 

Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand 

 

 

 

 

 

 

 



180 

Table 4.37  Statistical Values for Harmonisation of the Model Structural Equations 

Factors Affecting Chinese High-Value Tourist Loyalty toward Southern 

Thailand 

Index Criteria Result Result Reference Concept 

Chi –Square = 221.830   df. = 195.0 

Sig.  > 0.05 0.091 goodfit Hair et al. (2006), Bollen (1989) and 

Sorbon (1996) 

CMIN/df. < 2.0 1.138 goodfit Bollen (1989), Diamantopoulos, 

Siguaw (3000) 

GFI > 0.90 0.958 goodfit Hair et al. (2006), Browne and Cudeck 

(1993) 

AGFI > 0.80 0.931 goodfit Durande-Moreau an Usunier (1999),                  

Harrison walker (3001) 

NFI > 0.90 0.974 goodfit Hair et al. (2006), Mueller (1996) 

IFI > 0.90 0.997 goodfit Hair et al. (2006), Mueller (1996) 

CFI > 0.90 0.997 goodfit Hair et al. (2006), Mueller (1996) 

RMR < 0.05  0.032 goodfit Diamantopoulos, Siguaw (3000) 

RMSEA < 0.05 0.020 goodfit Hair et al. (2006), Browne and Cudeck 

(1993) 

 

From the SEM, Factors Affecting Chinese High-Value Tourist Loyalty toward 

Southern Thailand, after adjusting the discrepancy between the two variables using 

the model adjustment index statistic, the MI totalled 71 routes. The results of the 

model were consistent with the empirical data at a good level. The model was 

harmoniously consistent with the empirical data. The values of chi-square = 221.830 

df = 195.0 Sig. = 0.091 > 0.05 and CMIN/df. 1.138 < 2.0 were consistent with the 

concepts of Hair et al. (2006), Bollen (1989) and Sorbon (1996). The results of the 

analysis of the model adjustment revealed that the indices were consistent and that 

these statistical values passed the specified criteria for all seven indices, which can be 

summarised as follows. 
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1) For the comparative fit index (CFI), whose analysis result was 

0.997 > 0.90, the index results are based on the concept of Hair et al. (2006). They 

stated that a good CFI should have a value of 0.90 or above to indicate that the model 

has relative harmonisation. 

2) The goodness of fit index (GFI) expresses the quantity of variance 

and covariance described by the model. The result of the analysis was 0.958 > 0.90. 

The results of the index values were based on the concepts of Hair et al. (2006) and 

Mueller (1996), that a good GFI should have a value of 0.90 or higher, indicating that 

the model was relatively harmonious. 

3) The adjusted goodness of fit index (AGFI) expresses the amount of 

variance and covariance described by the degree of freedom adjusted model. The 

AGFI is typically between 0 and 1, for which the acceptable AGFI should be greater 

than 0.90, and the analysis result was 0.931 > 0.80. Durande-Moreau and Usunier 

(1999) noted that a good AGFI should have a value of 0.80 or higher to indicate that 

the model is relatively harmonious. 

4) The root mean square error of approximation (RMSEA) is a 

statistical value used to test hypotheses. A very good RMSEA value should be less 

than 0.05, although a value between 0.05 and 0.08 means the model is relatively 

harmonious with the empirical data. The analysis result was 0.020 < 0.08, which was 

a very good RMSEA value. The results of the index were based on the concept of 

meeting the criteria of Hair et al. (2006) and Browne and Cudeck (1993), indicating 

that the model was consistent with the criterion. 

5) The normed fit index (NFI) is a statistical value used to test the 

hypothesis. The acceptable NFI value should be greater than 0.90, and the analysis 

result was 0.974 > 0.90. The indices were based on the concept of Hair et al. (2006), 

indicating that the model had relative harmonisation. 

6) The incremental fit index (IFI) is an index that compares the test 

pattern with the base model in which all variables have no relationship with a value 

greater than 0.90, which indicates that the theory can be well used to explain the 

relationship of variables. The analysis result was 0.997 > 0.90. The result of the index 

is based on the concept of Hair et al. (2006), showing that the model has relative 

harmonisation. 
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7) The root mean square residual index (RMR) is a statistical value 

used to test a hypothesis. The RMR should be less than 0.05, which is a good value. 

should be equal to 0 or closest to 0. The analysis result was an RMR value of 0.032 < 

0.05, which is a very good RMR value. The result of the index value is based on the 

concept that meets the criteria of Diamantopoulos and Siguaw (3000), showing that 

the model is in relative harmony. 

The results of the analysis of the seven index values were consistent with the 

empirical data. It indicated that the structural equations of the Factors Affecting 

Chinese High-Value Tourist Loyalty toward Southern Thailand model were 

harmonious with the conditional empirical data at the statistical acceptance level, 

consisting of Destination Image, Perceived Value, Service Quality and Satisfaction. 

The outcome variable was Loyalty. All variables were consistent with the 

configuration criteria, indicating that the measurement model was valid (showing 

validity) or OK Fit Confirm. The results of the influence test are shown in Table 4.37. 

 

Table 4.38  Structural Equation Model Analysis Results of Factors Affecting Chinese 

High-Value Tourist Loyalty toward Southern Thailand 

Path Diagram λ  SE. t-value Sig. R2 

Perceived Value <-- Destination 

Image 

0.95 0.04 22.746 0.000* 90.0% 

Service Quality <-- Destination 

Image 

0.96 0.04 21.868 0.000* 92.0% 

Satisfaction  <-- Service Quality 0.48 0.28 2.187 0.029* 93.0% 

Satisfaction  <-- Destination 

Image 

0.65 0.25 3.005 0.003* 93.0% 

Satisfaction  <-- Perceived Value 

 

-0.16 0.22 -0.948 0.343 93.0% 

Loyalty <-- Service Quality 0.09 0.35 0.298 0.766 96.0% 

Loyalty <-- Destination 

Image 

-0.68 0.41 -1.711 0.087 96.0% 

Loyalty <-- Perceived Value 0.77 0.26 3.356 0.000* 96.0% 
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Path Diagram λ  SE. t-value Sig. R2 

Loyalty <-- Satisfaction 0.81 0.35 2.064 0.039* 96.0% 

 

Note: * Statistically significant at the level of 0.05 

 

The results of the analysis of the structural equation test model Factors 

Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand. The 

variables consisted of Destination Image, Perceived Value, Service Quality and 

Satisfaction. The outcome variable was Loyalty, considering the regression 

coefficient of the standard score-shaped independent variable, which is the decision 

coefficient that indicates the influence of the variable. The results of the test are 

summarised as follows: 

1) Service Quality consisted of five observable variables (DSQ1–

DSQ5), namely, Tangible, Reliabilities, Responsiveness, Assurance and Empathy, 

with regression coefficient weights between 0.83-0.87 and R2 of 69.0%–75.0%. The 

analysis showed that the destination image aspect affected the SEM by having a direct 

influence on one route and an indirect influence on one route, which can be 

summarised as follows. 

 (1) Service Quality had a positive direct influence on Satisfaction 

with a regression coefficient of 0.48, a margin of error of 0.28, a t-value of 2.187 and 

a Sig. value of 0.029 < 0.05, indicating a significant effect on the change of 93.0%. It 

was statistically significant at 0.05. 

 (2) Service Quality has no direct positive influence on Loyalty, 

having a regression coefficient of 0.09, a discrepancy of 0.35, a t-value of 0.298 and a 

Sig. 0.766 > 0.05 value. 

 (3) Service Quality had an indirect positive influence on Loyalty, 

passed from the interstitial variable Satisfaction, with a total regression coefficient of 

0.39 (0.48x0.81). 

2) Perceived Value consisted of four observable variables (PVD1–

PVD4), namely, Functional Value, Monetary Value, Social Value and Emotional 

Value. The regression coefficient was weighted between 0.76–0.88 and R2) was 
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57.0%– 78.0%. Perceived Value had a direct influence on the SEM as a direct 

influence, as follows. 

 (1) Perceived Value had a positive direct influence on Loyalty.  It 

had a regression coefficient of 0.77, an error of 0.26, a t-value of 3.356 and a Sig. = 

0.000 < 0.05, explaining the influence on the change at 96.0%. It was statistically 

significant at 0.05. 

 (2) Perceived Value had no influence on Satisfaction with a 

regression coefficient of −0.16, an error of 0.22, a t-value of −0.947 and a Sig. = 

0.343 > 0.05. 

3) Destination Image consisted of five observable variables (DIM1–

DIM5), namely, Natural Resource; Tourist Attractions; Culture, History and Arts; 

Infrastructure and Tourist Atmosphere. Their regression coefficient weights were 

0.83–0.88 and R2 were 68.0%–78.0%. Destination Image affects the SEM by a direct 

influence on 3 routes and an indirect influence on 4 routes, which can be summarised 

as follows. 

 (1) Destination Image had a positive direct influence on Service 

Quality, having a regression coefficient of 0.96, an error of 0.04, a t-value of 21.868 

and a Sig. = 0.000 < 0.05, explaining the influence on the change of 92.0%. It was 

statistically significant at 0.05. 

 (2) Destination Image has a positive direct influence on Perceived 

Value, having a regression coefficient of 0.95, a tolerance of 0.04, a t-value of 22.746 

and a Sig. = 0.000 < 0.05, explaining the influence on the percentage change of 

90.0%. It was statistically significant at 0.05. 

 (3) Destination Image had a positive direct influence on 

Satisfaction with a regression coefficient of 0.65, an error of 0.25, a t-value of 3.005 

and a Sig. = 0.003 < 0.05, describing the influence of change of 93.0%. It was 

statistically significant at 0.05. 

 (4) Destination Image had a positive indirect influence on 

Satisfaction, passed from the interstitial variable Service Quality, with a total 

regression coefficient of 0.46 (0.96x0.48). 
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 (5) Destination Image had a positive indirect influence on 

Loyalty, which was passed from the interstitial variable Perceived Value, with a total 

regression coefficient of 0.73 (0.95x0.77). 

 (6) Destination Image had a positive indirect influence on 

Loyalty, passed from the interstitial variable Satisfaction, with a total regression 

coefficient of 0.53 (0.65x0.81). 

 (7) Destination Image had a positive indirect influence on 

Loyalty, passed from the interstitial variables Service Quality and Satisfaction, with a  

total regression coefficient of 0.37 (0.96x0.48x0.81). 

4) Satisfaction consisted of four observable variables (SAT1–SAT4), 

namely, ‘Really enjoy trip’, ‘Choice to visit’, ‘Meets my needs’ and ‘Overall 

satisfaction’, with a weighted regression coefficient of 0.62–0.78 and an R2) of 

32.0%–60.0%. Satisfaction affects the SEM with a direct influence on one route: 

Satisfaction has a positive direct influence on Loyalty. The regression coefficient was 

0.81, the error was 0.35, the t.-value was 2.064 and the Sig. = 0.039 < 0.05. The effect 

on the change was 96.0% with a statistical significance of 0.05. 

5) Loyalty consists of seven observable variables (LOY1–LOY7): 

‘Plan to 'revisit’, ‘Willingness to recommend’, ‘Positive word-of-mouth’, 

‘Encouraging other people to visit’, ‘Always consider first choice’, ‘Willing to pay’ 

and ‘Continue to visit if the cost is higher than other destinations’. The regression 

coefficient weights were 0.57–0.74 and the R2 was 32.0%–55.0%. Loyalty was the 

result of the studied SEM. 

From the results of the influence curve analysis of the SEM, the results of the 

hypothesis testing can be summarised as follows: 

1) Hypothesis 1: Destination image directly and positively affects 

service quality. 

The test results accepted H1 with a path coefficient of 0.96 and a 

statistically significant 92.0% influence on change with a statistical significance of 

0.05. 

2) Hypothesis 2: Destination image directly and positively affects 

perceived value. 
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The test results accepted H2 with a path coefficient of 0.95 and a 

90.0% influence on change with a statistical significance of 0.05. 

3) Hypothesis 3: Destination image directly and positively affects 

satisfaction. 

The test results accepted H3 with a path coefficient of 0.65 and a 

93.0% influence on change with a statistical significance of 0.05. 

4) Hypothesis 4: Destination image directly and positively affects 

loyalty. 

The test results accepted H4. Destination image directly positively 

indirectly affects loyalty, passed from Satisfaction with a path coeffcieint of 0.53% 

and a 96.0% influence on change with a statistical significance of 0.05. 

5) Hypothesis 5: Perceived value directly affects overall satisfaction. 

The test result rejected H5. 

6) Hypothesis 6: Perceived value directly affects loyalty. 

The test results accepted H6 with a path coefficient of 0.77 and a 100% 

influence on change. 96.0% each with a statistical significance of 0.05. 

7) Hypothesis 7: Service quality positively affects satisfaction. 

The test results accepted H7 with a path coefficient of 0.48 and a 

93.0% influence on change with a statistical significance of 0.05. 

8) Hypothesis 8: Service quality positively affects loyalty. 

The test results accepted H8. Service quality directly positively 

indirectly affects loyalty, passed from satisfaction with a total path coefficient of 0.39 

and a 96.0% influence on change with a statistical significance of 0.05. 

9) Hypothesis 9: Satisfaction has a direct and positive influence on 

loyalty. 

The test results accepted H9 with a path coefficient of 0.81 and a 

96.0% influence on change with a statistical significance of 0.05. 
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Table 4.39  Summary of Structural Equation Model Hypothesis Testing Factors 

Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand 

Hypothesis Result Influence Coefficient R2 

H1 Destination image directly and 

positively affects service 

quality. 

Accepted Direct 0.96 92.0% 

H2 Destination image directly and 

positively affects perceived 

value. 

Accepted Direct 0.95 90.0% 

H3 Destination image directly and 

positively affects satisfaction. 

Accepted Direct 0.65 93.0% 

H4 Destination image directly and 

positively affects loyalty. 

Accepted Indirect 0.53 96.0% 

H5 Perceived value directly affects 

overall satisfaction.   

Rejected - - - 

H6 Perceived value directly affects 

loyalty.   

Accepted Direct 0.77 96.0% 

H7 Service quality positively 

affects satisfaction. 

Accepted Direct 0.48 93.0% 

H8 Service quality positively affects 

loyalty. 

Accepted Indirect 0.39 96.0% 

H9 Satisfaction has a direct and 

positive influence on loyalty. 

Accepted Direct 0.81 96.0% 

 

Note: * Statistically significant at 0.05 

 



CHAPTER 5 

 

DISCUSSION, CONCLUSION AND RECOMMENDATIONS 

In this chapter, the first section presents the demographic profile and the result 

of descriptive statistics of tourist perception. The second section presents the answers 

to the research questions. The third section presents the factors affecting Chinese 

high-value tourist loyalty toward Southern Thailand. The solution methodologies that 

can be used to obtain a Chinese high-value tourist loyalty model can be grouped into 

the following objectives: 

1) To analyse the factors influencing loyalty of Chinese high-value tourists. 

2) To examine the causal relationships among the constructs of service 

quality, destination image, satisfaction, perceived value and loyalty of Chinese high-

value tourists. 

3) To propose a model developing Southern Thailand’s image as a high-end 

destination to establish loyalty in Chinese high-value tourists. 

The focus of theoretical and managerial implications are presented in the 

discussion of the results. Finally, this chapter reviews the limitations and offers 

suggestions for future research.  

The study aims to investigate the current situation and context of Chinese 

high-value tourists who travelled in Southern Thailand, covering Phuket, Surat Thani 

(Samui) and Krabi provinces to determine the causal relationship of factors affecting 

Chinese high-value tourist loyalty. 

A total of 400 questionnaires were obtained from Chinese high-value tourists 

who had travelled to Phuket, Surat Thani (Samui) and Krabi provinces. This was an 

appropriate sample size for SEM analysis (Boo & Busser, 2018; Boomsma, 1982). 

The proper criterion that Lomax and Schumacker (2004) indicated for the sample size 

is between 250–500. The researcher conducted detailed analysis with SPSS and 

AMOS, and the conclusions are as follows.  
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5.1 Conclusions 

The variables of developing SEM analysis included the variables of 

destination image, perceived value, service quality and satisfaction. The outcome 

variable was loyalty. The reliability and validity analysis of the results show that the 

Cronbach’s alpha ranged from 0.701–0.849, and in the overall variables, the 

Cronbach’s alpha was 0.832. These values are greater than the standardised definition 

and validity analysis of the model of factors affecting Chinese high-value tourist 

loyalty toward Southern Thailand. After checking the relationship of the variables, the 

correlation was 0.247–0.793, and the positive correlation coefficient does not exceed 

0.80. Thus, the construct validity in this paper was ensured and multi-collinearity did 

not occur. The distribution of descriptive statistics analysis totals 25 observable 

variables from the 5 latent variables of destination image, perceived value, service 

quality, satisfaction and loyalty. The result with a range of 4.60-6.00, the lowest 1.00 

and the highest 7.00, with an mean between 5.16-5.54, in the Agreed level. The 

standard deviation (SD) ranged from 0.93–1.41. The results show skewness scores 

range from (−1.42) to (−0.71), and the kurtosis mesokurtic scores range from (−0.17) 

and (2.35). Summary the descriptive statistics analysis the variables of factors 

affecting Chinese high-value tourist Loyalty toward Southern Thailand of measures of 

variability are validity. And analyzed using SPSS and Amos to analyze the researcher 

conducted of discussion and conclusions as follow: 

 

5.1.1 General Information of the Respondents 

The demographic characteristics are as follows. In gender, a higher percentage 

of male tourists than female tourists was found, similar with the report of the National 

Bureau of Statistics of China (NBSC, 2018). Those aged 30–39 years old comprised 

49.25% followed by 20–29 years old at 32.0%. As for marital status, most were 

married at 68.75%, followed by single people at 30.50%. The majority of them, 

68.50% a bachelor’s degree, followed by those with a postgraduate degree or above at 

18.75%. Their occupations are mainly company employees at 45.00%, professional or 

technical at 20.50% and self-employed/business owners at 14.75%. As for province of 

residence, 20.0% lived in Tianjin Province, followed by Shanghai at 18.75% and 
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Guangzhou at 18.25%. As regards mean monthly income, most of them had earned 

USD 20,001–40,000 USD at 35.25% followed by USD 40,001–60,000 at 29.50%. 

The results of the analysis of tourist behaviour data of Chinese tourists are as 

follows. The highest proportion of tourists had daily travel expenses of USD 401–500 

at 34.0%, followed by USD 301–400 at 33.25%. As for frequency of travel to 

Thailand, the top was approximately 2–3 times at 59.25%, followed by once at 

18.00%. As for stay duration, most stayed for less than 1 week at 67.00%, followed 

by 1–2 weeks at 29.50%. The most-travelled tourist destinations in Southern Thailand 

were Phuket at 62.00%, followed by Krabi at 28.50% and Surat Thani (Samui) at 

9.50%. 

 

5.1.2 Means �̅� of the Variable Producing a Causal Effect on the Chinese 

High-value Tourists’ Loyalty towards Southern Thailand 

Evaluation of the level of Chinese high-value tourists’ perception of factor 

includes the variables Destination Image, Perceived Value, Service Quality, 

Satisfaction and Loyalty. The summary is as follows. 

The respondents’ opinions towards evaluating the level of importance of 

Destination Image show that most of the tourist attractions evaluations are at the 

Agree level with a mean of 5.38. The most found opinion was ‘Wide variety of 

entertainment’. The subsequent assessment of the importance of cultural history and 

arts was at the Agree with the level with a mean of 5.37. The most found opinion was 

‘Wide variety of cuisines/restaurants’, the natural resource assessment was at the 

Agree level with a mean of 5.34. The most found opinion was ‘Fabulous scenery’. 

The assessment of the importance of infrastructure at the Agree level with a mean of 

5.32. The most found opinion was ‘Many luxury hotels’. The assessment results of the 

importance of infrastructure are at the Somewhat agree level with a mean of 5.28. It 

was found that the most found opinion felt that ‘Generally a safe place’, respectively. 

The findings in level of importance of Perceived Value show that most of the 

monetary values are at the Agree level with a mean of 5.33. The most found opinion 

was ‘Represent value for money and Good destination for the price paid’ had a mean 

of 5.33. The subsequent functional value (Quality) and emotional value agreed with 

the mean of 5.32. The most found opinions were ‘Provides quality experiences’ and 



191 

‘Give me pleasure’. The social value priority assessment was at the Somewhat agree 

level with a mean of 5.27. The most found opinions were ‘Make a good impression on 

others,’ and ‘Feel acceptable to others’. 

The findings in terms of level of importance of Service Quality show that most 

of the assurances are at the Agree level with a mean of 5.44. The most found opinion 

was ‘Staff have good knowledge’. The subsequent Empathy, Responsiveness and 

Reliabilities had a mean of 5.41. The most found opinions were ‘Directions and signs 

were available properly’, ‘Staff were able to fulfil my requests promptly’ and ‘The 

staff understand specific needs of their customers’. The assessment of Tangible was at 

the Somewhat agree level with a mean of 5.29. The most found opinion was ‘The 

infrastructure is designed well’. 

The findings in level of importance of Satisfaction were at the Agree level 

with a mean of 5.41. The most found opinion was ‘Choice to visit southern Thailand 

is the wise one’, followed by ‘Overall satisfaction on my southern Thailand trip’. 

The respondents’ opinions towards evaluating the level of Loyalty were at the 

Agree level with a mean of 5.32. The most found opinion was ‘Willingness to 

recommend Southern Thailand to others’, followed by ‘Positive word-of-mouth to 

others about Southern Thailand’. 

 

5.1.3 Objective 1: To Analyse the Factors Influencing Loyalty of Chinese 

High-value Tourists 

For this part, the result of CFA in five constructs is demonstrated as follows.  

The results of the model analysis of the confirmatory components of the model 

Factors Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand in 

Destination Image consisted of five indicator variables: Natural Resource; Tourist 

Attractions; Culture, History and Arts; Infrastructure and Tourist Atmosphere. A total 

of 34 variables were observed. The test results were consistent with the empirical data 

at a good level, with chi–square = 371.446 df = 407.0, CMIN/df. 0.913, CFI = 1.000, 

GFI = 0.949, AGFI = 0.925, RMSEA = 0.000, RMR=0.049, NFI= 0.946 and IFI = 

1.006.  

The results of the model analysis of the confirming variables the model in 

Perceived Value comprised four indicator variables: Functional Value, Monetary 
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Value, Social Value and Emotional Value, including 16 observable variables. The test 

results were consistent with the empirical data at a good level, with chi–square = 

88.635 df = 81.0, CMIN/df. = 1.094 < 2.0. CFI = 0.997, GFI = 0.974, AGFI = 0.956, 

RMSEA = 0.015, RMR = 0.044, NFI = 0.965, IFI = 0.997. 

The results of the model analysis of the confirmed factor variables of the 

model for Service Quality consisted of five indicators: Tangible, Reliabilities, 

Responsiveness, Assurance and Empathy, including 30 observable variables. The test 

results were found to be consistent with the empirical data at a good level, with chi-

square = 342.751 df = 337.0, CMIN/df. 1.017, CFI = 0.999, GFI = 0.947, AGFI = 

0.927, RMSEA = 0.007, RMR = 0.045, NFI = 0.938 and IFI = 0.999. 

The results of the model analysis of the model for Satisfaction had four 

observable variables (SAT1–SAT4). They were found to be consistent with the 

empirical data at a good level, with chi-square = 0.982 df = 1.000 and CMIN/df. 

0.982 < 2.0, CFI = 1.000, GFI = 0.999, AGFI = 0.988, RMSEA = 0.000, RMR = 

0.016, NFI = 0.997, IFI = 1.000 > 0.90. 

The results of the model analysis of the corroborative component indicators of 

the model for Loyalty consisted of seven observable variables (LOY1–LOY7). The 

test results found that they were consistent with the empirical data at a good level, 

with chi-square = 12.569 df = 11.00 and CMIN/df. 1.143 < 2.0 CFI = 0.998, GFI = 

0.992, AGFI = 0.979, RMSEA = 0.019, RMR = 0.035, NFI = 0.986 and IFI = 0.998. 

The results of the confirmation component analysis of factors affecting 

Chinese high-value tourist loyalty toward Southern Thailand as a whole, at a 

statistically significant level of 0.001, consisted of five variables: Destination Image, 

Perceived Value, Service Quality, Satisfaction and Loyalty, with 25 observable 

variables. The results showed that the weight coefficient was 0.55–0.89, greater than 

0.40. A discrepancy was found between 0.03 and 0.11. The R2 of each item is 30.0%–

78.0%. AVE was 0.518–0.746, greater than 0.50. The measurement model has good 

convergence straightness and the unity of the variables is good. and has a total 

reliability (CR) between 0.722-0.936 greater than 0. 60 showed that the observed 

variables and latent variables all high-performance organisational confirmation 

element models had high discriminative accuracy. The results were measured with 

high discriminative accuracy, indicating the unity of the latent variables that satisfies 
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the criteria. The model of Factors affecting Chinese high-value tourist loyalty toward 

Southern Thailand, can be imported with a statistical significance of 0.001. 

 

5.1.4 Objective 2: To Examine the Causal Relationships among the 

Constructs: Service Quality, Destination Image, Satisfaction, 

Perceived Value and Loyalty of Chinese High-value Tourists 

The aim of this objective is to explain the relationships among all constructs. 

The results of the hypothesis testing can be summarised as follows:  

1) Hypothesis 1: Destination image directly and positively affects 

service quality. 

The test result accepted H1: destination image directly and positively 

affects service quality. Chang and Lin (2020) and Kim et al. (2012) also supported the 

significant relationship between the two. The tourists will compare the destination 

image before travelling with the quality of the service that they received during trips. 

If the tourists had a positive destination image, this would lead to a favourable 

perception of their service quality experience during trips. The direct and positive 

effect of destination image on service quality is not only supported in the western 

context but also in eastern countries. For example, Chen (2019) studied the tourist 

image of Guanziling hot spring area in Tainan and found that positive tourism image 

had a significant positive impact on service quality. Pan et al. (2020) studied 

destination image and service quality on the behavioural intention of tourists in 

Lukang Town, Taiwan, finding the same result.    

2) Hypothesis 2: Destination image directly and positively affects 

perceived value. 

The test result accepted H2: destination image directly and positively 

affects perceived value. Ozturk and Qu (2008) also reported that the dimensions of 

overall destination image could have a significant effect upon the perceived value 

from the tourists’ perspective. According to similar research, images of destinations 

have a significant impact on perceived value, satisfaction and loyalty. (Prayogo et al., 

2017). Cheng and Lu (2013) found a positive correlation between the image of 

Taiwan’s Green Island and tourists’ perceptions of the value of travel. Cham et al. 

(2021) also strongly supports the result. They found that the image of Malaysia as a 
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destination for medical tourism has a positive impact on the value that Chinese 

medical tourists perceive for medical travel to Malaysia. 

3) Hypothesis 3: Destination image directly and positively affects 

satisfaction. 

The test result accepted H3: destination image directly and positively 

affects satisfaction. The previous studies stated that destination image would affect 

how customers perceived quality: a positive destination image relates to higher 

perceived value and service quality, in turn establishing customer satisfaction. The 

study asserted the link between destination image and satisfaction (Kozak & 

Rimmington, 2000; Prayag, 2017). A more recent study (Eid, El-Kassrawy, & Agag, 

2019) found that destination image is a significant driver of tourist satisfaction and 

intention to recommend. 

4) Hypothesis 4: Destination image directly and positively affects 

loyalty. 

The test result accepted H4: destination image positively indirectly 

affects loyalty by passing from satisfaction. The result is similar with those of 

previous studies (Kim et al., 2013; Jeong, Yu, & Kim, 2020; Lee, 2009, Yasamorn & 

Phokha, 2012; Soonsan & Somkai, 2021), which stated that there was no direct 

relationship between destination image and loyalty. Nevertheless, the image of the 

destination was indirectly related to the destination loyalty through satisfaction as a 

moderate variable. However, other studies (Zhang et al., 2014; Wu, 2016; Prayogo et 

al., 2017) stated that destination image directly influences loyalty (e.g., word-of-

mouth, revisit intention, behavioural intention).  

5) Hypothesis 5: Perceived value directly affects overall satisfaction. 

The only hypothesis that was not supported pointed to no significant 

relationship between perceived value and satisfaction of Chinese high-value tourists. 

This result had also been found in the research by Jimber et al. (2020), which 

contradicted the results by several previous scholars who examined the relationship 

between these two factors (Chen & Chen, 2010; Chi, 2011; Gallarza & Saura, 2006; 

Sun et al., 2013).  
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6) Hypothesis 6: Perceived value directly affects loyalty. 

The test results accepted H6: perceived value directly affects loyalty. 

This result was the same as those of previous studies. Many earlier studies have 

indicated that positive outcomes are strongly influenced by perceived value (Cronin, 

Brady, & Hult, 2000; Chen & Chen, 2010). Later researchers also supported this 

result. Luo et al. (2020), found that three types of value, namely, emotional value, 

epistemic value and social value, influenced Chinese millennials’ loyalty.   

7) Hypothesis 7: Service quality positively affects satisfaction. 

The test results accepted H7: service quality positively and directly 

affects satisfaction. This finding of service quality and satisfaction was supported by a 

prior study in the case of Orlando that service quality is positive and directly related 

to satisfaction (Kim et al., 2012 Wang, Tran, & Tran, 2017; Mohamad, Ab Ghani, & 

Nasir, 2019). By contrast, some studies indicated that service quality had no direct 

effect on value and satisfaction. However, it has indirectly influenced satisfaction 

through other variables (Hutchinson, Lai, & Wang, 2009). 

8) Hypothesis 8: Service quality positively affects loyalty. 

The test result accepted H8: service quality positively indirectly affects 

loyalty by passing from satisfaction. Some studies indicated that satisfaction plays an 

important role with both partial and full mediation between service quality and loyalty 

(Su et al., 2014, Su et al., 2016, Mohamad et al., 2019). According to recent research 

(Kumar, Govindarajo, & Khen, 2019), visitor satisfaction among avian tourists has 

been found to represent an intermediate relationship between quality of service and 

loyalty of goals. By contrast, some studies have reported a strong correlation between 

destination quality of service and destination loyalty (Upadhyaya, 2012; Yang et al., 

2014). 

9) Hypothesis 9: Satisfaction has a direct and positive influence on 

loyalty. 

The results accepted H9: satisfaction has a positive direct influence on 

loyalty. Behavioural intention to revisit depends on tourists’ travel experience as 

satisfying. The more they are satisfied with the destination during their stay, the more 

likely they are to revisit (Chi & Qu, 2008). Kumar et al. (2019) also supported this 
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result, finding that avian tourists’ satisfaction had a directly positive effect on 

destination loyalty.   

 

5.1.5 Objective 3: To Propose Model Developing Southern Thailand’s 

Image as a High-end Destination to Establish Loyalty to Chinese 

High-value Tourists 

As competition between destinations intensifies, the process of choosing a 

destination becomes more complex, allowing practitioners and researchers to identify 

variables that directly and indirectly influence the loyalty of the destination. It has 

become important. To better understand tourist behaviour, a deep understanding of 

the factors that determine a tourist's return to their destination and how to pass it on to 

others is vital to destination marketers. 

From the SEM, Factors Affecting Chinese High-Value Tourist Loyalty toward 

Southern Thailand, after adjusting the discrepancy between the two variables using 

the model adjustment index statistic, the modification index totalled 71 routes. The 

results of the model were consistent with the empirical data at a good level. The 

model was harmoniously consistent with the empirical data.  

 

Figure 5.1  Goodness of Fit Testing of the Structural Equation Model of Factors 

Affecting Chinese High-Value Tourist Loyalty toward Southern Thailand 
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Referring to structural equation test analysis, the SEM variables include the 

aspects of destination image (DIM), service quality (DSQ), perceived value (PDV) 

and satisfaction (SAT). The results of the test are summarised as follows. 

DIM had a statistically significant positive direct influence on DSQ, PDV and 

SAT with regression coefficients of 0.96, 0.95 and 0.65, respectively. DIM had a 

positive indirect influence on SAT through DSQ as a mediator variable with a total 

regression coefficient of 0.46.  DIM also had a positive indirect influence on loyalty 

(LOY) by passing from PDV with a total regression coefficient of 0.73 (0.95x0.77) 

and a positive indirect influence on LOY, transmitted by SAT with a total regression 

coefficient of 0.53 (0.65x0.81). Lastly, DIM had a positive indirect influence on LOY 

by passing through the DSQ and SAT, with a total regression coefficient of 0.37 

(0.96x0.48x0.81). 

DSQ had a positive direct influence on SAT with a statistically significant 

regression coefficient of 0.48. DSQ had no positive direct influence on attraction 

LOY, with a regression coefficient of 0.09. DSQ had a positive indirect influence on 

attraction LOY, passed from the intermediate variable SAT with a total regression 

coefficient of 0.39 (0.48x0.81). 

PDV had a positive direct influence on attraction LOY. The regression 

coefficient was 0.77 with statistical significance. PDV had no influence on SAT, the 

regression coefficient was −0.16, the error was 0.22, the t-value was -0.947 and Sig. = 

0.343 > 0.05. 

SAT had a positive direct influence on attraction LOY with a regression 

coefficient of 0.81 with a statistical significance of 0.05. 

 

5.2 Discussion 

The results of the structural equation test model analysis factors affecting 

Chinese High-Value Tourist Loyalty toward Southern Thailand. The model is 

consistent with the configuration criteria, indicating that the measurement model’s 

validity demonstrated relatively a good fit and fit model.  

Through these results, the destination loyalty model outlined in the conceptual 

framework is believed to be corroborated.  
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First, this study found that destination image directly and positively affects 

service quality, demonstrating the links between destination image and service quality 

(Bigné et al., 2001; Chen & Tsai, 2007; Lee et al., 2005; Kim et al., 2013). This study 

also confirmed that the relationship between destination image and satisfaction had 

positive direct effects on satisfaction, similar to previous studies that revealed that 

destination image’s positive influence on satisfaction (Baker & Crompton, 2000; Chi, 

2005). Tourist satisfaction was the result of the comparison between tourists’ 

expectations before their visit and their experiences on-site (Bigné et al., 2001). 

Consistent with research by Chang and Lin (2020), tourists compare the destination 

image before travelling and after arriving at the destination and received service 

quality that matched the destination image. Tourists will satisfy with the quality of 

service at the destination. A recent study of tourists in Lukang, Taiwan also found that 

tourists’ image of Lukang has a positive impact on their current tourism quality (Pan, 

Chang, & Zhu, 2021). The results of this research testing supported the relevant 

tourism research that indicated that the tourist image of the Guanziling hot spring area 

in Tainan, had a significant positive impact on service quality (Chen, 2019). 

The present study found that the destination image directly and positively 

affects perceived value, consistent with the concept of Chen and Tsai (2007) and Lee 

et al. (2005) that when tourists perceive the value and quality offered by a destination 

in a positive light, their destination image will be favourable. This study has shown 

that destination image has a direct positive influence on perceived value, which is 

consistent with (Prayogo et al., 2017). The more positive the perceived quality and 

value of the service, the higher the destination satisfaction (Lu et al., 2020).  

Furthermore, destination image was found to directly and positively affect 

satisfaction. This finding is consistent with the research tourism studies examining 

satisfaction that showed that when visitors are satisfied with the specific aspects of 

their destination experience, their overall destination satisfaction will be enhanced 

(Ross & Iso-Ahola, 1991; Danaher & Arweiler, 1996; Mayer, Johnson, Hu & Chen, 

1998; Hsu, 2003; Lu et.al., 2020). This result, that destination image has a direct 

positive influence on satisfaction, is also shown in studies on visitors to Angor Wat, 

Cambodia and tourists visiting Portugal (Chen & Phou, 2013; Eusébio & Vieira, 

2013). By contrast, Chen and Tsai (2007) point out that perceptions of positive 
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destination image do not always imply satisfaction. The literature has shown that a 

generally positive relationship exists between destination image and satisfaction, but 

some authors suggested that destination image may not be enough to explain 

satisfaction (Bigne et al., 2001, Chen & Tsai, 2007). 

Many scholars have examined the relationship between destination image and 

destination loyalty (Kim et al., 2013; Wu, 2016; Prayogo, et al. 2017; Lu et.al., 2020). 

One of the most grounded studies, a meta-analysis (Zhang, Fu, Cai, & Lu, 2014) 

proved that destination image affected tourist loyalty. The study showed that all 

dimensions in destination image affected loyalty (Zhang et al., 2014).  However, the 

findings indicated that the destination image could not directly affect the behavioural 

intention, in which was similar to the studies of Bingé, Sanchez and Sanchez (2001); 

Chen and Tsai (2007); Chou (2013) and Lee, Pan and Chung, (2019).  

Moreover, many studies supported this relationship, although the relationship 

may be passed through other variables, such as satisfaction, service quality or 

perceived value. For example, Lee et al. (2019) stated that destination image had an 

indirect effect on future behaviour through satisfaction, while a recent study of 

tourists in Dapeng Bay, Taiwan, also showed the association.  

Destination image is defined as an individual’s mental representation of 

knowledge, emotions and overall perceptions of a particular destination (Crompton, 1979; 

Fakeye & Crompton, 1991). Destination image plays two important roles in actions: (1) 

to influence the destination choice decision-making process and (2) to condition post-

decision-making behaviours including involvement (destination experience), evaluation 

(satisfaction) and future behavioural intentions (intention to revisit and willingness to 

recommend) (Bigne et al., 2001; Chen & Tsai, 2007; Lee et al., 2005).  

Additionally, several prior studies have explored the relationships between 

perceived value and loyalty. However, the results of these studies have not been 

consistent. Some studies revealed that perceived value had directly positive effects on 

destination loyalty (Chen & Chen, 2010; Khan et al., 2011; Khuong & Phuong, 2017). 

Some studies indicated that perceived value had indirectly positive effects on loyalty 

through satisfaction (Wang, Yang, Han, & Shi, 2017; Kim et al. 2013). The present 

study found a directly positive relationship between perceived value and loyalty but 

surprisingly, did not find a relationship between perceived value and loyalty. This 
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result was also found in prior work (Jimber et al., 2020). The present study showed 

that tourists’ perceived value of a heritage site does not significantly influence their 

satisfaction. A possible reason why this hypothesis was not supported is that the 

perceived value of Chinese high-value tourists had not been dynamic for several 

months during the COVID-19 pandemic period. Tourists’ value relies on personality 

characteristics including the lifecycle or time of consumption, previous experience 

about a product or service and financial budget, together with particular circumstances 

such as timeframe (Leroi-Werelds et al, 2014). This research was conducted during a 

special period, so the result was as mentioned. However, according to the present 

study, perceived value and satisfaction had a direct influence on loyalty. Therefore, 

even though the hypothesis was not fulfilled, the variable should still be considered by 

destination management sectors. This means that research on Southern Thailand 

increase its focus on other variables to establish a long-term relationship with visitors 

and tourists.  

In a study of tourists on two Spanish islands (Bigné et al., 2001), the 

hypothesis service quality was found to positively affect satisfaction. The results 

showed that satisfaction is among the outcomes, along with loyalty and positive 

consumer intentions (Anderson, Fornell & Lehmann, 1994; Baker, Parasuraman, 

Grewal & Voss, 2002; Chen & Chen, 2010; Lee, Yoon & Lee, 2007; Williams & 

Soutar, 2009). Many studies have extensively accepted the measurements of 

SERVQUAL (Borgave, 2012) in industries such as airlines business (Hussain et al., 

2015), tourism destinations (Basiony, 2014; Su et al., 2016) (Hutchinson et al., 2009), 

nursing homes (Satsanguan et al., 2015) and bank services (Mohammad & 

Alhamadani, 2011). A number of studies have confirmed the direct and positive 

influence of service quality in generating satisfaction (Anderson & Sullivan, 1993; 

Cronin et al., 2000; Brady & Robertson, 2001). Therefore, service providers in 

Southern Thailand should ensure that service quality on site is concerned by 

SERVQUAL factors used in this study, to increase the Chinese high-valued tourists’ 

satisfaction. Additional research also indicated the indirect relationship between 

service quality and loyalty by passing satisfaction (Hussain, Al Nasser, & Hussain, 

2015; Kim et al., 2013; Sun, et al., 2013), correlating to the result of the present study.  
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Finally, the hypothesis that satisfaction has a direct and positive influence on 

loyalty is consistent with studies on the relationship between brand loyalty and 

consumer satisfaction. Any increase in the level of satisfaction can boost attitudinal 

brand loyalty (Bolton, 1998; Jones & Suh, 2000; Bennett, 2001). The findings of 

multiple tourism studies confirmed that tourists’ satisfaction positively affects loyalty 

by promoting the intention to revisit and make recommendations to others (Bigne et 

al., 2001; Chen & Tsai, 2007; Hosany & Prayag, 2013; Prayag, 2008; Sun et al. 2013; 

Ramseook-Munhurrun et al. 2015). This effect has been observed in recent studies on 

tourists in Dapeng, Taiwan (Lee et al., 2019). Lee and Xue (2020) examined the 

model of loyalty of tourists in Shanghai. The finding supported that tourist 

satisfaction had a positive direct effect on behavioural intention and willingness to 

pay more, revisit, recommend and share to others.  

 

5.3 Implications 

This section presents theoretical and practical implications based on the 

theoretical and empirical consistency of the findings. 

 

5.3.1 Theoretical Implications 

This study demonstrates the differences in perceptions and loyalty between 

Chinese outbound tourists of different demography, travel experience and travel 

behaviour. Given that many destination loyalty studies have investigated the Chinese 

tourists’ perspective, the present study’s focus on Chinese high-value tourists’ 

perspectives in terms of destination image is a fresh approach that enhances existing 

Chinese tourist outbound research. Furthermore, the sample used in this study and the 

consequences of the COVID-19 pandemic period could be used in Chinese tourism 

for the benefit of future research.   

For the past decade, the studies of destination image, satisfaction perceived 

value, service quality and loyalty have been of interest to several scholars in different 

contexts (Hussain, Al Nasser, & Hussain, 2015; Kim et al., 2013; Sun et al., 2013; 

Lee et al., 2019; Lee and Xue, 2020). Previous researchers focused on the antecedent 

of loyalty of tourists. China outbound tourism started in the early 1980s with 
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regulation by the Approved Destination Status system. (Lim & Wang, 2008). As a 

result, academics, researchers, marketers were increasingly interested in exploring the 

behaviour of Chinese tourists. Destination management organisations (DMOs) of 

Western countries in particular would like to understand more about Chinese tourists 

to increase the market share of Chinese tourists towards their destinations (Xu & 

McGehee, 2012; Li, Lai, Harrill, Kline, & Wang, 2011). However, this interest 

extends to many non-western countries as well. Therefore, the research and reports on 

Chinese tourist outbound have continuously expanded in academia and Chinese 

tourism marketing (World Tourism Organization, 2019). Moreover, the area of 

studied was conducted not only on Chinese tourists’ behaviour but also in all aspects 

of research, such as their perceived value, service quality, purchase behaviour and 

other antecedents of loyalty (Xu et al., 2011; Li et al., 2012; Du, 2015; Karnasuta, 

2019). 

Many scholars studied loyalty in several contexts. Firstly, some used the same 

variables as the present study (service quality, destination image, perceived value, 

satisfaction and loyalty), but examined them in different research areas and sample 

groups (Kim et al., 2013; Allameh, Pool, Jaberi, Salehzadeh, & Asadi, 2015; Aliman, 

Hashim, Wahid, & Harudin, 2014). However, the present study conducted on Chinese 

high-value tourists in Southern Thailand is incompatible with previous research. It has 

known that, there are many academia reveled; the Chinese tourists’ behaviour, tourist 

loyalty, destination decision making etc.; in the Southern Thailand (Karnasuta, 2019, 

Dumlag, Prangjarearnsre, Sreprajan, & Phangniran, 2015; Yasami, Promsivapallop, & 

Kannaovakun, 2021; Soonsan & Somkai, 2021). and other nation tourists in Southern 

Thailand (Kampangpetch, Kumsook, Srinuan, Kookieatsakulchai, 2016; 

Jankingthong, 2015). Some previous scholars also examined the Chinese elite, high-

value or high-potential tourists’ relationship with Thailand (Tanathantawee, & 

Pathum, 2016 Phila, & Sukpatch, 2021; TAT, 2015). Consequently, this present study 

focused on factors affecting Chinese high-value tourists towards Southern Thailand to 

bridge the literature gap.    

Additionally, the current COVID-19 pandemic situation has affected the travel 

behaviour of tourists around the world (Bakar & Rosbi, 2020). Hence, many scholars 

conducted in these two years were focused on the impact of overall tourism industries 
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and especially Chinese tourists in many perspectives. Therefore, the results of the 

study, which was conducted during the COVID-19 period, will be a part of support in 

the tourism academic field. They can be used in further studies for comparison of 

results during and after the pandemic, generating new tourism knowledge.  

 

5.3.2 Managerial Implications 

Recommendations for the results of the study on the factors affecting Chinese 

tourists’ Loyalty to southern Thailand There should be the following development 

guidelines: 

For the government agencies involved in the planning of tourism marketing 

policies and strategies, such as the TAT Ministry of Tourism and Sports, the results of 

the study could be used to develop a public relations (PR) strategy for destinations in 

southern Thailand to enhance loyalty among high-potential Chinese tourists. The 

confirmatory factor analysis reveals that all variable including; Destination image 

(Natural Resource, Tourist attractions, Culture History and Arts, Infrastructure and 

Tourist Atmosphere), Perceived value (Functional Value, Social Value, Monetary 

Value and Emotional Value), Service quality (Tangible, Reliabilities, Responsiveness, 

Assurance and Empathy), Satisfaction and Loyalty. All variables need to be used to 

create Southern Thailand’s image as a high-end destination for Chinese high-value 

tourists. The results of this study should be used to develop a strategy to promote 

tourist attractions in southern Thailand to enhance the loyalty of high-value Chinese 

tourists. The destination marketer, TAT, could promote a wide variety of 

entertainment, nightlife attractions, beauty of nature venues and cuisine. These factors 

were also found in this study to be top priority images of Chinese high-value tourists 

towards Southern Thailand. Unsurprisingly, tourists have long recognised these 

factors.  

The findings reveal interesting issues that governments can consider in 

developing a varied cuisine image in Southern Thailand for Chinese high-value 

tourists. Prior research (Kim & Eves, 2012; Phakdeeauksorn & Pattaro, 2021) 

indicated that ‘local food experience’ is considered the most important factor for 

motivation in the first place. Sengel et al. (2015) further concluded that when tourists 

consume food, they not only satisfy hunger but also cater to their desire to seek new 
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experiences (examples include local food culture and knowledge about local food 

through local people). The research findings reveal additional issues that can be 

considered in developing image strategy directly to Chinese high-value tourists in 

terms of food diversity (which is one of the key types of soft power), many choices of 

shops and the presence of luxury hotels. DMOs can continually use a variety of online 

channels as their main PR tools.  

In addition, TAT should be focused on creating an image of food hygiene and 

safety as one. The COVID-19 pandemic and the Phuket boat capsizing in 2018 have 

significantly impacted the safety image of Thailand. The government sectors cannot 

be negligent in concentrating on safety, sanitation and hygiene image to build 

confidence among Chinese high-value tourists, even though this variable is not a 

research priority.  

This research also found some interesting recommendations to create Chinese 

high-value tourists’ loyalty towards Southern Thailand. Firstly, transportation 

management such as quality and accuracy of public transport, ease of accessibility to 

attractions and direction signs should be managed more efficiently than they are 

today. Same as results shown in descriptive statistic in current research, indicated that 

infrastructure ranked the last in destination image variable. Therefore, government 

sectors should increase their focus on developing the ease of accessibility to tourist 

attractions, expand public transportation in tourism provinces, not only in Bangkok, 

and eliminate the local influential.  

Second, Chinese high-value tourists have turned their attention to 

environmental protection, sustainability of tourism management and authentic 

experiences in their trips. DMOs should communicate the image of real experiences 

and sustainability tourism in Southern Thailand directly to high-value tourists. By 

contrast, Zhang and Tse (2018) stated that Chinese luxury tourists were less 

concerned with corporate social responsibility. Thus, promoting volunteer tourism is 

not appropriate for this group. However, they suggested that future researchers 

investigate this issue.  

Third, the findings also suggest that destination image is a key determinant of 

satisfaction and loyalty. DMOs must monitor the evolution of this image and adjust 

advertising, PR, promotional messages and advising to travel agents and tour 
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operators to correct deviations from the complex country image acquired by visitors. 

To offer higher value to the customers, DMOs can promote trust and commitment so 

that loyalty will be developed (Chenini & Cherif, 2016). Zhang et al. (2021) also 

found that during the recovery period of travel restrictions, Chinese tourists did not 

have many ideas for travel plans. Consequently, DMOs should put the effort to enrich 

destination images through high-quality videos and pictures on online platforms to 

remind them of Southern Thailand.  

Finally, the indirect influence that image has on revisiting and recommending 

intentions through satisfaction requires destination marketers to proactively manage 

the destination image for successful destination development. This management 

enables the generation of positive word-of-mouth from the existing foreign visitors. 

Several previous studies have demonstrated the positive relationship between visitor 

satisfaction with loyalty. Service readiness and perception towards high-value 

propositions should be enhanced before and after their stay in Southern Thailand, 

thereby developing better destination image and loyalty.  

The results of current study are in line with the 20-year National Tourism 

Strategic Plan and Vision 2036, which emphasises raising Thailand to be a ‘Quality 

destination’ instead of a ‘Reasonable price destination’. To focusing on increasing the 

actual income from tourism rather than focusing on the number of tourists. DMOs 

have captured the new target market comprising luxury tourists, health and wellness 

tourists and high-spending tourists. Thus, this result could support policymakers to 

develop destination image and to recognise the image of Southern Thailand. 

Moreover, the COVID-19 pandemic has had an impact not only on global tourism but 

also on the global economy (Zhang, Lingyi, Peixue, Lu, & Zhang, 2021). Thailand 

has also been affected. Therefore, the results of this research will be able to contribute 

to the government’s use of a limited budget due to COVID-19. The government can 

develop the factors that are most important to the loyalty of Chinese high-value 

tourists and therefore develop other factors as well.  

  For the tourism entrepreneur sector, according to the research indicated that 

Service Quality, Perceived Value and Satisfaction had directly influence to Chinese 

high-value tourists’ loyalty besides Destination Image also play the major 

antecedence of loyalty. Entrepreneurs should work together with the TAT to promote 
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the image of Southern Thailand as a destination for Chinese high-value tourists to 

recommend. 

Creating the new perceived value not only in term of monetary value but 

focused on perceived functional value (quality) and along with service quality. This 

research revealed that improving the accuracy and positivity of destination perceived 

value and service quality could increase loyalty. Travel agencies may improve 

perceived value and service quality of all tourists’ journeys, beginning with building 

the inspiration/planning efforts, to provide individual travellers with their needs, 

rather than just focusing on more ‘traditional’ Chinese tour groups. This is similar to 

Wen, Kozak, Yang and Liu (2020), who stated that post-COVID-19, the Chinese 

young traveller is attracted to personalised design itinerary and that specific travel 

planning is becoming more widespread. On the contrary, reducing the unnecessary 

crowded attractions or public transportation. Travel agencies could also be 

encouraged to focus on private and niche attractions rather than crowded famous 

checkpoints. The Chinese high-value tourists focus on more variety of entertainment 

and variety of local cuisine; travel agents could add these to travel programs. Travel 

planners should suggest more new attractions that are not the same as the traditional 

Chinese tour group destinations. The recommendation to improve loyalty of Chinese 

high-value tourists in this research also stated that attractive pictures and video clips 

affected decision-making, especially on online platforms. This finding is supported by 

previous research (Gretzel et al., 2019; Zhang et al., 2019) that stated that consumer 

behaviour had shifted to online platforms in every step of the customer journey. These 

steps include travel planning, comparing destination choices, booking and purchasing 

during trips and sharing the post-trip experience.  

Improving the service quality during trips was needed for all entrepreneurs, 

hotels, travel agencies and restaurants. Considering on front-end service providers, 

receptionists, waitresses, and most important is tour guide, which need to be more 

well trained on skill, knowledge, language, professional and good attitude. Chinese 

high-value tourists were greatly concerned with service quality because they believed 

that they pay more and they expected higher service than normal. Examples include 

easy hotel check-in, available Chinese language staff and mobile payment available. 

The research also found that most of the respondents agree that Southern Thailand 
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have many luxury hotels. Thus, these luxury hotels should promote their facilities, 

service, privacy and uniqueness. They should specifically promote their photogenic 

areas on online platforms, such as good reviews on their social media, to increase 

their satisfaction and loyalty.   

When a new pandemic, the COVID-19 outbreak, exploded in December 2019 

in the city of Wuhan, Hubei province, its impact on the tourism industry was 

unavoidable regardless of region or nationality (Zhong, Guo, & Chen, 2020). 

Emphasis on the hygiene and safety of tourist attractions, activities and 

accommodation need to concern. Although Chinese high-value tourists gave a high 

level of agreement on Southern Thailand as a generally safe place, all other 

entrepreneur sectors should not be disregarded. Chinese high-value tourists attach 

great importance to safety not only in terms of COVID-19 but also in every context of 

safety. Service providers should pay more attention to safety such as availability and 

sufficient of safety equipment in hotels. Accommodations need to follow measures to 

prevent the spread of COVID-19 and safety procedures in all aspects to build 

confidence among Chinese high-value tourists.  

The present study also showed that service quality indirectly influences loyalty 

to tourist destinations in Southern Thailand through satisfaction. As mentioned, 

respondents recommended increasing the efficiency of front-line staff in all touch 

points during trips. Consequently, tourism and service personnel are important keys to 

driving the satisfaction and loyalty of Chinese high-value tourists. Therefore, 

education sectors become to play in the tourism and service industry inevitably. 

Increasing high-quality and professional tourism personnel to serve the industry is 

necessary to develop destinations to meet high-value tourists’ expectations. The 

education sector could provide courses to students at undergraduate and diploma 

levels that could provide quality service for high-value tourists. Specialty certificates 

and international certificates, such as culinary, health and wellness, butler etiquette 

and ASEAN Mutual Recognition Arrangement on Tourism Professionals, are 

necessary. In addition, schools should provide re-skill and up-skill courses for 

personnel already in the industry and would like to add new skill to serve Chinese 

high-value tourists. Such skills include Chinese language for service industry, 

communication skills and basic technology skills and initiatives. Furthermore, 
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education sectors should craft students with ethics, good attitudes and growth 

mindsets ready for immersion in industry. 

 

 

 



 
209 

F
ig

u
re

 5
.2

  
H

ig
h
-v

al
u
e 

C
h
in

es
e 

T
o
u
ri

st
’s

 L
o
y
al

ty
 E

st
ab

li
sh

m
en

t 
M

o
d
el

 f
o
r 

S
o
u
th

er
n
 T

h
ai

la
n
d

 

  



210 

5.4 Limitations and Future Research Recommendations  

5.4.1 Limitations  

This research was started in 2016, before the outbreak of COVID-19. The 

researcher reviewed the literature discussed in Chapter 2 and prepared the 

methodology by going to the research area to collect questionnaires as described in 

Chapter 3. However, when the COVID-19 phenomenon happened, it had a huge 

impact worldwide, especially on tourism which was directly affected by countries 

closing (Zhong et al., 2020). Strict travel restrictions were in place in the early days of 

the COVID-19 situation, which was the same period that the researcher needed to 

collect data from tourists. Therefore, the researcher was unable to go to the area to 

collect data from the sample group face-to-face because the high-value Chinese 

tourists were pushed back like other tourists. The researcher needed to change the 

method of collecting data to the online channels by using the platform popular with 

the Chinese tourists by coordinating with travel agents in China distributed in each 

province. 

Moreover, due to the prolonged COVID-19 situation until now during the time 

that the researcher collects information online. Those high-value Chinese tourists had 

not travelled for about 1.5 years because of China’s zero-COVID strategy that closes 

borders and limits the number of foreigners entering the country. As well as detaining 

those travelling from abroad and enforcing strict measures to control the spread of 

disease making it an obstacle in traveling It makes those high-income Chinese tourists 

not travel, whether traveling in the country or traveling abroad. Therefore, the 

memory of traveling in Thailand may be reduced. In addition, during that time, people 

worldwide, Chinese people, attached great importance to health, self-defence and 

epidemics rather than travel. The study utilised a cross-sectional study where data was 

collected at a point in time. In general, human emotions and views may change over 

time (Nadarajah & Ramalu, 2018). Measuring the aspects of tourism at a point in time 

may not reflect the mean of changing feedback of the tourists, especially in unusual 

situations such as COVID-19, similar to several studies conducted during this period 

(Sánchez, Cabeza, Muñoz, & Fuentes, 2021; Suhartanto, Dean, Semiawan, Kusdibyo, 

& Sobarna, 2021; Zhang et al., 2021). However, these findings are preliminary data, 
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and further research is needed to see the differentiation post-COVID-19 (Lim & To, 

2021).  

Moreover, the results of the present study did not find the relationship between 

perceived value and loyalty, despite having been found in previous research (Jimber 

et al., 2020). As mentioned, the reason why this hypothesis was not supported may be 

the perceived value of Chinese high-value tourists had not been dynamic for several 

months during the COVID-19 pandemic period. Thus, two aspects need to be 

considered in the future. Firstly, when the situation returns to normal after COVID-

19, future research will benefit from investigating the relevance of external and 

internal factors, related to the relationship among constructs. These studies should 

conduct comparisons with the present study to obtain new knowledge. Secondly, if 

the COVID-19 pandemic should still be ongoing, researchers could consider shifting 

from the perceived values to perceived risk. The results of the study can be compared 

with the results of research related to loyalty in past crises. Further concepts would 

present interesting refinement and extension. 
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