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Abstract

The Motivations and the Attitudes Affecting the Satisfaction Level of Chinese Tourists
Visiting Thailand
Assoc.prof.Dr.LertpornParasakul
Faculty of Tourism and Hospitality,
Dhurakij Pundit University

The objectives of this research are 1) to examine both the push factor
motivations and the pull factor motivations of Chinese tourists who visit Thailand, 2)
to study the attitudes of the Chinese tourists towards Thai people and Thailand, 3)
to examine information sources the Chinese use to find out about Thailand, and 4)
to understand the relationships between motivations, attitudes, information sources
and tourists’ satisfaction towards the tourism experiences. The sample subjects for
this empirical study were the Chinese tourists visiting places of interest in Bangkok,
Pattaya, Phuket and Chiangmai. They were chosen at random and 621 copies of
questionnaires were selected and analyzed. Statistical analysis and hypothesis
testing using percentage, mean, standard deviation, chi-square, and factor analysis
were performed. Factors comprising the push and pull motivations were factor
analyzed by the Varimax rotation technique, and so were the factors comprising the
information sources. The attitude towards Thai people and Thailand were measured
by the mean averages of the attitudinal scale. The influences of the independent
variables upon the dependent variables in the model were analyzed utilizing path-
analysis.

The results of the testing revealed that the push factor motivation consisted of
5 factors: self-actualization and prestige, culture learning, emotional needs, escape
and relaxation, and enhancement of family relationship. The pull factor motivation
consisted of 4 factors: fundamental tourism amenities, varieties of tourist attractions,
price factors, and entertainment. The path analysis confirmed that the pull factor

motivation is more influential on the tourists’attitude towards Thai people and



)

Thailand than is the push factor motivation. With regards to the information sources,
printed materials of all types were the most significant source. Broadcast media and
websites ranked second. Personal sources of information ranked third. The path-
analysis also revealed that the information source exerted stronger influences on the
tourists” satisfaction than did the attitude towards Thailand and Thai people.
Tourists” satisfaction significantly resulted in positive word-of-mouth and revisitation
of the destination. A structural equation model illustrating the influences of
independent variables on dependent variables is presented.
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