THE IMPACTS TOURISM INDUSTRY PROMOTION,
PERCEPTION OF POLITCAL CONFLICT SITUATITION IN THAILAND
ON TOURING INTENTION OF FOREIGN -TOURISTS

IN THAILAND

MS. PHANRADA SRILISTDUMRONG

A Thesis Submitted in Partial Fulfillment of the Requirements
For the Degree of Master of Business Administration
Department of International Business
Graduate School
University of the Thai Chamber of Commerce

2009



THE IMPACTS TOURISM INDUSTRY PROMOTION,
PERCEPTION OF POLITCAL CONFLICT SITUATITION IN THAILAND
ON TOURING INTENTION OF FOREIGN -TOURISTS

IN THAILAND

MS. PHANRADA SRILISTDUMRONG

A Thesis Submitted in Partial Fulfillment of the Requirements
For the Degree of Master of Business Administration
Department of International Business
Graduate School
University of the Thai Chamber of Commerce
2009

© Copyright by University of the Thai Chamber of Commerce



THESIS APPROVAL
GRADUATE SCHOOL

Master of Business Administration
Degree
International Business
Major Field

Title The Impacts Promotion Tourism Perception of Political conflict situation in

Thailand on Foreign-Tourism , intention in Thailand

Miss. Phanrada Srilistdumrong 2009

Name Graduation Year

Accepted by Graduate School, University of the Thai Chamber of Commerce in Partial

Fulfilment of the Requirements for the Master’'s Degree.

.................................................... Dean, Graduate School
(Dr. Thasana Boonkwan)
Thesis Committee

................................................... Chairperson

................................................... Thesis Advisor

................................................. Member
(Dr. Pussadee  Polsaram)

................................................... External Committee
(Assoc. Prof. Sriaroon Resanond)



Thesis Title The Personal characteristics, Perception of Tourism Industry
Promotion and Perception of Political Conflict Situation in

Thailand on Touring Intention of Foreign-Tourist in Thailand.

Name Miss Phanrada Srilistidamrong.
Degree Master of Business Administration
Major Field International Business

Thesis Advisor Dr. Piraphong Foosiri

Graduation Year 2009

ABSTRACT

This study aims to study personal characteristics. Awareness and marketing
communications in the industry of tourism tourists affect the decision to travel to
Thailand international travelers under the circumstances of the political conflicts that
affect or not. Population used in this study is that tourists arrived in Thailand in Tourism
in August 2009. Sample of 400 questionnaires collected data. Statistics used in the
analysis include the average percentage and standard deviation values. Analysis of
multiple linear regression. And one-way variance test research found that the 3 factors
are Personal characteristics. Perception of Tourism Industry Promotion. Political
Conflict Situation in Thailand affecting the Touring Intention of Foreign-Tourist in
Thailand. Most samples are about 18-30 year old tourists and Europeans. The level of
awareness in the media moderates. They realize the conflicts in the political in high
level and are nervous of coming attractions with tourists however, still decide to travel in
Thailand. And they are interesting in tourism in Attractions natural high level. When they
travel in Thailand and found that tourist satisfy in high level of their travel in all types of

travel.
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CHAPTER |

INTRODUCTION

1.1 Introduction and Problem Statement

Today tourism industry is influence the economic and social role which is

important way to develope countries. Thailand is a country in the group of developing

countries to focus on tourism industry. Because of the travel has led to foreign tourists

spend foreign currency in our country. The service is the products that tourists have to

spend to obtain such services as benefits to be in Thailand.

Tourism is a service industry that has very high role in bringing foreign

currency into the economy of Thailand. It is the industry number one revenue when

compared with other export. Tourism are important to economic and social following ,

Source of income in foreign currency, Reduces the problem of deficit between the

countries, Help create jobs and employment, the income distribution, It changes in

economic structure and local and the production.

To achieve the goals set in 2008, Tourism Authority of Thailand (TAT) will

focus on creating a flow of travel both foreign and domestic markets to occur throughout

the year with the promotion campaign strategy in 2008-2009 of Tourism Thailand

according to government policy. The distinguished strategy will be different according to

market conditions and trends in each area.



The position of the target market is "A variety of tourist quality can provide

valuable experience and impressive." There are targeting the following ;

Table 1.1 Estimates Revenue Tourism Industry of Thailand in 2007

Title International market Local market
increased 5 % Increased 5 %
Revenue goal of tourism (Estimated revenue (Estimated revenue

630,000 million baht) 407,600 million baht)

Estimates Number of visitors 16 million baht 87.06 million baht

Source : Tourism Authority of Thailand, January 2007

During the first half of 2007 the Thai tourism is growing up due to year-end
2007, with foreign tourists traveled to Thailand totaled approximately 7.9 million, up 14
% from the prior year period.

However, Thai tourism was flat to undermine after 6 month from disturbance
events in the country when the meeting of the People's Alliance for Democracy (PAD)
has expanded and intensifying in late August. Governments have announced state
emergency in Bangkok area on 2 -14 September 2007, which severely affect tourism
industry. The governments of many countries alert their citizens to avoid travel to
Thailand and warning tourists who live in Thailand for the care by avoiding the visit in a

place that has gathered to protest for their security.



That situations are likely effect to market of foreign tourists to Thailand that
was predict will be grow 10 % in July 2007 are likely to slow growth in August and fall
down markedly in September. Overall in the 3 quarter of the year 2007 are foreign
tourists traveled to Thailand totaled 3.4 million people, down 2 % from the prior year
period.

In October 2007 foreign tourist market continues to trend continued
slowdown in the rate 6 % by foreign visitors travel to approximately 1.1 million people
affected by events as the break of the meeting on October 7 in 2007 which are many
deaths and many injuries.

In November, the start into the tourism high season from Europe remote
markets. Market foreign tourists in Thailand are likely to adapt in a better direction but
the event blockade Suvarnabhumi Airport and Don Muang Airport by People's Alliance
for Democracy destroyed the tourism industry again. The Thai Airport company
announced the closing of from 2 to 26 November 2008. It ‘s hard to increase number of
foreign tourists

The People's Alliance for Democracy has stop closing Suvarnabhumi Airport
and Don Muang Airport on 3 December 2008 allows airport to begin service on 4
December 2008. The Suvarnabhumi Airport began its service in full funtional on 5
December 2008 which can solve the crisis go to - out in the air through Suvarnabhumi

Airport back to normal down.( www.positioning.com, 8 Dec 2008)



Summary figures tourists and foreign tourists has dropped following ;

Table 1.2 International Tourist Arrivals To Thailand By Nationality At Suvarnabhumi

International Airport

Country of 2008 2007 2006
Nationality Number | %Share | Number | %Share Number %Share
East Asia 4,437,694 44.00 4,792,955 46.22 7,622,244 55.15
Europe 3,109,286 30.88 3,072,113 29.62 3,490,779 25.26
The Americas 756,217 7.51 778,565 7.51 923,382 6.68
South Asia 663,731 6.59 663,889 6.40 631,208 4.57
Oceania 558,061 5.54 550,376 5.31 651,262 4.71
Middle East 444,230 4.41 415,303 4.00 392,416 2.84
Africa 98,614 0.98 97,285 0.94 110,511 0.80
Grand Total 10,067,833 | 100.00 | 10,370,486 | 100.00 | 13,821,802 | 100.00

Source : Immigration Bureau, Royal Thai Police.2008




Figure 1.1 International Tourist Arrivals To Thailand By Nationality At Suvarnabhumi

International Airport

Country of Nationality

Percentage

m 2008 %Share

m 2007 %Share
2006 %Share

Nationality

Note : Primary Data Tourist Arrivals excluded Overseas Thai Updated :7/01/2009

19.53 AM

Source : Immigration Bureau, Royal Thai Police.

Closing Suvarnabhumi Airport affect severely the confidence of security in

Thailand of foreign tourists, Most foreign tourists to avoid travel to Thailand in this

period until they feel confidence of travel safety, especially tourists markets in Asia such

as Japan, China and South Korea, where more sensitive to events that affect the safety

of life and property.

Kasikorn Research Center estimates in 2 cases, the first case that the

events back into normal situation. All parties help accelerate the building and restoration

of international confidence returned more quickly including activities of other attractions

to entice tourists to return to travel in Thailand. The business operators believe that



tourists will travel to Thailand, down just 13% or a total of only about 6.9 million people
in the first half of year 2009. In the second half of visitors increased 18% or
approximately 7.1 million. In total year 2008 expects 14 million tourists. The number of

tourist in 2008 close to the number of tourist in 2008, and revenue from tourism into the

country increased about 5.16 billion baht. It increase 3%.

At the same time, if in second case the political unrest until year 2009 It will

be affect the image and confidence of the international countries. Will result in the first

half of year 2009 will be visitors to Thailand, down 20%, or approximately 6.3 million

people in the second half are foreign tourists, up 10%, or approximately 6.6 million.

Total year 2009 expected visitors to the country of about 13 million, down 7% compared

with year 2558 revenue from tourism will be approximately 4.6 billion baht, down about

8 percent.

Table 1.3 Estimates the percentage of tourist visitors in 2009.

Forecasting in 2009

Trend of Tourism

decrease in half year

Trend of Tourism

increase in half year

Case of clam situation

13

18

Case of emergency

situation

20

10




Figure 1.2 Estimates the percentage of tourist visitors in 2009.

forecastingin 2009

m Case of clam situation

Percentage

B Case of emergency
situation

Trend of Tourism Trend of Tourism
decrease in half  increase in half
year year

Situation

Source: www.positioning.com , 8 Dec 2551

The lack of political stability situation and global economic crisis are affect

tourism business. Private sectors and government have to prepare to break through this

critical. Particularly tourism urged the new government to reduce VAT to help operators

in the tourism industry and reduce the cost of landing aircraft for the airlines can

discount airline tickets to create incentives to encourage tourists to travel. The various

proposals of measures to assist private and public sectors to help tourism may also not

very clear because the new government has recently come to manage the political

system.

This educational research learn the Number of foreign tourists after the

events that occurred closing airport of People's Alliance for Democracy in the first half

of the year. During 2007 -2008 both public and private sectors to accelerate the

recovery image, security and confidence draw foreign tourists to return. To encourage



foreign tourists to the market to recover back to normal soon. The Program promotes
tourism are tremendous, adjust the new marketing plan focus on Asia and the Middle
East. Create a new sales made package tour prices and savings are worth the money
to pay according foreign tourists behavior that trend to more cost saving.

These strategies are needed to do to reinvigorate the tourism industry can
survive in this crisis. Accelerate recovery in the tourism trade will result in tourists both

foreign or not. This study will be one part to showing the result following the objectives

1.2 Research Objectives

In this study, the following objectives will be required:

1. To study the personal characteristics of the respondents as the foreign-
tourists in Thailand

2. To study the level of the Thailand’s tourism industry promotion in the
point of view of the respondents as the foreign-tourists in Thailand.

3. To study the level of the foreign-tourists’ perception in term of the
political conflict situation in Thailand.

4. To study the level of the touring intention of the respondents as the
foreign-tourists in Thailand.

5. To study the level of the satisfaction of the respondents as the foreign-

tourists in Thailand.



6. study the dependence of the output variable, the touring intention of the
foreign-tourists on the three input variables; the personal characteristics, the tourism
industry promotion, and the perception of the political conflict situation in Thailand.

To study the dependence of the outcome variable, the foreign-tourists’

1.3 Research Question
This study has determined the Satisfaction of Tourists in Bangkok, Kingdom
of Thailand.
Specifically, it has sought answers to the following
1. What is the profile of the respondents in terms of the following
DEMOGRAPHIC factors?
2. What is the level of the tourism industry promotions ?
3. What is the level of the perception of the political conflict situation in
Thailand?
4. What is the level of the touring intention of the foreign-tourists before
journey to Thailand ?
5. What is the level of the foreign-tourists’ satisfaction of Thailand?
6. Are the touring intention of foreign-tourists (before journey to Thailand)
influenced by the following;
i. the demographic factors,
ii. the tourism industry promotions, and

iii. the perception of the political conflict situation in Thailand?
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7. Is the foreign-tourists’ satisfaction influenced by the output of the touring

intention of foreign-tourists?

1.4 Scope of the Research

The research is an assessment of the tourism industry of Thailand. The
scope of the study will require only foreign-tourists who have been leaving Thailand at
Suvarnabhumi Airport around smoking area.

1. The focus of assessment is the profiles of foreign-tourists who had come
to Thailand in August 2009 in terms of gender, age, marital status, nationality, income,
educational attainment, number of visiting Thailand, budget for the trip, and number of
spending day in Thailand; the level of the tourism industry promotion namely, the public
sector by the tourism authority of Thailand and the private sector by the entrepreneurs;
their level of acknowledgement of the political conflict situation in Thailand along the
media and the sharing experience; their level of touring intention before journey to
Thailand along the business group of service, the business group of trading merchandise,
and the group of touring place; and their level of satisfaction.

2. The respondents are the foreign-tourists who came from the ASEAN
member countries such as Malaysia, Singapore, Vietham; the East Asia such as China,
Japan, Korea; the Europe such as France, Germany, Spain; the America such as
Canada, Mexico, USA; the Latin America such as Argentina, Brazil, Paraguay; the

South Asia such as Bangladesh, India, Pakistan; the Oceania such as Australia, New
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Zealand; the Middle East such as Egypt, Israel, Saudi Arabia; and the Africa such as
Nigeria, South Africa, Sudan.

3. The questionnaire is the main tool in gathering the data needed in this
study. Data to be gathered in the study have been analyzed using the following

statistical tools: Frequencies, Percentages, Mean, and Multiple Regression Analysis.

1.5 Expected Benefits of the Research

1. The Tourism Authority of Thailand (TAT) and Private sector or the
travelling business can use the research result about the perception of tourism
industry promotion use the media as a guide in choosing the most effective media.

2. The Tourism Authority of Thailand (TAT) and tourism related businesses
can use the research result about the touring intention of the foreign-tourists use to be
the way in tourism planning and development to meet the needs of tourists.

3. Tourism Authority of Thailand (TAT) and entrepreneurs use the research

result to be the way of improving performance in overseas markets more efficiently.

1.6 Operational Definition of Terms
The following terms are hereby defined as they are used in this study to
ensure a common frame of reference on their meaning:

Business Group of Service is influenced by input variables namely, the

Personal Characteristics, the Tourism Industry Promotions, and the Acknowledgement
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of the Political Conflict Situation. The Foreign-tourists’ Satisfaction is delivered by the

Business Group of Service.

Business Group of Trading Merchandise is influenced by input variables

namely, the Personal Characteristics, the Tourism Industry Promotions, and the

Acknowledgement of the Political Conflict Situation. The Foreign-tourists’ Satisfaction is

delivered by the Business Group of Trading Merchandise.

Group of Touring Place is influenced by input variables namely, the

Personal Characteristics, the Tourism Industry Promotions, and the Acknowledgement

of the Political Conflict Situation. The Foreign-tourists’ Satisfaction is delivered by the

Group of Touring Place.

The Foreign-tourists’ Satisfaction is defined as the satisfaction of foreign-

tourists that is the core objective of the Thailand’s tourism industry. This core objective

cannot be accomplished without considering the context of touring climate.

Tourism Industry Promotions is defined as a part of the marketing mix to

improve the Thailand’s Tourism Industry in term of two actors, the public sector and the
private sector.

Public Sector is defined as the Tourism Authority of Thailand which the
respondents are ability to provide the instruction, guiding, consulting, motivation, and
promotion including the public relations.

Private Sector is defined as the entrepreneurs of Thailand’s tourism industry
which the respondents could be provided the channel of service and goods in Thailand

touring trip.
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Perception of the Political Conflict Situation is defined as a threat of

Thailand’s Tourism Industry about closing airport of People's Alliance for Democracy
And the governments have announced state emergency in Bangkok area on 2 -14
September 2007 affect severely the confidence of security in Thailand of foreign
tourists. It categorized as two major channels of foreign-tourists’ perceiving namely, the
media and the sharing experience .

Media indicates level of the perception of the political conflict situation in
diversified channel such as television, radio, news paper etc.

Sharing Experience indicates level of the acknowledgement of the political

conflict situation by sharing information with other people.

Dr is defined as the tourist decision of rate use to indicate level of the
perception their opinion.

Age indicates the chronological age of the respondent measure in years.
This is being categorized into early adulthood stage (18 - 30 years old), middle
adulthood stage (31 - 40 years old), adulthood stage (41 - 50 years old), and late
adulthood stage (over 51 years old).

Nationality indicates the homeland of respondent in term of the country
group. The foreign-tourist as respondent is identified as the following: ASEAN such as
Malaysia, Singapore, Vietnam; East Asia such as China, Japan, Korea; Europe such as
France, Germany, Spain; America such as Canada, Mexico, USA; Latin America such
as Argentina, Brazil, Paraguay; South Asia such as Bangladesh, India, Pakistan;

Oceania such as Australia, New Zealand; Middle East such as Egypt, Israel, Saudi
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Arabia; Africa such as Nigeria, South Africa, Sudan.( Immigration Bureau, Police

Department 2007)

Income refers to the earning of respondent a year in his/her country namely,
0 - 50,000 USD per year, 50,001 - 100,000 per year, 100,001 - 300,000 per year, and

Over 300,000 a year. (Office of Academic Services of Burapha University.2005)
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2.1 Concept of Tourism Industry

An Integrated Model of Tourism, Cook, Yale, and Marqua (1989) have
contributed their tourism model, notice its open nature and hoe each of the segment is
related to the others. This model will begin the study of tourism by looking at travelers
(tourists) who serve as the focal point are three large bands containing several
interdependent groups of tourism participants and organization. Individual tourists may deal
directly with any of these tourism service suppliers, but they customarily rely on the
professional services provided by tourism promoters shown in the first band of model,
Tourism promoters, such as travel agencies and tourist boards, provide information and
other marketing services. The next band of model is the key tourism suppliers who provide
transportation, accommodations, and other services required by travelers. Tourism
suppliers may provide these services independently, they may compete with each other,
and in the same times, they may work together for example, airline, bus, railroad, cruise
ship, and car rental companies may compete individually for a traveler's business. Hotels
and resort may also compete against each other for the same traveler's patronage, yet
cooperate with transportation providers to attract tourists to a specific location. Service
provides representing all segment of the tourism industry may often work together to
develop promotional packages designed to attract tourists to destinations. How closely
these individuals and organizations work together is ultimately influenced by the forces

shaping the fact of tourism activities. As the model shows, the tourism industry does not
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operate in a vacuum. All of the participants, either individually or as a group, are constantly
responding to a variety of social/culture, political, environmental and economics forces.
These forces may range from subtle changes, which are noticeable only after many years,
to more dramatic changes, which have immediate and visible impacts (Cook, Yale, and

Marqua, 1989).

2.2. Personal characteristic factors

This study seeks to account for the effects of age of the respondent, gender,
education, occupation level and income seriously considered by the respondents on the
amount of search.

Age

Consumers of different are groups obviously have very different needs and
wants. Although people who belong to the same age group differ in many other ways, they
do tend to share a set of values and common cultural experiences that they carry
throughout life (Natalie Perkins, 1993).

Gender

Within every society, it is quit common to find products that are either
exclusively or strongly associated with the members of one sex. Sex roles have important
cultural component. It is quite fitting to examine gender as a sub-cultural category (Kanuk

Schiffman, 1997)
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Marital Status

Person's marital status describes their relationship with a significant other.
Some common statuses are consist of single - a person who is unmarried or unattached to
someone; married - a couple who lives together and is bounded by a contract before the
state or the church with legal age; separated - one of the couples are not living with them,
not in the household; divorced — they are not living together with legal; widowed - a person
whose spouse is dead; engaged, annulled, cohabitating - a couple that is attached yet
unmarried with each other (Kanuk Schiffman, 1997).

Education

Education levels vary substantially among regions of a nation and affect
considerably on need and wants of each region (Proctor, 1996).

A higher level of education can be expected to increase the amount of search,
as educated people are more likely to engage in more meaningful search for information,
thereby contributing to a higher level of search (Kiel and Layton, 1981; Marvel, 1976;
Newman and Staelin, 1971; Schaninger and Sciglimpaglia, 1981; Sharir, 1974).

Income level

The effect of wage rate on search is less clear. While one may assume that the
higher the hourly wage rate, the less search one can expect owing to the greater
opportunity costs of search, the opposite may also be true. Studies have shown that lower

income consumers are less efficient shoppers owing to a lack of search resources or a
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lower ability to process information in the search rather than a lack of motivation to search
(Andreasen, 1975; Goldman, 1976; Sturdivant, 1973).

Occupation

Actual physical possession or use of a dwelling or piece of land. Occupation
exists only where it is recognizable as such, and where the occupant has a sufficient
measure of control that prevents interference from strangers. Or usual or principal
business, calling, trade, or work a person is engaged in earning a living (Proctor, 1996).

Occupation are official designation of an employed or self-employed person,

such as architect, doctor, engineer, or manager (Andreasen, 1975).

2.3. Service Marketing Mix ( 7 ‘P)

The marketing mix is the combination of marketing activities that an
organization engages in so as to best meet the needs of its targeted market. Traditionally
the marketing mix consisted of just 4 Ps. The additional Ps have been added because
today marketing is far more customer oriented than ever before, and because the service
sector of the economy has come to dominate economic activity in this country. These 3
extra Ps are particularly relevant to this new extended service mix. The three extra Ps are:

People, Process and Physical Evidence as following (Christopher Loveluck, 2004).



20

Product Elements

Manager must select the features of both the core product either a good or a

service elements surrounding it, with reference to the benefits desired by customer and

how well competing products perform. In short, we need to be attentive to all aspects of the

service performance that the potential to create value for customers (Christopher Loveluck,

2004).

Place and Time

Delivering product elements to customers involves decisions on the place and

time of delivery, as well as on the methods and channels used .Delivery may involve

physical or electronic distribution channels used. Delivery may involve physical or electronic

distribution channels or both, depending on the nature of the service being provided .Use of

messaging services and the Internet allows information-based services to by delivered in

cyberspace for retrieval where and whenever it suits the customer .Firm may deliver service

directly to customers or through intermediary organization, such as retail outlets that

receive a fee or a percentage of the selling price, to perform certain tasks associates with

sales, service, and customer contact. Speed and convenience of place and time for the

customer are becoming important determinants in service delivery strategy (Christopher

Loveluck, 2004).
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Promotion

Sale promotion is a range of tactical marketing techniques designed within a
strategic marketing framework to add value to a product or service in order to achieve
specific sales and marketing objective (Brassington and Pettitt, 2000). The promotion mix is
the direct way in which an organization attempts to communicate with the various target
audiences.

1. Advertising

Advertising is defined as a marketing communications element that is
persuasive, non-personal, paid for by an identified sponsor, and disseminated through
mass channels of communication to promote the adoption of goods, services, persons, or
ideas (Spandler, 1987 : p.20).

2. Direct marketing

Advertising is defined as a marketing communications element that is
persuasive, non-personal, paid for by an identified sponsor, and disseminated through
mass channels of communication to promote the adoption of goods, services, persons, or
ideas (Fill, C., 1999).

3. Personal selling

Personal selling can be defined as an interpersonal communication tool which
involves face to face activities undertaken by individuals, often representing an

organization, in order to inform, persuade or remind an individual or group to take
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appropriate action, as required by the sponsor’s representative (Fill, C., 1999).

4. Sales promotion

Sales promotion includes communications activities that provide extra value or
incentives to ultimate customers, wholesalers, retailers, or other organizational customers
and that can stimulate immediate sales. Sales promotion is a range of tactical marketing
techniques designed within a strategic marketing framework to add value to a product or
service in order to achieve specific sales and marketing objectives (Brassington and Pettitt,
2000).

Information sources

Information sources are divided into two majors’ types, each types in turn falls
into some major smaller types. This division is based on idea of Philips Kotler, Swee Hoon
Ang, Siew Meng Leong, and Chin Tiong Tan (1994).

Marketers are interested in understanding the consumer behavior of the family
because it is considered the most important decision making and consumption unit (Assael,
1998).

1 Personal sources: family, friends, neighbors, acquaintances.

2 Commercial sources: advertising, salespersons, dealers, packaging,

displays.

3 Public sources: mass media, consumer-rating organizations.

4 Experiential sources: handling, examining, using product.
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Price and Other User Outlays

This component addresses management of all the outlays incurred by
customers in obtaining benefits form the service product .Consequently ,services marketing
strategy is not limits to the traditional pricing tasks of determining the selling price to
customer s ,setting margin for any intermediaries ,and establishing credit term .Marketers
must understand and ,where feasible, seek to minimize other outlays that customers are
likely to incur in purchasing and using a service ,Theses outlays may include additional
monetary costs (such as travel expense to a service location), time expenditures ,unwanted
mental and physical effort ,and exposure to negative sensory experiences (Christopher
Loveluck, 2004).

Physical Environment

The appearance of buildings, landscaping, vehicles, interior furnishing,
equipment, staff member signs, printed materials, and other visible cues all provide tangible
evidence carefully, as it can have a profound impact on customers’ impressions.
(Christopher Loveluck, 2004).

Process

Creating and delivering product elements to customer require the design and
implementation of effective processes. A process is the method and sequence of action in
the service performance .Badly designed processes often lead to slow bureaucratic, and

ineffective service delivery, and result in dissatisfied customers, Similarly, poor process
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make it difficult for front-line staff to their jobs well, resulting in low productivity and
increased likelihood of service failure (Christopher Loveluck, 2004).

People

Many service depend on direct interaction between customers and a firm’s
employee .The nature of these interactions, such as getting a haircut or talking to a call
center staff strongly influences the customer’s interaction with front-line staff, and
successful service firm devote significant effort to recruiting, training, and motivating

(Christopher Loveluck, 2004).

2.4. Thailand Tourism Strategy

TAT communicate by media to tourists in the country and around the world to
reinforce its brand image and make the tourists beliefs that the year 2552 a year cost to
pay to travel to Thailand. TAT will also focus on continuing operations last year because the

strategy in international markets are following ;

241 Strategy to strengthen the brand “Thailand” offering by media that
highlights is Thai smile which create smile of visitors when they visit to Thailand. Thailand
have happiness products to offer throughout the year with the campaign “Amazing
Thailand” which emphasizes image “value” of Thailand brand through various media access
to visitors worldwide with the global media through channels such as National Geographic

television and local media (in market) such as advertising in the stadium, Body buses /
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taxis, Billboard. Tat also invites the World Writers Association to do the Annual Meeting in

Thailand to write articles about tourist destinations of Thailand, to publish abroad.

2.4.2 Expansion Quality market Group strategy: to increase cost of visitor per
each travel. It will focus on high purchasing power market as high-income groups and
special interest market segments. TAT focus on building cooperation with marketing
partners, both in and outside the tourism industry to offer quality products to support the
brand on specific target groups such as wedding a way of Lanna Thailand, International
sports management (New York / Golf), organizing shopping in luxury department,
Organizing adventure travel in different sources, etc. and join groups to offering such as
Luxury Mart, Golf Mart, etc.

2.4.3 Marketing strategies to protect Leisure visitors market: to maintain base
visitors coupled with expanding new markets (First Visitors), both in the same market area
and potential new market area in the crisis. It is very important to create loyalty and
relationship management with existing customers. As well as stimulate the strength of the
worthy cost to pay money through the presentation “Amazing Thailand Card”, which is
“Value Card” used as a discount Thai product / Thai service discounts both foreign and
domestic . And it continued relationship through the Web Blog Update or send products
through E-mail Blast to members, etc. It also has a set of advertising “ let take a break

come to Thailand” by presenter who is very famous “Nichakhun”.
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For the near term, such as Northeast Asia and ASEAN will be turning the world
energy crisis is an opportunity to capture the market. By creating the image of Thailand as
a tourist attraction for pleasure (Holiday Breaks Destination) with presentation of tourism
activities in 3 days 2 nights in program 72 Hours in Thailand as a gimmick that will create
incentives to travel in the short term. Before extending the stay of the visitors extended day
offering a variety of additional activities.

In addition, the Green Season was promoted continuously. The Green Season
Special Package in conjunction with airlines and alliances including Road Show organized
into new cities where potential markets such as China, Russia, India, Philippines, Vietnam,
etc., about 14 times to expand new customer base.

2.4.4 Building capabilities and strategic ability to compete: by emphasizing the
benefits of modern techniques in such widespread access to tourist attractions via Internet
TV in Australia and Germany in style animation data via Web pages. As well as create a
web site in the TAT as a connection point between the United States with tourist operators
in Thailand. (E-Marketing).

TAT cooperate with the American tourism business magazine prepared “
Thailand Travel Planner” guide book to provide information to be useful for the promotion of
Thailand. The information will be in the form of digital documents and can download that

make tour company can take advantage. And Thai entrepreneurs release to the TAT

website to be a channel for operators in through the entrepreneurs in U.S. market directly.
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Projects Thailand Ecademy (E-Learning) will be create a system of learning about Thailand
through the website for entrepreneurs.

TAT will be expanded to open new offices in 3 place to enhance market access
in emerging high potential. It will be focus on near-term include Shanghai office and the
office of Kunming in China and offices in Mumbai, India (Tourism Authority of
Thailand.2009). Present campaign "Amazing Thailand" and 7 Main Categories (7 Wonders
of Amazing Thailand) in overseas markets

01 Thainess : The World’s Friendliness Culture

02 Treasures : Land of Heritage and History

03 Beaches : Sun Surf and Serenity

04 Nature : The Beauty of Natural Wonders

05 Health & Wellness : The Beauty of Wellness and Wellbeing

06 Trends : Your Senses with Unique Trends as shopping

07 Festivities : The Land of Year Round Festivities

(Tourism Authority of Thailand.2009)

TAT expansion campaign “ Amazing 7 wonder” to be 1 year TAT expansion
campaign “ Amazing 7 wonder” to be 1 year to attract international customers, even the
Amazing Tech Green global, warming and reduce production volunteer trips back to the
natural world, the sale of waste storage plant trees Tour clean. TAT went to Africa to do

road show at the end of June 2009, with 20 private companies such as tourist Mo Asia,
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Siam Express ETC, Imperial Group. Royal CIliff Pattaya. Kala boutique resort Samui.
Receive interest from the travel wholesale of Africa to trade with Thailand over 100 (June

30 2009 Pachachadtoorakit).

2.5. Political Conflict Situation in Thailand effect on tourism industry

The political conflict was governed by the difference of their political ideologies.
the struggle for ideologies or thought systems, still be one of the key conflicts in Thai
society for example, the fight for right, freedom, equality, and fairness in society, including
opinions about nation, religion and the royalty (Pornate Peungloung.2005)

In this study the researcher focus on 2 majors situation.There are Closing 2
Airport Don Muang domestic airport and Suvarnabhumi Airport ,and Thai government

announced state of emergency

Thai tourism has been slow to undermine the second half from disturbance
events in the country. When the meeting of the alliance has expanded and intensifying in
late August. Governments have announced state of emergency in Bangkok area on 2 -14
September 2551, which severely affect tourism environment. Because governments of
many countries alerts their citizens avoid travel to Thailand. And warning tourists who stay
in Thailand avoid visit in a place that has gathered to protest for security of foreign tourists.
The news agencies publish it. Thai authorities reportedly shut down a second Bangkok

airport early today after it was overtaken by antigovernment protesters.The Don Muang
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domestic airport, which had been accepting some flights diverted from the previously

overrun Suvarnabhumi Airport, a busy regionalhub, was closed because officials feared that

protesters who stormed the terminal building late Wednesday might harm passengers and

aircraft. (November 27, 2008 Los Angeles Times)

The situations are likely consequences to foreign tourists market to Thailand

grew 10 per cent in July 2007 are likely to slow growth in August. And fall down markedly

in September. Overall in the 3 quarter of the year 2007 are foreign tourists traveled to

Thailand totaled approximately 3.4 million people, down 2% from the prior year period. In

October 2007, foreign tourist market continues to trend continued slowdown in the rate 6 %

as the impact of the events to break a rally on October 7, 2551, which led to the deaths

and many injuries.

In November, start the high season of tourists travel from remote markets in

Europe. Market foreign tourists in Thailand are likely to adapt in a better direction. But the

event blockade Suvarnabhumi Airport and Don Muang Airport by Alliance People, the

company Thai Airport Co., Ltd. announced the closing of from 2 to 26 November 2007. It is

hard to bring the tourist back. But the alliance has gathered and break the back area of

Suvarnabhumi Airport and Don Muang Airport on December 3, 2007 allows airport to begin

service on December 4, 2007, while the Suvarnabhumi Airport began its service in full

funtion on December 5, 2007, which can solve the crisis go to - out in the air through

Suvarnabhumi Airport. The situation back to normal down. However, most foreign tourists
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still avoid travel to Thailand in this period until they are confidence in their safety. Especially

tourists from near-term markets in Asia are Japan, China and South Korea, where more

sensitive to events that affect the safety of life and property.

Suvarnabhumi Airport, close to the situation affect severely the confidence of

security in Thailand among foreign tourists of the Kasikorn Thai Research expect Market

foreign tourists in Thailand are likely to fall sharply in late November continuing until the

end of the year. Foreign visitors traveled to Thailand, down 30 % and 60 % in the month of

November and December 2007 respectively.

When compared with previous estimates in the violent incident in the second

half. The visitors are expected to increase 8 %to approximately 15.6 million people and

generate income in travel to countries increased 9 % to approximately 600,000 million baht,

and then find that events unrest in the country, which intensified in late August and

continued until last December. Likely result in foreign tourists traveled to Thailand dropped

from the original estimate before the event about 1.7 million people and loss of tourism

revenue of approximately 100,000 million baht.

Operators in the tourism sector and related services were shock. Group tours

are canceled. Impact is a circle to other businesses, business resort hotel, souvenir shop

selling food restaurants, entertainment and tour guiding business, business services,

including transportation. The Thai Hotels Association accept that events after the close of

the Suvarnabhumi Airport. Booking of the tourist hotel is only about 20-25% from the
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previous high of only 80-90%. New bookings are zero and that usually in the high season
must stay at least 70%. If situation has not better. Believe that income entrepreneurs will
continue to decline which effects followed inevitably have to reduce the number of
employees or may need to close down the business, lay off, which is increased the number
of unemployed. Including income of country must fall down and affect the overall economy
of the country as well. Travel Industry Council of Thailand estimates that next year tourism

industry will growth rate lowest in Asia. (http://www.khum.net/news-read/1047639)

2.6 Concept of Perception

Perception is a process of each person classifies information in order to imagine
the picture (Sererat, 1991 : 51) or process of understanding of each person which depend
on internal factor such as belief, experience, necessary and emotion as well as external
characteristic of stimulate perception. Perceptions which come from the 5 senses were
used to set the difference of marketing strategies in order to generate better perceptions.
The processes of perception are consist of (1) selective exposure, (2) selective attention,
(3) selective comprehension, and (4) selective retention (Sererat, 1991 : 52)

Kreitner and Kinicki (2001) stated that perception is a cognitive process that
enables us to interpret and understand our surrounding. Recognition of objective is one of
this process’s major functions. Perception is the process of interpreting the messages of
our senses to provide order and meaning to the environment. Perception helps sort out and

organize the complex and varied input received by our senses of sight, smell, touch, taste
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and hearing. People frequently base their actions on the interpretation of reality that their
perceptual system provides, rather than reality itself. Perception has three components- a
perceiver, a target that is being perceived and some situational context in which the
perception is occurring. Each of these components influences the perceiver's impression or
interpretation of the target. The perceiver's experience, needs and emotions can affect his
or her perception. Perception involves interpretation and the addition of meaning to the
target and ambiguous targets are especially susceptible to interpretation and addition.
Every instance of perception occurs in some situational context, and this context can affect
what one perceives (John, 1996). Fosiam and Monteiro (2004) studied perceptions of Indian
restaurants in America. The research was presented the important factors which consist of
demographics such as age, gender education etc, and quality of food, taste of food,
hygiene, cleanliness and price. The results were found that the customers are interested in
high quality food and service. Moreover, they suggested that a lack of consistency and
professionalism in both the food and services were significant barrier to positive word of
mouth as well as repeat and referral patronage.

As mention ,Perception of political conflict situation in Thailand of foreign-tourist

that can percept in 2 group which are Media and sharing experience
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2.7 Concept of Decision-Making Process

Douglas J. Dalremple and Leonard J. Parsous (2000) display the decision-
making process under a model of five steps: first of all, recognition of problem of need;
second of all, search for alternatives and information; third of all, buyer’'s evaluation of
alternatives; fourth of all, purchase; and the last one is post purchase behavior. Neol Capon
and James M. Hulbert (2001) also withdraw a simple model of the customer decision
process as the model of Douglas J. Dalremple and Leonard J. Parsous (2000). The model
can encompass such widely different processes. It anticipates five distinct stages such as
problem recognition, information acquisition, and evaluation of alternatives, choice and post
purchase processes. Tony Proctor (1996) has disclosed the decision making process as a
complex process of five steps, including problem recognition, information search, evaluation
of options, purchase decision, and post purchase behavior. This process is takes places
inside the buyer’s head, which difficult to observe exactly how choices are made. However,
William D. Well and David Prensky (1997) viewed the buying decision process only into four
stages: the first one is need recognition, the second one is search for alternatives, the third
one is evaluate alternatives and the last one is product choice.

2.7.1 Recognition of Need and Problem

The buyer decision process tart with problem recognition Douglas J. Dalremple
and Leonard J. Parsous (2000). This problem occurs when people perceive a difference

between he or she has and what he or she would like. Problem recognition can be
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awakened by information on past experiences stored in memory, basic motives of cues

from reference groups. Motives are enduring predisposition toward specific goals that both

start and direct behavior. Problem recognition also can be activated by and outside stimulus

such as advertising. However, not every difference between actual condition and the ideal

state will lead to purchase. Threshold differences must be exceeded before making

decision is stated. Buyers will often put up with minor inconveniences for a long time prior

to actually becoming aware of their need and starting to search for a solution.

2.7.2 Search for alternatives and information

Once buyers become aware of their needs, the next step in the decision

process is to gather information on products and alternative solutions to the customer’s

problem (Douglas J. Dalremple and Leonard J. Parsous, 2000). The search normally starts

when buyers conduct their memories for information that might solve their current problem.

Previous experiences of the buyers with similar merchandise can be disclosed to see what

product solution worked in the past. Memory can also be consulted for recommendations of

friend, articles, and advertisements. If memory does not provide enough, buyers start to

consult outside sources of information. These included both market-oriented sources such

as reading newspaper ads and talking with salespeople and non-marketing sources such

as articles in magazine and newspapers of discuss with his or her friends, on a radio or TV

set, or read trade journals and be close enough to visit and talk with dealers. After the

buyer is exposed to market information, some of the data sent directly to memory where it
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is processed for decision-making.

2.7.3 Buyer’s Mental Evaluation of Alternatives

The evaluation phase of the customer decision model is the most complex and
the least understood part of the process (Douglas J. Dalremple and Leonard J. Parsous,
2000). A great many factors influence individual decision making, and it is difficult to
observe what is going on inside the buyer's head. Sometimes evaluation occurs as a buyer
is searching for information. In other cases, evaluation take place after the search process
is complete. The first stage involves a comparison of the data with the buyer’s evaluative
criteria. The buyer asks whether various brands would deliver the benefits sought in the
product. These beliefs are stored in memory and tell the buyer the results of different
purchases based on the evaluative criteria. Therefore, the marketers should view the
buyer's evaluate criteria as a given and learn to adapt your product, price, promotion, and
distribution elements to these key buying determinant. Pre-purchase alternative evaluation
can be defined as a process by which a choice alternative is evaluated and selected to
meet consumer needs (James F. Engel, Roger D. Blackwell, and Paul W. Miniard, 1995).

2.7.4 Purchase Decision

Once consumers have picked a product alternative, the next step in the
behavior model is to complete the purchase (Douglas J. Dalremple and Leonard J. Parsous,
2000). The purchase part of the transaction is influenced by the buyer’s intention and other

special conditions that exist in the marketplace as the brand that customers want to buy is
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out of stock, they have to buy another; or as the brand customers intend to buy is too
expensive, so they buy another alternatively. A number of other in-store can influence
purchase decisions. In-store displays are another special condition that influences buyer
choice. A special price at the store level is also a strong inducement to get customers to
switch brand. Purchase is the fourth major stage in the model of consumer decision
process. However, purchase requires a decision making process of its own. Several major
issues must be contended with in the process of purchase: the first is whether to buy; the
second is when to buy; the third is what to buy; the fourth is where to buy; and last is how
to pay (James F. Engel, Roger D. Blackwell, and Paul W. Miniard,1995).

2.7.5 Post Purchase Behavior

After purchasing the product, the customer will experience some level of
satisfaction or dissatisfaction. The consumer’s satisfaction of dissatisfaction with the product
will influence subsequent behavior. If the consumers are satisfied, they will exhibit a higher
probability of purchasing the product again. If they dissatisfied, the customers respond
differently such as complain to the company, go to a lawyer, or complain to others, stop
using products and so on (Philip Kotlor, Swee Hoon Ang, Siew Meng Leong, and Chin Tiong

Tan, 1994)

2.8 Concept of Satisfaction

Visitors’ satisfaction has long been a major goal of tourism resource
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management, and as such has been one of the most studied indicators of quality in tourism
(Williams, 1989 cited in Whisman et al., 1998).

With the concept of satisfaction being interpreted differently by each individual,
the definitions given are quite varied. Most academicians’ definitions involve a comparison
between expectations and experience (Petrick et al., 2002). Past research has
operationalized satisfaction at both the overall satisfaction and attribute satisfaction levels.
Attribute satisfaction has been defined as “the consumer’s subjective satisfaction judgment
resulting from observations of attribute performance” (Oliver, 1993 cited in Petrick et al.,
2002). It is imperative to maintain a distinction between attribute satisfaction and overall
satisfaction since the overall satisfaction is based on the overall experience, not just
individual attributes (Spreng et al., 1996 cited in Petrick et al., 2002). In this research,
however, efforts will be shown to apply only the attribute satisfaction analysis. Information
satisfaction (Spreng et al., 1996 cited in Petrick et al., 2002) is another major antecedent of
overall satisfaction.

According to them, consumers form expectations about a destination from
several sources of which particular interest to the tourism professional are those
expectations controlled through marketing. For instance, if a customer is told that a
destination will provide certain amenities (e.g. has an indoor swimming pool) and this
attribute is negatively disconfirmed (not there in reality or very bad quality), then the

consumer is likely to be dissatisfied. In other words, the expectations that the consumer



38

developed from the information source has been negatively disconfirmed.

As described by Oliver (1980), expectancy-disconfirmation theory consists of
two sub-processes having independent effects on customer satisfaction: the formation of
expectations and the disconfirmation of those expectations through performance
comparisons. Expectancy-disconfirmation theory holds that consumers first form
expectations of products or services performance prior to purchase or use.

Subsequently, purchase and use contribute to consumer beliefs about the
actual or perceived performance of the product or service. The consumer then compares
the perceived performance to prior expectations. Consumer satisfaction is seen as the
outcome of these comparisons (Clemons et al., 1992). Moreover, a consumer’s
expectations are:

1. Confirmed when the product or service performance matches prior
expectations.

2. Negatively disconfirmed when product or service performance fails to match
expectations, and

3. Positively disconfirmed when perceived product or service performance
exceeds expectations.

Dissatisfaction comes about when a consumer’s expectations are negatively
disconfirmed; that is the product or service performance is less than expected (Churchill et

al.,, 1982). However, Latu et al., (2000) argued that expectancy-disconfirmation model is
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incomplete since it lacks consideration of the importance of the attribute to the customer
(visitor). He then goes on to explain how useful the method is for prioritizing attributes by
using the importance mean for each attributes. Fick and Ritchie (1991) described that
perceptions of quality were formed when a product (service) performed at or above the
level that a consumer expected. Some tourism researchers (Cai et al., 1993) have primarily
thought that the quality perceptions originate purely from encounters with the service
infrastructure. Later the findings of Gotlieb, et al., (1994) in consumer settings, found that
both service infrastructure and destination environmental of a destination played significant
roles in determining quality and perceptions of the product. Therefore, these findings
support the statement that both destination environment and its service infrastructure affect
tourists’ perception of a destination. Further, in recent research, satisfaction in tourism
context has been conceptualized and measured as a function of the multiple satisfactions
derived from a spectrum of specific, separate experiences elements (Peterson, 1974; Ditton
et al., 1988 cited in Whisman et al., 1998). The importance to identify a measure consumer
satisfaction with each attribute of the destination is needed because the satisfaction or
dissatisfaction with one of the attributes leads to satisfaction or dissatisfaction with the

overall experience (Pizam et al., 1978).

2.9 Perspectives on Tourists’ Satisfaction with a Destination

Johnson, et al., (1995) have distinguished between two different general
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conceptualizations of satisfaction: transaction-specific satisfaction and cumulative
satisfaction. The former is concerned with “satisfaction as an individual, transaction specific
measure or evaluation of a particular product or service experience” (Johnson, A. et al.,
1995). Cumulative satisfaction, on the other hand, is “a cumulative, abstract construct that
describes customer’s total consumption experience with a product or service” (Johnson, A.
et al.,, 1995). As a customer’'s overall evaluation of the purchase or consumption
experience, cumulative satisfaction is the most relevant conceptualization when the focus is
on the tourist’'s evaluation of their overall experience at a destination. This is sometimes
referred to as market-level satisfaction (Foster, 1998). The literature suggests that
satisfaction measurement must be treated differently at these two levels of abstraction.
Moreover, when considering consumer satisfaction with their consumption experiences, a
major distinction has been made between the consumption of goods and services
(Lovelock, 1991). Measures of satisfaction are not the same for these different consumption
experiences, largely because of the role of the consumer in the service encounter (Foster,
1998). It could also be argued that tourism is a ‘special’ service in that, like recreation or
education, it is largely self-produced (Williams, 1988). The individual plays a central role in
determining the experiences achieved and the benefits derived.

The ‘special’ nature of tourism can be understood by adopting the behavioral
perspective first developed within the recreation and leisure literature. This literature

demonstrates the value of perceiving recreation as activity that creates experiences which,
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in turn, result in benefits for the individual (Driver and Tocher, 1970; Mannel and Iso-Ahola,
1987). This created a focus on the factors which determine the quality of those experiences
and the benefits derived. Measurement of satisfaction has therefore involved an
assessment of whether the experiences have resulted in the desired benefits sought by the
individual. In his seminal paper (Wagar, 1966 as cited in Foster, 1998) suggested that the
quality of recreation experience depends upon how well desired outcomes are realized.
Satisfaction is therefore more a function of the needs and interests of the individual than
the attributes and characteristics of the service provided.

These ideas have gradually become the basis of the conceptualization of the
tourist experience and informed much of the work about tourist motivations and
expectations (Crompton and Love, 1995; Ryan, 1995). Therefore tourist experiences can be
regarded as the result of an active endeavor by the individual to create a situation in which
to achieve satisfaction. It is this active involvement of the individual in the creation of his or
her personal experiences that needs to be acknowledged (Foster, 1998).

Drawing on the consumer literature, it is too easy to assume that the outcomes
of the tourist activity are solely the creation of the tourist operators/industry (Foster, 1998).
However, it is perhaps more enlightening to adopt a ‘transactional perspective’ outlined in
the recreation literature (Foster, 1998). Here, the tourist “actively creates the recreation
(tourist) experience, through a transaction with the physical and social setting, including

what the recreationist (tourist) brings to the process in terms of history, perceptions,
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companions, skills, equipment, identities, hopes and dreams” (Williams, 1988 : p.432). With
this perspective, more emphasis is placed on the behavior of the individual and their role in
creating the experience. Not all the responsibility for creating high levels of satisfaction
rests with the service deliverer (Foster, 1998).

With this in mind, (Crompton and Love, 1995) make a distinction between
quality of opportunity and quality of experience (cited in Foster, 1998). “Quality of
opportunity” is defined as quality of the attributes of a service that are under the control of
a supplier. Evaluation is concerned with judgments about the performance of the leisure
opportunity supplier. In contrast, quality of experience involves not only the attributes
provided by a supplier, but also attributes brought to the opportunity by the visitor or
recreationist. Quality of experience is a psychological outcome or emotional response.
Satisfaction is measured by how well leisure activities are perceived to fulfill the basic
needs and motives that stimulated the idea to participate in the activity” (Crompton and

Love, 1995 : p12).

2.10 Basic elements of tourism

Basic elements of tourism can also affect the willingness to travel different to
that in this research has applications in the satisfaction survey of visitors.

1. Attraction , the natural attractions, a beautiful impression of the nature such

as Bay, islands and natural beauty, etc. This is what attracts people to travel to places such
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travel Under 2 condition

1.1 Place that is interesting attractions of the place, beautiful place, famous
place.

1.2 Interesting places, location of events is very interesting and also other
factors Involved, such as culture, which may be expressed in the form of religion, places of
historical importance, people's lifestyle, tradition in past and present.

One of the reasons people have to travel to visit friends and relatives and
friends. And want to experience local people.

Entertainment places tourists want to travel because travel is for leisure
entertainment. Entertainment not only mean expensive places of amusement at night. It
may mean Zoo Park Stadium, etc. (Mill, 1990: 22)

2. Facilities

2.1 Accommodation is important that tourists want to travel to rent
accommodation in the tourist temporarily.If accommodation is comfortable. Will be part of
the impression that tourists in the way of modern tourism.

2.2 Food and Beverage. Visitors will spend for food and beverages than
usual. Therefore essential to be ready to meet the needs of tourists in the food and
beverage.

2.3 Service location service is a key factor for tourism as one of the shop,

souvenirs, recreation facilities, etc. It is very important in facilitating a convenience to
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visitors. Tourist services must be organized enough. And such activity must be safe for
tourists also like to climb rock climbing, snorkel over coral, swimming, sailing, etc.. These
activities have attracted tourists. That can make job creation and income distribution to one
another by local people.

2.4 Transportation Travel caused by the tourists to travel to places that are
different in tradition weather, and terrain. To new experience from the original experience.
So transportation is important in bringing tourists to tourist destinations fast, easy and
safety. Travel comprises 3 features include air travel, such as aircraft. Travel through water,
such as ships. And travel overland transportation vehicles such as rail cars, etc.

2.5 Hospitality is very important. The visitors want to return because of the
impression in people's hospitality more than the natural attractions, so service providers
need to recognize the importance of this factor.

Elements of the concept of tourism is a concept that can explain the issues of
Marketing Communications for Tourism. Demand in tourism as well as variables measuring

satisfaction to tourists.(Sasipol Rodpinyo,2006)

2.11 Related Researches

Tourists’ prediction of service attributes comes from several sources. One of

them is image, image of destination. Image of Thailand or Bangkok effect image of

destination, such as Phuket, another famous destination in Thailand. Image has relationship
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with selecting destination by tourists. This makes tourists select destination which has
desired attributes. The desired attributes are able to respond need, fulfill or relate existing
self-image of tourists (Wongpatikarn, 1999).

To repeat traveling at the same destination does not mean tourists realize
image of destination excellent as they predicted although that destination was improving.
Tourists visiting frequently Phuket perceived it as destination having quite good image, not
excellent .And she founds that some tourists visitng Phuket relate with night life
entertainment at Bangkok and Pattaya. This night life entertainment publicized on internet.
This trend is increasing. It seem like strong attribute which attract tourists visit more, but it
is a weakness at the same time because of reducing some tourists predicting excellent
quality of travel and image (Wongpatikarn, 1999).

Tourists use internet for searching information and perceiving image of
destination (Wongpatikorn, 1999). Some tourists search information about Thai hotels. The
sample websites of Thai hotels are studied. The objectives of these websites are for public
relation, e-commerce, promotion, customer relation. The websites exhibit main details of
service room, location, price, facility and booking. The minor details are about activities of
hotel, data of websites’ visitors, attractive places, weather, exchange rates, and time
reference. However, all 143 sample websites do not have web boards. The most applied
languages are English, Thai, Japanese, Chinese and German consequently (Ursumran,

2001)
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Chacko (2006) studied the important role played by positioning in tourism
marketing and to present various approaches to positioning a tourism destination.
Positioning is more than just image creation. This important form of market communication
helps to distinguish tourism destinations from similar destinations so that customers can
choose the one that is the most attractive. The true positioning differentiates a destination
from its competitors on attributes that are meaningful to customers and gives it a
competitive edge. However, this is a complex process that requires careful analysis of the
attributes of destinations and the needs of the target markets. Selection of a positioning
strategy that creates a distinctive place in customers' minds is essential in preventing the
following pitfalls (Lovelock, 1991).

1. The destination is forced into a position of competing directly with a stronger
competitor. For example, a destination that is further from the source of its visitors may be
relegated to a secondary or tertiary level of competition with destinations that are closer to
the market.

2. The destination's position is so unclear that its target market does not
recognize the message that is being sent to them. This often happens when a destination
tries to be all things to all people.

3. The destination has no identity or has a negative image in customers' minds

and does not create customer demand.
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According to the former United States Travel and Tourism Administration, 3.2
million Japanese inbound tourists, who present a solid market for tourism destinations in
the United States, generated 10.1 billion dollars in tourism revenue for the United States in
1990. (United States Travel and Tourism Administration, 1991). The top ten ranked
activities identified by Japanese visitors are sightseeing in cities, shopping, dining out,
guided tours, visiting landmarks, taking pictures, beach activities, visiting theme parks,
swimming and visiting galleries (Bailey, 1992).

The three highest ranked activities (Sightseeing in Cities, Shopping, and Dining
out in Restaurants) seem to provide an advantage to reasonably large cities where these
are readily available. According to Bailey (1992), Japanese tourists who are planning to
travel to the United States, initially, do not have a specific destination to visit. Instead, they
search for a trip that has several attributes similar to the following; some place where other
people went, reasonable price, as many places as possible to cover, minimum contact with
local community, perfect Japanese-like service, good food and absolutely free (Bailey,
1992). Combining these attributes with the top 10 activities listed above can indicate the
needs of Japanese visitors. During the trip they like to go to places that have been
previously visited by Japanese visitors and where they have opportunities for sightseeing,
shopping, and dining. They are very concerned about personal safety, not interested in
associating with the local community, and like to receive Japanese-style services.

Market positioning research also requires an evaluation of the image that
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customers have on destinations. This can be used to identify the important elements which
comprise the benefits. The beauty of a destination, the architecture of a palace, and the
historic artifacts in a museum are examples of attributes that may produce a benefit, or
may be a tangible representation of an intangible benefit, but are not themselves the
benefit. The benefit itself is what the attributes do for the visitor, for instance, a sensation of
grandeur, an aura of prestige, or the gaining of knowledge. The credibility of these benefits
may diminish rapidly if expectations are not fulfilled. Architecture is soon forgotten if the
tour bus breaks down on the return trip. The impression of grandeur loses credibility if
visitors feel that their personal safety is threatened. It is the fulfillment of expectations or the
inability to, that creates the perception of deliverability for the tourist. Benefits, like
positioning, exist in the mind of the customer and are determined only by asking the
customer. Only after this information is obtained, a destination can match its strengths to
the visitors' needs and the benefits sought. This knowledge will also provide a basis for the
development of a credible differentiation strategy.

Research regarding Japanese travelers show how they perceive the United
States as compared to other destinations. Images of the United States on seven factors
important to Japanese tourists are rated relative to other destinations. The United States
fares very poorly on personal safety and this weakness that can be exploited by competing
destinations, such as Canada and Australia. On the other hand, the United States does

best in the areas of opportunities to increase knowledge, outstanding scenery, and
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shopping. Based on this information, various differentiation strategies for the United States
can be explored (Chacko, 2006).

Sasiphol Rodpinyo,(2006 )The purposes of the research entitled “Marketing
Communication of Tourism Authority of Thailand and Decision Making of Thai Tourists on
Traveling to 6 Provinces of Andaman Coast after Tsunami Disaster” found that Tourism
Authority of Thailand has been planning to improve the tourism economy of 6 provinces of
Andaman by using Marketing communication which were most exposed information about 6
Provinces of Andaman Coast from Mass Media, Second from Internet and Specialized
Media was the least. And the tourists were exposed information about 6 Provinces of
Andaman Coast from Tourism Authority of Thailand in middle level. the effectiveness of
marketing communications may be reduced. Because of the factor of safety of the travel.

Tasanai soonthonwipak (1989: 64) found that the amount of open information about
Thailand from various exhibitions, Thai trade fair, selling Thai goods. There are relate with the
number of times to travel to Thailand and the intention to travel of foreign-tourists, however
awareness promotion of foreign-tourists effect to decided to travel of tourists. It may be deviant
and reduce the influence due to concerns about their safety.

ABAC research(2009) found that the foreign tourists perceive on political conflict of
the People’s Alliance for Democracy 88.7 %, but still decided to travel to Thailand and found that

tourists continue to enjoy Thailand. They are willing to return to Thailand 96.7 % before an
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accident and 97.0 %.After strike, and announced state emergency .They still would like to come

back to travel to Thailand.

Panita Chaison(2004) The expanding role of Japan's self-defense forces in the

post-cold war era. The aim of this thesis is to analyze the internal and external factors that

have led to the expanding role of Japan's Self-Defense Forces (SDF) in the post-cold war

era by examining laws and the SDF's actual performances. The thesis employed David

Easton's system analysis approach to explain the interplay between the internal and

external variables that have been responsible for a greater role of Japan's SDF. The central

findings of the thesis is that the internal factors which included the influence of "hawkish" or

hard-liner politicians and bureaucracies, business elites and Japanese public and external

factors which included the United State behaviors affecting Japan's confidence in her

security, North Korea's perceived threat, the rise of China and the expansion of terrorism

are the complementary factors that have affected Japanese policy makers' decision to

authorize a more active role of Self-Defense Forces for the maintenance of

peace and stability.

Boonthika 2004 study impact of trade on the Thai trade items. To study the

effects, both positive and negative to the manufacturers, exporters and consumers from the

Thailand after the free trade policy. Theories related to this study are ideas about public

policy process, the beginning of formation of policy, Policies Implementation of policy

implementation evaluation policy, The continuous replacement and termination policies.
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This is the theory of David East tons with environmental issues that influence the system
from input, process, output, outcome and feedback. The results showed that the trade
liberalization policies have affected both positively and negatively with the manufacturers
and exporter of rice. By the positive impact, allowing manufacturers to sell rice at a good
price. Receive assistance in improving rice varieties. Rice prices guaranteed. Pledge and
received high rice prices by the government for exporters to expand markets has increased
the export volume increased. For the negative impact on rice, production costs remain high
rate price of rice farmers are not relationships with production costs and quality of rice.
Farmers are not motivated to increase productivity and quality. And compete with
international competitors are more severe in price since there are many exporters.

Gulthana (2000) study of comparative public administration found that the
theory can be divided into 2 major way. As the first vertical view that is similar to biological
life (system as organic entity) outstanding representative of this concept in the Department
of Political Science, including David Lewis tons (David Easton) The vertical view of two
systems in terms of structure - function (system. as structure and function) representation

of this concept include Greg Gabriel Aimond with the Board.
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Theoretical Framework

David Easton was the president of the American Political Science Association
and also was a professor of the University of Chicago. He is honored by the scholar society
because of his performances such as the books was named The Political System (1953), A
Framework for Political Analysis (1965), and A Systems Analysis of Political Life (1965).
Furthermore, he has presented the System Theory (1965) as the process of program.

David Easton represent the views of the system as a living thing. He is the first
person who bring theory to study political science. System theories of Easton is widely
known among professionals in Political Science and Political Science He focus on influence
of both internal and external environment on the political system. Focusing on the activities
and behavior.

Environment refers to social and environmental conditions that influence the
political process.

Inputs that thing entered into the political system as demands and the
acceptance or support system members

The political system refers to the relationships, process and political behavior.

Output results from the work of the political system, such as policy, decisions
and the government actions.

Outcome means repercussions due to the work of the political system.

Feedback set to claim new political system,if the political system can respond needs of
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members or claim of members. The system can survive if receive support from members.

In the other hand, if the political system can not respond needs of members or claim of

members. The system will decay.
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The System Theory
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Figure 2.1 The System Theory by David Easton, 1965
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The context of David Easton (1965) which is this process can explain that the Tourism Industry
Promotion is input is effect Touring Intention as process and Decision to travel as output.
Decision to travel is effect Foreign-tourists' Satisfaction as outcome. By all process is in terms of
environment as the Perception of the Political Conflict Situation in Thailand. And Perception of
the Political Conflict Situation is effect the process as Touring Intention and feedback to

input according; figure2.2
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Conceptual Framework

This study posits that the Thailand’s tourism industry is influenced by the public
sector and the private sector in term of promotion. Furthermore, the Thailand’s tourism
industry is influenced by the media and the sharing experience in term of Perception of the
political conflict situation. Moreover, the foreign-tourists’ satisfaction is influenced by the

output of the touring intention of foreign-tourists.
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CHAPTERIllI

THE RESEARCH METHODOLOGY

3.1 Research Design

To analyze the impact of Thailand’s tourism industry, the researcher employed
the descriptive correlation method of investigation. The questionnaire will be the main tool
in data gathering.

The correlation method utilized to determine the influence of input variables on

the output variables, and the influence of output variables on the outcome variable.

3.2 Population and Sample

The foreign-tourists who’s come to Thailand in August 2009 as the respondents
in the study: the ASEAN travelers, the East Asia travelers, the Europe travelers, the
America travelers, the Latin America travelers, the South Asia travelers, the Oceania
travelers, the Middle East travelers, and the Africa travelers. There are 1,217,664 Foreign-
tourists had come to Thailand in August 2006. Next year, in August 2007, There are
975,000 foreign-tourists, and There are also 953,679foreign-tourists has come in August
2008. Thus, approximately, there would be 1,048,781foreign-tourists come to Thailand in

August 2009.



Table 3.1 Approximation of Foreign-tourists Number in August 2009

Number of Foreign-tourists

Approximation

True Number

Month of of
Year 2009 Year 2009
Year 2006 Year 2007 Year 2008
August 1,217,664 975,000 953,679 1,048,781 000,000

Source: The Tourism Authority of Thailand

According to Yamane (1973), when the mass of data is too great to be handled

entirely, the sampling method is used. To get sample size of the population, the formula

given below was used:

N =

e_

n

1,048,781

N
1+ Ne?

where n = total number of sample size

the population of the study

= margin or error (in this study : e = 0.05)

= 399.847

1+ (1,048,781) (0.05)°

~ 400

samples
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3.3 Questionnaire Design

The study necessitates using of questionnaire which consists of five parts as
follows:

Part | Personal Characteristics Factor. It has gathered data on the personal
characteristics profiles from the foreign-tourists who came from the following: the ASEAN
countries, the East Asia countries, the Europe countries, the America countries, the Latin
America countries, the South Asia countries, the Oceania countries, the Middle East
countries, and the Africa countries.

Part Il Tourism Industry Promotions. It has elicited information on the tourism
industry promotions from the foreign-tourist as mention on the both promotions of the public
sector (the tourism authority of Thailand) and the private sector (the tourist entrepreneurs).

Part Il Perception of Political Conflict Situation in Thailand. It has elicited
information on the foreign-tourists’ Perception of the political conflict situation in Thailand
from the foreign-tourists as mention on the both of perception source namely, the mass
media and the sharing experience.

Part IV Touring Intention of Foreign-tourists before journey to Thailand. It has
elicited information from the Foreign-tourists about their level of intention to spend the time
in Thailand on 3 groups of activities as follow: the business group of service, the business

group of trading merchandise, and the group of touring place.
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Part V Foreign-tourists’ Satisfaction. It has elicited information on the satisfaction

from the foreign-tourists who come to Thailand in August 2009.

3.4 Testing of the Validity and Reliability of the Questionnaire.

1. Validity Analysis

To test content validity, the questionnaire has been revised by the experts to
ensure that the respondents would fully understand them and could accurately provide the
information required. After receiving the questionnaires back, it was revised and retyped.

2. Reliability Test

To test reliability, the questionnaire has been administered to fifty respondents
(Foreign-tourists at Suvarnabhumi Airport around smoking area) who are similar to the
samples in this study. Cronbach’s Alpha Coefficient will be used to measure reliability of the
questionnaire. After receiving the questionnaire back, the data were entered in the
computer to test reliability. Cronbach’s Alpha Coefficient of questionnaire value greater
than .7 closer to 1.0 were taken as the higher the internal consistency reliability (Hair et
al.2006). This signifies that the questionnaire is reliable enough to be used in the actual
data collection.

The following norms have been rated in the questionnaire of this study by the

respondents to identify the level of Tourism Industry Promotions, Perception of Political
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Conflict Situation in Thailand, Touring Intention of Foreign-tourists, and Foreign-tourists’

Satisfaction:\

Tourism industry promotions

Statistical Range

4.21 -5.00

3.41-4.20

2.61-3.40

1.81 - 2.60

1.00 - 1.80

Perception of Political Conflict Situation in Thailand

Statistical Range

4.21 - 5.00

3.41-4.20

2.61-3.40

1.81 - 2.60

1.00 - 1.80

Level

Strongly Agree

Mildly Agree

Neither Agree nor Disagree
Mildly Disagree

Strongly Disagree

Level

Strongly Agree

Mildly Agree

Neither Agree nor Disagree
Mildly Disagree

Strongly Disagree



Touring Intention of Foreign-tourists (before journey to Thailand)

Statistical Range

4.21 - 5.00
3.41-4.20
2.61-3.40
1.81 - 2.60
1.00 - 1.80

Foreign-tourists’ Satisfaction

Statistical Range

4.21 -5.00
3.41-4.20
2.61-3.40
1.81 - 2.60
1.00 - 1.80

Level

Very high

High

Average

Low

Very low

Level

Very high

High

Average

Low

Very low

64

The following norms for interpretation have been used in this study to easier

describe the level of Tourism Industry Promotions, Perception of Political Conflict Situation in

Thailand, Touring Intention of Foreign-tourists, and Foreign-tourists’ Satisfaction in chapter4



Tourism industry promotions

Perception of Political Conflict Situation in Thailand

Statistical Range

4.21 -5.00

3.41-4.20

2.61-3.40

1.81 - 2.60

1.00 - 1.80

Statistical Range Level
4.21-5.00 Very Much
3.41-4.20 Much
2.61 - 3.40 Average
1.81 - 2.60 Less
1.00 - 1.80 Not at all

Level

Very Much

Much

Average

Less

Not at all

Touring Intention of Foreign-tourists (before journey to Thailand)

Statistical Range Level

421 - 5.00 Very High

3.41-4.20 High
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2.61-3.40
1.81 - 2.60
1.00 - 1.80

Foreign-tourists’ Satisfaction

Statistical Range

4.21 -5.00
3.41-4.20
2.61-3.40
1.81 - 2.60
1.00 - 1.80

3.5 Data collection
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Average

Low

Very Low

Level

Very High

High

Average

Low

Very Low

After modifying the questionnaire, The second step in data gathering was

completed by separate 5 people to collected the questionnaires at Suvarnabhumi Airport

around smoking area in one month (15t August -3‘ISt August, 2009) All returned

questionnaires were edited for completeness and accuracy. The data were coded, verified,

and computerized with statistic program.

Secondary data were provided by journals, websites, books, rerated research,

newspapers, Tourism Authority of Thailand, Office of tourist development
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From the primary data and secondary data were used to be the result in chapter 4

3.6 Data analysis

The software was used to carry out the statistical analysis. Moreover, the

following statistical tools were used:

1. Frequencies and percentages were used to describe the profile of the

respondents in terms of Personal Characteristics such as Gender, Age,

Marital Status, Nationality, Income, Educational Attainment, Number of

Visiting Thailand, Budget for the Trip, and Number of Spending Day in

Thailand.

2. Mean was employed to determine the level of Tourism Industry Promotions,

Perception of Political Conflict Situation, Touring Intention of Foreign -

tourists, and Foreign-tourists’ Satisfaction.

3. Multiple Linear Regression Analysis was used to determine whether the

input variables influence the output variables, whether the output variables

influence the outcome variable.

Hypothesis 1

Hoy: Business Group of Service is dependent on Gender.

H;. Business Group of Service is independent on Gender.



Hypothesis 2

Ho: Business Group of Service is dependent on Age.

H,. Business Group of Service is independent on Age.

Hypothesis 3

Ho: Business Group of Service is dependent on Marital Status.

H;. Business Group of Service is independent on Marital Status.

Hypothesis 4

Ho: Business Group of Service is dependent on Nationality.

H,. Business Group of Service is independent on Nationality.

Hypothesis 5

Hoy: Business Group of Service is dependent on Income.

H;. Business Group of Service is independent on Income.

Hypothesis 6

Ho: Business Group of Service is dependent on Educational Attainment.

H;. Business Group of Service is independent on Educational Attainment.

Hypothesis 7

Ho: Business Group of Service is dependent on Number of Visiting Thailand.

H,. Business Group of Service is independent on Number of Visiting Thailand.

68
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Hypothesis 8

Ho: Business Group of Service is dependent on Budget for the Trip.

H,. Business Group of Service is independent on Budget for the Trip.

Hypothesis 9

Ho: Business Group of Service is dependent on Number of Spending Day.

H;. Business Group of Service is independent on Number of Spending Day.

Hypothesis 10

Ho: Business Group of Service is dependent on Public Sector.

H;. Business Group of Service is independent on Public Sector.

Hypothesis 11

Ho: Business Group of Service is dependent on Private Sector.

H,. Business Group of Service is independent on Private Sector.

Hypothesis 12

Ho: Business Group of Service is dependent on Media.

H;. Business Group of Service is independent on Media.

Hypothesis 13

Ho: Business Group of Service is dependent on Sharing Experience.

H;. Business Group of Service is independent on Sharing Experience.
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Hypothesis 14

Ho: Business Group of Service is dependent on Tourism Industry Promotion.

H;. Business Group of Service is independent on Tourism Industry Promotion.

Hypothesis 15

Hy: Business Group of Service is dependent on Perception of the Political Conflict

Situation in Thailand.

H,. Business Group of Service is independent on Perception of the Political Conflict

Situation in Thailand.

Hypothesis 16

Ho: Business Group of Trading Merchandise is dependent on Gender.

H;. Business Group of Trading Merchandise is independent on Gender.

Hypothesis 17

Ho: Business Group of Trading Merchandise is dependent on Age.

H;. Business Group of Trading Merchandise is independent on Age.

Hypothesis 18

Ho: Business Group of Trading Merchandise is dependent on Marital Status.

H;. Business Group of Trading Merchandise is independent on Marital Status.

Hypothesis 19

Ho: Business Group of Trading Merchandise is dependent on Nationality.

H,. Business Group of Trading Merchandise is independent on Nationality.
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Hypothesis 20

Ho: Business Group of Trading Merchandise is dependent on Income.

H;. Business Group of Trading Merchandise is independent on Income.

Hypothesis 21

Hy: Business Group of Trading Merchandise is dependent on Educational

Attainment.

H;. Business Group of Trading Merchandise is independent on Educational

Attainment.

Hypothesis 22

Ho: Business Group of Trading Merchandise is dependent on Number of Visiting

Thailand.

H,;. Business Group of Trading Merchandise is independent on Number of Visiting

Thailand.

Hypothesis 23

Hoy: Business Group of Trading Merchandise is dependent on Budget for the Trip.

H;. Business Group of Trading Merchandise is independent on Budget for the Trip.

Hypothesis 24

Ho: Business Group of Trading Merchandise is dependent on Number of Spending

Day.
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H;. Business Group of Trading Merchandise is independent on Number of Spending

Day.

Hypothesis 25

Ho: Business Group of Trading Merchandise is dependent on Public Sector.

H;. Business Group of Trading Merchandise is independent on Public Sector.

Hypothesis 26

Ho: Business Group of Trading Merchandise is dependent on Private Sector.

H;. Business Group of Trading Merchandise is independent on Private Sector.

Hypothesis 27

Ho: Business Group of Trading Merchandise is dependent on Media.

H;. Business Group of Trading Merchandise is independent on Media.

Hypothesis 28

Ho: Business Group of Trading Merchandise is dependent on Sharing Experience.

H;. Business Group of Trading Merchandise is independent on Sharing Experience.

Hypothesis 28

Ho: Business Group of Trading Merchandise is dependent on Tourism Industry

Promotion.

H;. Business Group of Trading Merchandise is independent on Tourism Industry

Promotion.
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Ho: Business Group of Trading Merchandise is dependent on Perception of the

Political Conflict Situation in Thailand.

Hypothesis 31

Ho: Group of Touring Place is dependent on Gender.

H;. Group of Touring Place is independent on Gender.

Hypothesis 32

Ho: Group of Touring Place is dependent on Age.

H;. Group of Touring Place is independent on Age.

Hypothesis 33

Ho: Group of Touring Place is dependent on Marital Status.

H;. Group of Touring Place is independent on Marital Status.

Hypothesis 34

Ho: Group of Touring Place is dependent on Nationality.

H,. Group of Touring Place is independent on Nationality.

Hypothesis 35

Ho: Group of Touring Place is dependent on Income.

H;. Group of Touring Place is independent on Income.



Hypothesis 36

Ho: Group of Touring Place is dependent on Educational Attainment.

H;. Group of Touring Place is independent on Educational Attainment.

Hypothesis 37

Ho: Group of Touring Place is dependent on Number of Visiting Thailand.

H;. Group of Touring Place is independent on Number of Visiting Thailand.

Hypothesis 38

Ho: Group of Touring Place is dependent on Budget for the Trip.

H;. Group of Touring Place is independent on Budget for the Trip.

Hypothesis 39

Ho: Group of Touring Place is dependent on Number of Spending Day.

H;. Group of Touring Place is independent on Number of Spending Day.

Hypothesis 40

Ho: Group of Touring Place is dependent on Public Sector.

H;. Group of Touring Place is independent on Public Sector.

Hypothesis 41

Ho: Group of Touring Place is dependent on Private Sector.

H;. Group of Touring Place is independent on Private Sector.

74
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Hypothesis 42

Ho: Group of Touring Place is dependent on Media.

H;. Group of Touring Place is independent on Media.

Hypothesis 43

Ho: Group of Touring Place is dependent on Sharing Experience.

H;. Group of Touring Place is independent on Sharing Experience.

H;. Business Group of Trading Merchandise is independent on Perception of the

Political Conflict Situation in Thailand.

Hypothesis 44

Ho: Group of Touring Place is dependent on Tourism Industry Promotion.

H;. Group of Touring Place is independent on Tourism Industry Promotion.

Hypothesis 45

Ho: Group of Touring Place is dependent on Perception of the Political Conflict

Situation in Thailand.

H;. Group of Touring Place is independent on Perception of the Political Conflict

Situation in Thailand.

Hypothesis 46

Ho: Touring Intention of Foreign-tourists is dependent on Gender.

H;. Touring Intention of Foreign-tourists is independent on Gender.



76

Hypothesis 47

Ho: Touring Intention of Foreign-tourists is dependent on Age.

H;. Touring Intention of Foreign-tourists is independent on Age.

Hypothesis 48

Ho: Touring Intention of Foreign-tourists is dependent on Marital Status.

H;. Touring Intention of Foreign-tourists is independent on Marital Status.

Hypothesis 49

Ho: Touring Intention of Foreign-tourists is dependent on Nationality.

H;. Touring Intention of Foreign-tourists is independent on Nationality.

Hypothesis 50

Hqo: Touring Intention of Foreign-tourists is dependent on Income.

H;. Touring Intention of Foreign-tourists is independent on Income.

Hypothesis 51

Ho: Touring Intention of Foreign-tourists is dependent on Educational Attainment.

H;. Touring Intention of Foreign-tourists is independent on Educational Attainment.

Hypothesis 52

Ho: Touring Intention of Foreign-tourists is dependent on Number of Visiting

Thailand.

Hi. Touring Intention of Foreign-tourists is independent on Number of Visiting

Thailand.
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Hypothesis 53

Ho: Touring Intention of Foreign-tourists is dependent on Budget for the Trip.

Hy. Touring Intention of Foreign-tourists is independent on Budget for the Trip.

Hypothesis 54

Hy: Touring Intention of Foreign-tourists is dependent on Number of Spending Day

in Thailand.

Hy. Touring Intention of Foreign-tourists is independent on Number of Spending Day

in Thailand.

Hypothesis 55

Ho: Touring Intention of Foreign-tourists is dependent on Public Sector.

H;. Touring Intention of Foreign-tourists is independent on Public Sector.

Hypothesis 56

Ho: Touring Intention of Foreign-tourists is dependent on Private Sector.

H;. Touring Intention of Foreign-tourists is independent on Private Sector.

Hypothesis 57

Ho: Touring Intention of Foreign-tourists is dependent on Media.

H;. Touring Intention of Foreign-tourists is independent on Media.

Hypothesis 58

Hoy: Touring Intention of Foreign-tourists is dependent on Sharing Experience.

H;. Touring Intention of Foreign-tourists is independent on Sharing Experience.
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Hypothesis 59

Ho: Touring Intention of Foreign-tourists is dependent on Tourism Industry

Promotion.

H;. Touring Intention of Foreign-tourists is independent on Tourism Industry

Promotion.

Hypothesis 60

Ho: Touring Intention of Foreign-tourists is dependent on Perception of the Political

Conflict Situation in Thailand.

H,. Touring Intention of Foreign-tourists is independent on Perception of the Political

Conflict Situation in Thailand.

Hypothesis 61

Hg: Touring Intention of Foreign-tourists is dependent on Personal Characteristics,

Tourism Industry Promotion, and Perception of the Political Conflict Situation in

Thailand.

H;. Touring Intention of Foreign-tourists is independent on Personal Characteristics,

Tourism Industry Promotion, and Perception of the Political Conflict Situation in

Thailand.

Hypothesis 62

H,: Foreign-tourists’ Satisfaction is dependent on Business Group of Service.

H,. Foreign-tourists’ Satisfaction is independent on Business Group of Service.
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Hypothesis 63

Ho: Foreign-tourists’ Satisfaction is dependent on Business Group of Trading

Merchandise.

H,. Foreign-tourists’ Satisfaction is independent on Business Group of Trading

Merchandise.

Hypothesis 64

H,: Foreign-tourists’ Satisfaction is dependent on Group of Touring Place.

H;. Foreign-tourists’ Satisfaction is independent on Group of Touring Place.

Hypothesis 65

Ho: Foreign-tourists’ Satisfaction is dependent on Touring Intention of Foreign-

tourists.

H,. Foreign-tourists’ Satisfaction is independent on Touring Intention of Foreign-

tourists.



CHAPTER IV

RESULTS OF ANALYSIS & DATA ANALYSIS AND FINDINGS

Results of Analysis & Data Analysis and Findings

This chapter presents the statistical analysis and interpretation of gathered data from
primary data (Questionnaire) which were base on conceptual framework mention in chapter 2. The
descriptive statistics was used to describe the different demographic factors of the respondents by
frequency such as percentage mean and decision of rate (DR). Multiple Linear Regression
Analysis was used to determine whether the input variables influence the output variables,
whether the output variables influence the outcome variable with computer statistic program.
This chapter consist of 7 research question as follows:

1. What is the profile of the respondents in terms of the following personal

characteristics factors?

2. What is the level of the tourism industry promotions ?

3. What is the level of the perception of the political conflict situation in

Thailand?
4. What is the level of the touring intention of the foreign-tourists before

journey to Thailand ?
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5. hat is the level of the foreign-tourists’ satisfaction of Thailand?
6. Are the touring intention of foreign-tourists (before journey to Thailand)
influenced by the following;
i. the demographic factors,
ii. the tourism industry promotions, and
iii. the perception of the political conflict situation in Thailand?

7. s the foreign-tourists’ satisfaction influenced by the output of the touring

intention of foreign-tourists?

Research Question 1. What is the profile of the respondents in terms of the
following personal characteristics factors; gender, age, marital status, nationality, income,
educational attainment, number of visiting Thailand, budget for the trip, and number of
spending day in Thailand?

Profile of the Respondents

The profile of the respondents in terms of personal characteristics is shown in

Table 4.1.



Table 4.1 Distribution of the Respondents in Terms of Personal Characteristics Factors
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Young Adult Middle Age Old Age AS A
Tourists Tourists Tourists Tourists WHOLE
Variables
18-30 31-40 41-50 Over 51 18-over 51
f % f % f % f % f %
Gender
Male 173 | 66.0 | 65 | 747 | 20 | 66.7 14 | 66.7 | 272 | 68.0
Female 89 340 | 22 | 253 10 | 333 7 33.3 | 128 | 32.0
TOTAL 262 | 100.0 | 87 |100.0| 30 |100.0| 21 |100.0 | 400 | 100.0
Age
18-30 262 | 100.0 - - - - - - 262 | 65.5
31-40 - - 87 |100.0 - - - - 87 | 21.8
41-50 - - - - 30 | 100.0 - - 30 7.5
Over 50 - - - - - - 21 [100.0| 21 5.3
TOTAL 262 | 100.0 | 87 |100.0| 30 |100.0| 21 |100.0 | 400 | 100.0
Marital Status
Single 245 | 935 | 61 70.1 15 | 50.0 0 0.0 321 | 80.3
Married 14 5.3 17 19.5 9 30.0 7 33.3 | 47 11.8
Divorce 3 1.1 9 10.3 6 20.0 7 333 | 25 6.3
Widow 0 0.0 0 0.0 0 0.0 7 33.3 7 1.8
TOTAL 262 | 100.0| 87 |100.0| 30 |100.0| 21 |100.0 | 400 | 100.0
Nationality
ASEAN 18 6.9 16 18.4 0 0.0 0 0.0 34 8.5
East Asia 20 7.6 5 5.7 3 10.0 0 0.0 28 7.0
Europe 154 | 58.8 | 48 | 552 17 | 56.0 11 524 | 230 | 57.5
America 12 4.6 4 4.6 7 23.3 3 143 | 26 6.5
Latin America 29 11.1 2 2.3 0 0.0 0 0.0 31 7.8
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South Asia 7 2.7 0 0.0 0 0.0 0 0.0 7 1.8
Oceania 13 5.0 7 8.0 3 10.0 3 14.3 26 6.5
Middle East 6 23 5 5.7 0 0.0 4 19.0 15 3.8
Africa 3 1.1 0 0.0 0 0.0 0 0.0 3 0.8
TOTAL 262 | 100.0 | 87 |100.0| 30 |100.0| 21 |100.0 | 400 | 100.0
Income (per year)
0-50,000 USD 222 | 84.7 | 41 471 8 26.7 4 19.0 | 275 | 68.8
50,001-100,000 USD 27 10.3 | 27 31.0 15 | 50.0 14 | 66.7 83 20.8
100,001-300°000 USD 13 5.0 19 | 21.8 7 23.3 3 14.3 | 42 10.5
Over 300,000 USD 0 0.0 0 0.0 0 0.0 0 0.0 0 0.0
TOTAL 262 | 100.0 | 87 |100.0| 30 |100.0| 21 |100.0 | 400 | 100.0
Educational
Attainment
Doctorate 3 11 2 23 0 0.0 0 0.0 5 1.3
Master's degree 50 19.1 23 26.4 11 36.7 6 28.6 90 22.5
Bachelor’s degree 130 | 49.6 41 471 9 30.0 0 0.0 180 | 45.0
Lower than B. 79 302 | 21 241 10 | 33.3 15 | 714 | 125 | 31.3
TOTAL 262 | 100.0| 87 |100.0| 30 |100.0| 21 |100.0 | 400 | 100.0
Number of Visiting
Thailand
1 time 136 | 51.9 | 20 | 23.0 13 | 43.3 3 143 | 172 | 43.0
2 times 81 30.9 16 18.4 13 | 43.3 0 0.0 110 | 275
3 times 25 9.5 19 | 21.8 0 0.0 4 19.0 | 48 12.0
More than 3 times 20 7.6 32 36.8 4 13.3 14 66.7 70 17.5
TOTAL 262 | 100.0 | 87 |100.0| 30 |100.0| 21 |100.0 | 400 | 100.0
Budget for the Trip
0-5,000 USD 210 | 80.2 30 345 7 23.3 8 38.1 | 255 | 63.8
5,001-10,000 USD 49 18.7 | 38 | 437 10 | 333 13 | 619 | 110 | 27.5
10,001-30,000 USD 3 1.1 14 16.1 13 | 433 0 0.0 30 75
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Over 30,000 USD 0 0.0 5 5.7 0 0.0 0 0.0 5 1.3
TOTAL 262 | 100.0 | 87 |100.0| 30 |100.0| 21 |100.0 | 400 | 100.0
Number of Spending
Day in Thailand
1-3 days 33 12.6 0 0.0 0 0.0 0 0.0 33 8.3
4-5 days 21 8.0 10 11.5 0 0.0 0 0.0 31 7.8
6-7 days 13 5.0 4 4.6 3 10.0 0 0.0 20 5.0
More than 7 days 195 | 744 73 83.9 27 90.0 | 21 |100.0| 316 | 79.0
TOTAL 262 | 100.0 | 87 |100.0| 30 |100.0| 21 |100.0 | 400 | 100.0

1.1 Gender. Table 4.1 shows that the majority, 272 (68.0%) of the
respondents are male while the rest 128 (32.0%) foreign-tourists are female. The
percentages of male respondents are 66.0, 74.7, 66.7, and 66.7 of the young tourists, the
adult tourists, the middle age tourists, and the old age tourists respectively. And against
female 34.0, 25.3, 33.3, and 33.3 of the young tourists, the adult tourists, the middle age
tourists, and the old age tourists respectively.

1.2 Age. The data indicate that the majority, 262 (65.5%) of the respondents
are their young age of 18-30 years old while the rest 87 (21.8%) foreign-tourists are their
adult age of 31-40, 30 (7.5%) foreign-tourists are their middle age of 41-50, and 21 (5.3%)
foreign-tourists are their old age of over 50 years old.(table4.1)

1.3 Marital Status. Table 4.1 shows that the respondents of the four groups of

age are single 321 (80.3%) as majority. 47 (11.8%) respondents are married. Widow is also




85

indicated lowest figure of 7 (1.8%) out of 400 respondents. Therefore the rest are divorce
respondents of 25 (6.3%).

1.4 Nationality. The data on table 4.1, the nationality show that majority 230
(57.5%) of the respondents are tourists from Europe while the rest 34 (8.5%) respondents
are foreign-tourists who came from ASEAN country, 31 (7.8%) foreign-tourists are Latin
America, 28 (7.0%) foreign-tourists are East Asia, 26 (6.5%) foreign-tourists are America
(Canada, USA, and Mexico) which the same number with Oceania tourists are 26 (6.5%) as
well, 15 (3.8%) foreign-tourists are Middle East, 7 (1.8%) foreign-tourist are South Asia, and 3
(0.8%) respondents are the tourists who came from Africa.

1.5 Income. Table 4.1 shows that the respondents’ income of the four groups of
age. The majority 275 (68.8%) foreign-tourists earned 0-50,000 USD per year, 83 (20.8%)
foreign-tourists earned 50,000-100,000 USD per year, and the rest of the respondents as 42
(10.5%) foreign-tourists earned 100,000-300,000 USD per year.

1.6 Educational Attainment. It can be seen on the table 4.1 that the majority

180 (45.0%) of the respondents are bachelor's degree and the least number 5 (1.3%) of

the respondents are doctorate. There are 125 (31.3%) respondents are lower than

bachelor’'s degree. The rest of 90 (22.5%) respondents are master’s degree.

1.7 Number of Visiting Thailand. The data on Table 4.1 shows the number of

visiting Thailand show that the respondents of the four groups of age; 172 (43.0%) foreign-tourists

have come to Thailand at the first time, 110 (27.5%) foreign-tourists have come to Thailand at the



86

second time, 48 (12.0%) foreign-tourists have come to Thailand for three times, and 70 (17.5%)
foreign-tourists have come to Thailand more than three times.

1.8 Budget for the Trip. Table 4.1 shows that the respondents’ budget for this trip.

The majority 255 (63.8%) foreign-tourists had spend their money 0-5,000 USD for this trip, 110
(27.5%) foreign-tourists had spend 5,000-10,000 USD for this trip, 30 (7.5%) foreign-tourists had
spend 10,000-30,000 USD for this trip, and the rest of the respondents as 5 (1.3%) foreign-
tourists had spend over 30,000 USD for this trip.

1.9 Number of Spending Day in Thailand. It can be seen on the Table 4.1

that the majority of respondents are 316 (79.0%) foreign-tourists had spend their
vacation time in Thailand more than 7 days while the rest 20 (5.0%) foreign-tourists
had spend for 6 to 7 days, 31 (7.8%) foreign-tourists had spend for 4 to 5 days, and
33 (8.3%) foreign-tourists had spend for 1 to 3 days.

Research Question 2. What is the level of the tourism industry promotions in
terms of the execution by the following;

a. Public sector, and

b. Private Sector

Level of the Tourism industry promotions in the opinion of Respondents

The item mean ratings showing summary of the level of the Tourism industry

promotions in the opinion of respondents are shown in Table 4.2, Table 4.3, and Table 4.4.
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2.1 Public Sector. The item mean ratings showing the level of the tourism

industry promotions of Thailand along the public sector is shown in Table 4.2.

Table 4.2 Item Mean Ratings Showing the Level of the Tourism Industry Promotions of

Thailand along the Public Sector

Young Adult Middle Age Old Age
AS A WHOLE
Tourists Tourists Tourists Tourists
Public Sector 18-30 31-40 41-50 Over 51 16-over 31
Y/DR Y/DR Y/DR Y/DR Y/DR
A1. The Thailand PR advertising had 2.28 2.86 2.87 2.52 247
been seen often on television in your
country. A A A L L
A2. The Thailand PR advertising had 1.92 2.31 3.00 1.71 2.08
been announced often on radio in your
country. L L A N L
A3. The Thailand PR advertising had 2.45 2.82 3.30 2.38 2.59
been pressed often on newspaper in your
country. L A A L L
A4. The Thailand PR advertising had 1.98 2.43 2.53 2.14 213
been posted often on billboard in your
country. L L L L L
A5. The Thailand PR advertising had 3.09 3.52 2.93 2.38 3.14
been seen often on website.
A M A L A
A6. The Thailand tourism promotion had 2.82 2.78 3.50 2.29 2.83
been organized often in your country.
A A M L A
A7. The Thailand tourism promotion has 2.84 2.85 3.17 2.43 2.84
been approached to the people in your
country A A A L A
Overall 2.48 2.79 3.04 2.26 2.58
L A A L L
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Norm: 421 -5.00 Very Much (VM) 1.81-260 Less (L)
341 -420 Much (M) 1.00 —1.80 Not at all (N)

2.61-3.40 Average (A)

The data shown in Table 4.2 disclosed the as a whole overall level of ‘Less’
decision rating (Y = 2.58). The scores run between X =2.08to X =3.14 on which are
rated ‘Less’ and ‘Average’ respectively. The question of item A5 ‘The Thailand PR
advertising had been seen often on website’ has the maximum score of X = 3.14 while
the lowest score is item A2 ‘The Thailand PR advertising had been announced often on
radio in your country’ (Y = 2.08). Separately, the highest total score of the public sector is
the middle age tourists’ X = 3.04 that is rated ‘Average’. Moreover, for the adult tourists, it
summarizes a little lower score X = 2.79 (Average). For the young tourists, it summarizes
the score X = 2.48 (Less). And the last one, the old age tourists, it summarizes the lowest
score X =2.26 (Less). Thus, these can reflect the level of the tourism industry promotions
by the public sector is not quite good enough.

2.2 Private Sector. The item mean ratings showing the level of the tourism

industry promotions of Thailand along the private sector is shown in Table 4.3.



Table 4.3 Iltem Mean Ratings Showing the Level of Tourism Industry Promotions of

Thailand along the Private Sector
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Middle AS A
Young Adult Old Age
Age WHOLE
Tourists Tourists Tourists
Private Sector Tourists 18-over
18-30 31-40 Over 51
41-50 51
X /DR | X /DR | X /DR | X /DR | X /DR
The advertising of Thailand touring 2.39 255 277 214 244
packages had been seen often on
television in your country. L L A L L
B2. The advertising of Thailand touring 2.05 217 2.67 1.29 2.08
packages had been announced often on
radio in your country. L L A N L
B3. The advertising of Thailand touring 2.65 2.82 2.87 1.43 2.64
packages had been pressed often on
newspaper in your country. A A A N A
B4. The advertising of Thailand touring 2.22 2.64 2.63 2.00 2.33
packages had been posted often on
billboard in your country. L A A L L
B5. The advertising of Thailand touring 3.07 3.15 3.67 1.7 3.06
packages had been seen often on
website. A A M N A
B6. The Thailand touring packages had 2.29 2.61 2.73 2.38 2.40
been sent you often by the direct mail.
L A A A L
B7. The Thailand touring packages had 2.16 2.30 217 1.71 217
been sent you often by the attachment of
the credit-card bill. L L L N L
240 2.60 2.78 1.81 245
Overall
L L A L L
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Norm: 421 -5.00 Very Much (VM) 1.81-260 Less (L)
341 -420 Much (M) 1.00 —1.80 Not at all (N)

2.61-3.40 Average (A)

The data shown in Table 4.3 disclosed the as a whole overall level of ‘Less’
decision rating (Y = 2.45). The scores run between X =1.81to X =2.78 on which are
rated ‘Less’ and ‘Average’ respectively. The question of item B5 ‘The advertising of
Thailand touring packages had been seen often on website’ has the maximum score of X
= 3.06 while the lowest score is item B2 ‘The advertising of Thailand touring packages had
been announced often on radio in your country’(f = 2.08). Separately, all groups of age
rated ‘Less’ except the group of middle age tourists rated ‘Average’ as the highest overall
score of the private sector (Y = 2.78). Furthermore, the group of old age tourists rated
lowest overall score X = 1.81 (Less). Thus, these can reflect the level of the tourism

industry promotions by the private sector is not quite good enough as the same way of the

public sector done.

2.3 Overall Tourism Industry Promotions of Thailand. The tourism industry
promotions mean ratings showing the level of the promotion results by the both public

sector and private sector of Thailand is presented in Table 4.4.
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Table 4.4 Summary Table Showing the Level of Tourism Industry Promotions of Thailand

Young Adult Middle Age | Old Age
AS A WHOLE
Tourists Tourists Tourists Tourists
Tourism Industry Promotions 18-over 51
18-30 31-40 41-50 Over 51

X /DR| X/DR| X /DR | X /DR| X /DR

Public Sector 2.48 2.79 3.04 2.26 2.58

L A A L L
2.40 2.60 2.78 1.81 2.45

Private Sector L L A L L
2.44 2.70 2.91 2.04 2.51

Overall L L A L L

Norm: 421 -5.00 Very Much (VM) 1.81-260 Less (L)
3.41-4.20 Much (M) 1.00 - 1.80 Not at all (N)

2.61-3.40 Average (A)

The data on Table 4.4 shows the as a whole overall level of ‘Less’ decision
rating (Y = 2.51). Both the public sector and the private sector are also rated ‘Less’ and these
are scored X =258and X =245 respectively. Separately, the highest overall score of the
tourism industry promotions is the middle age tourists’ X =291 that is rated ‘Average’, the

adult tourists scored X = 2.70 that is rated ‘Average’ as well, the young tourists scored X =
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244 (Less), and the old age tourists scored X =204 (Less). However, these can reflect the
level of the result of the tourism industry promotions from both public sector and private sector’s
promotion activiies are not accomplishing the best practice of the country’s tourism public

relations and the marketing management.

Research Question 3. What is the level of the perception of the political
conflict situation in Thailand is proceeded by along the following;
a. Media, and
b. Sharing experience?

Level of the Perception of the Political Conflict Situation in Thailand of the

Respondents
The item mean ratings showing summary of the level of the perception of the

respondents are shown in Table 4.5 and Table 4.6.

3.1 Media. The item mean ratings showing the level of perception of the

political conflict situation in Thailand of the respondents along the media is shown in Table

4.5.



Table 4.5 Iltem Mean Ratings Showing the Level of Perception of the Political Conflict

Situation in Thailand of the Respondents along the Media
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Middle AS A
Young Adult Old Age
Age WHOLE
Tourists Tourists Tourists
Media Tourists 18-over
18-30 31-40 Over 51
41-50 51
X /DR | X /DR | X /DR | X /DR | X /DR
C1. Television news make you feel like it 2.95 2.98 3.70 2.86 3.01
might be risky if you come to Thailand. A A M A A
C2. Radio news make you feel like it might 261 274 3.87 238 272
be risky if you come to Thailand. A A M L A
C3. News paper make you feel like it might 2.89 3.05 3.77 3.00 3.00
be risky if you come to Thailand. A A M A A
C4. Political conflict pictures of Thailand on
3.03 2.78 3.80 3.52 3.06
newspaper make you feel like it might be
A A M M A
risky if you come to Thailand.
C5. Political conflict information of Thailand
2.81 2.95 3.87 2.95 2.93
on website make you feel like it might be
A A M A A
risky if you come to Thailand.
2.86 2.90 3.80 2.94 2.94
Overall A A M A A
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Norm: 421 -5.00 Very Much (VM) 1.81-260 Less (L)
341 -420 Much (M) 1.00 —1.80 Not at all (N)

2.61-3.40 Average (A)

The data shown in Table 4.5 disclosed the as a whole overall level of
‘Average’ decision rating (Y = 2.94). The scores run between X =272t0 X =3.06
on which all items are rated ‘Average’. The question of item C4 ‘Political conflict pictures
of Thailand on newspaper make you feel like it might be risky if you come to Thailand’ has
the maximum score of X = 3.06 (Average) while the lowest score is item C2 ‘Radio
news make you feel like it might be risky if you come to Thailand’ as X =272 (Average).
Separately, all groups of age rated ‘Average’ except the group of middle age tourists
rated ‘Much’ as the highest overall score of the media (Y = 3.80). Furthermore, the
group of young tourists is lowest overall score X =2.86 (Average). However, these
can reflect the level of perception of the political conflict situation in Thailand from
media is ‘Average’ that's mean the foreign-tourists was concerning the problem but

not too much fear to travel in Thailand.

3.2 Sharing Experience. The item mean ratings showing the level of perception
of the political conflict situation in Thailand of the respondents along the sharing experience

is shown in Table 4.6
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Table 4.6 Iltem Mean Ratings Showing the Level of Perception of the Political Conflict

Situation in Thailand of the Respondents along the Sharing Experience

Young Adult Middle Age Old Age AS A
Tourists Tourists Tourists Tourists WHOLE
Sharing Experience
18-30 31-40 41-50 Over 51 18-over 51
X /DR X /DR X /DR | X /DR | X /DR
D1. You had talk to your friend about the political 3.04 3.95 4.00 3.05 3.16
conflict situation in Thailand. A A M A A
D2. You had talk to your family about the political 289 3.06 3.80 3.14 3.01
conflict situation in Thailand A A M A A
D3. Your friend told you the information that you 274 282 310 305 280
might be risky if you come to Thailand. A A A A A
D4. Your family told you the information that you 2.82 3.00 3.77 3.9 2.96
might be risky if you come to Thailand. A A M A A
D5. You have got the information from the website 2.78 2.99 3.50 3.67 2.93
that your might be risky if you come to Thailand. A A M M A
2.85 3.02 3.63 3.24 2.97
(0] I
vera A A M A A
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Norm: 421 -5.00 Very Much (VM) 1.81-260 Less (L)
341 -420 Much (M) 1.00 —1.80 Not at all (N)

2.61-3.40 Average (A)

The result in Table 4.6 shows that the as a whole overall is 2.97 that is
described as ‘Average’. All items of question are rated ‘Average’ and the scores run
between Y =2.80 to Y = 3.16, the question of item D1 ‘You had talk to your friend about
the political conflict situation in Thailand’ has the maximum score of X =316 (Average)
while the lowest score is item D3 ‘Your friend told you the information that you might be
risky if you come to Thailand’ as X =280 (Average). Separately, all groups of age also
rated ‘Average’ and the scores run between Y = 2.85 to Y = 3.63. However, these can
reflect the level of perception of the political conflict situation in Thailand from sharing
experience is ‘Average’ that's mean the foreign-tourists was concerning the problem

but not too much fear to travel in Thailand.

3.3 Overall Perception of the Political Conflict Situation in Thailand. The
perception of the political conflict situation mean ratings showing the level of perception of

phenomena in Thailand of the respondents is presented in Table 4.7.
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Table 4.7 Summary Table Showing the Perception of the Political Conflict Situation in

Thailand

Young Adult Middle Age Old Age AS A
Perception of the
Tourists Tourists Tourists Tourists WHOLE
Political Conflict
18-30 31-40 41-50 Over 51 18-over 51
Situation — A — — —
X /DR X /DR X /DR X /DR X /DR
2.86 2.90 3.80 2.94 2.94
Media
A A M A A
2.85 3.02 3.63 3.24 2.97
Sharing Experience
A A M A A
2.86 2.96 3.72 3.09 2.95
Overall
A A M A A
Norm: 4.21 - 5.00 Very Much (VM) 1.81 - 2.60 Less (L)
3.41 -4.20 Much (M) 1.00 — 1.80 Not at all (N)
2.61-3.40 Average (A)

The data on Table 4.7 shows the as a whole overall level of ‘Average’ decision

rating (Y = 2.95). Both media and sharing experience are also rated ‘Average’ and these are
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scored X =294 and X =297 respectively. Separately, all groups of age also rated ‘Average’
that is to say each groups are scored as follows; the young tourists scored X =286 (Average),
the Adult Tourists scored X = 2.96 (Average), the middle age tourists scored X =372 (Much),
and the old age tourists scored X =3.09 (Average). However, these can reflect the level of
perception from media and sharing experience. It's interesting that each group were supposed to
be fear of the conflict phenomena but the respondents as the foreign-tourist had come to travel in

Thailand.

Research Question 4. What is the level of the touring intention of foreign-
tourists before journey to Thailand along the following;
a. Business group of service,
b. Business group of trading merchandise, and

c. Business group of touring place?

Level of the Touring Intention of the Foreign-tourists Before Journey to Thailand

The item mean ratings showing summary of the level of the touring intention of

the foreign-tourists as the respondents are shown in Table 4.8, Table 4.9, and Table 4.10.
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4.1 Business Group of Service. The item mean ratings showing the level of

the touring intention of the foreign-tourists as the respondents along the business group of

service is shown in Table 4.8

Table 4.8 Item Mean Ratings Showing the Level of the Touring Intention of the Foreign-

tourists Before Journey to Thailand along the Business Group of Service

Young Adult Middle Age Old Age AS A
Tourists Tourists Tourists Tourists WHOLE
Business Group of Service 18-30 31-40 41-50 Over51 | 18-over 51
X /DR X /DR X /DR X /DR X /DR
2.26 2.85 3.17 2.62 2.47
E1. | intend to tarry in a famous hotel
and resort at Thailand.
L A A A L
2.56 2.71 3.17 2.52 2.64
E2. | intend to visit a famous restaurant
and eatery in Thailand.
L A A L A
2.44 2.71 3.20 2.29 2.55
E3. | intend to be served by a famous
spa and massage in Thailand.
L A A L L
1.88 2.53 3.17 1.33 2.09
E4 | intend to be cured by a famous
hospital in Thailand or plastic surgery.
L L A VL L
E5. | intend to visit pub, nightclub, 3.51 3.18 2.77 2.67 3.34
entertainment place, and spending
nightlife in Thailand. H A A A A
2.53 2.80 3.09 2.28 2.62
Overall
L A A L A




100

Norm: 421 -5.00 Very high (VH) 1.81-260 Low (L)
3.41-420 High (H) 1.00-1.80 Very Low (VL)

2.61-3.40 Average (A)

The result in Table 4.8 shows that the as a whole overall is 2.62 that is
described as ‘Average’. The scores run between X =209 to X = 3.34 on which the
items are rated ‘Less’ and ‘Average’ respectively. The minimum of the as a whole score
is X =2.09 (Less) of item E4 ‘I intend to be cured by a famous hospital in Thailand or
plastic surgery’ and the maximum is X =334 (Average) of item E5 ‘I intend to visit pub,
nightclub, entertainment place, and spending nightlife in Thailand’ while another item is also
rated ‘Average’, item E2 ‘l intend to visit a famous restaurant and eatery in Thailand’ is
scored X = 2.64. There are 3 items else is rated ‘Less’ and these are scored X = 2.09
(item E4), X =247 (item E1), and X =255 (item E3). Separately, all groups of age also
rated ‘Less’ and ‘Average’, the scores run between X =228 to X = 3.0 namely, the
group of young tourists and the group of old age tourists rated ‘Less’ and the scores are
X =253 and X =228 respectively. On the other hand, the rest groups are the group of
adult tourists and the group of middle age tourists rated ‘Average’ and the scores are X =
2.80 and X = 3.09 respectively. Thus, these can reflect the level of intention of the foreign-

tourists to be served by the tourism industry of Thailand in term of the business group of service

as ‘Average’.
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4.2 Business Group of Trading Merchandise. The item mean ratings showing

the level of the touring intention of the foreign-tourists as the respondents along the

business group of trading merchandise is shown in Table 4.9.

Table 4.9 Item Mean Ratings Showing the Level of the Touring Intention of the Foreign-

tourists Before Journey to Thailand along the Business Group of Trading Merchandise

Young Adult Middle Age Old Age AS A
Tourists Tourists Tourists Tourists WHOLE
Business Group of Trading Merchandise
18-30 31-40 41-50 Over 51 18-over 51
X /DR | X /DR | X /DR | X /DR | X /DR
F1. I intend to go shopping and buy something 3.40 3.18 3.17 3.7 3.36
for myself at some grand shopping center in
A A A H A
Bangkok.
F2. | intend to go shopping and buy some 3.48 3.26 3.50 3.48 3.43
souvenir for my family and friends at some
H A H H H
grand shopping center in Bangkok.
3.18 3.57 3.60 3.29 3.30
F3. I intend to go shopping and buy something
for myself at some night plaza in Bangkok. A H H A A
F4. | intend to go shopping and buy some 3.20 3.75 3.57 3.62 3.37
souvenir for my family and friends at some
A H H H A
night plaza in Bangkok.
2.93 3.00 2.93 3.14 2.95
F5. | intend to go shopping and buy something
for myself at somewhere | could in Thailand. A A A A A
F6. | intend to go shopping and buy some 295 3.01 290 3.19 297
souvenir for my family and friends at
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somewhere | could in Thailand. A A A A
3.19 3.30 3.28 3.40 3.23
Overall
A A A A
Norm: 421 -5.00 Very high (VH) 1.81-260 Low (L)
3.41 -4.20 High (H) 1.00 — 1.80 Very Low (VL)

2.61-3.40 Average (A)

The data is shown in Table 4.9, the as a whole overall score appears to be 3.23
(Average). All items are rated ‘Average’ except the item F2 ‘| intend to go shopping and
buy some souvenir for my family and friends at some grand shopping center in Bangkok’ as
the maximum is 3.43 (High). The minimum of the as a whole score is X =295 (Average)
of item F5 ‘I intend to go shopping and buy something for myself at somewhere | could in
Thailand’ while other items are also rated ‘Average’ like item F1 ‘I intend to go shopping
and buy something for myself at some grand shopping center in Bangkok’ is rated X =
3.36 (Average), item F3 ‘| intend to go shopping and buy something for myself at some
night plaza in Bangkok’ is rated X =330 (Average), item F4 ‘| intend to go shopping and
buy some souvenir for my family and friends at some night plaza in Bangkok’ is rated X =
3.37 (Average), and item F6 ‘l intend to go shopping and buy some souvenir for my family

and friends at somewhere | could in Thailand’ is rated X = 2.97 (Average). Separately,
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every groups of age all rated ‘Average’, the scores run between X =319 to X = 3.40
namely, the group of young tourists scored X =3.19 (Average), the group of adult tourists
scored X = 3.30 (Average), the group of middle age tourists scored X =328 (Average),
and the group of old age tourists scored X = 3.40 (Average). Thus, these can reflect the
level of intention of the foreign-tourists to go shopping in Thailand in term of the business group of

trading merchandise as ‘Average’.

4.3 Group of Touring Place. The item mean ratings showing the level of the
touring intention of the foreign-tourists as the respondents along the group of touring place

is shown in Table 4.10.
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Table 4.10 Item Mean Ratings Showing the Level of the Touring Intention of the Foreign-

tourists Before Journey to Thailand along the Group of Touring Place

Middle AS A
Young Adult Old Age
Age WHOLE
Business Group of Trading Tourists | Tourists Tourists
Tourists 18-ver
Merchandise 18-30 31-40 Over 51
41-50 51
X /DR | X /DR | X /DR | X /DR | X /DR
G1. | intend to go a famous beach and 3.64 3.48 3.77 3.62 3.61
sea in Thailand.
H H H H H
G2. | intend to go a famous Island in 4.23 3.72 4.03 419 4.10
Thailand.
VH H H H H
G3. | intend to go a famous waterfall 3.53 3.02 3.83 3.95 3.47
and forest in Thailand.
H A H H H
G4. | intend to go a cultural and 3.82 3.87 3.77 4.67 3.87
historical touring place in Bangkok.
H H H VH H
G5. | intend to go a cultural and 3.71 3.22 3.73 4.38 3.64
historical touring place outside
Bangkok. H A H VH H
G6. | intend to go a province, country, 3.31 3.07 3.57 3.38 3.28
or somewhere else in Thailand.
A A H A A
3.71 3.78 4.03 3.66
3.40
Overall
A
H H H H
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Norm: 421 -5.00 Very high (VH) 1.81-260 Low (L)
3.41-420 High (H) 1.00-1.80 Very Low (VL)

2.61-3.40 Average (A)

The data is shown in Table 4.10, the as a whole overall score appears to be
3.66 (High). The minimum of the as a whole score is 3.28 (Average) of item G6 ‘I intend to
go a province, country, or somewhere else in Thailand’ and the maximum is 4.10 (High) of
item G2 ‘I intend to go a famous Island in Thailand’ while other items are rated ‘High’
namely, item G1 ‘| intend to go a famous beach and sea in Thailand’ is scored X =3.61
(High), item G3 ‘l intend to go a famous waterfall and forest in Thailand’ is scored X =
3.47 (High), item G4 ‘Il intend to go a cultural and historical touring place in Bangkok’ is
scored X = 3.87 (High), G5 ‘I intend to go a cultural and historical touring place outside
Bangkok’ is scored X = 3.64 (High). Separately, every groups of age all rated ‘High’,
except the group of adult tourists rated ‘Average’. The scores run between X =340to X
= 4.03 namely, the group of young tourists scored X = 3.71 (High), the group of adult
tourists scored X = 3.40 (Average), the group of middle age tourists scored X =378
(High), and the group of old age tourists scored X =4.03 (High). Thus, these can reflect the
level of intention of the foreign-tourists to travel and see their new experience in Thailand in term

of the group of touring place as ‘High'.
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4.4 Overall Touring Intention. The item mean ratings showing the overall

level of the touring intention of the foreign-tourists as the respondents is presented in Table

4.11

Table 4.11 Summary Table Showing the Level of Overall Touring Intention of the Foreign-

tourists Before Journey to Thailand

Middle AS A
Young Adult Old Age
Age WHOLE
Tourists Tourists Tourists
Touring Intention Tourists 18-over
18-30 31-40 Over 51
41-50 51
X /DR | X /DR | X /DR | X /DR | X /DR
2.53 2.80 3.09 2.28 2.62
Business Group of Service
L A A L A
3.19 3.30 3.28 3.40 3.23
Business Group of Trading
Merchandise A A A A A
3.71 3.40 3.78 4.03 3.66
Group of Touring Place
H A H H H
3.14 3.16 3.38 3.24 3.17
Overall
A A A A A
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Norm: 421 -5.00 Very high (VH) 1.81-260 Low (L)
3.41-420 High (H) 1.00-1.80 Very Low (VL)

2.61-3.40 Average (A)

The data on Table 4.11 shows the as a whole overall level of ‘Average’
decision rating (Y = 3.17). The group of touring place has highest intention score (Y =
3.66) is rated ‘High’ compared with the lowest intention score, business group of service is
scored X = 3.53 (High) while the rest, the business group of trading merchandise scored
X =323 (Average). Separately, every groups of age all rated ‘Average’. The scores run
between X = 3.14 to X = 3.38 namely, the group of young tourists scored X = 3.14
(Average), the group of adult tourists scored X =3.16 (Average), the group of middle age
tourists scored X = 3.38 (Average), and the group of old age tourists scored X =324
(Average). Thus, these can reflect the level of intention of the foreign-tourists to be served,
shopping, traveling, and take the fine moment of vacation and pursuit of their happiness in

Thailand in term of the touring intention as ‘Average’.
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Research Question 5. What is the level of the foreign-tourists’ satisfaction of

Thailand?

Level of the Foreign-tourists’ Satisfaction

The item mean ratings showing the level of foreign-tourists’ satisfaction of

Thailand is presented in Table 4.12.

Table 4.12 Item Mean Ratings Showing the Level of Foreign-tourists’ Satisfaction

Middle AS A
Young Adult Old Age
Age WHOLE
Tourists | Tourists Tourists
Satisfaction of Thailand Tourists 18-over
18-30 31-40 Over 51
41-50 51
X /DR | X /DR| X /DR | X /DR| X /DR
H1. The satisfaction level of the
3.71 3.90 4.20 3.71 3.79
accommodation, hotel, resort, and
H H H H H
resting place in Thailand.
H2. The satisfaction level of the 3.81 414 3.83 410 3.90
restaurant and eatery in Thailand. H H H H H
H3. The satisfaction level of the spa and 3.61 3.80 417 3.62 3.69




109

massage in Thailand. H H H H H
H4. The satisfaction level of the pub,
3.76 3.55 3.83 3.76 3.72
nightclub, entertainment place, and
H H H H H
spending nightlife in Thailand.
H5. The satisfaction level of the
3.77 3.74 4.37 4.05 3.82
shopping center, plaza, and department
H H VH H H
store in Thailand.
H6. The satisfaction level of the touring 3.71 4.07 4.33 443 3.87
place in Thailand. H H VH VH H
H7. The satisfaction level of the 3.99 3.75 4.23 4.38 3.98
sightseeing in Thailand. H H VH VH H
H8. The satisfaction level of the
3.64 3.71 3.80 414 3.70
domestic transportation service in
H H H H H
Thailand.
3.75 3.83 4.09 4.02 3.81
Overall H H H H H
Norm: 421 -5.00 Very high (VH) 1.81-260 Low (L)
3.41-420 High (H) 1.00 —1.80 Very Low (VL)
2.61-3.40 Average (A)
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The data on Table 4.12 shows the as a whole overall level of ‘High’
decision rating (Y = 3.81). The scores run between X =369 to X =3.98 and all
items are rated ‘High’ on which item H1 ‘The satisfaction level of the accommodation,
hotel, resort, and resting place in Thailand’ is scored X = 3.79 (High), item H2 ‘The
satisfaction level of the restaurant and eatery in Thailand’ is scored X =3.90 (High), item
H3 ‘The satisfaction level of the spa and massage in Thailand’ is scored X =3.69 (High),
item H4 ‘The satisfaction level of the pub, nightclub, entertainment place, and spending
nightlife in Thailand’ is scored X =3.72 (High), item H5 ‘The satisfaction level of the
shopping center, plaza, and department store in Thailand’ is scored X = 3.82 (High),
item H6 ‘The satisfaction level of the touring place in Thailand’ is scored X = 3.87
(High), item H7 ‘The satisfaction level of the sightseeing in Thailand’ is scored X =3.98
(High), and item H8 ‘The satisfaction level of the domestic transportation service in
Thailand’ is scored X = 3.70 (High). Separately, all groups of age scored more or less
differently but classified as ‘High’. The scores run between X =375t0 X =4.09 namely,
the group of young tourists scored X =375 (High), the group of adult tourists scored X
= 3.83 (High), the group of middle age tourists scored X =4.09 (High), and the group of
old age tourists scored X =4.02 (High). Thus, these can reflect the level of satisfaction of the
foreign-tourists after to be served, shopping, traveling, and take the fine moment of vacation and

pursuit of their happiness in Thailand in term of the foreign-tourists’ satisfaction as ‘High’.
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Research Question 6. Are the touring intention of foreign-tourists (before journey to

Thailand) influenced by the following;

a. The personal characteristics profile,

b. The tourism industry promotions, and

c. The perception of the political conflict situation in Thailand?

6.1 Business Group of Service. Results of the multiple linear regression

analysis are shown in Table 4.13.

Table 4.13 Results of the multiple linear regression analysis (MLR) of the factor

variable of the personal characteristics in term of the business group of service.

Personal Characteristics Beta t-value or t- t-prob
test
Gender -.187 -4.509** .000
Age -.027 -.446 .656
Marital Status -.031 -.560 576
Nationality -.046 -1.091 276
Income 121 1.888 .060
Educational Attainment -.008 -.196 .845
Number of Visiting Thailand -.067 -1.534 126
Budget for the Trip .249 3.860** .000
Number of Spending Day in Thailand -.140 -3.272* .001

Multiple R = .542
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R = 204
F-ratio = 18.020**

F-Sig = .000

The effect of The Personal Characteristics significant influenced on the factor
condition of the touring intention of foreign-tourists in term of the business group of
service (F-ratio = 18.020**, F-Sig = .000).

Among the entered factor variables of; there are gender which t-prob is .000 : t
value is -4.509 ,budget for the trip t-prob is .000 : t-value is 3.860, number of spending day
in Thailand t-prob is .001 : t-value is -3.272 that mean gender, budget for the trip and
number of spending day in Thailand have significant effects on Business group of service

In the other hand, age t-prob is .656 : t value is -.446 , marital status t-prob
is .576 : t value is -.560, nationality t-prob is .276 : t value is -1.091, income t-prob is .060 :
t value is 1.888, education attainment t-prob is .845 : t value is -.196, number of visiting
Thailand t-prob is .126 : t value is -1.534 that were found to be insignificant predictors of
the factor condition of touring intention of foreign-tourists in term of the business group of
service (t-prob more than .05).

The table further shows that entered factor variables; gender, budget for the trip,
number of spending day in Thailand account for 29.40 percent (R square = .294) on the

factor condition of the touring intention of foreign-tourists (business group of service).



Hypothesis 1

Ho:

H1:

Hypothesis 2

Ho:

H1:

Hypothesis 3

Ho:

H1:

Hypothesis 4

Ho:

H1:

Hypothesis 5

Ho:

H1:

Hypothesis 6

Ho:

H1:

Business Group of Service is dependent on Gender.

Business Group of Service is independent on Gender.

Business Group of Service is dependent on Age.

Business Group of Service is independent on Age.

Business Group of Service is dependent on Marital Status.

Business Group of Service is independent on Marital Status.

Business Group of Service is dependent on Nationality.

Business Group of Service is independent on Nationality.

Business Group of Service is dependent on Income.

Business Group of Service is independent on Income.

Business Group of Service is dependent on Educational Attainment.

Business Group of Service is independent on Educational Attainment.

113
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Hypothesis 7

Ho: Business Group of Service is dependent on Number of Visiting Thailand.

Hi. Business Group of Service is independent on Number of Visiting Thailand.
Hypothesis 8

Ho: Business Group of Service is dependent on Budget for the Trip.

H,. Business Group of Service is independent on Budget for the Trip.
Hypothesis 9

Ho: Business Group of Service is dependent on Number of Spending Day.

H,. Business Group of Service is independent on Number of Spending Day.
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Table 4.14 Results of Multiple Regression Analysis of the Factor Variables of the Tourism
Industry Promotions, and the Perception of the Political Conflict Situation in Thailand on the
Factor Variables of the Touring Intention of Foreign-tourists

(Business Group of Service)

t-prob
Factor Variables Beta t-value
(sig.value)
Tourism Industry Promotions
Public Sector 224 3.178* .002
Private Sector 147 2.083* .038
Perception of the Political Conflict
Situation in Thailand
Media 191 3.447* .001
Sharing Experience -.138 -2.476* .014

Multiple R = .638
R = 407
F-ratio = 20.365**

F-Sig = .000

The effect of the combination of the factor variables of 2 inputs; tourism
industry promotions, and perception of the political conflict situation in Thailand
variables significant influenced on the factor condition of the touring intention of
foreign-tourists in term of the business group of service (F-ratio = 20.365, F-Sig

= .000).
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public sector t-prob is .002 : t value is 3.178, and media t-prob is .038 : t value
is 2.083 that were found to be significant predictors of the factor condition of the touring
intention of foreign-tourists in term of the business group of service (t-prob less than .01).

Entered factor variables; media t-prob is .001 : t value is 3.447 and sharing
experience t-prob is .014 : t value is -2.476 that were found to be significant predictors of
the factor condition of touring intention of foreign-tourists in term of the business group of
service (t-prob less than .05).

The table further shows that entered factor variables; public sector, private
sector, media, and sharing experience account for 40.70 percent (R square = .407) on the
factor condition of the touring intention of foreign-tourists (business group of service).
Hypothesis 10

Ho: Business Group of Service is dependent on Public Sector.

H,. Business Group of Service is independent on Public Sector.

Hypothesis 11

Ho: Business Group of Service is dependent on Private Sector.

Hi. Business Group of Service is independent on Private Sector.

Hypothesis 12

Ho: Business Group of Service is dependent on Media.

Hi. Business Group of Service is independent on Media.



Hypothesis 13

Ho: Business Group of Service is dependent on Sharing Experience.

Hi. Business Group of Service is independent on Sharing Experience.

Table 4.15 Results of Multiple Regression Analysis of

the Tourism Industry Promotions and the Perception of the Political Conflict Situation in

Thailand on the Factor Variables of the Touring Intention of Foreign-tourists (Business

Group of Service)
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Variables Beta t-value t-prob
(sig.value)
Tourism Industry Promotions .045 9.755** .000
Perception of the Political Conflict
.089 1.935 .054

Situation in Thailand

Multiple R = .485
R’ = 236
F-ratio = 61.175*

F-Sig = .000
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The effect of the combination of two variables as inputs; the tourism
industry promotions and the perception of the political conflict situation in Thailand
variables significant influenced on the factor condition of the touring intention of
foreign-tourists in term of the business group of service (F-ratio = 20.365, F-Sig
= .000).

Among entered variables, the tourism industry promotions t-prob is .000 : t
value is 9.755 that was found to be significant predictors of the factor condition of the
touring intention of foreign-tourists in term of the business group of service (t-prob less
than .01).

In the other hand, Perception of the Political Conflict Situation in Thailand t-prob
is .054 : t value is 1.935 that was found to be insignificant predictors of the factor condition
of the touring intention of foreign-tourists in term of the business group of service (t-prob
more than .05).

The table further shows that the variable, the tourism industry promotions
account for 23.60 percent (R square = .236) on the factor condition of the touring intention

of foreign-tourists (business group of service)

Hypothesis 14

Ho: Business Group of Service is dependent on Tourism Industry Promotion.

H,. Business Group of Service is independent on Tourism Industry Promotion.
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Hypothesis 15
Ho: Business Group of Service is dependent on Perception of the Political
Conflict Situation in Thailand.

H,. Business Group of Service is independent on Perception of the Political

6.2 Business Group of Trading Merchandise. Results of the multiple linear

regression analysis are shown in Table 4.16.

Table 4.16 Results of Multiple Regression Analysis of the Factor Variables of the Personal
Characteristics on the Factor Variables of the Touring Intention of Foreign-tourists

(Business Group of Trading Merchandise)

Personal Characteristics Beta t-value t-prob
Gender -.151 -3.035** .003
Age -.034 -474 .636
Marital Status -.008 =117 .907
Nationality .044 .869 .386
Income .056 725 469
Educational Attainment -.034 -.653 514
Number of Visiting Thailand .169 3.217* .001
Budget for the Trip .016 212 .832
Number of Spending Day in Thailand 225 4.368** .000

Multiple R = .316

R*= 100
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F-ratio =4.794**

F-Sig = .000

The effect of the combination of three inputs; personal characteristics,
tourism industry promotions, and perception of the political conflict situation in
Thailand variables significant influenced on the factor condition of the touring intention
of foreign-tourists in term of the business group of trading merchandise (F-ratio =
4.794**, F-Sig = .000).

Among the entered variables; there are gender t-prob is .003 : t value is -
3.035 , number of visiting Thailand t-prob is .001 : t value is 3.217 , number of spending
day in Thailand t-prob is .000 : t value is 4.368 , that were found to be significant
predictors of the factor condition of the touring intention of foreign-tourists in term of the
business group of trading merchandise (t-prob less than .01).

In the other hand, age t-prob is .636 : t value is -.474 , marital status t-prob
is .907 : t value is -.117, nationality t-prob is .386 : t value is .869, income t-prob is .469 : t
value is .725, education attainment t-prob is .514 : t value is -.653, budget for the trip t-prob
is .832 : t value is .212 that were found to be insignificant predictors of the factor condition
of touring intention of foreign-tourists in term of the business group of trading
merchandise (t-prob more than .05).

The table 4.15 further shows that entered variables; gender, number of visiting

Thailand, number of spending day in Thailand, public sector, and private sector account for
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10.00 percent (R square = .100) on the factor condition of the touring intention of foreign-

tourists (business group of trading merchandise)

Hypothesis 16

Ho: Business Group of Trading Merchandise is dependent on Gender.

Hi. Business Group of Trading Merchandise is independent on Gender.

Hypothesis 17

Ho: Business Group of Trading Merchandise is dependent on Age.

H,. Business Group of Trading Merchandise is independent on Age.

Hypothesis 18

Ho: Business Group of Trading Merchandise is dependent on Marital Status.

Hi. Business Group of Trading Merchandise is independent on Marital Status.

Hypothesis 19

Ho: Business Group of Trading Merchandise is dependent on Nationality.

H,. Business Group of Trading Merchandise is independent on Nationality.
Hypothesis 20

Ho: Business Group of Trading Merchandise is dependent on Income.

H,. Business Group of Trading Merchandise is independent on Income.
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Hypothesis 21
Ho: Business Group of Trading Merchandise is dependent on Educational
Attainment.
H,. Business Group of Trading Merchandise is independent on Educational
Attainment.

Hypothesis 22

Ho: Business Group of Trading Merchandise is dependent on Number of Visiting
Thailand.
H,. Business Group of Trading Merchandise is independent on Number of

Visiting Thailand.
Hypothesis 23
Ho: Business Group of Trading Merchandise is dependent on Budget for the
Trip.
Hi. Business Group of Trading Merchandise is independent on Budget for the
Trip.
Hypothesis 24
Ho: Business Group of Trading Merchandise is dependent on Number of
Spending Day.
Hi. Business Group of Trading Merchandise is independent on Number of

Spending Day.
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Table 4.17 Results of Multiple Regression Analysis of the Factor Variables of the Tourism

Industry Promotions, and the Perception of the Political Conflict Situation in Thailand on the

Factor Variables of the Touring Intention of Foreign-tourists (Business Group of Trading

Merchandise)

Variables Beta t-value t-prob

(sig.value)

Tourism Industry Promotions

Public Sector -.238 -2.812** .005

Private Sector .345 4.074** .000

Perception of the Political Conflict

Situation in Thailand

Media .083 1.242 .215

Sharing Experience =141 -2.110* .036
Multiple R = .378

R’ = .143
F-ratio = 4.944**
F-Sig = .000

The effect of the combination of 2 inputs; tourism industry promotions, and
perception of the political conflict situation in Thailand variables significant influenced
on the factor condition of the touring intention of foreign-tourists in term of the

business group of trading merchandise (F-ratio = 4.944, F-Sig = .000).
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Among the entered variables; there are public sector t-prob is .005 : t value is -
2.812, private sector t-prob is .000 : t value is 4.074 that were found to be significant
predictors of the factor condition of the touring intention of foreign-tourists in term of the
business group of trading merchandise (t-prob less than .01). Furthermore, sharing
experience t-prob is .036 : t value is -2.110 also was found to be significant predictors of
the factor condition of touring intention of foreign-tourists in term of the business group of
trading merchandise (t-prob less than .05).

In the other hand, media t-prob is .215 : t value is 1.242 that were found to be
insignificant predictors of the factor condition of touring intention of foreign-tourists in term
of the business group of trading merchandise (t-prob more than .05).

The table 4.15 further shows that entered variables; public sector, and private
sector account for 14.30 percent (R square = .143) on the factor condition of the touring

intention of foreign-tourists (business group of trading merchandise)

Hypothesis 25

Ho: Business Group of Trading Merchandise is dependent on Public Sector.

Hi. Business Group of Trading Merchandise is independent on Public Sector.

Hypothesis 26

Ho: Business Group of Trading Merchandise is dependent on Private Sector.

H,. Business Group of Trading Merchandise is independent on Private Sector.
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Hypothesis 27
Ho: Business Group of Trading Merchandise is dependent on Media.
Hi. Business Group of Trading Merchandise is independent on Media.
Hypothesis 28
Ho: Business Group of Trading Merchandise is dependent on Sharing
Experience.
H,. Business Group of Trading Merchandise is independent on Sharing

Table 4.18 Results of Multiple Regression Analysis of the Tourism Industry Promotions and

the Perception of the Political Conflict Situation in Thailand on the Factor Variables of the

Touring Intention of Foreign-tourists (Business Group of Trading Merchandise)

Variables Beta t-value t-prob
(sig.value)
Tourism Industry Promotions .068 1.290 .198

Perception of the Political Conflict
.019 .364 .716
Situation in Thailand

Multiple R = .076
R’ = .006
F-ratio =1.154

F-Sig = .316
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The effect of the combination of two variables as inputs; the tourism
industry promotions and the perception of the political conflict situation in Thailand
variables insignificant effects on the factor condition of the touring intention of foreign-
tourists in term of the business group of trading merchandise (F-ratio = 1.154, F-Sig
= .316).

These entered variables, both the tourism industry promotions t-prob is .198 : t
value is 1.290 and the perception of the political conflict situation in Thailand t-prob is .716 :
t value is .364 that were found to be insignificant predictors of the factor condition of the
touring intention of foreign-tourists in term of the business group of trading

merchandise(t-prob more than .05).

Hypothesis 29

Ho: Business Group of Trading Merchandise is dependent on Tourism Industry
Promotion.
H,. Business Group of Trading Merchandise is independent on Tourism Industry

Promotion.
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Ho: Business Group of Trading Merchandise is dependent on Perception of the

Political Conflict Situation in Thailand.

H,. Business Group of Trading Merchandise is independent on Perception of

the Political Conflict Situation in Thailand.

6.3 Group of Touring Place. Results of the multiple linear regression

analysis are shown in Table 4.19.

Table 4.19 Results of Multiple Regression Analysis of the Factor Variables of the Personal

Characteristics on the Factor Variables of the Touring Intention of Foreign-tourists (Group of

Touring Place)

Personal Characteristics Beta t-value t-prob
Gender -.075 -1.495 .136
Age -.069 -.939 .349
Marital Status .102 1.493 136
Nationality -.144 -2.780** .006
Income .078 991 322
Educational Attainment .043 .820 413
Number of Visiting Thailand -.005 -.097 .923
Budget for the Trip -.155 -1.972* .049
Number of Spending Day in Thailand .228 4.373* .000

Multiple R = .276
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R = 076
F-ratio = 3.562**
F-Sig = .000

The effect of the combination of three inputs; personal characteristics, tourism
industry promotions, and perception of the political conflict situation in Thailand variables
significant influenced on the factor condition of the touring intention of foreign-tourists in
term of the group of touring place (F-ratio = 3.562**, F-Sig = .000).

Among the entered variables, both nationality t-prob is .006 : t value is -2.780
and number of spending day in Thailand t-prob is .000 : t value is 4.373 that were found to
be significant predictors of the factor condition of the touring intention of foreign-tourists in
term of the group of touring place (t-prob less than .01). Moreover, budget for the trip t-prob
is .049 : t value is -1.972 that was found to be significant predictors of the factor condition
of touring intention of foreign-tourists in term of the group of touring place (t-prob less
than .05).

In the other hand, gender t-prob is .136 : t value is -1.495 , age t-prob is .349 : t
value is -.939, marital status t-prob is .136 : t value is 1.493, income t-prob is .322 : t value
is .991, education attainment t-prob is .413 : t value is .820, number of visiting Thailand t-
prob is .923 : t value is -.097, that were found to be insignificant predictors of the factor
condition of touring intention of foreign-tourists in term of the business group of touring

place (t-prob more than .05).
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The table 4.19 further shows that entered variables; nationality, budget for the
trip, and number of spending day in Thailand account for 7.60 percent (R square = .076) on
the factor condition of the touring intention of foreign-tourists (group of touring place) while

the remaining 88.00 percent could be accounted forby other variables not considered in the

study.
Hypothesis 31

Ho: Group of Touring Place is dependent on Gender.

H,. Group of Touring Place is independent on Gender.
Hypothesis 32

Ho: Group of Touring Place is dependent on Age.

Hi. Group of Touring Place is independent on Age.
Hypothesis 33

Ho: Group of Touring Place is dependent on Marital Status.

H,. Group of Touring Place is independent on Marital Status.
Hypothesis 34

Ho: Group of Touring Place is dependent on Nationality.

H,. Group of Touring Place is independent on Nationality.



Hypothesis 35

Ho: Group of Touring Place is dependent on Income.

Hi. Group of Touring Place is independent on Income.
Hypothesis 36

Ho: Group of Touring Place is dependent on Educational Attainment.

H,. Group of Touring Place is independent on Educational Attainment.
Hypothesis 37

Ho: Group of Touring Place is dependent on Number of Visiting Thailand.

H,. Group of Touring Place is independent on Number of Visiting Thailand.
Hypothesis 38

Ho: Group of Touring Place is dependent on Budget for the Trip.

H,. Group of Touring Place is independent on Budget for the Trip.

Hypothesis 39

Ho: Group of Touring Place is dependent on Number of Spending Day.

Hi. Group of Touring Place is independent on Number of Spending Day.
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Table 4.20 Results of Multiple Regression Analysis of the Factor Variables of the Tourism
Industry Promotions, and the Perception of the Political Conflict Situation in Thailand on the

Factor Variables of the Touring Intention of Foreign-tourists (Group of Touring Place)

t-prob
Variables Beta t-value
(sig.value)
Tourism Industry Promotions
Public Sector 138 1.603 110
Private Sector .044 511 .609
Perception of the Political Conflict
Situation in Thailand

Media A1 1.647 .100
Sharing Experience .013 .188 .851

Multiple R = .347
R’ = 120
F-ratio = 4.054**

F-Sig = .000

The effect of the combination of three inputs; personal characteristics, tourism
industry promotions, and perception of the political conflict situation in Thailand variables
significant influenced on the factor condition of the touring intention of foreign-tourists in

term of the group of touring place (F-ratio = 4.054, F-Sig = .000).
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Among the entered variables, public sector t-prob is .110 : t value is 1.603,
private sector t-prob is .609 : t value is .511, media t-prob is .100 : t value is 1.647, sharing
experience t-prob is .851 : t value is .188 that were found to be insignificant predictors of
the factor condition of touring intention of foreign-tourists in term of the business group of
touring place (t-prob more than .05).

The table 4.19 further shows that entered variables; nationality, budget for the
trip, and number of spending day in Thailand account for 12.00 percent (R square = .120)
on the factor condition of the touring intention of foreign-tourists (group of touring place)

while the remaining 88.00 percent could be accounted forby other variables not considered

in the study.
Hypothesis 40
Ho: Group of Touring Place is dependent on Public Sector.
H,. Group of Touring Place is independent on Public Sector.
Hypothesis 41
Ho: Group of Touring Place is dependent on Private Sector.
Hi. Group of Touring Place is independent on Private Sector.

Hypothesis 42

Ho: Group of Touring Place is dependent on Media.

H,. Group of Touring Place is independent on Media.
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Hypothesis 43
Ho: Group of Touring Place is dependent on Sharing Experience.
Hi. Group of Touring Place is independent on Sharing Experience.

Table 4.21 Results of Multiple Regression Analysis of the Tourism Industry Promotions and

the Perception of the Political Conflict Situation in Thailand on the Factor Variables of the

Touring Intention of Foreign-tourists (Group of Touring Place)

Situation in Thailand

Variables Beta t-value t-prob
(sig.value)
Tourism Industry Promotions .092 1.786 .078
Perception of the Political Conflict
147 2.835** .005

Multiple R = .196
R = 038
F-ratio = 7.839**

F-Sig = .000

The effect of the combination of two variables as inputs; the tourism

industry promotions and the perception of the political conflict situation in Thailand
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variables significant influenced on the factor condition of the touring intention of
foreign-tourists in term of the group of touring place (F-ratio = 7.839**, F-Sig = .000).

Among entered variables, the perception of the political conflict situation in
Thailand t-prob is .005 : t value is 2.835 that was found to be significant predictors of the
factor condition of the touring intention of foreign-tourists in term of the group of touring
place (t-prob less than .01).

In the other hand, Tourism Industry Promotion t-prob is .078 : t value is 1.786
that was found to be insignificant predictors of the factor condition of the touring intention of
foreign-tourists in term of the group of touring place (t-prob more than .05).

The table further shows that the variable, the political conflict situation in
Thailand account for 3.80 percent (R square = .038) on the factor condition of the touring

intention of foreign-tourists (group of touring place).

Hypothesis 44

Ho: Group of Touring Place is dependent on Tourism Industry Promotion.

H,. Group of Touring Place is independent on Tourism Industry Promotion.
Hypothesis 45

Ho: Group of Touring Place is dependent on Perception of the Political Conflict

Situation in Thailand.
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H,. Group of Touring Place is independent on Perception of the Political Conflict

Situation in Thailand.

6.4 Touring Intention of Foreign-tourists as a whole. Results of the multiple

linear regression analysis are shown in Table 4.22.,4.23

Table 4.22 Results of Multiple Regression Analysis of the Factor Variables of the Personal

Characteristics on the Output of the Touring Intention of Foreign-tourists

Personal Characteristics Beta t-value t-prob
Gender -.189 -3.936** .000
Age -.055 -.785 433
Marital Status .019 297 767
Nationality -.054 -1.089 277
Income 113 1.516 130
Educational Attainment -.004 -.088 .930
Number of Visiting Thailand .049 .959 .338
Budget for the Trip .068 .900 .369
Number of Spending Day in Thailand 128 2.578** .010

Multiple R = .345
R*=.119
F-ratio = 5.849**

F-Sig = .000
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The effect of the personal characteristics variables significant influenced on the
factor condition of the touring intention of foreign-tourists as a whole (F-ratio = 5.849**, F-
Sig = .000).

Among the entered variables; there are gender t-prob is .000 : t value is -
3.936 , number of spending day in Thailand t-prob is .010 : t value is 2.578 that were
found to be significant predictors of the factor condition of the touring intention of foreign-
tourists (t-prob less than .01).

In the other hand, age t-prob is .433 : t value is -.785, marital status t-prob
is .767 : t value is .297,nationality t-prob is .277: t value is -1.089, income t-prob is .130: t
value is .1.516, education attainment t-prob is .930 : t value is -.088, number of visiting
Thailand t-prob is .338 : t value is .959,budget for the trip t-prob is .369: t value is .900that
were found to be insignificant predictors of the factor condition of touring intention of
foreign-tourists (t-prob more than .05).

The table further shows that entered variables; gender, number of spending day
in Thailand, private sector, media, and sharing experience account for 11.90 percent (R

square = .119) on the factor condition of the touring intention of foreign-tourists.

Hypothesis 46

Ho: Touring Intention of Foreign-tourists is dependent on Gender.

Hi. Touring Intention of Foreign-tourists is independent on Gender.
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Hypothesis 47

Ho: Touring Intention of Foreign-tourists is dependent on Age.

Hi. Touring Intention of Foreign-tourists is independent on Age.
Hypothesis 48

Ho: Touring Intention of Foreign-tourists is dependent on Marital Status.

Hi. Touring Intention of Foreign-tourists is independent on Marital Status.
Hypothesis 49

Ho: Touring Intention of Foreign-tourists is dependent on Nationality.

Hi. Touring Intention of Foreign-tourists is independent on Nationality.
Hypothesis 50

Ho: Touring Intention of Foreign-tourists is dependent on Income.

H,. Touring Intention of Foreign-tourists is independent on Income.
Hypothesis 51

Ho: Touring Intention of Foreign-tourists is dependent on Educational Attainment.

Hi. Touring Intention of Foreign-tourists is independent on Educational
Attainment.
Hypothesis 52
Ho: Touring Intention of Foreign-tourists is dependent on Number of Visiting

Thailand.
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Hi. Touring Intention of Foreign-tourists is independent on Number of Visiting

Thailand.

Hypothesis 53

Ho: Touring Intention of Foreign-tourists is dependent on Budget for the Trip.

Hi. Touring Intention of Foreign-tourists is independent on Budget for the Trip.

Hypothesis 54

Ho: Touring Intention of Foreign-tourists is dependent on Number of Spending

Day in Thailand.

H,. Touring Intention of Foreign-tourists is independent on Number of Spending

Day in Thailand.
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Table 4.23 Results of Multiple Regression Analysis of the Factor Variables of the Tourism

Industry Promotions, and the Perception of the Political Conflict Situation in Thailand on the

Output of the Touring Intention of Foreign-tourists

Variables Beta t-value t-prob
(sig.value)
Tourism Industry Promotions
Public Sector .041 497 .619
Private Sector .253 3.092** .002
Perception of the Political Conflict
Situation in Thailand
Media A71 2.663** .008
Sharing Experience -129 -1.991* .047

Multiple R = .445
R’ = 198
F-ratio =7.327**

F-Sig = .000

The effect of the personal characteristics variables significant influenced on the

factor condition of the touring intention of foreign-tourists as a whole (F-ratio = 7.327**, F-

Sig = .000).

Among the entered variables; there are private sector t-prob is .002 : t value is

3.092 , and media t-prob is .008 : t value is 2.663

that were found to be significant
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predictors of the factor condition of the touring intention of foreign-tourists (t-prob less
than .01). Moreover, sharing experience t-prob is .047 : t value is -1.991 that was found to
be significant predictors of the factor condition of touring intention of foreign-tourists (t-prob
less than .05).

In the other hand, public sector t-prob is .619 : t value is .497 that were found to
be insignificant predictors of the factor condition of touring intention of foreign-tourists (t-
prob more than .05).

The table further shows that entered variables; private sector, media, and
sharing experience account for 19.80 percent (R square = .198) on the factor condition of

the touring intention of foreign-tourists.

Hypothesis 55

Ho: Touring Intention of Foreign-tourists is dependent on Public Sector.

H,. Touring Intention of Foreign-tourists is independent on Public Sector.

Hypothesis 56

Ho: Touring Intention of Foreign-tourists is dependent on Private Sector.

Hi. Touring Intention of Foreign-tourists is independent on Private Sector.

Hypothesis 57

Ho: Touring Intention of Foreign-tourists is dependent on Media.

H,. Touring Intention of Foreign-tourists is independent on Media.
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Hypothesis 58
Ho: Touring Intention of Foreign-tourists is dependent on Sharing Experience.
Hi. Touring Intention of Foreign-tourists is independent on Sharing Experience.

Table 4.24 Results of Multiple Regression Analysis of the Tourism Industry Promotions and

the Perception of the Political Conflict Situation in Thailand on the Output of the Touring

Intention of Foreign-tourists

Situation in Thailand

Variables Beta t-value t-prob
(sig.value)
Tourism Industry Promotions 279 5.596** .000
Perception of the Political Conflict
.016 2.126** .034

Multiple R = .328
R*= 107
F-ratio = 23.901**

F-Sig = .000
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Hypothesis 59

Ho: Touring Intention of Foreign-tourists is dependent on Tourism Industry

Promotion.

Hy. Touring Intention of Foreign-tourists is independent on Tourism Industry

Promotion.

Hypothesis 60

Ho: Touring Intention of Foreign-tourists is dependent on Perception of the

Political Conflict Situation in Thailand.

H,. Touring Intention of Foreign-tourists is independent on Perception of the

Political Conflict Situation in Thailand.

Hypothesis 61

Ho: Touring Intention of Foreign-tourists is dependent on Personal

Characteristics, Tourism Industry Promotion, and Perception of the Political

Conflict Situation in Thailand.

H,. Touring Intention of Foreign-tourists is independent on Personal

Characteristics, Tourism Industry Promotion, and Perception of the Political

Conflict Situation in Thailand.

The effect of the combination of two variables as inputs; the tourism

industry promotions and the perception of the political conflict situation in Thailand
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variables significant effects on the factor condition of the touring intention of foreign-
tourists as a whole (F-ratio = 23.901, F-Sig = .000).

These entered variables, both the tourism industry promotion t-prob is .000 : t
value is 5.596 and the perception of the political conflict situation in Thailand t-prob is .034 :
t value is 2.126 that were found to be significant predictors of the factor condition of the
touring intention of foreign-tourists as a whole (t-prob less than .01).

The table further shows that the variables, the tourism industry promotion and
the political conflict situation in Thailand account for 10.70 percent (R square = .107) on the

factor condition of the touring intention of foreign-tourists as a whole.

Problem 7. Is the foreign-tourists’ satisfaction influenced by the output of
the touring intention of foreign-tourists?

Regression of the Business Group of Service, the Business Group of Trading

Merchandise, and the Group of Touring Place on the Outcome of the Foreign-tourists’

Satisfaction

Foreign-tourists’ Satisfaction. Results of the multiple linear regression
analysis are shown in Table 4.21. The data on Table 4.21 shows the multiple linear
regression analysis (MLR) of the factor variables of the touring intention of the foreign-
tourists as output; the business group of service, the business group of trading

merchandise, and the group of touring place on the outcome of foreign-tourists’ satisfaction.
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Table 4.25 Results of Multiple Regression Analysis of the Factor Variables of the Touring

Intention of Foreign-tourists on the Outcome of Foreign-tourists’ Satisfaction

Variables Beta t-value t-prob
(sig.value)
Business Group of Service .007 141 .888
Business Group of Trading
126 2.306* .022
Merchandise
Group of Touring Place .258 4.757** .000
Multiple R = .339
R’= 115
F-ratio =17.191**
F-Sig = .000
Hypothesis 62
Ho: Foreign-tourists’ Satisfaction is dependent on Business Group of Service.

Hi. Foreign-tourists’ Satisfaction is independent on Business Group of Service.
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Hypothesis 63
Ho: Foreign-tourists’ Satisfaction is dependent on Business Group of Trading
Merchandise.
H,. Foreign-tourists’ Satisfaction is independent on Business Group of Trading

Merchandise.

Hypothesis 64
Ho: Foreign-tourists’ Satisfaction is dependent on Group of Touring Place.
H,. Foreign-tourists’ Satisfaction is independent on Group of Touring Place.
Hypothesis 65
Ho: Foreign-tourists’ Satisfaction is dependent on Touring Intention of Foreign-
tourists.
H;. Foreign-tourists’ Satisfaction is independent on Touring Intention of Foreign-
tourists.

The effect of the combination of three factor variables as output; the business
group of service, the business group of trading merchandise, and the group of touring place
variables significant influenced on the foreign-tourists’ satisfaction (F-ratio = 17.191, F-Sig
= .000).which in mean Foreign-tourists’ Satisfaction is dependent on Touring Intention of

Foreign-tourists.
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Among the entered factor variables; the group of touring place t-prob is .000 : t
value is 4.757 that was found to be a significant predictor of the factor condition of foreign-
tourists’ satisfaction (t-prob less than .01). Moreover, the business group of trading
merchandise t-prob is .022 : t value is 2.306 that was found to be significant predictors of
the factor condition of foreign-tourists’ satisfaction (t-prob less than .05).

In the other hand, Business Group of Service t-prob is .888 : t value is .141 that
was found to be insignificant predictors of the factor condition of foreign-tourists’ satisfaction
(t-prob more than .05).

The table further shows that entered variables; both business group of trading
merchandise and group of touring place accounts for 11.50 percent (R square = .115) on
the factor condition of foreign-tourists’ satisfaction while the remaining 88.50 percent could

be accounted for by other variables not considered in the study.



Summary of Hypothesis Tasting Result

Results of hypothesis tasting are shown in Table 4.22.

Table 4.26 Summary of Hypothesis Testing Result
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Significant
H, No. Description of H; Result
Value

Business Group of Service is dependent on

1 .000 Accept H,
Gender.

2 Business Group of Service is dependent on Age. .656 Reject H,
Business Group of Service is dependent on

3 576 Reject H,
Marital Status.
Business Group of Service is dependent on

4 276 Reject H;
Nationality.
Business Group of Service is dependent on

5 .060 Reject H;
Income.
Business Group of Service is dependent on

6 .845 Reject H;
Educational Attainment.
Business Group of Service is dependent on

7 126 Reject H;
Number of Visiting Thailand.
Business Group of Service is dependent on

8 .000 Accept Hy
Budget for the Trip.
Business Group of Service is dependent on

9 .001 Accept Hy
Number of Spending Day.
Business Group of Trading Merchandise is

10 .003 Accept H,

dependent on Gender.
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Business Group of Trading Merchandise is

11 .636 Reject H,
dependent on Age.
Business Group of Trading Merchandise is

12 .907 Reject H,
dependent on Marital Status.
Business Group of Trading Merchandise is

13 .386 Reject H;
dependent on Nationality.
Business Group of Trading Merchandise is

14 469 Reject H;
dependent on Income.
Business Group of Trading Merchandise is

15 514 Reject H,
dependent on Educational Attainment.
Business Group of Trading Merchandise is

16 .001 Accept H,
dependent on Number of Visiting Thailand.
Business Group of Trading Merchandise is

17 .832 Reject H;
dependent on Budget for the Trip.
Business Group of Trading Merchandise is

18 .000 Accept H,
dependent on Number of Spending Day.

19 Group of Touring Place is dependent on Gender. 136 Reject H,

20 Group of Touring Place is dependent on Age. .349 Reject H,
Group of Touring Place is dependent on Marital

21 136 Reject H;
Status.
Group of Touring Place is dependent on

22 .006 Accept Hy
Nationality.

23 Group of Touring Place is dependent on Income. 322 Reject H,
Group of Touring Place is dependent on

24 413 Reject H,
Educational Attainment.
Group of Touring Place is dependent on Number

25 .923 Reject H,
of Visiting Thailand.
Group of Touring Place is dependent on Budget

26 .049 Accept Hy

for the Trip.
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Group of Touring Place is dependent on Number

27 .000 Accept H,
of Spending Day.
Business Group of Service is dependent on

28 .002 Accept Hy
Public Sector.
Business Group of Service is dependent on

29 .038 Accept Hy
Private Sector.
Business Group of Trading Merchandise is

30 .005 Accept Hy
dependent on Public Sector.
Business Group of Trading Merchandise is

31 .000 Accept Hy
dependent on Private Sector.
Group of Touring Place is dependent on Public

32 110 Reject H,
Sector.
Group of Touring Place is dependent on Private

33 .609 Reject H,
Sector.
Business Group of Service is dependent on

34 .001 Accept Hy
Media.
Business Group of Service is dependent on

35 .014 Accept Hy
Sharing Experience.
Business Group of Trading Merchandise is

36 215 Reject H;
dependent on Media.
Business Group of Trading Merchandise is

37 .036 Accept Hy
dependent on Sharing Experience.

38 Group of Touring Place is dependent on Media. .100 Reject H,
Group of Touring Place is dependent on Sharing

39 .851 Reject H,
Experience.
Business Group of Service is dependent on

40 .000 Accept H,
Tourism Industry Promotion.
Business Group of Service is dependent on

41 Perception of the Political Conflict Situation in .054 Reject H;

Thailand.
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Business Group of Trading Merchandise is

42 .198 Reject H,
dependent on Tourism Industry Promotion.
Business Group of Trading Merchandise is

43 dependent on Perception of the Political Conflict .716 Reject H,
Situation in Thailand.
Group of Touring Place is dependent on Tourism

44 .078 Reject H,
Industry Promotion.
Group of Touring Place is dependent on

45 Perception of the Political Conflict Situation in .005 Reject H,
Thailand.
Touring Intention of Foreign-tourists is dependent

46 .000 Accept Hy
on Gender.
Touring Intention of Foreign-tourists is dependent

47 433 Reject H,
on Age.
Touring Intention of Foreign-tourists is dependent

48 767 Reject H,
on Marital Status.
Touring Intention of Foreign-tourists is dependent

49 277 Reject H,
on Nationality.
Touring Intention of Foreign-tourists is dependent

50 130 Reject H;
on Income.
Touring Intention of Foreign-tourists is dependent .

51 .930 Reject H,
on Educational Attainment.
Touring Intention of Foreign-tourists is dependent .

52 .338 Reject H,
on Number of Visiting Thailand.
Touring Intention of Foreign-tourists is dependent .

53 .369 Reject H;
on Budget for the Trip.
Touring Intention of Foreign-tourists is dependent

54 .010 Accept Hy
on Number of Spending Day in Thailand.
Touring Intention of Foreign-tourists is dependent .

55 619 Reject H;

on Public Sector.
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Touring Intention of Foreign-tourists is dependent

56 .002 Accept H,
on Private Sector.
Touring Intention of Foreign-tourists is dependent

57 .008 Accept Hy
on Media.
Touring Intention of Foreign-tourists is dependent

58 .047 Accept Hy
on Sharing Experience.
Touring Intention of Foreign-tourists is dependent

59 .000 Accept Hy
on Tourism Industry Promotion.
Touring Intention of Foreign-tourists is dependent

60 on Perception of the Political Conflict Situation in .034 Accept Hy
Thailand.
Touring Intention of Foreign-tourists is dependent
on Personal Characteristics, Tourism Industry

61 .000 Accept Hy
Promotion, and Perception of the Political
Conflict Situation in Thailand.
Foreign-tourists’ Satisfaction is dependent on .

62 .888 Reject H,
Business Group of Service.
Foreign-tourists’ Satisfaction is dependent on

63 .022 Accept Hy
Business Group of Trading Merchandise.
Foreign-tourists’ Satisfaction is dependent on

64 .000 Accept Hy
Group of Touring Place.
Foreign-tourists’ Satisfaction is dependent on

65 .000 Accept Hy

Touring Intention of Foreign-tourists.




CHAPTER YV

CONCLUSION , DISCUSSION AND RECOMMENDATION

This chapter presents the summary of findings, conclusions drawn, and the
recommendations forwarded by the researcher.

The study measured the output of the tourism industry of Thailand as variable’s
name ‘touring intention of foreign-tourists’. That is to say it do impact on the foreign-tourists’
satisfaction. The touring intention of foreign-tourists was measured in terms of the business
group of service, the business group of trading merchandise, and the group of touring
place. Furthermore, it also determined whether the business group of service, the business
group of trading merchandise, and the group of touring place have influenced the foreign-
tourists’ satisfaction of Thailand’s tourism industry.

Likewise, this study measured both the tourism industry promotions and the
perception of political conflict situation in Thailand impact on the touring intention of foreign-
tourists. The tourism industry promotions were measured in terms of the public sector
(Tourism Authority of Thailand) and the private sector (Thailand’s tourism entrepreneurs).
Moreover, it also determined whether the public sector and the private sector have

influenced the touring intention of foreign-tourists. In the other hand, the perception of



political conflict situation in Thailand was measured in terms of the media (Thailand’s
political conflict situation reports) and the sharing experience (Inter-communication with
other person about Thailand’s political conflict situation). Furthermore, it also determined
whether the media and the sharing experience have influenced the touring intention of
foreign-tourists as well.

This study involved the level of foreign-tourists’ satisfaction in this Thailand
traveling; the level of touring intention of foreign-tourists in terms of business group of
service, business group of trading merchandise, and the group of touring place; the
influence level of perception of political conflict situation in Thailand in terms of media and
the sharing experience; and the achievement level of tourism industry promotions in terms
of public sector and the private sector.

The main tool used in gathering the data needed was a questionnaire. It was
supplemented by documentary analysis and interview whenever the respondents were
available during the time of data gathering. In order to answer the questions statistically
with the use of frequencies and percentages, weighted mean, and the multiple linear

regression analysis.
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5.1 Conclusion of Findings

The following are the salient findings of the study.

Profile of the Personal Characteristics of the Respondents

The Personal Characteristics show us know behavior of the tourists and we

can predict their interesting and the target group to plan services for them in the future

The majority 272 (68.0%) of the foreign-tourists as respondents are male while

the rest 128 (32.0%) are female. The data tends to imply that the male giving more

cooperate than female to fill out the questionnaire. Especially, the percentages of male

respondents are 66.0, 74.7, 66.7, and 66.7 of the young tourists, the adult tourists, the

middle age tourists, and the old age tourists respectively. And against female 34.0, 25.3,

33.3, and 33.3 of the young tourists, the adult tourists, the middle age tourists, and the old

age tourists respectively.

The data indicate that the majority, 262 (65.5%) of the respondents are their

young age of 18-30 years old while the rest 87 (21.8%) foreign-tourists are their adult age of

31-40, 30 (7.5%) foreign-tourists are their middle age of 41-50, and 21 (5.3%) foreign-tourists

are their old age of over 50 years old. It's implying that the young foreign-tourists had made

Thailand as destination in the one of top list.

The respondents of the four groups of age are single 321 (80.3%) as majority.

47 (11.8%) respondents are married. Widow is also indicated lowest figure of 7 (1.8%) out

of 400 respondents. Therefore the rest are divorce respondents of 25 (6.3%). It gives
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clearer picture about the majority of respondents that the single might getting more time
and more chance to travel and also more love to travel. However, some foreign-tourist is
living with someone as a couple without married but there is no the choice “a couple” in the
questionnaire so they had chosen the “married”.

The nationality show that majority 230 (57.5%) of the respondents are tourists
from Europe while the rest 34 (8.5%) respondents are foreign-tourists who came from
ASEAN country, 31 (7.8%) foreign-tourists are Latin America, 28 (7.0%) foreign-tourists are
East Asia, 26 (6.5%) foreign-tourists are America (Canada, USA, and Mexico) which the same
number with Oceania tourists are 26 (6.5%) as well, 15 (3.8%) foreign-tourists are Middle East,
7 (1.8%) foreign-tourist are South Asia, and 3 (0.8%) respondents are the tourists who came
from Africa. Thus, it's implying that the European had made Thailand as a destination in the
one of top list.

The respondents’ income of the four groups of age. The majority 275 (68.8%)
foreign-tourists earned 0-50,000 USD per year, 83 (20.8%) foreign-tourists earned 50,000-
100,000 USD per year, and the rest of the respondents as 42 (10.5%) foreign-tourists earned
100,000-300,000 USD per year. It's interesting that there is no foreign-tourists earned over
300,000 USD a year in this data gathering.

The majority 180 (45.0%) of the respondents are bachelor's degree and the
least number 5 (1.3%) of the respondents are doctorate. There are 125 (31.3%)

respondents are lower than bachelor's degree. The rest of 90 (22.5%) respondents are
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master's degree. Thus, it's implying that the tourists’ education doesn’t influence the
destination decision-making as vacation trip.

The number of visiting Thailand show that the respondents of the four groups of age;
172 (43.0%) foreign-tourists have come to Thailand at the first time, 110 (27.5%) foreign-tourists
have come to Thailand at the second time, 48 (12.0%) foreign-tourists have come to Thailand for
three times, and 70 (17.5%) foreign-tourists have come to Thailand more than three times.
Therefore, it's implying that there is a lot of tourists would like to visit Thailand but their decision of
vacation place choice depends on many factors. However, the most important is how to make the
foreign-tourists desire to visiting Thailand and also make them repeat their pursuit of happiness in
Thailand again and again like the group of “more than three times” respondents.

In terms of the respondents’ budget for this trip, the majority 255 (63.8%) foreign-
tourists had spend their money 0-5,000 USD for this trip, 110 (27.5%) foreign-tourists had spend
5,000-10,000 USD for this trip, 30 (7.5%) foreign-tourists had spend 10,000-30,000 USD for this
trip, and the rest of the respondents as 5 (1.3%) foreign-tourists had spend over 30,000 USD for
this trip. It discloses that the vacation in Thailand is not the expensive cost.

The majority of respondents are 316 (79.0%) foreign-tourists had spend
their vacation time in Thailand more than 7 days while the rest 20 (5.0%) foreign-
tourists had spend for 6 to 7 days, 31 (7.8%) foreign-tourists had spend for 4 to 5
days, and 33 (8.3%) foreign-tourists had spend for 1 to 3 days. It discloses that the

foreign-tourist prefer to spend their vacation time in Thailand as a long traveling trip.



157

The mean of the tourism industry promotions, the perception of the political

conflict situation in Thailand, The mean of the touring intention of the foreign-tourists, The

mean of the foreign-tourists’ satisfaction

The mean make us know the interesting trends of the respondents to
predict and write the recommendation in future

The mean of the tourism industry promotions is 2.51. That is described as ‘Less’.
Both the public sector and the private sector are rated ‘Less’ and these are scored X =258
and X =245 respectively.

The mean of the perception of the political conflict situation in Thailand is 2.95. That
is described as ‘Average’. Both media and sharing experience are rated ‘Average’ and these are
scored X =294 and X =297 respectively.

The mean of the touring intention of the foreign-tourists is X =317 (Average). The
group of touring place has highest intention score (Y = 3.66) is rated ‘High’ compared with
the lowest intention score, business group of service is scored X = 3.53 (High) while the
rest, the business group of trading merchandise scored X =323 (Average).

The mean of the foreign-tourists’ satisfaction is X = 3.81 (High).

Regression of Personal Characteristics Profile, the Tourism Industry Promotions, and

the Perception of Political Conflict Situation in Thailand on the Touring Intension of

Foreign-tourists
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Business Group of Service. The effect of the combination of three inputs;
personal characteristics, tourism industry promotions, and perception of the political conflict
situation variables significantly influenced the factor condition of the touring intention of
foreign-tourists in term of the business group of service (F-ratio = 20.365, F-Sig = .000).
The personal characteristics, the tourism industry promotions, and the perception of the
political conflict situation in Thailand account for 40.70 percent (R square = .407) on the
factor condition of the touring intention of foreign-tourists (Business Group of Service).
Among the entered variables; there are gender, budget for the trip, number of spending day
in Thailand, public sector, and media were found to be significant predictors of the factor
condition of the touring intention of foreign-tourists in term of the business group of
service (t-prob less than .01). Furthermore, both entered variables; private sector and
sharing experience were found to be significant predictors of the factor condition of touring
intention of foreign-tourists in term of the business group of service (t-prob less than .05).

Business Group of Trading Merchandise. The effect of the combination of
three inputs; personal characteristics, tourism industry promotions, and perception of the
political conflict situation variables significantly influenced the factor condition of the touring
intention of foreign-tourists in term of the business group of trading merchandise (F-ratio =
4.944, F-Sig = .000). The personal characteristics, the tourism industry promotions, and the
perception of the political conflict situation in Thailand account for 14.30 percent (R square

= .143) on the factor condition of the touring intention of foreign-tourists (Business Group of
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Trading Merchandise). Among the entered variables; there are gender, number of visiting

Thailand, number of spending day in Thailand, public sector, and private sector were found

to be significant predictors of the factor condition of the touring intention of foreign-tourists

in term of the business group of trading merchandise (t-prob less than .01). Furthermore,

sharing experience was found to be significant predictors of the factor condition of touring

intention of foreign-tourists in term of the business group of trading merchandise (t-prob

less than .05).

Group of Touring Place. The effect of the combination of three inputs; personal

characteristics, tourism industry promotions, and perception of the political conflict situation

variables significantly influenced the factor condition of the touring intention of foreign-

tourists in term of the group of touring place (F-ratio = 4.054, F-Sig = .000). The personal

characteristics, the tourism industry promotions, and the perception of the political conflict

situation in Thailand account for 12.00 percent (R square = .120) on the factor condition of

the touring intention of foreign-tourists (Group of Touring Place). Among the entered

variables, both nationality and number of spending day in Thailand were found to be

significant predictors of the factor condition of the touring intention of foreign-tourists in term

of the group of touring place (t-prob less than .01). Moreover, budget for the trip was found

to be significant predictors of the factor condition of touring intention of foreign-tourists in

term of the group of touring place (t-prob less than .05).
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Touring Intention of Foreign-tourists as a whole. The effect of the
combination of three inputs; personal characteristics, tourism industry promotions, and
perception of the political conflict situation variables significantly influenced the touring
intention of foreign-tourists (F-ratio = 7.327, F-Sig = .000). The personal characteristics, the
tourism industry promotions, and the perception of the political conflict situation in Thailand
account for 19.80 percent (R square = .198) on the touring intention of foreign-tourists.
Among the entered variables; there are gender, number of spending day in Thailand,
private sector, and media were found to be significant predictors of the factor condition of
the touring intention of foreign-tourists (t-prob less than .01). Moreover, sharing experience
was found to be significant predictors of the factor condition of touring intention of foreign-
tourists (t-prob less than .05).

Regression of Business Group of Service, Business Group of Trading

Merchandise, and Group of Touring Place on the Outcome of the Touring Intention of

Foreign-tourists

Foreign-tourists’ Satisfaction. The effect of the combination of three inputs;

business group of service, business group of trading merchandise, and group of touring

place variables significantly influenced the foreign-tourists’ satisfaction (F-ratio = 17.191, F-

Sig = .000). The business group of service, the business group of trading merchandise, and

the group of touring place account for 11.50 percent (R square = .115) on the foreign-

tourists’ satisfaction. Among the entered variables; only group of touring place was found to
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be a significant predictor of the factor condition of foreign-tourists’ satisfaction (t-prob less
than .01). Moreover, business group of trading merchandise was found to be significant

predictors of the factor condition of foreign-tourists’ satisfaction (t-prob less than .05)

5.2 Discussion

According to the research ,the research survey and a both data of two researchers
have found an interesting issue. This has brought the issues discussed in the following ;

Travel behavior of the sample and Touring intention of foreign-tourist

This research on travel behavior found that most visitors in the group age of
between 18-30. It may be that age is pleasure to travel and adventure. They are likely more
often than other groups. According to Sasipol, 2006 research found that visitors who travel
to the 6. Southern Province is a group of teenagers.

Most visitors are Europeans. It is according to statistics of Tourism Authority
Thailand. Most tourists and tourism spending in approximately 0-5000USD per compared
with the income of most tourists (0-50000USD per year) have the possibility to spend in
travel each time.

Most tourists travel at the first time. And spend to travel more than 7 days may
be vacation time or during school holidays. It could be assume that tourism in Thailand to
lower costs due to currency rate and be worthy to pay for their traveling as following the

focusing objective to do promotion of Tourism Authority Thailand.
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Touring intention of foreign-tourist overall in the medium level. Interesting Group

of touring place is the most potential because Thailand is a tourist attraction with a variety

of natural beauty. It is according to mill 1999 that Based on element of tourism, Attractions

should have attracted the attractions. Interesting is the location of tourism facilities are beautiful,

well-known tourist attractions and events that are of interest such as historical events, etc. It also

found that more young visitors to enjoy the pub and bar in the average level of interest in

that match their age. Consumers are different groups of age obviously have very different needs

and wants. (Natalie Perkins, 1993). And It is according to Wongpatikarn ,1999 found higher

average interest of spending time at night club and restaurants .

Touring intention is dependent on gender. Especially, in the group of Service It

may that every society, it is quite common to find products that are either exclusively or strongly

associated with the members of one sex. Sex roles have important cultural component. It is quite

fitting to examine gender as a sub-cultural category (Kanuk Schiffman, 1997).

In part of Group of Trading Merchandise dependent on gender. Maybe the

respondents preferred to buy souvenirs for relatives and friends. Especially the purchase of

shopping center in Bangkok found in the average high level.
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Perception on Thailand tourism industry promotion and Perception on
Thailand tourism industry promotion effect Touring intention of foreign-tourist

From secondary data found that Public sector always support the way to
promote of Private sector which have promote out by the media as TV, radio, newspaper,
billboard, website, organization or road show and approached to the people in oversea
markets

This research found that the majority of tourists is perceive on Thailand tourism
industry promotion in a medium to low level. That may mean less to do Promotion of Public
sector and Private sector exposure or less It maybe selected to promote the wrong target
but it can not definitive because this research paper application can ask to the tourists
travel who come to travel in Thailand only. The research can not be asked to tourists in
their countries that do not travel to travel in Thailand.

Interesting find sample aged 31-40 perceive on Thailand tourism industry
promotion though the internet that may be they have an opportunity to use internet more
than other group of age and they have an opportunity to perceive on Thailand tourism
industry promotion though the internet more than other group of age. It is according to
Wongpatikarn , 1999 Founds that some tourists visiting Phuket relate with night life entertainment
at Bangkok and Pattaya. This nightlife entertainment is publicized on internet. Because at present

internet network has used all the world and Internet media could access to the most recipients.
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The potential internet users have been using more which the Tourism Authority of Thailand would
commit the large of budget to promote on website.

As people age 51 years or more who realized a minimal promote on website, but
they were realized over by the radio media. It shows about process of understanding of each
person which is depend on internal factor such as belief, experience, necessary and emotion as
well as external characteristic of stimulate perception. (Sererat, 1991 : 51).

When the sample was known promotion and decided to travel by groups in the
classification as Business Group of Service, Business Group of Trading Merchandise and
Business Group of Touring Place The perception is a cognitive process that enables us to
interpret and understand our surrounding. Kreitner and Kinicki (2001).

The results of this study show that Touring intention of foreign-tourist is dependent on
Perception on Thailand tourism industry promotion which is according to Tasanai soonthonwipak
(1989: 64) found that the amount of open information about Thailand from various exhibitions,
Thai trade fair, selling Thai goods. There are relate with the number of times to travel to Thailand
and the intention to travel of foreign-tourists, however awareness promotion of foreign-tourists
effect to decided to travel of tourists. It may be deviant and reduce the influence due to concerns
about their safety. It is also according to Sasipol ,2006 found that the effectiveness of marketing
communications may be reduced because of the factor of safety of the travel. (Sasipol ,2006)

Perception of political Conflict situation is effect touring intention of foreign-tourist
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This research found that foreign-tourist perceive on political Conflict situation in the
current average overall reduction medium-high level and find that Touring intention of foreign-
tourist dependent on Perception of political Conflict situation that may be due to concerned
about the safety of the process to realize it. It is according to Chacko, The United States fares
very poorly on personal safety and this weakness that can be exploited by competing
destinations, such as Canada and Australia. On the other hand, the United States do best in the
areas of opportunities to increase knowledge, outstanding scenery, and shopping. Based on this
information, various differentiation strategies for the United States can be explored. However, the
visitors, but still decided to travel.

From the visitors intend to travel and tourism in Thailand has been created. The
research found that tourists are satisfied to travel in all groups of touring intention in the average
level. Fick and Ritchie (1991) described that perceptions of quality were formed when a
product (service) performed at or above the level that a consumer expected. According the
result ,it can assume that tourists will return to travel in Thailand in the future because they satisfy
in tourism. It is according to ABAC research found that the foreign tourists perceive on poalitical
conflict of the People’s Alliance for Democracy 88.7 %, but still decided to travel to Thailand and
found that tourists continue to enjoy Thailand. They are willing to return to Thailand 96.7 % before
an accident and 97.0 %.After strike, and announced state emergency .They still would like to

come back to travel to Thailand.
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Touring Intention of Foreign-tourists is dependent on Personal Characteristics,
Tourism Industry Promotion, and Perception of the Political Conflict Situation in Thailand.
and Foreign-tourists’ Satisfaction is dependent on Touring Intention of Foreign-tourists.

This study found that the Touring Intention of Foreign-tourists is dependent on
Tourism Industry Promotion. When the foreign-tourists come to travel in Thailand and then there
are satisfaction in tourism, which was significantly related to the study that Foreign-tourists'
Satisfaction is dependent on Touring Intention of Foreign-tourists.

The process Tourism Industry Promotion effect Touring Intention of Foreign-tourists
and Touring Intention of Foreign-tourists effect derivatively Foreign-tourists' Satisfaction. The
researcher focuses following the context of David Easton (1965) which is this process can explain
that the Tourism Industry Promotion is input is effect Touring Intention as process and Decision to
travel as output. Decision to travel is effect Foreign-tourists' Satisfaction as outcome. By all
process is in terms of environment as the Perception of the Political Conflict Situation in Thailand.

And Perception of the Political Conflict Situation is effect the process as Touring Intention

according ; figure2.2
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5.3 Limited of study

1. The migration positions and restructuring of TAT government & change
responsible greasy .Case lack of consistency of data use in research.

2. Survey research & methods including budget can not understand the comments
people who living oversea.

3. The respondents are wiling to answer the questionnaire but limited on the

language.

5.4 Recommendation

In cognizance of the foregoing conclusions, the researcher hereby forwarded
the following recommendations;

1. The young foreign-tourists had made Thailand as destination in the one of
top list. For extend the market of tourism industry of Thailand, Thailand (both Public Sector
and Private Sector) should be enhancing the promotion in other group of age as well.

2. Some foreign-tourist is living with someone as a couple without married but
there is no the choice “a couple” in the questionnaire so they had chosen the “married”.
Therefore, in the next time of similar research, researcher should make one more option “a

couple” in the check-list part of questionnaire for more correct information.
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3. Thailand (both Public Sector and Private Sector) should make the direction of

marketing in Europe that recurring Thailand travel and improving the public relations in

other region or country as well and keep old market as Asia market.

4. For more clear information, in the next similar research, questionnaire is suppose

to be classified the check-list option for indentifying the foreign-tourists’ income better.

5. There is a lot of tourists would like to visit Thailand but their decision of vacation

place choice depends on many factors. However, the most important is how to make the foreign-

tourists desire to visiting Thailand and also make them repeat their pursuit of happiness in

Thailand again and again like the group of “more than three times” respondents. Thus, Thailand

should make the foreign-tourists more impressive in their visiting for got them come again in the

future and took someone together.

6. Thailand is valuable to travel, that is the strength of Thailand tourism industry and

then it should be established as the main strategy integrated with the next recommendation.

7. t is an opportunity of Thailand tourism industry. Thailand should make more

travel promotions like valuable touring package such as the 7 days 7 places in Thailand.

8. In this data gathering of the study, there are many foreign-tourists would like to pay

cooperated in filing out the questionnaire but their English are not well enough. In the future

research, for more quality of data gathering, the questionnaire should be translated from English

to the key language of the world such as Chinese, Japanese, France, Spanish, German, Arabic,

Hindi etc.
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9. The Tourism Authority of Thailand should review the way of tourism industry

promotions of Thailand. Moreover, it's should be more cooperated in Thailand tourism

marketing between the Tourism Authority of Thailand and the tourism entrepreneurs as

travel companies.
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QUESTIONNAIRE
The Impact Tourism Industry Promotions and
The Political Conflict Situation in Thailand

on Touring intention of Foreign-tourists in Thailand

Direction
This questionnaire contains five parts of variables. You are kindly requested to
freely answer all items without any obligation. Part I is your personal characteristics
that are necessarily to be checked-out. The rest will seek your attitude on various
questions of which the researcher strongly require to statistically utilize to complete
the research.
The rating scales of this questionnaire numerically explain your attitudes as
follows.
5 is Strongly Agree / Very High
4 is Mildly Agree / High
3 is  Neither Agree nor Disagree / Average
2 is Mildly Disagree / Low
1 is Strongly Disagree / Very Low
Your kind corporation in filling out this questionnaire will be highly
appreciated.
Thanks,
Phanrada Sririttidamrong

Master of Business Administration Student,
University of the Thai Chamber of Commerce
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Part I: Personal Characteristic

1. Gender

2. Age

3. Marital Status

4. Nationality

5. Income

[ ] Male [ ] Female

[]18-30 []31-40
[]41-50 [ ]Over50

[ ]Single [ ] Married
[ ]Divorce [ ] Widow

[ ] ASEAN such as Malaysia, Singapore, Vietnam etc.

[ ] East Asia such as China, Japan, Korea etc.

[ ] Europe such as France, Germany, Spain etc.

[ ] America such as Canada, Mexico, USA etc.

[ ] Latin America such as Argentina, Brazil, Paraguay etc.
[ ] South Asia such as Bangladesh, India, Pakistan etc.

[ ] Oceania such as Australia, New Zealand etc.

[ ] Middle East such as Egypt, Israel, Saudi Arabia etc.

[ ] Africa such as Nigeria, South Africa, Sudan etc.

[ ]0-50,000 USD per year

[ ]50,001 - 100,000 USD per year
[ ]100,001 - 300,000 USD per year
[ ] Over 300,000 USD a year

6. Educational Attainment [ ] Doctorate

[ ] Master's degree
[ ] Bachelor's degree
[ ] Lower than bachelor's degree

7. Number of Visiting Thailand [ _] This is my first time.

[ ] Second time.
[ ] This trip is the third.
[ ] More than three times.

8. Budget for the Trip [ ]0-5,000 USD for this trip

[ ]5,001 - 10,000 USD for this trip
[ ]10,001 - 30,000 USD for this trip
[ ] Over 30,000 USD for this trip

9. Number of Spending Day in Thailand [ ]1-3days [ ]4-5 days

[ 16-7 days [_]More than 7 days



Part I1: Tourism industry promotions

A. Public Sector, by the Tourism Authority of Thailand
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ltem

Level of Opinion

Strongly
Agree

5

Mildly
Agree

4

Neither
Agree nor
Disagree

3

Mildly
Disagree

2

Strongly
Disagree

1

Al. The Thailand PR advertising had been seen
often on television in your country.

A2. The Thailand PR advertising had been
announced often on radio in your country.

A3. The Thailand PR advertising had been
pressed often on newspaper in your country.

A4. The Thailand PR advertising had been
posted often on billboard in your country.

A5. The Thailand PR advertising had been seen
often on website.

A6. The Thailand tourism promotion had been
organized often in your country.

A7. The Thailand tourism promotion has been
approached to the people in your country




B. Private Sector, by the Tourism Entrepreneurs
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ltem

Level of Opinion

Strongly
Agree

5

Neither
Mildly Agree nor Mildly Strongly
Agree Disagree Disagree Disagree

4 3 2 1

B1. The advertising of Thailand touring
packages had been seen often on television in
your country.

B2. The advertising of Thailand touring
packages had been announced often on radio in
your country.

B3. The advertising of Thailand touring
packages had been pressed often on newspaper
in your country.

B4. The advertising of Thailand touring
packages had been posted often on billboard in
your country.

B5. The advertising of Thailand touring
packages had been seen often on website.

B6. The Thailand touring packages had been
sent you often by the direct mail.

B7. The Thailand touring packages had been
sent you often by the attachment of the credit-
card bill.

Part I11: Perception of the Political Conflict Situation in Thailand

C. Media

ltem

Level of Opinion

Strongly
Agree

5

Neither
Mildly Agree nor Mildly Strongly
Agree Disagree Disagree Disagree

4 3 2 1

C1. Television news make you feel like it might
be risky if you come to Thailand.

C2. Radio news make you feel like it might be
risky if you come to Thailand.

C3. News paper make you feel like it might be
risky if you come to Thailand.

C4. Political conflict pictures of Thailand on
newspaper make you feel like it might be risky
if you come to Thailand.

C5. Political conflict information of Thailand
on website make you feel like it might be risky
if you come to Thailand.




D. Sharing Experience
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Level of Opinion

ltem Very High High Average Low Very Low
5 4 3 2 1
D1. You had talk to your friend about the
political conflict situation in Thailand.
D2. You had talk to your family about the
political conflict situation in Thailand
D3. Your friend told you the information that
you might be risky if you come to Thailand.
D4. Your family told you the information that
you might be risky if you come to Thailand.
D5. You have got the information from the
website that your might be risky if you come to
Thailand.
Part 1V: Touring Intention of the Foreign-tourists (before journey to Thailand)
E. Business Group of Service
Level of Opinion
ltem Very High High Average Low Very Low
5 4 3 2 1

E1. I intend to tarry in a famous hotel and resort
at Thailand.

E2. | intend to visit a famous restaurant and
eatery in Thailand.

E3. I intend to be served by a famous spa and
massage in Thailand.

E4 I intend to be cured by a famous hospital in
Thailand or plastic surgery.

ES. | intend to visit pub, nightclub,
entertainment place, and spending nightlife in
Thailand.




F. Business Group of Trading Merchandise
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Level of Opinion

ltem

Very High
5

High
4

Average

3

Low

2

Very Low

1

F1. I intend to go shopping and buy something
for myself at some grand shopping center in
Bangkok such as Siam Paragon, Emporium,
MBK Center, Central World etc.

F2. | intend to go shopping and buy some
souvenir for my family and friends at some
grand shopping center in Bangkok such as Siam
Paragon, Emporium, MBK Center, Central
World etc.

F3. I intend to go shopping and buy something
for myself at some night plaza in Bangkok such
as Patpong, Suan-lum Night Plaza etc.

F4. 1 intend to go shopping and buy some
souvenir for my family and friends at some
night plaza in Bangkok such as Patpong, Suan-
lum Night Plaza etc.

F5. 1 intend to go shopping and buy something
for myself at somewhere | could in Thailand
such as Pattaya Night Plaza, Chiang-mai Night
Plaza etc.

F6. | intend to go shopping and buy some
souvenir for my family and friends at
somewhere | could in Thailand such as Pattaya

Night Plaza, Chiang-mai Night Plaza etc.




G. Group of Touring Place
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ltem

Level of Opinion

Very High
5

High
4

Average

3

Low

2

Very Low

1

G1. | intend to go a famous beach and sea in
Thailand such as Pattaya, Cha-um, Hua-hin,
Patong etc.

G2. | intend to go a famous Island in Thailand
such as Samui, PePe, Similan etc.

G3. | intend to go a famous waterfall and forest
in Thailand such as Saiyok, Teelorsu, Sarika
etc.

G4. | intend to go a cultural and historical
touring place in Bangkok such as Wat-prakaew,
Wimanmek Mansion at Dusit Palace, Loha-
prasat at Wat Ratchanadda etc.

G5. | intend to go a cultural and historical
touring place outside Bangkok such as
Sanpetch-prasat Ayudhya, Death Railway
Kanchanaburi etc.

G6. | intend to go a province, country, or
somewhere else in Thailand such as Nongkhai,
Maehongsorn, Ubon Rajathani etc.




Part V: Foreign-tourists’ Satisfaction
H. Satisfaction of Thailand

187

Item

Level of Opinion

Very High
5

High
4

Average

3

Low

2

Very Low

1

H1. The satisfaction level of the
accommodation, hotel, resort, and resting place
in Thailand.

H2. The satisfaction level of the restaurant and
eatery in Thailand.

H3. The satisfaction level of the spa and
massage in Thailand.

H4. The satisfaction level of the pub, nightclub,
entertainment place, and spending nightlife in
Thailand.

H5. The satisfaction level of the shopping
center, plaza, and department store in Thailand.

H6. The satisfaction level of the touring place
in Thailand.

H7. The satisfaction level of the sightseeing in
Thailand.

H8. The satisfaction level of the domestic
transportation service in Thailand.
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Table 3.2 Reliability of the Touring Intention of Foreign-tourists (Cronbach’s Alpha)

Pre-test Final
SI. No. of
Factor (Cronbach’s (Cronbach’s
No. Items
Alpha) Alpha)
1 Personal Charactoristics 9 .866 .878
2 Tourism Industry Promotion 14 915 921
3 Perception of Political Conflict 10 944 949

Situation
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