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This survey research aimed to 1) find out pull factors, personal push factors, and
environmental push factors relating to the international tourism of Thai tourists and 2) study
whether demographic characteristics of the Thai tourists related to those factors. Four
hundred outgoing Thai tourists at the Departure Hall of Terminal 1 and 2 of Bangkok
International Airport in October 2001 were asked to fill in a questionnaire. Collected data
was interpreted using Statistic Package for Social Science.

The result showed that the pull factors of foreign destination and the personal push
factors of an individual to travel abroad were strongly related, whilst environmental push
factors related little to the international tourism of Thai tourists. The strongest personal push
factor is the need to “learn new things in foreign destinations”. The strongest pull factor is
the foreign “city and attraction”. The strongest environmental push factor is the “cleanliness
of .cliomestic tourism sites”. Moreover, the results revealed that the age of Thai tourists
significantly relates to the variation of most pull and push factors. International Thai tourists
travel abroad because of the relationship of personal push factors and pull factors rather than

the environmental push factors of Thailand domestic attractions.

Recommendations arising from the research result are that domestic tourist
attractions should be promoted as a competitive choice for Thai tourists in such a way that
their personal needs are fulfilled, age of tourists should be regarded, and misperceptions on

domestic tourist attractions should be changed.
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CHAPTER 1

INTRODUCTION

1.1 Justification and problem statement

Nowadays, not only the advancement of technology of transportation enables
traveling to be fast, convenient, and safe but also the efficient communication network
contributes to influence the tourism to be a part of life. As a consequence, people of

the world travel for various purposes.

Tourism Authority of Thailand, (2539 b: 31) mentioned that tourism is a natural
activity of human and it exists in everyone. The social change and urbanization causes
increasing of needs to travel. Moreover, new technology and many supporting factors,
such as fast transportation, communication, information technology, tourism facilities
development and striking scheme, urge more people to travel. The worldwide

development unites human and tourism

Tourism Authority of Thailand (2540 a: 11; Burns & Holden, 1995: 3 quoted in
Suchada Wattamanee, 25,42:: 2) referred that the world tourism situation report
indicates that the Wérld tourism expands gradually. In 1950, there were 25 million
tourists. In 1990, there were 456 million tourists. Moreover, World Tourism
Organization had estimated that in 2000 and 2010, there would be 664 and 937 million
tourists consecutively. The highest rate of increase was in the East Asia and Pacific

region

Nikom Jarumanee (2535: 34-35) mentioned that exporting goods is one way to
earn foreign currency. Another way that is becoming more and more important to most
countries is to attract foreign tourists. This form of export is often referred to as an

invisible export.
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The invisible export has a real importance. to the third world countries or
developing countries, which have no concrete export goods to generate income to the

country. Therefore, these developing countries highly depend on income from tourism.

He also explained that the income from tourism enables the country to have
money to import from other country the products needed and can afford for a better
quality of life of the people. And due to a relative poverty, the people themselves don’t
travel. Thus, foreign tourists are important to come and buy goods and service in the

country.

Burns & Holden (1995: 3 quoted in Suchada Watamanee, 2542: 2) referred to
the report of World Travel and Tourism Council in 1992 that, tourism bears the most
employment in the world. The estimation was that one ninth of the world’s
employment was that of the tourism sector. Furthermore, nearly 10 percent of GDP of

the world caused by tourism.

In Thailand, Tourism Authority of Thailand has long been the core

organization who raises the promotion of tourism in the country.

Saeree Wansapaijit (2534: 14) mentioned that Thailand tourism industry has
been promoted and played an important role in the country’s economic development.
Tourism expands investment and employment in the concerning business, for instance,
hotel, resort, restaurant, food and drink, tour agency, transport, souvenir, etc.

Moreover, the natural, cultural and historic sites scatter all around the country

Kampee Koopkan et al. (2542: 55) claimed that Thailand had high capacity in
tourism. There are more than 2,673 tourist sites with high diversity. There are 728
natural sites, 643 man-made sites, 309 cultural sites, 92 adventurous and ecotourism
sites, 90 agrotourism sites, and many more health & therapy places with quality care

service.

Tourism Authority of Thailand (2540 a: 7) claimed that the government has set
up aims of tourism that the growth rate of tourist is to be at least 7 percent per year,
foreign currency income at least 15 percent per year. And they tried to encourage Thai

people to increase domestic tourism at least 3 percent per year.
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Tourism Authority of Thailand (2540 a 36), in compliance to the government
prospect, set up a 6-year plan since-1998 — 2003. It came with a campaign of “Rak
Thai Teaw Thai”. The goal is to develop Thailand tourism in such a way that

conserves cultural, social and natural heritage and enable sustainability of environment

Tourism Authority of Thailand also set up a marketing goal of domestic
tourism that “According to the ownership of the country, Thai people deserve, at the

highest priority, to utilize the tourist resources for both self and social benefit.

Therefore, the domestic tourism marketing plan target is Thai people. To the
consideration, the domestic tourism enhances distribution of income with minimum
adverse impacts to culture, natural resources and environment. It should be used to
raise the awareness good tourism, as an educational process, and as a tool to improve

the quality of life”

The government realized the importance of tourism to the country, thus
promotes tourism in Thailand by adding tourism in some of the Nation Economic and
Social Development Plans. The goal is that the tourism of both incoming international
tourists and the Thai tourists performs as a tool to develop the economic, society,

quality of life and to conserve cultural, social and environmental heritage.

Tourism activity is influenced by the persuasion from the tourist site, so called
the pull factor, and by the personal need of a person, so called the personal push

factor.

When a Thai tourist wants to travel abroad, it should be the influences of both
pull and push factors. That is, the Thai tourist has an intrinsic need (personal push
factor) such as health, curiosity, and values. Whereas, a charm from the destination

(pull factor) starts the tourist to compare, consider and decide to make a trip.

However, despite their needs of domestic travel, they decided to make

international trip. There should have been some certain reasons for this situation.

Yanyong Amphawa (2539: 5-22) mentioned that there were mainly 7 points of
what to be improved, to draw more Thai people to domestic tourism. Those were;
service problem, convenience in travel problem, cleanliness, information and public

relation, behavior of service provider, environmental problem, and safety problem.
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It is possible to conclude that, when a Thai tourist has needs to travel by the
personal push factors, there could be influence from international tourism that meets
the requirement. In addition, the factor of the domestic tourism and tourist site in
Thailand could drive the tourist to choose the international destination instead of
domestic one. That factor would be called the ‘environmental push factor of domestic

tourism’ in this research.

By the way, despite the effort of the government to promote tourism in the
country, Thai tourists increasingly travel abroad each year. In 1993, there were
1,539,609 Thai tourists traveled abroad. In 1994, there were 1,700,079 Thai tourists,
which was equivalent to 70 percent of number of international tourists in 1991 and
they spent money in foreign countries as much as 70,000 million Bath. In 1995, there

were 1,820,254 Thai tourists traveled abroad.

The rise in number of international Thai tourists continued until the year of
economic crisis, 1996, the number was 1,845,244, Then it stopped and declined. There
were 1,660,139 and 1,411,612 international Thai tourists in 1997 and 1998
consecutively. Once again, in 1999, the number leaped to be 1,686,448 and eventually
to be 1,908,128 in 2000 (www.tat.or.th/stat/index July 15, 2001)

The Southeast Asia Technology (2544: 7) concluded that the rise of
international Thai tourists definitely affects the tourism balance. In 1998, Thailand had
expenditure caused by international Thai tourist of 59,073 million Bath. In 1999, the
international tourism even expanded, 17.90 percent of rising, and caused 69, 648

million Bath

Tourism Authority of Thailand (2544: 2) mentioned that in 2000, Thailand had
expenditure of 82,838 million Bath by Thai tourists. If the expenditure rises
continuously, whereas the income from tourism stays or declines, as a consequence,

Thailand loses tourism balance.

Yanyong Amphawa et al. (2539: 7-6) suggested that the effort of reducing the
expense of travelling abroad of Thai tourists enabled the rise of tourism balance. He

also mentioned that to promote for higher domestic tourism of Thai tourists, they have
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to take in consideration, not only the service development but also how to raise the

social good attitude toward domestic tourism among Thai people and Thai tourists.

The continuous expansion of international tourism of Thai tourists affects the
tourism balance of the country. Therefore, a study of the motivation of Thai tourists,
who travel abroad, should be done to modify marketing plan to persuade more Thai
tourist to travel in Thailand. Thus, it decreases the expense in international tourism by

That tourists.

By the way, it is extensively accepted that physical environment and tourism
has a close relationship. Tourism depends on attractiveness of the environment and the
tourism itself somehow affects the environment. (Jafari, 1997; Parris 1997 quoted in

Thawatchai Boonchote, 2544)

Tourism Authority of Thailand (2537: 13) explained the relation between
tourism and environmental conservation that tourism industry needs to improve
cultural, social and environmental aspect and remain sustainable. These were the
highlights. The tourists demanded not only the service but also the quality of resource.
The service was just a component. To maintain the physical beauty of the destination
1s necessary to sustain tourism. It is necessary to care of natural environment, which

attracts people to visit. And if destroyed, sustainability stops.

The tourism sustainability is the development that meets the requirements of
tourist and the locality at present, with preservation and protection of opportunity to
exploit the resource of the following generations. Sustainable tourism covers the
resource management to respond the economic, social and aesthetic necessity,

whereas, to preserve the uniqueness of culture and ecosystem.

As a consequence, to develop tourism, it is obviously necessary to achieve
resource environmental management. Efficient resource and environment management

sustains the tourism industry to provide benefit to the country in a long term.

This research studied the pull factor that persuades Thai tourist to travel
abroad, the personal push factor that drives people to travel and the environmental

push factor of Thailand that affects Thai tourist to make an international trip.
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Moreover, it studied the demographic factor and its relation to the pull and push

factors of international tourism.

1.2 Objective

1) To study pull factor, personal push factor, and environmental push factor,

which related to the international tourism of Thai tourists

2) To study relations between demographic factors and the pull factor, personal
push factor, and environmental push factors in the international tourism of Thai

tourists

1.3 Scope of Research

1.3.1 Target population

The Target population of this research is the Thai tourists who travel abroad in

order for tourism purpose in 2001, which is 1,509,962.

1.3.2 Sample group

The sample group of the population was 400 international Thai tourists in both

Terminal 1 and Terminal 2 at Bangkok International Airport in October 2001.

The size of sample group was calculated from the number of population referred to
that of 2000, as a reference number. There were totally 1,908,928 Thai tourists went
abroad (www.tat.or.th/stat/index July 15, 2001). Then, the numbers of those who

traveled on business, education, and conference purpose were subtracted from the total

number. Thus the target population of 1,509,962 was obtained.
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According to the study of Yanyong Amphawa et al. (2539: 5-9), which
grouped the purposes of international Thai tourists in 1995 into categories, there were
12.5 percent of business purpose, 6.5 percent of conference purpose, and 1.9 percent
of education purpose. Thus, 20.9 percent from the total number of Thai tourist was

subtracted.

After that, the size of sample group was calculated by the method of Taro
Yamane (Boontham Kitpreedaborisut, 2536: 68 quoted in Krisana Petchcharoern,
2543: 69) at confidence level of 95% (e=0.05)

Purposive sampling was made to find respondents, who went abroad on
international tourism purposes, and not on the purposes of business, education, and
conference. Because, even though they are included in the definition of “tourist” by
World Tourism Organization, these tourists have very little flexibility of tourism
activity and selection, and significantly influenced by the duty rather than by the

tourism reasons.

1.3.3 Time

The researcher collected data in October 2001 at different time of the day of
collecting. The aim was to diverse the time of collecting in order to get sample from

all day round to maximize the diversity of flights and destinations.

1.3.4 The variable studied
1.3.4.1 Demographic factor
1) Age

Lumsdon (1997: 43) mentioned the relation of age to pull factor that the

growing age affected the consumption behavior.

Mill & Morrison (1992: 76) mentioned that the relationship between
tourism and age has two components—the amount of leisure time available relative to

age and the type and extent of activities undertaken at various age levels. The amount
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of leisure time available changes curvilinearly, with the younger and older age groups

having proportionately more leisure time.

Yet the amount of available time is, by itself, insufficient to explain age
as a factor in tourism behavior. It is safe to conclude that the rates of participation, in
the overwhelming majority of leisure activities, declines with age. The decline in
participation varies relatively to the type of activity. There is greater decline for active

recreational activities than more passive activities.
2) Sex

Lumsdon (1997: 42) mentioned about external factors relevant to sex

that sex, male or female, determined social expectation on different kind of behaviors.

Mill & Morrison (1992: 80) mentioned that there are more similarities
than differences between the sexes in terms of leisure participation rates. Overall,
participation rates in leisure activities do not differ between men and women, although

many women engage in slightly fewer activities than do men.

There is a clear difference between the sexes in terms of preferred activities. Women
are more involved in cultural activities, and men lead in outdoor recreation and

playing and watching sports.
3) Education level

Mill & Morrison (1992: 81) said that the strong correlation between
education as it relates to income has been well established. Independent of income,
however, the level of education that an individual has tends to influence the type of
leisure and travel pursuits chosen. The amount of education obtained will most likely
determine the nature of both work and leisure time activities. By widening one’s
horizons of interest and enjoyment, education influences the type of activities

undertaken. Education itself can serve as the primary reason for travel.
4) Marital status

Mclntosh & Goeldner (1990: 133) said that married couple with

children tends not to travel because of the family responsibility. Divorced ones also do
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not travel for the reason that they have no partner. Apparently, the singles tend to

involve the most in tourism because of convenience.

Lumsdon (1997: 44) mentioned that a single youth, who does not stay
with family loves outdoor life, adventure, and travel. After getting married, they travel

less because of less free time.
5) Occupation

Sirikarn Prabtovitjoyo (2539: 64) examined the correlation between tourism
information exposure and decision making to travel abroad of the Thai tourists from
400 outbound Thai tourists. The findings were that occupation and income had
relationship with behavior of travelling abroad, whereas other variables had no

relationship.

Penkhae Sangkaew et al. (2540: 54) studied the expenditure of outbound Thai
tourists in 1996. There were 1,823,676 Thai tourists going abroad. Majority of them
were laborers and secondly, conducted private business (30.1% and 16.8%

consecutively)
6) Income

Sirikarn Prabtovitjoyo (2539: 64) examined the correlation between
tourism information exposure and decision making to travel abroad of the Thai tourists
from 400 outbound Thai tourists. The findings were that occupation and income had
relationship with behavior of travelling abroad, whereas other variables had no

relationship.

Mill & Morrison (1992: 79) referred to many studies, which have
attempted to determine the percentage of income spent on recreation as a whole. It
appears that at the lower level of income and education approximately 2 percent of
income is spent on recreation. As income increases the proportion spent on recreation
increases to between 5 and 6 percent for all education levels. The highest recreation
expenditures, 7 percent, are reported by respondents who are heads of households,

under forty years of age, and without children.
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1.3.4.2 Pull factors
1) Culture

Mclntosh & Goeldner (1990: 131) explained that one of the
motivations influencing tourism was cultural motivator. Cultural motivators are
identified by the desire to know about other areas—their food, music, art, folklore,
dances, painting, and religion.

Lumsdon (1997: 42) mentioned that one of the external factors on

tourism was culture.

Saeree Wansapaijit (2534: 26) mentioned cultural factors as the first
tourism pull factor. They were archeology, history, museum, folklore area, capital,

academic, and religious place.
2) City and landmark

Saeree Wangsapaijit (2534: 27) mentioned that some buildings are the
symbols of city. Monument, architecture, important site are attractive to tourists as

well as political place or academic institute.
3) Festival and special event

Saeree  Wangsapaijit (2534: 28) mentioned that tourists are very

interested in visiting important places during the festival time.
4) Scenery

Lundberg (1990: 39) referred a study of the American Express, which
interviewed their passengers. The findings were that the first motivation on tourism

was the beauty of scenery.

Saeree Wangsapaijit (2534: 29) mentioned that scenery is important to

draw tourists into the area.
5) Climate

Saeree Wangsapaijit (2534: 29) explained climate as a persuasion that

satisfied the visitors for example, sun bathing, seaside leisure, etc.
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6) Friends and relatives

Mclntosh & Goeldner (1990: 131) mentioned that one of the tourism
motivators was inter-personal relationship i.e. visiting friends and relatives, and

meeting people.

Saeree Wangsapaijit (2534: 26) mentioned that nowadays, the
transportation is fast and convenient. People migrate more and more. Visiting friends

and relatives in other places can be considered as tourism.
7) Sport and recreation

Mcintosh & Goeldner (1990: 131) identified one of the tourism

motivators was physical motivator i.e. sports, recreation, and other physical relaxation.

Lundberg (1990: 46) claimed that plenty of people travel to be a part of
sport event and match. For example, basketball, baseball, soccer match as well as

games such as the Olympic draw large number of people.
8) Goods and souvenir

Nawarat Plainoi (2538: 3) found that Thai international tourists always
buy the following goods from foreign countries: liquor, cosmetic, perfume, leather,

garment, electrical apparatus.

Saeree Wangsapaijit (2534: 28) mentioned that handcraft, especially

made by locality for living or on ethic belief, are attractive and can be traded.

Lundberg (1990: 46) mentioned that almost everyone enjoys
bargaining, buying, and traveling around to buy. Touching, selecting, comparing and
purchasing are regarded as satisfactions of many people, and thus can motivate

travelling.
9) Food and drink

MclIntosh & Goeldner (1990: 131) identified one of the motivators was

cultural motivator. Food is also a type of culture that represents each nation’s culture.
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10) Health and therapy program

Saeree Wangsapaijit (2534: 23) mentioned that physical relaxation as a
tourism motivators were hot spa, hot spring, curing hot spring, medical treatment, and

other therapy.

1.3.4.3 Personal push factor
1) Escape from daily life

Mill (1990: 42 quoted in Burns & Holden 1995: 41) said that nowadays
escape seemed to be rather mental than physical. Whereas physical needs decrease,

mental needs seem to rise.

MclIntosh & Goeldner (1990: 131) identified one of the tourism
motivators was inter-personal relationship. On the other side, it was desire to escape

from family members, or colleagues.

Lundberg (1990: 42) mentioned that after physical needs were fulfilled,
mental needs seem to expand such as need for a change. Tourism gives change of

environment.
2) Physical and mental relaxation

Lundberg (1990: 44) mentioned that people tend to take holidays when
they feel they are not healthy, tired from work. Tourism responds to primary sense of

healthiness.
3) Learning new experience in foreign country

Saeree Wangsapaijit (2534: 25) said that curiosity is an obvious internal
drive. Human has learning instinct to explore the unknown and tourism serves as an

intellectual exploration tool for self-learning.

Mill & Morrison (1992: 19) added the basic needs of Maslow’s Need
theory (1943: 370-396 quoted in Mill & Morrison, 1992: 19) that the 5 basic needs of
human are those of physical and mental but human has 2 more intellectual needs that

are to know and understand, and aesthetics.
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4) Enriching one’s experience

Hollaway (1998: 57) said that one of human’s needs is self-challenge

to know one’s capability and fully utilize it.

Lundberg (1990: 50) said that travelling responds human’s instinct of
competition and victory. To have a long, difficult journey is a way to prove a person’s

achievement.
5) Self-esteem

Mclntosh & Goeldner (1990: 132) said that one of the motivations of
traveling is the status and fame that is to develop one’s image to be accepted and
important. Travelers aim that to visit many places makes them more important,

accepted and admired.

Saeree Wangsapaijit (2534: 26) said that esteem is one of the factors of
tourism, referring to that of society, or from individual as self-esteem to have traveled

to many places successfully.
6) Up-to-date and fashion

Hollaway (1998: 62) said that fashion, values and society are influential
to tourism. Attractiveness of a tourist resource fluctuates as a growth cycle of social

values.

Saeree Wangsapaijit (2534: 26) said that people travel in accordance

‘with social values, fashion, in order for acceptance in society.

1.3.4.4 Environmental push factor

Yanyong Amphawa (2539: 5-22) surveyed on needs of domestic
tourism of Thai international tourists, asking about tourism improvement to draw more

tourists to domestic tourism. The opinions are divided into 7 groups as follows.
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1) Environmental conservation of tourist site

Most of Thai tourists thought that there was insufficient environmental
conservation at tourist sites. There should be improvement and enhance more

conservation, renew the tourist sites, and create values of conservation to Thai people.
2) Convenience of traveling in Thailand

Thai tourists gave opinions that Thailand is lacking of infrastructure for
tourism. The convenience in traveling is to be improved. The route to tourist
attractions is to be developed and including information signs, public service
concerning traveling. Problem occurs especially during the festival or long weekend

periods.
3) Cleanliness of tourist site

Thai tourists thought that the cleanliness was to be improved especially

that of the restaurant, food shop, restrooms, gas station, service post and public bus.
4) Safety in transportation and property

Mostly, Thai tourist thought that there was not enough safety when
traveling. The problem of thief and pick pocketing should be solved. There should be

travel insurance and strategy against accidents.
5) Information and public relation

Most of Thai tourists thought that there had not been enough
information on tourism. There should be improvement of on-site tourism information,

route, travel, accommodation and so on.
6) Service to Thai customers

Mostly, Thai tourists thought that service to Thai tourists was under
standard, there should be improvement of service and manner of service to Thai

tourists for example tour guide, taxi driver and so on.
7) Expenditure of domestic tourism

To travel in Thailand, expenditure is relatively high for Thai people.

Thai tourists had suggestions to change the price of hotels, and service concerning
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tourism especially the festival and long weekend. When the tourism demand is high,
the price remarkably rises, sometimes become more expensive than international

tourism.

According to literature review on demographic characteristics, pull factors,
personal push factors, and environmental push factors, the conceptual framework was

formulated as shown afterward in 1.5

1.4 Hypothesis

1.4.1 Sex
Female tourists show higher relation to the pull factor of “Art &
culture” than female ones.
1.4.2 Age
The old tourists show lower relation to the pull factor of “Sport &
recreation” than other age groups.
1.4.3 Education level
The graduates of bachelor or higher degree show higher relation to the
personal push factor of “Learning new things” than other education level
group.
1.4.4 Marital status
The married tourists show higher relation to the personal push factor of
“Escape from daily life” than other group of marital status.
1.4.5 Occupation
The tourists who are employees show higher relation to the
environmental push factor of “Respect & acceptance from others” than
other occupaﬁon groups.
1.4.6 Income
The tourists who earn moderate income show higher relation to the
environmental push factor of “Expenditure for domestic tourism” than

other income groups.
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1.5 Conceptual framework

Demographic factors
-Sex
-Age
-Educational level
-Marital status
-Occupation

-Income

\ 4

Pull factors

-Art & Culture

-City & Attraction
-Festival & Events
-Topographic characteristic
-Climate

-Relative & Friend

-Sport & Recreation

-Gift & Souvenir

-Food & Drink

-Health & Treatment

v

Personal push factors

-Escape from daily life

-Physical & mental relaxation
-Learning new things

-Enriching one’s experience
-Respect & acceptance from others
-Being up-to-date

Environmental push factors

-Environmental conservation of sites
-Cleanliness of sites

-Convenience of transportation
-Safety of property and travel
-Public relation & information
-Service to Thai people

-Expenditure of domestic tourism

;

International tourism of Thai tourists

Figure 1-1 Conceptual framework
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1.6 Measurement of Variables

Measurement
1.6.1 Demographic factors
1) Sex Nominal
2) Age : Ordinal
3) Education level Nominal
4) Marital status Nominal
5) Occupation Nominal
6) Income Ordinal
1.6.2 Pull factors
1) Art & culture Interval
2) City & attraction Interval
3) Festival & event Interval
4) Topographic characteristic Interval
5) Climate Interval
6) Relative & friend Interval
7) Sport & recreation Interval
8) Gift & souvenir Interval
9) Food & drink Interval

10) Health & treatment ' Interval
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1.6.3 Personal push factors

Measurement
1) Escape from daily life Interval
2) Physical & mental relaxation Interval
3) Learning new things Interval
4) Enriching one’s experience : Interval
5) Respect & acceptance from others Interval
6) Being up-to-date & fashionable Interval
1.6.4 Environmental push factors
1) Environmental conservation of sites Interval
2) Cleanliness of sites Interval
3) Convenience of transportation Interval
4) Safety of property & travel Interval
5) Public relation and information Interval
6) Service to Thai customers Interval

7) Expenditure for domestic tourism Interval
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1.7 Definition

1) Tourism

Tourism means the temporary trip to somewhere other than one’s resident,
voluntarily, for tourism purposes, and not for earning, seminar, official meeting,

business trip, or academic course.
2) Thai tourist

Thai tourist means Thai nationals, whose resident is in Thailand, going out of
the kingdom temporarily for any certain purposes but not for earning, seminar, official

meeting, business trip, or academic course.
Thais living in foreign countries are excluded.
3) Pull factor

Pull factor means physical, cultural, social environment of foreign destinations,

which related to Thai tourists, motivating them to make an international tourism.
4) Personal push factor
Personal push factor means the intrinsic needs of a person to travel abroad.
5) Environmental push factor

Environmental push factor means the physical, social, cultural, and
environmental conditions of domestic destination, which relate or influence the Thai

tourist to make a trip abroad.
1.8 Agreement

1) This research is not elaborating of the process of decision making for
international tourism of Thai tourists, regarding that the sample group was influenced
by pull factors, personal push factors and environmental push factors, resulting on

their motivations of starting an international trip. The barriers of making a trip such as
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cost, available time, obstacles have all been solved. Eventually, they are making a trip

as international tourists.

2) There are plenty of pull and push factors. These pull and push factors were
selected from the literature review, considering that they cover pull and push factors of

Thai tourists.

3) Majority of outbound Thai tourist travels via airs rather than land and sea
(Tourism Authority of Thailand, 1999: 18) For this research, the Bangkok
International Airport was selected as a data collection site because of the highest

variation of destinations.

4) The qualified sample group is those who travel in order for tourism purpose
and not for earning, official meeting, seminar, business trip, or academic course

because these trips are influenced by occupation and works rather than tourism.

1.9 Expected Advantage

1) To know what the relevant pull and push factors of international tourism are,

and to know demographic characteristics of Thai international tourists in 2001.

2) From the result, apply the findings to formulate or adjust the domestic
tourism promotion plan in order to raise the number of domestic Thai tourists and for

the development of Thailand’s economic, social, cultural, and environmental quality.
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CHAPTER II

LITERATURE REVIEWS

The very first groups of people who traveled a very long time ago were in
order for food, hunting and collecting of essentials for living. Then, travelling varied
in purposes. People started travelling for good exchange, trade, evacuation, religion
prospering, new land exploration and so forth.

Nevertheless, only the wealthy people and rulers of the Roman empires
traveled for pleasure. During the summertime of Rome, these people went to the coast
of Pompeii and Herculaneum on holidays. The travel has a dramatically progress. The
historical scriptures showed that travelling played an important role in human

civilization development (Suchada Watamanee, 2542: 1)

2.1 Definition of Tourism

Tourism can be defined in various meanings. Tourism Authority of Thailand
(quoted in Nikom Jarumanee, 2535: 1) has defined ‘ tourism’ as a trip not only for
pleasure and entertainment, as perceived in general, but also for studying, sport and
recreation, business and family relatives visit.

Saeree Wansapaijit (2534: 12) gave the meaning of tourism as visiting a place
for sight seeing, visiting friends and relatives, taking short or long vacations, and also
refers to trips for business, conference, political call, and research by any
transportation.

Therefore, the tourism of nowadays represents extensively expanding
activities, as it is said, tourism is the largest business.

World Tourism Organization (quoted in Sirikarn Prabtovitjoyo, 2539: 12)
gave explanation of tourism as the activity to which 3 components belong; temporarily

travel, voluntarily travel, and for any purposes except earning or making living.
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Saeree Wansapaijit (2534: 19) explained more about tourism that in 1963, the
United Nations organized a conference on international travel and tourism in Rome,
Italy. The meeting agreed to have common definition of tourism because it had broad
meaning. There was an agreement for members to replace the term ‘International
tourist> by “visitor’. Visitor means the person who travels to the country which is not
his resident for any reasons but making living. Visitor thus can refer to 2 sorts of
traveler.

1) Tourist, a temporary traveler staying in the destination country longer than
24 hours and for relaxation, sight seeing, pilgrimage, participating in sports, business
talk, seminar and conference

2) Excursionist, a temporary traveler and stays shorter than 24 hours

Mill & Morrison (1992: xiv) said that tourism was difficult to explain, and
difficult to consider it as an industry. Tourism itself was not industry, yet it enabled
many kinds of related business. Tourism is an activity relevant to someone’s traveling.

They also added that there was no certain definition of tourism was applicable
in general. There were some vague relations among tourism, traveling, recreation, and
leisure. These relations were confusing. Nevertheless, to define tourism as industry
under clear conditions, the clearer view of tourism could be seen by insider and
outsider of tourism.

Saeree Wangsapaijit (2534: 20) gave more explanation that tourism,
international aspect, is an activity occurs" when people cross the international
borderline for business, relaxation, Vl‘eisure, etc. and stay longer than 24 hours but less
than one year. World Tourism Organization defines those who stay shorter than 24
hours as an excursionist.

In conclusion, tourists are people traveling out of their residential country
longer than 24 hours voluntarily, in order for any purposes except making living in the

destination country.
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2.2 History of tourism

Coltman (1989: 12) told the history of tourism as follows. Eearly people
tended to stay in one place. Travel was essentially to seek food or to escape danger.
The Bible, however, makes reference to travel for purposes of trade. In ancient times
we began to see the development of routes for the purpose of facilitating trade and the
creation of specialized, if somewhat crude, vehicles specifically for traveling. The
growth of cities along waterway such as the Nile River and the Mediterranean Sea
encouraged the development of water travel.

The great empires of the Persians, Assyrians, Greeks, Egyptians, and Romans
probably began the travel in the West. This period began several millennia BC and
continued for several hundred years AD. During the empire period, travel developed
for military, trade, and government reasons, as well as for communication from the
central government to its distant territories.

Travel was also necessary for the artisans and architects imported to design
and construct the great palaces and tombs, many of which today’s tourists travel to
see. Travel led, as well, to an infrastructure of roads, canals, mileage markers, sentinel
posts, wells, hostelries (crude as they were), and the eating spots.

In ancient Greece, people traveled to the Olympic Games, an event that
required accommodations and food services for both the participants and the
spectators. The same demands are made today by people flocking to major sport
events

For overland travel, ordinary people use donkeys or camels, but for military
and government purposes, horses were used along the wagons and chariots. Goods had
to be transported. For example, the Egyptians had to bring in needed minerals from
abroad, and the Assyrians had a monopoly on the Lebanes cedar that they exported.

The first | great system of sea transportation was established by the
Phoenicians and connected the early inland camel caravan routes with the seaports
around the Mediterranean Sea. Greeks and Roman then became a dominant sea power.

The Romans ruled the empire that stretched from Scotland in the north to the
Euphrates River in Southeast Europe. They could travel from Great Britain to the

Euphrates without crossing any hostile border. Their lines of communication were
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excellent, and their inns housed travelers and government employees. The Romans
had what today is called the tourist infrastructure.

However, the distant travel still was low. For most people, the leisure travel
had to be confined close to home. The first vacation villas were first built on the
Naples Bay, about a hundred miles away from Rome, by two years before Christ. And
two hundred years after that, the construction had reached to peak.

Passenger ships served those passengers who had time and money. Greece
was close to Italy and was a popular destination for sea trips but passenger ships were
not in service until the steamships were invented in the mid-1800s. Instead, people just
went to the nearest port and waited for the ship going in their direction. They had to
bring their own food and drinks and blanket for sleeping.

The Roman often crossed the Mediterranean from Italy and then sailed up the
Nile to see Egypt’s speaking statue. Egypt’s hot and dry weather was another
attraction.

Religious festivals and theater also attracted travelers. Drama, poetry, art,
architecture, and philosophy flourished and brought in their share of tourists. Giadiator
spectacles and Olympic Games encouraged tourists to witness them.

The end of the empires crumbled when the political and economic structures
were destroyed. There were no soldiers to provided protection and the travel was
unsafe. Travel diminished.

During the Middle Ages, from about AD 500 to 1400, much of the middle
class disappeared, and trade degliﬁed. In the later part of the period the Christian
Crusades freed the Holy ALand, énd peaceful pilgrimages by Moslem to Mecca, and
Christian to Jerusalem and Rome. These pilgrimages had a religious basis, but they
were also social and recreational events.

By this time, package tours from Venice to the Holy Land were offered. The
trip cost included passage, meals and wine, accommodations, donkey rides, and bribe
money. By the fifteenth century, Rome boasted over a thousand hostelries, varying
from charitable hospices to luxurious inns. Tourist guidebooks were available in a
dozen different languages and were often altered to highlight the foreigners’

preferences, as today’s tourist brochures.
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Marco Polo, a native of Venice, explored the land routes from Europe to
China and other parts of Asia in the latter part of the thirteenth century. His book on
his travels was the West’s mail source of information about life in the East

People have used rivers and oceans as a means of transportation for a long
time. The sea was challenging, but nonetheless some remarkable voyages were made.
The Polynesians traveled across the Pacific Ocean from their home to Hawaii,
overcoming problems of food and water limitations for such a long journey. The
Vikings and the Spanish landed in the North America coast. Both were good travelers
of the sea.

Later on, in the time of Renaissance, the view that truth lay outside the mind
and spirit. It thus created desire to explore, discover, understand and encourage the
historic and scientific investigations. The explorers were bringing back tales about
distant lands, the aristocracy and wealthy were traveling extensively in Europe. The
Renaissance began in Italy. The urban civilization, the political stability, the economic
expansion and wide contact with other cultures provided a new view of the world and
the concept that people could master the environment and control the future. The
Renaissance spread throughout the rest of Europe.

The Industrial Revolution, which lasted from 1750 to 1850 in Europe, created
the base for mass tourism, as we know it today. This period brought a profound
economic and social change and turned most workers away from basic agriculture into
the town/factory and urban way of life. The Industrial Revolution introduced
machinery that vastly increased productivity. New kind of power to move vehicles,
such as train and ship, was invented. Raw materials were required from the New
World; hence, a new wave of Imperialism began. Many new occupations led to a rapid
expansion in the middle class’s wealth and education. Leisure and a demand for

recreation travel activities were raised as well. Workers began to take annual vacations
and to escape from the rapidly growing urban areas where most of them earned their
income. They turned to spas and seaside for holidays. Many places were newly
established to capture the middle class market.

The development of railway was improved in the 1800s, making travel cheap,
fast and safe. With the advent of rail travel the middle classes in Europe flocked to the

seaside resorts. Hotels, restaurants, shops, and other tourist attractions sprang up to
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cope with the flood. The train became an agent of democracy. The factory workers
could travel as quickly as an aristocrat could. Thomas Cook started organized the first
train trip in England in 1841, resembled the form of tour agent of today. As well,
Henry Wells in the United States started in the travel business with what became Well
Fargo and later American Express.

By 1863 the railway had reached Cannes in France and the middle class
arrived and began to crowd out the aristocracy. The aristocrats moved to Monte Carlo
in Monaco where the gambling was built in 1868. Hs profits were so great that the
citizen of Monte Carlo had no longer to pay taxes. Monaco became the first
underdeveloped nation to solve its economic problems through tourism.

World War I (1914-1918) saw the disappearance of much of the European
aristocracy and ruling families. These people were soon replaced by the newly rich
from North America who became the seeker of fashionable recreation/vacation
destination in Europe. The infrastructure to take Americans to Europe in style created
in World War I. Transatlantic troop ships were converted into modern ocean liners.
Even though good passenger steamships had been around since the mid-1800s,
nothing before the war could equal the luxury liners that crossed the Atlantic in the
1920s.

Paid holidays became the norm in Britain and France in the 1930s. The
Riviera in the summertime became more popular than ever with middle-class tourists
from both America and Europe.

Up to this time, sunbathing as a recreational endeavor was not known. White
skin were far more fashionable,ﬂ for they indicated that their owners were part of
aristocracy, who did not work outdoors. But during the 1920s and 1930s this changed.

After World War II (1939-1945), tourism, restrained as it had been for several
years, began to burst again. More people than ever now belonged to the middle class.
The war induced dramatic improvements in communication and air transportation that
have made travel so rapid and safe.

In conclusion, as the production of goods and services increases, it creates
both more money and more available leisure time. At the same time, better-educated
people will wan to travel to improve their knowledge. Improved transportation makes

travel cheap, rapid, easy and secure. And improved communication through print,
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radio and television makes the marketing of tourism much easier today than in earlier

times.

2.3 International tourism

Nikom Jarumanee (2535: 34-35) explained about international tourism that
most international travelers come from countries with a relatively high standard of
living combined with a high rate of economic growth in which industry and commerce
form the base of the economy. Such countries have a high rate of urbanization, in
which equality of incomes is part of their social system.

The international tourism market is primarily composed of middle-income
people who have managerial or professional positions or work in supervisory and
skilled jobs.

Exporting goods is one way to earn foreign currency. Another way that is
becoming more and more important to most countries is to attract foreign tourists. This
form of export is often referred to as an ‘invisible export’. The invisible export has a
real importance to the third world countries or developing countries, which have no
concrete export goods to generate income to the country. Therefore, these developing
countries highly depend on income from tourism.

The income from tourism enables the country to have money to import from
other country the products needed and can afford for a better quality of life of the
people. And due to a relative poverty, the people themselves don’t travel. Thus,
foreign tourists are important to come and buy goods and service in the country.

Accessibility of the destination is a basic need for tourism. In general, beside
the inter-regional transportation, others facilities are needed such as hotel, restaurant,
entertainment, etc.

Tourism Authority of Thailand (2540 a: 11) referred a statistic that the
number of tourists in the world rose quickly. From 2503, there were only 69 millions
people traveled, increasing to be 286 millions in 2523, and in 2538, there were 567
millions tourists. From estimation of World Tourism Organization, the number of

world tourists would be 664 and 937 millions in 2543 and 2553 consecutively. The
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average growth rate of tourism per year since 2538 to 2553 was 4.7%, that growth rate
generated tourism income as much as 527 billions US dollars in 2543.

Most of popular destinations are in Europe and America, and tends to
increase in East Asia and the Pacific. The top 4 destinations of tourism during 2523 -
2538 were France (10.7%), Spain (8.0%), the United States (7.9%), and Italy (5.1%).
Even though the most popular destinations are in Europe and America, the growth of
tourist number of those top destinations seems to decline, and not relatively high. The
tourists head out more towards Asia and the Paciﬁé. The countries of which higher
number of tourist are Central and South America, Asia, Middle East, and Africa.

Tourism Authority of Thailand (2540 a: 12) mentioned about the tourism
income, based on the data of year 2523 — 2538, the average growth rate per year is 8.7
%. Especially, Asia and the Pacific have rather high growth rate. China, for example,
27.8%, Indonesia 26.8%, Malaysia 24.8%, and Thailand 14.1%. China has remarkable
growth because of its size, there are as many tourist sites as ten Asian countries
together. But the biggest market share holder or biggest tourism earning of 2538 was
the United States, 15.7% of world tourism earning. Secondly, France and Italy, both
have similarly earning around 7.3% of world tourism earning.

Considering the expense of international tourists during 2523 — 2535, the
tourism expenditure of East Asian countries have very high growth rate, according to
the economic growth. Korea has the growth rate of tourism expenditure 21.9% per
person per year, Taiwan 19.7%, and Singapore 17.9%. Comparing to the United State,
France and Germany, whose tourism expenditure growth rate 11.86%, 7.2% and 5.0%

per year consecutively.
2.4 Tourism in Thailand

Tourism Authority of Thailand (2542: 1-3) introduced the significance of
tourism as follows. According to the importance to economic and social development,
worldwide governments emphasize the international tourism. Not only an extensive
employment but tourism is also one of the most simple ways to gain income from

foreign countries. Therefore, tourism is widely used as a means to raise the wealth of



Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Technology of Env. Management ) / 29

the country by many developing countries and some developing socialist countries
such as Indo-China and East Europe.

Thailand is one of those countries who take tourism as a strategy of the
country development.

Since the establishment of Tourist Organization of Thailand in 1960, the
promotion and development of tourism industry has been added into the policy of each
government. In 1960, the organization had a budget of 3.4 millions bath. In 1979, this
organization was promoted to be Tourism Authority of Thailand and received a budget
of 70.25 millions bath. In 1987, it was the Visit Thailand Year when the Tourism
Authority of Thailand received a budget of 435.90 millions bath. And in 1996, the
budget received was as much as 2562.90 bath or six times as much as that of 1987

Saeree Wansapaijit (2534: 14) discussed that Thailand tourism industry has
been continuously promoted, thus, it has been growing and playing more important
role of the economic development. It induces capital investment and employment of
the involved services such as hotel, restaurants, tour agencies, souvenir shops and
transportation. Besides, it increases distribution of income to the localities because the
sites of natural, cultural and historical attraction are scattered in every part of the
country. This business requires a lot of employees; thus, it provides income to the
local people.

As a result, it reduces the immigration of laborers into big cities, another
importance of tourism as a tool to solve economic problem.

Suchada Wattamanee (2542: 4) showed the significance of tourism to
economics as follows. Due to the importance of the tourism to Thailand economics,
the government began to add the Tourism Development Plan to the National
Economic and Social Development Plan since 1977. In each of the plan, the aim is to
increase the number of tourist and revenue from tourism of each year.

In 1987, as the first year of the 6™ National Economic and Social
Development Plan, there was a phenomenon of Thailand tourism. The promotion of
the “Visit Thailand Year 1987” induced more than 3 millions tourists and earned
50,000 million bath. This highly successful promotion inspired the neighboring
countries such as Malaysia and Indonesia to start their own tourism year in 1990 and

1994 consecutively. Nonetheless, foreign tourists still kept visiting Thailand. In 1988,
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more thah 4 millions tourists came to Thailand and generated 78,859 millions bath of
income.

Tourism Authority of Thailand (2540 a: 7) explained that during the 6
National Economic and Social Development Plan (1987-1991), Thailand reached the
peak of economic rise. The tourism industry in Thailand was accordingly expanding.
There was an enormous growth of hotel, resort, condominium, golf court, restaurant,
tour agency and so forth. The investment in the business of tourism facilities enabled a
huge and extensive income distribution via employmént. '

The present 8" National Economic and Social Development Plan (1997-
2001) aimed to increase foreign tourists not less than 7 percent per year, to persuade
Thai tourist to domestic travel not less than 3 percent per year, increasing income not
less than 15 percent per year.

Despite the high capacity of tourism of Thailand, there was a new
phenomenon in this decade. Even though there are plenty of tourist attractions both
cultural-historical and natural attractions all over the country, yet a lot of Thai tourists
travel abroad. And there is tendency to augment in the near future. There are both
internal and external factors, for example, the rise of educational level and income,
curiosity, fashion, popularity and image, to motivate people to travel abroad.

Anake Hiranyarak (quoted in Nawarat Plainoi, 2538) mentioned that in 1983
there were Thai tourists going abroad as many as 639,853 and most of them went by
airplane. By 80 percent of them were from Bangkok. They spent approximately 9,011
million bath. That was as big as 36% of Thailand’s income from tourism of that year.

Suwanlee Peamsiri (quoted in Nawarat Plainoi, 2538 ) mentioned in her
research of a survey of Outgoing Thai Tourists that 20 percent of the tourist went to
the casino and 5 percent accepted that they spent some 1,000 bath at a time. The most
popular merchandise purchased by Thai tourists were liquors, cigarette, cosmetics,
fragrance, leather goods, garments, dress and electrical applications.

Tourism Authority of Thailand (1999) showed statistic that due to the annual
report of the Statistics Division, Tourism Authority of Thailand, 1986-1995, it is
obvious that more and more Thai tourists go abroad. In 1986, there were 413,067
tourists and in 1995, there were as many as 1,354,479 tourists.

In 1993, there were 1,539,609 Thai tourists traveled abroad and spent around
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50,000 millions bath. In 1994, there were 1,700,079 tourists and they spent around
70,000 millions bath. This event was not a good sign.

In 1999, there were 1,686,448 residents of Thailand traveled overseas,
showing an increase of 19.47 percent from 1998. The number of outgoing Thai
travelers raised from January to November 1998: this was due to the recovery of Thai

economics.
2.5 Motivation on tourism

An understanding of why people buy the holiday or business trips they take,
how they go about selecting their holidays, why they choose to travel when they do is
one of the leading question of this research.

Holloway (1998: 57-58) mentioned that curiously, we know relatively little
about tourist motivation and although we gather numerous statistics, which reveal a
great deal about who goes where, the reason for these choices are little understood.

If we ask the prospective tourist why they want to travel to a particular
destination, they will offer a variety of reasons, such as ‘ It’s somewhere I’ve always
wanted to visit,” or ‘Some friend recommend it very highly’, or ‘It’s always good
weather at that time of the year’. Interesting as we view may be, they actually throw
very little light on the real motivation of the tourist because they have not helped to
identify the tourists’ needs and wants.

People have certain physiological needs, which are essential for their
survival: they need to eat, to drink, to sleep, to keep warm and to reproduce, all needs,
which are essential for human race. Beyond these needs, we also have psychological
needs, which are important for our well being, such as the need to love and be loved,
the need for friendship, the need to value ourselves as human being and to have others
value and respect us. Many people believe that we also have inherently the need to
master our environment, and to understand the nature of the society in which we live.

The need of travel can be explained through the Maslow’s need theory
(Maslow, 1943: 370-396 quoted in Mill & Morrison, 1992: 19) Abraham Maslow
conveniently grouped these needs into a hierarchy suggesting that the more

fundamental needs have to be satisfied before we seek to satisfy the higher level
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needs. The hierarchy of needs, which Maslow first outlined, has been widely adopted
to explain motivation, presumably because of its appealing simplicity and applicability
to different sectors. It has been used also to explain consumer behavior in tourism.

Mill & Morrison (1992: 19-21) explained the need of tourism through
Maslow’s need theory as follows:

1) Survival: hunger, thirst, rest, activity

2) Safety—security, freedom from fear and anxiety

3) Belonging and love—affection, giving and receiving love

4) Esteem—self esteem and esteem from others

5) Self-actualization—personal self-fulfillment

This hierarchy suggests that lower level needs demand more immediate
attention and satisfaction before a person turns to the satisfaction of higher-level.

Mill & Morrison (1992: 19) eventually added that although the first need
listed is physical, the other four are psychological. To this original list two intellectual
words were added

1) To know and understand—acquiring knowledge

2) Aesthetics—appreciation of beauty

Mill & Morrison (1992: 21-23) simply explained the motivation of tourism in
accordance with Maslow’s need theory. The motivation of tourism can be explained as
follows

1) Physical: Survival and basic needs.

The most basic need of all is physical. When people worked 70 hours a week
for 50 weeks a year they saved a little each week for their two-week break, During
those two weeks they “escape” from their everyday life. They recharged their weary
body and did everything they did not have a chance to do during the year. They ate too
much, drank too much, and took afternoon naps on the deck chair on the beach.

Burns & Holden (1995: 41) discussed about physical needs that today, the
escape may be more mental than physical. As the physical demands have been reduced

for many people, the mental demands have increased
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Different people in different circumstances look for different ways of
expressing this. The harried executive desired a secluded spot away from telephones
and interruptions. The couple in a northern city wants to escape from the winter snow.
The rural family seeks an excitement at a seaside resort. The 9-to-5 office worker
longs for an exotic getaway. The factor that explains this is “opposite™. It is said that a
change is a good as a rest. As noted before, opposites attract.

2) Safety: Personal and perceived degree of security and safety

When we take care of our bodies we are hélping ensure that we will live a
longer life. This is a very basic motivation. It shows itself in people who travel for
health or to engage in recreational pursuits.

As was seen in the previous chapter, people have long traveled for health
reasons. Doctors would prescribe trips to the seaside for the beneficial effects of a
bracing air.

Today an increasing tendency is for people to participate in various
recreational activities. The past decade has seen a significant growing of canoeing,
jogging, roller- skating, skiing, swimming, bicycling and so on. A major trend has
been a move toward physically demanding activities.

3) Belonging: Acceptance in social groups

The need for belonging is expressed in the desire to be with friends and
family-to be part of a group, to belong. People, by and large, are social beings. They

want communications and contacts with others.

There are several aspects to this motivation. First, the fact that people move.

their residence-on average, once every five years-means that family and friends can
renew relationships by using vacation time to keep in touch. The major reason given
for taking a trip in the United State is “visiting friends and relatives”

Second, there is ethnic tourism-the desire to find one’s root. This includes the
desire to return to the homeland. First-generation visitors go back to visit things as
they remember. Later generation has grown up elsewhere, and returned to see their
origin.

In other cases, people may travel to begin or renew relationships. Club Med is
one organization that originally appealed to the singles crowd. They advertise activity-

base opportunity to meet and mingle with the opposite sex.
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4) Esteem: Desire for prestige and status

The two aspects to this motivation are self-esteem and esteem from others.
When people travel to a conference to increase their business knowledge they are
concerned with personal development. This can translate into feeling more confident
about their ability to perform the job. Their self-esteem is enhanced.
| We also seek esteem from others. People are concerned about what other
people think. They think what they buy and where they go are reflecting their self-
beings. |
5) Self-actualization: Goal of self-fulfillment
Self-actualization involves being true to one’s nature. It means knowing who
you are and using your gifts to the fullest. Self-actualization is the end goal of leisure

if we consider the leisure to be the freeing of ourselves from lower level needs.

Holloway (1998: 58) referred tourism motivation to stimuli that arouse tourist
to make a trip to satisfy their needs and wants. In general, motivation induces a tourist
to travel. An important part of the consideration of tourism psychology and motivation
is the fact that a person usually travels for more than one reason.

We have established that motivation arises out from the felt needs or wants of the
individual. We can now go on to explain, that motivation is expressed in two distinct
forms, known as specific motivation and general motivation.

General motivation is aimed at achieving a broad objective, for example that
of getting away from the routine and stress of the workplace in order to enjoy different
surrouhdings and a healthy environment. Here, health and relief of stress and broad
motives reflecting the needs discussed above. If the tourist decides to take their
holiday in the Swiss Alps, where they will be able to walk in the fresh mountain air
and enjoyed a varied scenery, good food and total relaxation. these are all specific
objectives, reflecting the means by which their needs will be met. |

Meclntosh & Goeldner (1990: 131) divided basic travel motivators into four
categories.

1) Physical motivators are those related to physical rest, sports participation,
beach recreation, relaxing entertainment, and other motivations directly connected

with health. Additional motivators might be a doctor’s orders or recommendation.
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These motivations all have one feature in common, namely, the reduction of tension
through physical activities.

2) Cultural motivators are identified by the desire to know about other
areas—their food, music, art, folklore, dances, painting, and religion.

3) Interpersonal motivators include a desire to meet new people, visit friends
or relatives, escape from routine or from family and neighbors, or make new
friendship.

4) Status and prestige motivators enormousfy concern ego needs and personal
development. Within this category are trips related to business, conventions, studies,
and the pursuit of hobbies and recreation. Also the desire for recognition, attention,

appreciation, knowledge, and good reputation can be fulfilled.

Lumsdon (1997: 36-37) studied tourism motivations and mentioned that
factors influencing motivation and purchase can be grouped into three overlapping
dimensions, each of which comprised a number of variables: Internal driving forces,
External influencing factors and the nature of the buying situations.

I) Internal Driving Forces

A number of internal driving forces, described as a combination of attributes,
experiences and skills, have been identified in tourism-related research. Many stem
from the field of social psychology and others have been constructed as a result of
multidisciplinary consumer studies. The key factors are motivation, perception,
learning, beliefs and attitudes, personality. There is a brief description of each one
below. .'

1)Motivation

Motivation relates to the inner desire for satisfaction, which is manifested in a
number of ways, and is subject to scholarly debate in the field of psychology.
Accepted basic universal needs are those, which are not learned, such as the need to
satisfy thirst and hunger. Those needs, which are learned by humans, such as wanting
to belong to a community of to seek social esteem, are more complicated.

Some theories of psychology suggest that motivation stems from inner states

of tension which must be satisfied.
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2) Learning

Learning refers to the way in which visitors receive and interpret a variety of
stimuli. People gain experience through taking holidays, by listening to others and
through a variety of other sources. The process of absorbing such information might
involve a visitor referring to earlier experience at the same destination or learning
from visits to a number of alternative destinations.

3) Beliefs and attitudes

Beliefs refer to the thought which people have about most aspects of their
life. In the commercial domain consumers have beliefs about companies, products and
services including tourism offerings and destinations. Such thoughts can be positive,
such as a trust or confidence in a hotel, or negative, such as a feeling about lack of
security on public transport late at night.

Attitude can be defined as ingrained feelings about a range of subjects. They
fit an overall framework of thinking about the world, so therefore involve a set of
inter-related thoughts. In this respect, they are difficult to change.

4) Perception

Perception refers to the way in which people filter information which they
receive to fit into an overall mind picture of the world. Thus, perception is inextricably
bound to the concepts of bias and distortion. People choose to interpret different
stimuli in different ways, ignoring some factors while enhancing others. This is known
as selective retention.

I1) External Inﬂuenéing Factors

1) Culture

Culture may be defined as a set of beliefs, values, attitudes, habits, and forms
of behavior that are shared by a society and are transmitted from generation to
generation. In term of self-image and satisfaction of underlying tension, most people
seek to satisfy their desires in a way, which fits into societal norms. For example, it is
acceptable to be a green consumer in tourism, but sex tourism is viewed disparagingly.

Other aspects of culture, which are appropriate to motivational studies are

institutions, language, social practices and subculture.
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2) Age and Gender

One traditional way of segmenting markets has been by age. As people reach
different ages they tend to exhibit different values and requirements than younger
groups.

In some societies, gender can be important in terms of societal expectations of
the roles men and women should play.

3) Social class

As a rule, the higher level of disposable income a person has the more likely
they are to travel. Premium income earners tend to be those people who have studied
as a higher educational level. These two factors are encapsulated in the concept of
social class.

Social class is still considered to be one of the most important external
factors, assessed primarily by occupation and level of income.

4) Life style

By profiling groups of people by the way they live it is possible to predict
their travel motivations and purchases. For example, “Fulfilled” are affluent, home
based people from a well-educated background. They are principle oriented, whereas,
“Experiencers” are younger, proactive and very sociable and like physical exercise.
“Strugglers” have a poor resource base. They have low incomes and stick to tried and
tested brands. Without resource they are not explorers in the marketplace.

5) Life cycle

The concept of family life cycle is based on the premise that when people live
together their way of life changes. If they subsequently have children their life style
change more radically, as does their level of financial and other commitments.

6) Reference groups

Learning also takes place through sharing values and expectations with others
in a variety of social groups, including the family, college, workplace, or church. This
brings exposure to a normative set of values.

It is argued that such a combination of internal and external forces leads to a
process of buyer behavior in tourism. They are best regarded as push factors but there
are also pull factors which include both the buying situation and the marketing efforts

of competing tourism services and destinations.
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2.6 Pull and push factors

Lundberg (1990: 41-42) mentioned about pull and push factors that marketing
managers sometimes divide forms of motivation as “push factors” and “pull factors”.
The tourist is being pushed into a holiday by the need to get away from their everyday
life, but other factors may be at work to pull, or encourage, them to travel to a specific
destination

For this reason, marketing staffs realize that they will have to undertake their
promotion at two distinct levels to persuade the consumer of the need to take a
holiday, and also to show the customer that the particular holiday or%:stmatlon being
promoted will satisfy that need. |

Pull factor is an external condition that attracts or arouses a gefson to make a
decision to travel. The examples of pull factor are the topographic chairacteristic of the
destination, for example, mountain, cave, fjord, etc. including | the climate, for
example, cold weather and other motivations, such as cheap price, traditional goods,
unique culture, etc.

Besides, there are push factors that arouse people to look for a destination and
go out. The examples of push factor are the curiosity of a person to learn about
unknown place, the need to gain new impression, the boredom of repeating daily life,
etc. A negative feeling toward the place of residence and the visited destinations can
be another push factor.

Lundberg (1990: 39) showed some findings asked from customers in 1987.
The question was which of the twenty-two items they associated with success and
accomplishment. The leading choice was “travel for pleasure”

He added that another interesting study of tourism motivations is to divide all
factors into two main groups; push factors and pull factors. Epperson (1983: 54 quoted
in Lundberg, 1990: 41) defined push factors as internal needs such as escape, self-
discovery, relaxation and rest, prestige, adventure and challenge. Pull factors are
external stimuli in tourism, for example, the beauty of landscape, historical area,

cultural events, sport etc.
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Moreover, Saeree Wansapaijit (2534: 24-34) gave details of push and pull
factors as follows:

I) Push factors

They are conditions that rouse an internal motivation of a person to make a
trip.

1) Health: In the time of Roman, physicians recommended patients to cure
themselves by going to spas or seaside resorts. To date, socialism country views
visiting spas and seaside resorts as a healing vacatioh to return as a high productivity
member of society. It is approved nowadays that to go to natural destination is a part
of remedy for some diseases such as pneumonia, tuberculosis, etc.

2) Curiosity: It is an obvious internal motivation since humans are eager to
learn and know about surrounding unknown. Tourism is an exploration to a new world
and enrich an individual’s life. Noticeably, middle to high income earners are usually
curious about the environment and common life of lower income groups, that causes
tourism.

3) Satisfaction: To travel and find new experiences and impressions definitely
satisfies oneself. Tourism is a way to satisfy oneself.

4) Religion: By beliefs of many religions, pilgrimage is mentioned as a way
of practice. To visit the origin of their religion in foreign country or to visit the
important religious place creates as well the satisfaction in tourism.

5) Business and academic: A trip for business has low flexibility, that means
it’s essential. To att¢nd a meeting, a conference including studying abroad in academic
institutes, coﬂeges Or universities cause a rise in tourism.

6) Friends and relatives: In the States, some findings indicated that 38.4
percent of domestic tourists traveled for visiting friends and relatives. In present time,
transportation is faster and more convenient, more and more people move to new
places. To visit them in foreign country is tourism.

7) Esteem: It can be related to social esteem, norms or it can be personal taste
to make a trip to a certain destination such as Paris, Hawaii, etc. This can be for image

in society or even a fashion.
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These are basic push factors to arouse motivations in tourism even though it

is difficult to point out a particular reason because it is always associated with more

than one reason.

IT) Pull factors

They are stimuli from the destinations.

present.

1) Culture: This includes inventions and events of human in the past up to

1.1) Archeology: The desire to know and to learn about civilizations
in the past.

1.2) History: Historical building attracts tourists to see its beauty and
value.

1.3) Museum: It is a part to understand history and is very
interesting.

1.4) Traditional area: It shows the uniqueness and traditional life.

1.5) Political site: The capital cities always attract by their identity.

1.6) Academic institute: University and academic places act as a
center of knowledge, local wisdom, history, geography, science and so on.

1.7) Religious places: Both old and new buildings of any religion are
attractive by their style and their value to the society.
2) Culture and tradition

2.1) Festival or traditional event that is organized occasionally such
as the Octoberfest in Munich, the Carnival in Rio de Janero

2.2) Art: Fine arts, architecture, sculpture and paintings are always
interesting.

2.3) Handcraft: The community handcraft takes part in community
earning and also acts as an attraction for tourists.

2.4) Concerts, music and play: The atmosphere of dance, music that
shows its own identity expresses the spirit of local people.

2.5) Language: There are lots of language learners who live with the

native people to learn their language.
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3) Topography
3.1) Climate: Sunbathing, seaside resort has been a dream vacation
for a long time.
3.2) Landscape: It influences tourists to touch the beauty of the place
such as mountain, seaside, beach, fjord and coral reef.
4) Wildlife
There are two ways to take; to see, to watch, to take photograph and sketch
and to hunt in a hunting field.
5) Entertainment: To escape from daily life, casino, nightclub, cinema,
amusement park and restaurant can be alternatives.
6) Others: such as hospitality of people, cleanliness, safety, etc. are small

things that are in tourists’ consideration to take a vacation.

Saeree Wansapaijit (2534: 40) added more about the two factors that push

and pull factors are related in a way of reinforcement to create the tourism motivation.

2.7 Social and economic variable

Mill & Morrison (1992: 76-93) explained that tourism demand or needs to
buy tourism products have fundamental demographic factors affecting these needs.

They are as follow

2.7.1 Age

The relationship between tourism and age has two components—the amount
of leisure time available relative to age and the type and extent of activities undertaken
at various age levels. The amount of leisure time available changes curvilinearly, with
the younger and older age groups having proportionately more leisure time.

Yet the amount of available time is, by itself, insufficient to explain age as a
factor in tourism behavior. It is safe to conclude that the rates of participation in the

overwhelming majority of leisure activities decline with age. The decline in
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participation varies relatively to the type of activity. There is greater decline for active
recreational activities than more passive activities.

Preferred activities among the elderly are more passive ones. Yet the time
spent on each activity always increase.

There appears to be several differences between patterns of travel based on
age. Older people tend to represent a smaller share of tourists in proportion to their
numbers than do younger people. This may also be influenced by other socioeconomic
factors, such as income. Although younger people vtend to select more adventurous
destinations than do older people, older people tend to travel to farther destinations.
The older tourists tend to dominate ship travel, spend less than middle-age tourists but
more than younger tourists, and, while preferring to travel in the summer, tend to

travel more in the spring than do younger tourists.

2.7.2 Income

Income is obviously an important inhibiting factor in shaping the demand for
travel. Not only does travel itself entails a certain cost, but also the traveler must pay
for services rendered at the destination as well as have money to engage in various
activities during the trip.

In addition, expenditures may; be required in the form of specialized
equipment to engage in various recreational activities while at the destination or en
route. It is difficult, however, to determine the relative importance of income, because
this variable is interrelated with other socioeconomic Variables. Generally speaking,
higher income is associated with higher edﬁcation, with certain age groups. Total
family income has risen steadily as more wives have entered the labor force. The fact
that family income has risen will have an effect on tourism demand. Yet the fact that
more families have two spouses in the labor force will also affect the shape of tourism
demand. Different types of vacations and recreational activities may be demanded
because of time pressures involved in having two working spouses.

It is important to see that the income spent on travel is spent at the expense of
something else. Travel expenditures are competing with other expenditures, some of

which are discretionary.
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An individual’s personal disposable income is the amount of income left after
taxes have been paid. After various necessary personal outlays to maintain basic living
needs have been spent, an individual has discretion to do with the reminder whatever
is desired. A mink coat may be purchased, money may be saved, or a trip taken to
Hawaii. It is important to look at income in this way to realize that the trip to Hawaii is
in competition not only with a trip to the Bahamas, but also with various other
recreational activities and other uses of that discretionary income. As the level of
personal income increases, so does the amount of disdretionary income.

Many studies have attempted to determine the percentage of income spent on
recreation as a whole. It appears that at the lower level of income and education
approximately 2 percent of income is spent on recreation. As income increases the
proportion spent on recreation increases to between 5 and 6 percent for all education
levels. The highest recreation expenditures, 7 percent, are reported by respondents
who are heads of households, under forty years of age, and without children.

As might be expected, higher-income tourists stay longer and spend more per

day than do those with lower income.

2.7.3 Sex

There are more similarities than differences between the sexes in terms of
leisure participation rates. Overall, participation rates in leisure activities do not differ
between men and women, although many women engage in slightly fewer activities
than do men. As might be expected, non-working women have slightly higher
participation rates than do employed women, except for such things as going out to
dinner and either taking part in active sports or watching sports. There is a clear
difference between the sexes in terms of preferred activities. Women are more
involved in cultural activities, and men lead in outdoor recreation and playing and

watching sports.

2.7.4 Education
The strong correlation between education as it relates to income has been well
established. Independent of income, however, the level of education that an individual

has tends to influence the type of leisure and travel pursuits chosen. The amount of
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education obtained will most likely determine the nature of both work and leisure time
activities. By widening one’s horizons of interest and enjoyment, education influences
the type of activities undertaken. Education itself can serve as the primary reason for
travel.

Researchers have found that participation in outdoor recreation tends to
increase as the amount of education increases. There is also some evidence to suggest
that the more educated prefer those activities that require the development of
interpretive and expressive skills. Such activities inclﬁde attending plays, concerts, and
art museums, playing tennis and golf, skiing, reading books, attending adult education
classes, and undergoing a wilderness experience.

In summary, it appears that the more education people have the broader their
horizons and the more options they can consider. The more-educated travelers also
tend to be more sophisticated in their tastes. They may not, however, be bigger
spenders. A study of visitors to Hawaii found that visitors with less education spent
more per day while on vacation in Hawaii. The authors suggested that the less-

educated visitor may equate having fun with spending money.

2.8 Related research

2.8.1 Motivation on tourism

Kampee Kupkarn et al. (2542: 49) studied how to develop Kaosan road in
Bangkok to be inexpensive accommodation point for backpacking tourists. They .
found out that the pull factors of Kaosan road are cheap price, atmosphere, crowd,
shopping source, and downtown location consecutively.

Bussaba Sutheethon and Patsawalee Nitikasetsoonthon (2541: 82) studied
demographic characteristic of inbound international tourist. They found that the
motivation that pulls tourist in was natural resources (seaside and beach), for which
the tourists gave the highest rank. Thai food moderately persuaded tourists.

Nawarat Plainoi et al. (2538: 2) studied domestic tourism behavior of Thai
tourists in 2537. The tourists in 2537 had traveled, as it was the secondary objective
from other activities, and they became tourists when they had free time (38.4%),

secondly they traveled because of invitations from friends and relatives (34.7%)
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Yanyong Amphawa et al. (2539: 5-9) concluded the main objective of
outgoing Thai international tourists in 2538 that as a general view, 65.8 had main
objective of tourism, business trip, 12.5% for seminar and conference, 6.5% visiting

friends and relatives, for studying (6.5%), and others (7.0%)

2.8.2 Demographic characteristic & international tourism of Thai tourist

1) Sex |

Sirikarn Prabtovijoyo (2539: 64) studied the exposure to information
and the decision making for international tourism of 400 Thai tourists, who wére
departing. Majority of them was women.

Penkhae Sangkaew et al. (2540: 54) studied the expenditure of Thai
tourist in 2539, mentioning outgoing 1,823,676 Thai tourists in 2539 that there were
more men than women (56.8% and 43.2%)

As shown, sex has no certain relationship to international tourism.

2) Age

Sirikarn Prabtovitjoyo (2539: 64) studied the exposure to
information and the decision making for international tourism of 400 Thai tourists,
who were departing. She found out that the sample group was in working years.

Penkhae Sangkaew et al. (2540: 54) studied the expenditure of Thai
tourist in 2539, mentjoﬁing outgoing 1,823,676 Thai tourists in 2539 that most of their
ages were 25;34 years old, secondly 35-44, and 45-54 years old (29.4%, 26.5%, and
16.1% consecutively)

In conclusion, 25-34 year-old people travel more than other ages.

3) Occupation
Sirikarn  Prabtovitjoyo (2539: 64) studied the exposure to
information and the decision making for international tourism of 400 Thai tourists,

who were departing. She found out that mostly they were private company employees.
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Penkhae Sangkaew et al. (2540: 54) studied the expenditure of Thai
tourist in 2539, mentioning outgoing 1,823,676 Thai tourists in 2539 that mostly they
were employees, and secondly self-employed (30.1% and 16.8%)

Thus, mostly, the Thai international tourists are employees.

4) Income

Sirikarn  Prabtovitjoyo (2539: 64) studied the exposure to
information and the decision making for intematiohal tourism of 400 Thai tourists,
who were departing. She found out that occupation and income had certain
relationship to international tourism behavior, whereas other demographic
characteristics did not.

There was no identification of a certain level of income relating to
international tourism, but just claimed that income had certain relationship to

international tourism.

5) Education

Sirikarn  Prabtovitjoyo (2539: 64) studied the exposure to
information and the decision making for international tourism of 400 Thai tourists,
who were departing. Most of them, graduated bachelor degree.

Hence, the Thai international tourists are mainly graduated.
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CHAPTER III

RESEARCH METHODOLOGY

This is a survey research, using questionnaire as a tool to collect data from the
sample group, who were Thai international tourists, departing to overseas destinations.
The study is about the pull factors from destinations that motivated them to travel
outside the country, and the push factors including personal push factors and
Thailand’s environmental push factors to know that which of the pull and push factors
influenced Thai tourists to travel abroad. Besides, demographic characteristics of
outgoing Thai tourists were collected and to be studied whether they related to the pull

and push factors and how.
3.1 Target population and sample group

3.1.1 Target population

The target population of this research was the outgoing Thai tourists who went
abroad for tourism in 2001 of 1,509,962.

Thai tourist is a Thai national, whose resident is in Thailand, going abroad
temporarily for tourism purpose, and not for earning, business, conference, or

studying. Those Thais who lives in foreign countries were excluded.

3.1.2 Sample group

Sample group size was 400, calculated by using the number of international
Thai tourists in 2000 as a reference. According to the annual statistic report of
Tourism Authority of Thailand, 2000, there were 1,908,928 outgoing Thai nationals
(www.tat.or.th/stat/index July 15, 2001). The number of those outgoing Thai, whose

purposes were business, conference, and studying, would deduct the total number.



Apiyut Siyapan Research Methodology / 48

Referring to the result of Yanyong Amphawa et al. (2539: 5-9), concluding the
main reasons for going abroad in 1995, that the total percentage of the outgoing Thais
for the mentioned purposes were 20.9%(business 12.5%, conference 6.5%, and
studying 1.9%). The total of target population would deduct this percentage to find the
actual target size.

According to Yamane (Boontham Kitpreedaborisut 2536: 68 quoted in Krisana
Petchcharoern, 2543: 69), at the confidence level of 95%(e=0.05), the formula is

n= N
1+Ne?

When n : size of sample group
N : size of target population, which is the number of international Thai tourists
in 2000, according to the annual statistic report of Tourism Authority of
Thailand, with deduction of non-tourism purposes outgoing Thais.

e : error of sample (0.05)

n= 1,509,962
1+1,509,962 (0.052)
n=399.89

Thus the sample size was 400.
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3.2 Research guideline

1) Study about pull and push factors influencing Thai tourist to travel in
foreign country, in order to know the reason and cause of international tourism of Thai
tourist, dividing factors into 3 groups; Pull factors, Personal push factors, and
Environmental push factors.

1.1) Pull factor means physical, social, and cultural environment of
overseas destination influencing Thai tourist to make international tourism.
1.2) Push factor means personal push factors; the needs to travel to
another place because of physical and mental desire.
~1.3) Environmental push factors; the environment of tourism in
Thailand affecting Thai tourists to travel abroad.

2) Then some certain pull and push factors, which are likely to influence Thai
tourist to travel abroad, were selected from literature review. The sample group would
be asked to fill up the questionnaire, answering which of factors is related to this trip,
and how much. After that, the answers will be analyzed, and summarized that Thai
tourist go abroad because of which of the pull and push factors the most.

3) Study whether each of the demographic characteristics of Thai tourist relates
to the pull and push factors and how, for instance, whether male and female tourists

have different relationship to pull and push factors.
3.3 Research tool

This research used questionnaire as a tool, consisting of 4 parts.

Part 1 Demographic characteristics i.e. sex, age, education level, marital status,
occupation, and income of the sample group

Part 2 Pull factor means physical, social, and cultural environment of overseas
destination influencing Thai tourist to make international tourism

Part 3 Push factor means personal push factors; the needs to travel to another
place because of physical and mental desire.

Part 4 Environmental push factors; the environment of tourism in Thailand

affecting Thai tourists to travel abroad.
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To create the questionnaire, literature and research documents were reviewed
as a guideline to synthesize. Part 1 is close-ended question with multiple choices. Part

2, 3 and 4 is 4-level scale question.

Part 1 Demographic characteristic

These are sex, age, education level, marital status, occupation, and monthly
income of each Thai tourist.
1) Sex: Close-ended question with 2 choices; male and female
2) Age: Open-ended question
Age of sample group will be classified afterward into 3 groups;
Young group: The group of age below (average age) — 1/2 S.D.
Middle group: The group of age between (average age) —1/2 S.D. and
(average age) + 1/2 S.D.
Old group: The group of age above (average age) + 1/2 S.D.
3) Education level: Close-ended question with multiple choices.
Bachelor or higher
Diploma, Senior Technical Certificates, or equivalent
Senior Secondary School, Junior Technical Certificates, or equivalent
Junior Secondary School, or equivalent
Primary School, or equivalent
None

4) Marital status: Close-ended question with multiple choices.

Single
Married
Divorced or Widow
Others (identify)...........
5) Occupation: Close-ended question with multiple choices.
Government official Housewife
State enterprise staff Farmer/agriculture
Employee Laborer
Private business Unemployed

Student Others (identify)......
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6) Income: Open-ended question of monthly income.
Income will be classified afterward into 3 groups;
Low income: The group whose monthly income is below (average
income) — 1/2 S.D.
Moderate income: The group of income between (average income) —1/2
S.D. and (average income) +1/2 S.D.

High income: The group of income above (average income) +1/2 S.D.

Part 2 Pull factors

The physical, social and cultural environment of the destination, which attracts
and influences Thai tourists to travel abroad

The 4-level scale is used with the question, “How much does each of the
following pull factors of your destination relate to this trip?”

By marking in the scale of “ Much, Moderate, Little and Null”, the respondent

could identify how much each of the pull factors is related to that trip. The scoring is

as follow.
Much scores 3 points
Moderate scores 2 points
Little score 1 point
Null score 0 point

The total points of each pull factor from all questionnaires would be sum up.

Part 3 Personal push factor

Personal push factors are those intrinsic needs of an individual motivating the
person to want to go out and make a trip.

The 4-level scale is used with the question, “How much does each of these
personal needs of yours relate to this trip?”

By marking in the scale of “ Much, Moderate, Little and Null”, the respondent
could identify how much each of the personal push factors is related to that trip. The

scoring is as follow.
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Much scores 3 points
Moderate scores 2 points
Little score 1 point
Null score 0 point

The total point of each personal push factor score from all questionnaires

would be sum up.

Part 4 Environmental push factor

Environmental push factors are those tourism environments of Thailand’s
domestic tourist sites, relatively affecting Thai tourist to make a choice to go abroad.

The 4-level scale is used with the question, “How much does each of these
reasons of yours towards Thailand’s tourism sites relate to this trip abroad?”

By marking in the scale of “ Much, Moderate, Little and Null”, the respondent
could identify how much each of the environmental push factors is related to that trip.

The scoring is as follow.

Much scores 3 points
Moderate scores 2 points
Little score 1 point
Null score 0 point

The total score of each environmental push factor from all questionnaires

would be sum up.

3.4 Effectiveness of the tool

3.4.1 Validity

The committee, for validity of content and structure, supervised the
draft questionnaire. Then it was improved before a test try-out with those Thai tourists

who were different sample group.
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3.4.2 Reliability

The improved questionnaire was tested for its reliability by a try-out
data collection to 30 of the departing Thai passengers who were international tourist,
fitted for the research’s agreement on ‘International Thai Tourist’” at Departure Hall of
Terminal 1 and Terminal 2, Bangkok International Airport. The comprehensibility of
questions and practical problems were noticed.

Wichean Katesingh (2530: 119) proposed a method of Cronbach to
verify the reliability of multi-level scale by segmenting questionnaire into parts (n), it

could be as many as number of items on the questionnaire. Coefficient alpha formula

o= n 1- 2vj
n-1 Vi

When a is the reliability

is as follow.

n is the number of segments
Vi, is the variance of scores of each segment

V, is the variance of total score of the questionnaire

Firstly, find out the variance of scores of each segment. Then, find out the
variance of the total score. After the reliability is known, improve the questionnaire as

appropriated, and then start data collecting.

According to the try-out data collection of 30 questionnaires, the reliability was
calculate according to Cronbach (Wichean Katesingh, 2530: 119) by segmenting the

questionnaire into parts as many as the item of it and calculating the Coefficient alpha.

a= n (l- Zviw
n-1 Vi J

When « is the reliability coefficient

n is the number of segments

V; is the variance of each segment
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V., is the variance of total score

Segmenting was done, an item was a segment (n =26 )

26 1- 25.183

26-1 428.646
= 0.9789

The reliability coefficient was 0.98

=]
Il

In general, size of acquired reliability coefficient depends on purposes of the
task, if the measurement is used for an individual, the reliability coefficient should be
higher than that of the measurement of a group. The reliability coefficients of 0.85 of
general knowledge test, or 0.65 of group measurement are good enough as a guideline.
The reliability coefficient of this questionnaire was 0.98 thus the data collection

proceeded.

3.5 Data collection

Purposive sampling was done to 400 outgoing Thais as the sample group of
international Thai tourists at the Departure hall of Terminal 1 and Terminal 2,
Bangkok International Airport, in October, 2001.

Data collection was done at a different time of different day to maximized the
variation of time, meaning that the maximum variation of destinations.

Respondents were purposively sampled while they were waiting for the flight.
To ask a respondent to fill up a questionnaire, the purpose of research was explained at
first. If the respondent fitted to the criteria as International Thai Tourist, he or she was
asked to fill up the questionnaire. When finished, the questionnaire was checked

whether it was completed. And lastly, appreciation for the cooperation was expressed.
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3.6 Data analysis

3.5.1 Descriptive analysis

Descriptive analysis was utilized to summarize the characteristic of
sample group by using frequency, percentage, mean, maximum, minimum, standard
deviation and the total score of each factor to compare them within the same category;

pull factor, personal push factor, and environmental push factor.

3.5.2 ANOVA and MCA analysis

To summarize whether the sample group of different characteristic has
different pull and push factors according to the hypothesis.

Using ANOVA; Analysis of Variance, it is possible to identify whether
a demographic characteristic of the sample group is significantly related to a certain
factor, for example, whether sex of the sample group relates significantly to Art &
culture.

Then, using MCA; Multiple Classification Analysis, it is possible to
identify how each of that demographic characteristic relates to such factor, for

example, whether male or female related more to Art & culture.



Apiyut Siyapan ' Results / 56

CHAPTER 1V

RESULTS

Thai international tourists, 400 of them as a sample group, were departing to
foreign destinations in order for tourism purpose in October, 2001 at the Departure
Hall of Terminal 1 and Terminal 2, Bangkok International Airport. They were
requested to fill up a questionnaire studying about the pull and push factors behind the
very trip of theirs.

Before being used, the designated questionnaire was verified to find the
reliability. Referring to the try-out data collection of 30 questionnaires, the reliability
was calculated according to Cronbach by segmenting the questionnaire into parts as
many as number of the item of it and calculating the Coefficient alpha. (Wichean

Katesingh, 2530: 119)

0= n 1- 2v;
n-1 Vi

When a is the reliability coefficient

n is the number of segments
Vi is the variance of each segment
V. is the variance of total score
Segmenting was done, an item was a segment (n = 26)

According to 3.4.2, the reliability coefficient was calculated and it was 0.98
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In general, size of acquired reliability coefficient depends on purposes of the
task, if the measurement is used for an individual, the reliability coefficient should be
higher than that of the measurement of a group. The reliability coefficients of 0.85 of
general knowledge test, or 0.65 of group measurement are good enough as a guideline.
The reliability of this questionnaire was 0.98 thus the data collection proceeded.

Results are segmented into 5 parts.

4.1 Demographic characteristics

4.2 Pull factor

4.3 Personal push factor

4.4 Environmental push factor

4.5 Relations between the demographic characteristics and the studied factors

4.1 Demographic characteristics

The sample group, consisting of 400 Thai International tourists, going abroad

in October 1 — 31, 2001 belonged to these characteristics.

4.1.1 Sex

The sample group consisted of 68.7%female and 31.3% male tourists.

Table 4-1 Sex of the sample group

Sex Number %
Female 275 68.7
Male 125 31.3
Total 400 100.0
4.1.2 Age

The sample group was between 20 — 85 years old. Mostly (30.3%) was
25 -34 years old. Secondly the 20.8% was 35 — 44 years old and the 18.0%
was 45 —54 years old (as shown in Table 4-2)
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Table 4-2 Age of the sample group

Age Number %

20 — 24 years old 62 15.5
25 — 34 years old 121 30.3
35 — 44 years old 83 20.8
45— 54 years old 72 18.0
55 — 64 years old 46 11.5

Above 64 years old 15 3.8
Total 399 100.0

X=3897 Max=85 Min=20 S.D.=13.74

The age of the sample group was defined as 3 different groups by using the
average age ( X =38.97) and the standard deviation (S.D. = 13.74)

The young group was the group of age under (average age) ~1/2 S.D.
The moderate group was that of age between (average age) —1/2 S.D. and
(average age) +1/2 S.D.

The old group was that of age from (average age) +1/2 S.D. and above

Table 4-3 Age group of the sample group

Age group Age range Number %
Young group <32 years old 157 393
Moderate group 33 —45 years old 113 28.3
Old group Above 45 years old 129 323
Total 399 99.9
X =38.97 Max=85 Min=20 S.D.=13.74

Hence, there were 39.3% of the sample group belonged to the young group,
28.3% to the moderate group and 32.3% to the old group (as shown in Table 4-3)



Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Technology of Env. Management) / 59

4.1.3 Education level

Prominently, most of the sample group was the graduates: bachelor or
higher degree (65.8%), then the senior secondary school or junior technical certificates

(14.3%), and Diploma or senior technical certificates (9.5%) consecutively.

Table 4-4 Education level of the sample group

Education level Number %

None 1 0.3
Primary School, or equivalent 14 3.5
Junior Secondary School, or equivalent 20 5.0
Senior Secondary School, Junior Technical-

Certificates, or equivalent 57 14.3
Diploma, Senior Technical Certificates, or -

equivalent 38 9.5
Bachelor or higher 263 65.8
Unidentified 7 1.8

. Total 400 100.0

4.1.4 Marital status

Most of the sample group was single (51.5%). Secondly, married

(42.5%) ax_ld divorcéd or widows (5.5%) consecutively.

Table 4-5 Marital status of the sample group

Marital status Number %
Single 206 51.5
Married 170 42.5
Divorced / Widow 22 5.5
Separated 1 0.3
Unidentified 1 0.3

Total 400 100.0
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4.1.5 Occupation
Majority of the sample group belonged to private business (29.3%),
then employee (24%), and government official (13.8%) as shown in Table 4-6

Table 4-6 Occupation of the sample group

Occupation Number %
Government official | 55 13.8
State enterprise staff 15 3.8
Employee 96 24.0
Private business 117 29.3
Student 39 9.8
Housewife ; 49 12.3
Agriculture 1 0.3
Unemployed 11 2.8
Others 7 1.8
Unidentified 10 2.5
Total 400 100.0

4.1.6 Income
The range of the sample group’s income was 0-320,000 Bath per
month. The biggest group was those who earned 20,001-30,000 Bath per month
(19.4%), then 16,001 - 20,000 Bath per month (18.6%), and below 4,000 Bath per
month (14.2%) as shown in Table 4-7.
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Table 4-7 Monthly income of the sample group

Income per month Number %
Below 4,000 Bath 51 14.2
4,001 — 8,000 Bath 22 6.1
8,001 — 12,000 Bath 38 10.6
12,001 - 16,000 Bath 30 8.3
16,001 — 20,000 Bath 67 18.6
20,001 — 30,000 Bath 70 194
30,001 — 40,000 Bath 23 6.4
40,001 - 50,000 Bath 34 9.4
Above 50,000 Bath 25 6.9

Total 360 100.0
X =25,993.61 Max=320,000 Min=0 S.D.=28,174.97

The monthly income of the sample group was defined to 3 different
groups by using the average age (X = 25,993.61) and the standard deviation (S.D. =
28,174.97)

The low-income group was the sample group who earned monthly income
below (average income) —1/2 S.D.

The moderate-income group was those earning between (average income) —1/2
S.D. and (average income) +1/2 S.D.

The high-income group was that earning above (average income) +1/2 S.D.

Table 4-8 Monthly income grouping of the sample group

Group Monthly income Number %
Low-income Below 11,906 Bath 103 28.6
Moderate-income 11,906 — 40,081 Bath 198 55.0
High-income Above 40,081 Bath 59 16.4
Total 360 100.0

X =25,993.61 Max=320,000 Min=0 S.D.=28,174.97
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Hence, there was 28.6% of the sample group belonged to the low-income

group, then the moderate (55%), and the high-income (16.4%) consecutively as shown

in Table 4-8.

4.2 Pull factors

4.2.1 Art & culture
Most of the sample group (43.3%) identified the Art & culture that they

were moderately related to the very trip.

Table 4-9 Art & culture

Relation Number %
Null 56 14.0
Little 68 17.0

Moderate 173 433
Much 103 25.8
Total 400 100.0

4.2.2 City & attraction
Most of the sample group (46.8%) identified that City & attraction were

much related to the very trip.

Table 4-10 City & attraction

Relation Number %
Null 26 6.5
Little 28 7.0

Moderate 159 39.8
Much 187 46.8

Total 400 100.0




Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Technology of Env. Management) / 63

4.2.3 Festival & events
Most of the sample group (34.5%) identified that Festival & events

were moderately related to the very trip.

Table 4-11 Festival & events

Relation Number %
Null 98 245
Little 105 26.3

Moderate 138 34.5
Much 59 14.8
Total 400 100.0

4.2.4 Topographic characteristic
Most of the sample group (41.5%) identified that the topographic

characteristic was much related to the very trip.

Table 4-12 Topographic characteristic

Relation Number %
Null 34 8.5
Little 44 11.0
Moderate 156 39.0
Much 166 41.5
Total 400 100.0
4.2.5 Climate

Most of the sample group (37%) identified that the climate moderately

related to the very trip (as shown in Table 4-13)

A,j”D INFORM h““i
RO TITENE
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Table 4-13 Climate

Relation Number %
Null 45 11.3
Little 82 20.5
Moderate 148 37.0
Much 125 313
Total 400 100.0
4.2.6 Relative & friend

Most of the sample group (44.5%) identified that Relative & friend did

not relate to the very trip.

Table 4-14 Relative & friend

Relation Number %
Null 178 44.5
Little 71 17.8

Moderate 62 15.5
Much 89 22.3
Total 400 100.0

4.2.7 Sport & recreation
Most of the sample group (53%) identified that Sport & recreation did

not relate to the very trip (as shown in Table 4-15)
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Table 4-15 Sport & recreation

Relation Number %
Null 212 53.0
Little 133 333
Moderate 39 9.8
Much 16 4.0
Total 400 100.0
4.8.2 Gift & souvenir

Most of the sample group (35.0%) identified that Gift & souvenir were
little related to the very trip.

Table 4-16 Gift & souvenir

Relation Number %
Null 106 26.5
Little 140 35.0
Moderate 103 25.8
Much 51 12.8
Total 400 100.0
4.2.9 Food & drink

The 34.8% of the sample group identified that Food & drink were little
related to the very trip, whilst another 34.8% identified that they did not relate to the
trip (as shown in Table 4-17)
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Relation Number %
139 34.8
139 34.8

Moderate 89 223
33 8.3
400 100.0

4.2.10 Health & treatment
Most of the sample group (57%) identified that Health & treatment did

not relate to the very trip.

Table 4-18 Health & treatment

Relation Number %
228 57.0
102 25.5
Moderate 54 13.5
16 4.0
400 100.0

To rank the pull factors from the most to the least relation to the trip of the

sample group, we score each of them by the following method. Firstly, one factor has

400 answers from 400 respondents of how much it related to the very trip. Scoring to a

particular answer was done by the following criteria.

Much related

Moderately related
Little related

3 points
2 points
1 point
0 point

After scoring, sum up the points from 400 answers. Thus, a total score of that

factor could be obtained. The average was also calculated. The ranking is as follows.
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Table 4-19 Pull factor scoring

Pull factor Total points Average score
City & attraction 907 23
Topographic characteristic 854 2.1
Climate 753 1.9
Art & culture 723 1.8
Festival & events 558 14
Gift & souvenir 499 1.3
Relative & friend 462 1.2
Food & drink 416 1.0
Sport & recreation 259 0.7
Health & treatment 258 0.7

X =550.50 Max=907 Min=258 S.D.=225.27

As shown in Table 4-3, the top-scoring factor was City & attraction. It got 907
points. The range was 258 — 907 points.

4.3 Personal push factor

4.3.1 Escape from daily life
Most of the sample group (32.3%) identified that Escape from daily life
moderately related to the very trip.

Table 4-20 Escape from daily life

Relation Number %
Null 122 30.5
Little 84 21.0

Moderate 129 323
Much 65 16.3

Total 400 100.0
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4.3.2 Physical & mental relaxation
Most of the sample group (55.3%) identified that Physical & mental

relaxation much related to the very trip.

Table 4-21 Physical & mental relaxation

Relation Number %
Null 20 5.0
Little 28 7.0

Moderate 131 32.8
Much 221 553
Total 400 100.0

4.3.3 Learning new things
Most of the sample group (67.0%) identified that Learning new things
much related to the very trip.

Table 4-22 Learning new things

Relation Number %
Null 15 3.8
Little 13 . : 33

Moderate 104 26.0
Much 268 67.0
Total 400 100.0

4.3.4 Enriching one’s experience
Most of the sample group (62.3%) identified that Enriching one’s

experience much related to the very trip (as shown in Table 4-23)



Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Technology of Env. Management) / 69

Table 4-23 Enriching one’s experience

Relation Number %
Null 16 4.0
Little 26 6.5

Moderate 109 27.3
Much 249 62.3
Total 400 100.0

4.3.5 Respect & acceptance from others
Most of the sample group (64.3%) identified that Respect & acceptance

from others did not relate to the very trip.

Table 4-24 Respect & acceptance from others

Relation Number %
Null 257 64.3
Little 96 24.0

Moderate 33 8.3
Much 14 3.5
Total 400 100.0

4.3.6 Being up-to-date & fashionable
Most of the sample group (57.5%) identified that Being up-to-date &
fashionable did not related to the very trip (as shown in Table 4-25)
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Table 4-25 Being up-to-date & fashionable -

Relation Number %
Null 230 57.5
Little 91 22.8

Moderate 57 14.3
Much 22 5.5
Total 400 . 100.0

To rank the personal push factors from the most to the least relation to the trip
of the sample group, we score each of them by the following method. Firstly, one
factor has 400 answers from 400 respondents of how much it related to the very trip.

Scoring to a particular answer was done by the following criteria.

Much related 3 points
Moderately related 2 points
Little related 1 point
Null 0 point

After scoring, sum up the points from 400 answers. Thus, a total score of that

factor could be obtained. The average was also calculated. The ranking is as follows.

Table 4-26 Personal push factor scoring

Personal pull factor Total points Average score
Learning new things 1,025 2.6
Enriching one’s experience 991 2.5
Physical & mental relaxation 953 24
Escape from daily life 537 1.3
Being up-to-date & fashionable 271 0.7
Respect & acceptance from others 204 0.5

X=663.50 Max=1,025 Min=204 S.D.=374.95
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The top-scoring factor was Learning new things. It got 1,025 points. The range

was 204 — 1,025 points (as shown in Table 4-26)

4.4 Environmental push factor

4.4.1 Environmental conservation of sites
Most of the sample group (30.3%) identified that Environmental

conservation of sites did not related to the very trip.

Table 4-27 Environmental conservation of sites

Relation Number %
Null 121 30.3
Little 75 18.8

Moderate 120 30.0
Much 84 21.0
Total 400 100.0

4.4.2 Cleanliness of sites
Most of the sample group (27.3%) identified that Cleanliness of sites
did not relate to the very trip.

Table 4-28 Cleanliness of sites

Relation Number %
Null 109 273
Little 67 16.8

Moderate 127 31.8
Much 97 243

Towal 00 100.0
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4.4.3 Convenience of transportation
Most of the sample group (31.8%) identified that Convenience of

transportation moderately related to the very trip

Table 4-29 Convenience of transportation

Relation Number %
Null 124 31.0
Little 87 21.8

Moderate 127 31.8
Much 62 15.5
Total 400 100.0

4.4.4 Safety of property & travel
Most of the sample group (26.8%) identified that Safety of property and

travel moderately related to the very trip.

Table 4-30 Safety of property & travel

Relation Number %
Null 103 25.8
Little 98 24.5

Moderate 107 26.8
Much 92 23.0
Total 400 100.0

4.4.5 Public relation & information
Most of the sample group (35.0%) identified that Public relation &

information moderately related to the very trip (as shown in Table 4-31)
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Table 4-31 Public relation & information

Relation Number %
Null 104 26.0
Little 87 21.8

Moderate 140 35.0
Much 69 17.3
Total 400 ‘ 100.0

4.4.6 Service to Thai customers
Most of the sample group (29.8%) identified that Service to Thai

customers moderately related to the very trip.

Table 4-32 Service to Thai customers

Relation Number %
Null 93 23.3
Little 98 24.5

Moderate 119 29.8
Much 90 22.5
Total 400 100.0

4.4.7 Expenditure for domestic tourism
Most of the sample group (30.3%) identified that Expenditure for

domestic tourism did not relate to the very trip as shown in Table 4-33.
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Table 4-33 Expenditure for domestic tourism

Relation Number %
Null 121 30.3
Little 71 17.8

Moderate 116 29.0
Much 92 23.0
Total 400 100.0

To rank the environmental push factors from the most to the least relation to
the trip of the sample group, we score each of them by the following method. Firstly,
one factor has 400 answers from 400 respondents of how much it related to the very

trip. Scoring to a particular answer was done by the following criteria.

Much related 3 points
Moderately related 2 points
Little related 1 point
Null 0 point

After scoring, sum up the points from 400 answers. Thus, a total score of that

factor could be obtained. The average was also calculated. The ranking is as follows.

Table 4-34 Environmental push factor scoring

Environmental push factor Total points Average score
Cleanliness of the sites 612 1.5
Service to Thai customers 606 1.5
Safety of property & travel 588 1.5
Expenditure for domestic tourism 579 1.5
Public relation & information 574 14
Environmental conservation of sites 567 1.4
Convenience of transportation 527 1.3

X =579 Max=612 Min=527 S.D.=28.20
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The top-scoring factor was Cleanliness of the sites. It got 612 points. The range

was 527 — 612 points (as shown in Table 4-34)

4.5 Relations between the demographic characteristics and the
studied factors

Analyze the relations by ANOVA and MCA analysis. The main effects were as

follows. |
-Sex
-Age
-Education level
-Marital status
-Occupation
-Income

However, according to the sample group findings, some demographic
characteristics had a category with less than 5 members. For instance, Education level:
there was only 1 respondent, who did not have any education, thus fell into this
category. The education level category “None” would be excluded when analyzing
ANOVA and MCA to minimize the bias, which leads to distortion of the result and the
misconception afterward. Beside the category with less than 5 members, the category
“Unidentified” and “ Others” would be also excluded due to the inadequate practical
meaning to the interpretation of the data.

In conclusion, to analyze relations, the category with less than 5 members, tﬁe
“Unidentified”, and the category “Others” would be excluded from ANOVA and
MCA analysis.

The dependent variables were the studied factors as follows.

4.5.1 Pull factor

1) Art & culture

2) City & attraction

3) Festival & event

4) Topographic characteristic

5) Climate
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6) Relative & friend

7) Sport & recreation
8) Gift & souvenir

9) Food & drink

10) Health & treatment

4.5.2 Personal push factor
1) Escape from daily life
2) Physical & mental relaxation
3) Learning new things
4) Enriching one’s experience
5) Respect & acceptance from others

6) Being up-to-date & fashionable

4.5.3 Environmental push factor
1) Environmental conservation of sites
2) Cleanliness of sites
3) Convenience of transportation
4) Safety of property & travel
5) Public relation & information
6) Service to Thai customers

7) Expenditure for domestic tourism
4.5.1 Pull factor

1) Art & culture

Due to Table 4-35, overall main effects related to the variation of Art & culture
pull factor significantly at the confidence level of 0.01

Considering by individual variable, education level related to Art & culture
significantly at the confidence level of 0.01. Occupation related to Art & culture

significantly at the confidence level of 0.05
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Other variables i.e. sex, age, marital status, and income did not relate to Art &

culture pull factor.

Table 4-35 Art & culture

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 37.472 16 2.432 2.632  0.001**
-Age 1.778 2 0889 0.999 0.369
-Income 3.737 2 1.869 2.100 0.124
-Occupation 16.217 5 3.243 3.645 0.003**
-Education level 10.751 4 2.688 3.021 0.018*
-Marital status 4.685 2 2.342 2.633 0.073
-Sex 0.304 1 0.304 0.341 0.559
Model 37.472 16 2.342 2.632 0.001
Residual 278.483 313 0.890
Total 315.995 329 0.960
R=0.344 R Square=0.119

** = confidence level of 0.01 * = confidence level of 0.05

According to Multiple Classification Analysis: MCA, the grand mean of Art &
culture was 1.81.

Consequently, for education level, the sample group with junior high school or
equivalent showed greater relation to Art & culture than other groups. For occupation,

state enterprise staff showed greater relation to Art & culture than other groups.
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Table 4-36 Art & culture (Grand Mean=1.81)
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Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors
Education level 0.257 0.192
-Bachelor or higher 221 0.14 0.09
-Diploma, Senior Technical
Certificates 33 -0.14 -0.09
-Senior Secondary School, or
Junior Technical college or
equivalent 47 -0.37 -0.25
-Junior Secondary School or
equivalent 19 0.01 0.14
-Primary School or equivalent 10 -0.97 -0.80
Occupation 0.248 0.171
-Government official 46 0.21 0.14
-State enterprise staff 14 0.16 0.22
-Employee 85 0.31 0.18
-Private business 102 -0.26 -0.21
-Student 39 -0.05 -0.06
-Housewife 44 -0.20 -0.01
R=0.344 R Square =0.119
2) City & attraction

Due to Table 4-37, overall main effects related to the variation of City &

attracﬁon significantly at the confidence level of 0.01

Considering by individual variable, education level related to City & attraction

significantly at the confidence level of 0.01. Then, age related to City & attraction

significantly at the confidence level of 0.05

Other variables i.e. sex, marital status, occupational, and income did not relate

to City & attraction pull factor.
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Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 27.253 16 1.703 2.361 0.003**
-Age 6.228 2 3.114 4316 0.014*
-Income 1.697 2 0.849 1.176 0.310
-Occupation 3.845 5 0.769 1.066 0.379
-Education level 13.480 4 3.370 4.670 0.001**
-Marital status 1.974 2 0.987 1.368 0.256
-Sex 0.027 1 0.027 0.038 0.845
Model 27.253 16 1.703 2.361 0.003
Residual 225.853 313 0.722
Total 253.106 329 0.769
R=0.328 R Square=0.108

** = confidence level of 0.01 * = confidence level of 0.05

According to Multiple Classification Analysis: MCA, the grand mean of City

& attraction was 2.27.

Consequently, for age of sample group, the old group showed greater relation

to City & attraction than other groups. For education lcvél, the group with bachelor or

higher degree showed greater relation to City & attraction than other groups (as shown

in Table 4-38)
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Table 4-38 City & attraction (Grand Mean=2.27)

Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors

Age 0.157 0.025
-Young group 131 0.12 0.003
-Moderate group 90 0.06 -0.003
-Old group 109 -0.19 0.023

Education level 0.273 0.260
-Bachelor or higher 221 0.14 0.14

-Diploma, Senior Technical
Certificates 33 -0.26 -0.21
-Senior Secondary School,

or Junior Technical college

or equivalent 47 -0.26 -0.28
-Junior Secondary School

or equivalent 19 -0.04 -0.06
-Primary School or

equivalent 10 -0.96 -0.87

R=0.328 R Square=0.108

3) Festival & event

Due to Table 4-39, overall main effects related to the variation of Festival &
event pull factor significantly at the confidence level of 0.01

Considering by individual variable, age was affecting to Festival & event pull
factor significantly at the confidence level of 0.01

Other variables i.e. sex, education level, marital status and income did not

relate to Festival & event pull factor.
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Table 4-39 Festival & event

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 36.342 16 2271 2.255 0.004**
-Age 16.793 2 8.396 8.335 0.000**
-Income 5.422 2 2.711 2.691 0.069
-Occupation 9.654 5 1.931 1.917 0.091
-Education level 4.249 4 1.062 1.054 0.379
-Marital status 0.138 2 0.069 0.069 0.934
-Sex 0.086 1 0.086 0.086 0.770
Model 36.642 16 2.271 2.255 0.004
Residual 315.309 313 1.007
Total 351.652 329 1.069
R=0.321 R Square=0.103

** = confidence level of 0.01

According to Multiple Classification Analysis: MCA, the grand mean of

Festival & event was 1.39

Consequently, for age, the young group showed greater relation to Festival &

event than other age groups (as shown in Table 4-40)

Table 4-40 Festival & event (Grand Mean=1.39)

Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors

Age 0.219 0.225
-Young group 131 0.20 0.24
-Moderate group 90 0.08 0.03
-0ld group 109 -0.31 -0.31

R=.0321 R Square=0.103




Apiyut Siyapan
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Due to Table 4-41, both overall and individual main effect did not relate to the

variation of topographic pull factor significantly at the confidence level of 0.05

Table 4-41 Topographic characteristic

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 15.674 16 0.980 1.188 0.276
-Age 2.556 2 1.278 1.550 0.214
-Income 0.062 2 0.031 0.038 0.963
-Occupation 5.746 5 1.149 1.393 0.226
-Education level 2914 4 0.728 0.883 0.474
-Marital status 4.387 2 2.194 2.660 0.072
-Sex 0.008 1 0.008 0.011 0918
Model 15.674 16 0.980 1.188 0.276
Residual 258.132 313 0.825
Total 273.806 329 0.832
R=0.239 R Square=0.057
5) Climate

Due to Table 4-42, overall main effects related to the variation of Climate pull

factor significantly at the confidence level of 0.05

Considering by individual variable, education level related to Climate pull

factor significantly at the confidence level of 0.05

Other variables i.e. sex, age, marital status and income did not relate to Climate

pull factor.



Fac. of Grad. Studies, Mahidol Univ.

Table 4-42 Climate

M.Sc. (Technology of Env. Management) / 83

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 25.659 16 1.606 1.733 0.040*
-Age 4.084 2 2.042 2.204 0.112
-Income 0.842 2 0.421 0.455 0.635
-Occupation 4.177 5 0.835 0.902 0.480
-Education level 9.824 4 2.456 2.651 0.033*
-Marital status 4.968 2 2.484 2.681 0.070
-Sex 1.800 1 1.800 1.943 0.164
Model 25.695 16 1.606 1.733 0.040
Residual 290.005 313 0.927
Total 315.700 329 0.960
R=0.285 R Square=0.081

* = confidence level of 0.05

According to Multiple Classification Analysis: MCA, the grand mean of

Climate pull factor was 1.88.

Consequently, for education level, the sample group with bachelor or higher

degree showed greater relation to the Climate than other groups (as shown in Table 4-

43)
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Table 4-43 Climate (Grand Mean=1.88)

Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors
Education level 0.216 0.198
-Bachelor or higher 221 0.11 0.09
-Diploma, Senior Technical
Certificates 33 0.01 | 0.05

-Senior Secondary School, or

Junior Technical college or

equivalent 47 -0.28 -0.25
-Junior Secondary School or
equivalent 19 -0.11 -0.13
-Primary School or equivalent 10 -0.90 -0.84
R=0.285 R Square=0.081
6) Relative & friend

Due to Table 4-44, overall main effects related to the variation of Relative &
friend pull factor significantly at the confidence level of 0.01
Considering by individual variable, sex and age related to Relative & friend
pull factor significantly at the confidence level of 0.01
Education level related to Relative & friend pull factor significantly at the
confidence level of 0.05
Other variables i.e. marital status, occupation, and income did not relate to

Relative & friend pull factor.



Fac. of Grad. Studies, Mahidol Univ.

Table 4-44 Relative & friend

M.Sc. (Technology of Env. Management) / 85

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 76.643 16 4.790 3.542 0.000**
-Age 40.175 2 20.088 14.855 0.000**
-Income 0.691 2 0.345 0.255 0.775
-Occupation 7.634 5 1.527 1.129 0.345
-Education level 17.911 4 4.487 3.311 0.011*
-Marital status 0.978 2 0.489 0.361 0.679
-Sex 9.254 1 9.254 6.843 0.009**
Model 76.643 16 4.790 3.542 0.000
Residual 423.263 313 1.352
Total 499.906 329 1.519
R=0.392 R Square=0.153

** = confidence level of 0.01 * = confidence level of 0.05

According to Multiple Classification Analysis: MCA, the grand mean of

Relative & friend pull factor was 1.15.

Consequently, for sex, female sample group showed greater relation to

Relative & friend than the male group. For age, the young group showed greater

relation to such factor and so did the group of primary school or equivalent (as shown

in Table 4-45)
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Table 4-45 Relative & friend (Grand Mean=1.15)

Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors

Sex 0.148 0.141
-Male 103 -0.27 -0.26
-Female 227 0.12 0.12

Age 0.283 0.394
-Young group 131 0.42 0.56
-Moderate group 90 -0.16 -0.12
-Old group 109 -0.37 -0.57

Education level 0.154 0.209

-Bachelor or higher 221 -0.12

-Diploma, Senior Technical
Certificates 33 0.30
-Senior Secondary School, or

Junior Technical college or

equivalent 47 0.26
-Junior Secondary School or 19 0.03
equivalent
-Primary School or equivalent 10 0.48
R=0.392 R Square=0.153

7) Sport & recreation

Due to Table 4-46, overall main effects related to the variation of Sport &
recreation pull factor significantly at the confidence level of 0.01

Considering by individual variable, age related to Sport & recreation pull
factor significantly at the confidence level of 0.01

Other variables i.e. sex, education level, marital status, occupation and income

did not relate to Sport & recreation pull factor.
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Table 4-46 Sport & recreation

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 28.921 16 1.808 2.869 0.000**
-Age 19.645 2 9.822 15.596 0.000**
-Income 0.129 2 0.064 0.102 0.903
-Occupation 4.389 5 0.878 1.393 0.226
-Education level 2.128 4 0.532 0.845 0.498
-Marital status 0.809 2 0.404 0.642 0.527
-Sex 1.822 1 1.822 2.892 0.090
Model 28.921 16 1.808 2.869 0.000
Residual 197.167 313 0.630
Total 226.088 329 0.687
R=0.358 R Square=0.128

** = confidence level of 0.01

According to Multiple Classification Analysis: MCA, the grand mean of Sport
& recreation pull factor was 0.65.
Consequently, for age, the moderate group showed greater relation to Sport &

recreation pull factor than other age groups (as shown in Table 4-47)

Table 4-47 Sport & recreation (Grand Mean=0.65)

Variables N Unadjusted Eta Adjusted  Beta
Deviation for Factors

Age 0.295 0.287
-Young group 131 0.15 0.13
-Moderate group 90 0.21 0.21
-Old group 109 -0.35 -0.34

R=0.358 R Square=0.128
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Due to Table 4-48, overall main effects related to the variation of Gift &

souvenir pull factor significantly at the confidence level of 0.01

Considering by individual variable, age related to the Gift & souvenir pull

factor significantly at the confidence level of 0.01

Other variables i.e. sex, education level, marital status, occupation and income

did not relate to Gift & souvenir.

Table 4-48 Gift & souvenir

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 54.824 16 3.426 3.865 0.000**
-Age 43.934 2 21.967 24.780 0.000**
-Income 3.385 2 1.692 1.909 0.150
-Occupation 4.114 5 0.823 0.928 0.463
-Education level 2.545 4 0.636 0.718 0.580
-Marital status 0.309 2 0.154 0.174 0.840
-Sex 0.537 1 0.537 0.605 0.437
Model 54.824 16 3.426 3.865 0.000
Residual 277.467 313 0.886
Total 332.291 329 1.010
R=0406 R Square=0.165

** = confidence level of 0.01

According to Multiple Classification Analysis: MCA, the grand mean of Gift

& souvenir pull factor was 1.25

Consequently, for age, the young group showed greater relation to Gift &

souvenir pull factor than other age groups (as shown in Table 4-49)
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Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors
Age 0.364 0.291
-Young group 131 0.32 0.22
-Moderate group 90 0.16 0.18
-Old group 109 -0.51 -0.41
R=0.406 R Square=0.165
9) Food & drink

Due to Table 4-50, overall main effects did not relate to the variation of Food

& drink pull factor significantly at the confidence level of 0.05

Considering by individual variable, age related to Food & drink pull factor

significantly at the confidence level of 0.01

Other variables i.e. sex, education level, marital status, occupation and income

did not relate to Food & drink pull factor.
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Table 4-50 Food & drink

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 20.338 16 1.271 1.454 0.115
-Age 8.378 2 4.189 4.792 0.009%**
-Income 0.327 2 0.163 0.187 0.830
-Occupation 7.327 5 1.465 1.676 0.140
-Education level 1.440 4 0.360 0.412 0.800
-Marital status 2.465 2 1.233 1.410 0.246
-Sex 0.400 1 0.400 0.457 0.500
Model 20.338 16 1.271 1.454 0.115
Residual 273.650 313 0.874
Total 293.988 329 0.894
R=0.263 R Square=0.069

** = confidence level of 0.01

According to Multiple Classification Analysis: MCA, the grand mean of Food
& drink pull factor was 1.04.
Consequently, for age, the moderate group showed greater relation to the Food

& drink pull factor than other age groups (as shown in Table 4-31)

Table 4-51 Food & drink (Grand Mean=1.04)

Variables N Unadjusted Eta Adjusted  Beta
Deviation for Factors

Age 0.169 0.080
-Young group 131 0.12 0.04
-Moderate group 90 0.09 0.06
-Old group 109 -0.23 -0.11

R=0.263 R Square=0.069
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Due to Table 4-52, both overall and individual main effect did not relate to the

variation of Health & treatment pull factor significantly at the confidence level of 0.05

Table 4-52 Health & treatment

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 13.016 16 0.814 1.114 0.341
-Age 3.518 2 1.759 2.408 0.092
-Income 0.359 2 0.179 0.246 0.782
-Occupation 2.786 5 0.557 0.763 0.577
-Education level 3.322 4 0.830 1.137 0.339
-Marital status 2.697 2 1.349 1.846 0.1650
-Sex 0.335 1 0.335 0.459 0.499
Model 13.016 16 0.814 1.114 0.341
Residual 228.635 313 0.730
Total 241.652 329 0.735

R=0232 R Square=0.054
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4.5.2 Personal push factor

1) Escape from daily life
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Due to Table 4-53, overall main effects related to the variation of Escape from

daily life push factor, significantly at the confidence level of 0.01

Considering by individual variable, age and marital status related to Escape

from daily life push factor, significantly at the confidence level of 0.01

Other variables i.e. sex, education level, marital status, occupation and income

did not relate to Escape from daily life.

Table 4-53 Escape from daily life

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 71.912 16 4.494 4.680 0.000**
-Age 39.613 2 19.807 20.625 0.000**
-Income 3.940 2 1.970 2.052 0.130
-Occupation 6.865 5 1.373 1.430 0.213
-Education level 6.912 4 1.728 1.799 0.129
-Marital status 14.336 2 7.168 7.464 0.001**
-Sex 0.245 1 0.245 0.255 0.614
Model 71.912 16 4.494 4.680 0.000
Residual 300.576 313 0.960
Total 372.488 329 1.132
R=10.439 R Square=0.193

** = confidence level of 0.01

According to Multiple Classification Analysis: MCA), the grand mean of

Escape from daily life was 1.34
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Consequently, for age group, the young group showed greater relation to
Escape from daily life than other age group. For marital status, the single showed

greater relation than other groups (as shown in Table 4-54)

Table 4-54 Escape from daily life (Grand Mean=1.34)

Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors

Age 0.326 1.43
-Young group 131 0.35 0.16
-Moderate group 90 0.04 -0.00
-0ld group 109 -0.46 -0.19

Marital status 0.343 0.253
-Single 170 0.35 0.26
-Married 146 -0.38 -0.27
-Divorced / widow 14 -0.37 -0.34

R=0.439 R Square=0.193

2) Physical & mental relaxation

Due to Table 4-55, overall main effects related to the variation of Physical &
mental relaxation push factor significantly at the confidence level of 0.01

Considering by individual variable, age and marital status related to Physical &
mental relaxation push factor significantly at the confidence level of 0.05

Other variables i.e. sex, education level, occupation and income did not relate

to Physical & mental relaxation push factor.
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Table 4-55 Physical & mental relaxation
Source of Variation Sum of DF Mean F Sig of F
Squares Square

Main effect (combined) 21.049 16 1.316 2.085 0.009**
-Age 5.268 2 2.634 4.174 0.016*
-Income 3.054 2 1.527 2419 0.091
-Occupation 3.355 5 0.671 1.063 0.381
-Education level 3.564 4 0.891 1.412 0.230
-Marital status 5.804 2 2.902 4.599 0.011*
-Sex 0.003 1 0.003 0.006 0.937

Model 21.049 16 1.316 2.085 0.009

Residual 197.524 313 0.631

Total 218.573 329 0.664

R=0.310 R Square=0.096

** = confidence level of 0.01 * = confidence level of 0.05

According to Multiple Classification Analysis: MCA, the grand mean of

Physical & mental relaxation was 2.38.

Consequently, for age group, the moderate group showed greater relation to

Physical & mental relaxation push factor than other age group. For marital status, the

single showed greater relation to such factor than other groups (as shown in Table 4-

56)
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Table 4-56 Physical & mental relaxation (Grand Mean=2.38)

Variables N Unadjusted Eta Adjusted  Beta
Deviation for Factors

Age 0.155 0.034
-Young group 131 0.09 -0.01
-Moderate group 90 0.08 0.04
-Old group 109 -0.18 -0.02

Marital status 0.226 0.200
-Single 170 0.17 0.15
-Married 146 -0.21 -0.18
-Divorced / widow 14 0.11 0.10

R=0.310 R Square=0.096

3) Learning new things

Due to Table 4-57, overall main effects related to Learning new things push
factor, significantly at the confidence level of 0.05

Considering by individual variable, age related to Learning new things push
factor, significantly at the confidence level of 0.01

Other variables i.e. sex, education level, marital status, occupation and income

did not relate to Learning new things push factor.



Apiyut Siyapan Results / 96

Table 4-57 Learning new things

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 15.983 16 0.999 1.918 0.018*
-Age 7.771 2 3.885 7.459 0.001**
-Income 1.220 2 0.610 1.171 0.312
-Occupation 4.148 5 0.830 1.592 0.162
-Education level 1.853 4 0.463 0.890 0.470
-Marital status 0.964 2 0.482 0.925 0.398
-Sex 0.028 1 0.028 0.054 0.817
Model 15.983 16 0.999 1.918 0.018
Residual 163.050 313 0.521
Total 179.033 329 0.544
R=0.299 R Square=0.089

** = confidence level of 0.01 * = confidence level of 0.05

According to Multiple Classification Analysis: MCA, the grand mean of
Learning new things push factor was 2.56
Consequently, for age group, the moderate group showed greater relation to

Learning new thing push factor than other age groups (as shown in Table 4-58)

Table 4-58 Learning new things (Grand Mean=2.56)

Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors

Age 0.208 0.144
-Young group 131 0.09 0.05
-Moderate group 90 0.12 0.09
-Old group 109 -0.22 -0.15

R=0.299 R Square=0.089
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Due to Table 4.59, overall main effects did not relate to the variation of

Enriching one’s experience push factor significantly at the confidence level of 0.05

Considering by individual variable, age related to such factor significantly at

the confidence level of 0.01

Other variables i.e. sex, education level, marital status, occupation and income

did not relate to Enriching one’s experience push factor.

Table 4-59 Enriching one’s experience

Source of Variation Sum of DF Mean F Sig of F
Squares Square

Main effect (combined) 12.671 16 0.792 1.243 0.234
-Age 6.359 2 3.179 4.991 0.007**
-Income 0.741 2 0.371 0.582 0.559
-Occupation 3.404 5 0.681 1.069 0.378
-Education level 1.728 4 0.432 0.678 0.607
-Marital status 0.405 2 0.202 0.318 0.728
-Sex 0.003 1 0.003 0.053 0.817

Model 12.671 16 0.792 1.243 0.234

Residual 199.393 313 0.637 |

Total 212.064 329 0.645

R=0.244 R Square=0.060

** = confidence level of 0.01

According to Multiple Classification Analysis: MCA, the grand mean of

Enriching one’s experience push factor was 2.48.

Consequently, for age group, the young group showed greater relation to such

factor than other age groups (as shown in Table 4-60)
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Table 4-60 Enriching one’s experience (Grand Mean=2.48)
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Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors
Age 0.173 0.106
-Young group 131 0.09 0.06
-Moderate group 90 0.10 0.05
-Old group 109 -0.20 -0.12
R=O..244 R Square=0.060

5) Respect & acceptance from others

Due to Table 4-61, overall main effects did not relate to Respect & acceptance

from others, significantly at the confidence level of 0.05

Considering by individual variable, age related to such factor significantly at

the confidence level of 0.01

Other variables i.e. sex, education level, marital status, occupation and income

did not relate to Respect & acceptance from others.
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Table 4-61 Respect & acceptance from others

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 11.125 16 0.695 1.124 0.255
-Age 6.205 2 3.103 5418 0.005**
-Income 0.712 2 0.356 0.622 0.538
-Occupation 3.425 5 0.685 1.196 0.311
-Education level 0.689 4 0.172 0.301 0.877
-Marital status 0.065 2 0.030 0.053 0.948
-Sex 0.322 1 0.032 0.056 0.813
Model 11.125 16 0.695 1.214 0.255
Residual 179.227 313 0.573
Total 190.352 329 0.579
R=10.242 R Square=0.058

** = confidence level of 0.01

According to Multiple Classification Analysis: MCA, the grand mean

Respect & acceptance from others was 0.51

of

Consequently, for age group, the young group showed greater relation to such

factor than other age groups (as shown in Table 4-62)

Table 4-62 Respect & acceptance from others (Grand Mean=0.51)

Variables N Unadjusted Eta Adjusted  Beta
Deviation for Factors

Age . 0.181 0.244
-Young group 131 0.11 0.17
-Moderate group 90 0.07 0.06
-Old group 109 -0.19 -0.26

R=0.242 R Square=0.058
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6) Being up-to-date & fashionable

Due to Table 4-63, overall main effects related to Being up-to-date &
fashionable significantly at the confidence level of 0.05

Considering by individual variable, age related to such factor significantly at
the confidence level of 0.01

Other variables i.e. sex, education level, marital status, income and occupation

did not relate to Being up-to-date & fashionable.

Table 4-63 Being up-to-date & fashionable

Source of Variation Sum of DF Mean F Sig of F
Squares Square
Main effect (combined) 21.680 16 1.355 1.801 0.030*
-Age 10.268 2 5.134 6.822 0.001**
-Income 3.833 2 1.916 2.547 0.080
-Occupation 2.460 5 0.492 0.654 0.659
-Education level 4.723 4 1.181 1.569 0.182
-Marital status 0.370 2 0.185 0.246 0.782
-Sex 0.026 1 0.026 0.035 0.852
Model 21.680 16 1.355 1.081 0.030
Residual 235.544 313 0.753
Total 257.224 329 0.782
R=0.290 R Square=0.084

** = confidence level 0of 0.01 * = confidence level of 0.05

According to Multiple Classification Analysis: MCA, the grand mean of Being
up-to-date & fashionable was 0.68
Consequently, for age group, the young group showed greater relation to such

factor than other age groups (as shown in Table 4-64)
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Table 4-64 Being up-to-date & fashionable (Grand Mean=0.68)

Variables N  Unadjusted Eta Adjusted  Beta
Deviation for Factors

Age 0.200 0.157
-Young group 131 0.16 0.12
-Moderate group 90 0.06 0.05
-Old group 109 -0.24 -0.19

R=0.290 R Square=0.084
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4.5.3 Environmental push factor

1) Environmental conservation of sites

Due to Table 4-65, overall main effects related to Environmental conservation
of sites significantly at the confidence level of 0.01

Considering by individual variable, age related to such factor signifi