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DEMOGRAPHIC FACTORS
AFFECTING CHINESE TOURISTS
TRAVELING TO THAILAND

IN THE POST-COVID-19 ERA

Abstract

Chinese tourists contribute significantly to the development of the tourism industry
in Thailand. However, only some studies have systematically discussed the role of
demographic factors in developing Thai international tourism. The study aims to re-
search the behavior of Chinese citizens traveling to Thailand in the post-Covid-19 era
based on combining the behavioral dynamics, the push-pull theories and demograph-
ics. 432 Chinese travelers who have visited Thailand participated in the survey. The
scale included four parts: international tourism development in Thailand (A1-A8);
pushers (B1-B9); pullers (C1-C8); demographic variables: gender, age, occupation,
income, education level, marital status, and location. The study used exploratory
factor analysis, confirmatory factor analysis, correlation, and variance analyses with
SPSS 26.0. Therefore, exploratory factor analysis identified for this study three factors:
F1 (5 items), F2 (3 items), and F3 (4 items). The correlation between F1 and F2 is 0.8,
between F1 and F2 is 0.87, between F2 and F3 is 0.79. The findings of the analysis of
demographic variables indicate that: gender does not affect tourists’ perceptions and
changes; age has a significant impact on the three constructs; monthly income should
be considered in the development of inbound tourism strategies; undergraduate and
postgraduate visitors showed higher scores for research constructs; there is no need
to consider the marital status of tourists. The study suggests that the Thai tourism de-
partment pay attention to the push and pull factors that motivate Chinese citizens to
choose Thailand to expand international tourism.

Keywords global tourism, outbound tourism, behavioral dynamics,
push-pull theories, marketing
JEL Classification J10, M30, Z30, Z32

INTRODUCTION

The Covid-19 pandemic has severely affected the development of glob-
al tourism. Since 2020, outbound tourism in many tourism countries
has suffered unexpected impacts (Zhang et al., 2021). However, the
outbound tourism has ushered in new opportunities for world tour-
ism development in 2022 (Higgins-Desbiolles, 2022). The tourism in-
dustry will become the driving force of the global economic recovery
and will create nearly 126 million new jobs in the next decade, ac-
counting for one-third of the new jobs. The tourism industry in the
Asia Pacific region will recover significantly, creating nearly 77 million
new jobs from 2022 to 2032. The industry’s contribution to GDP is
expected to grow at an average annual rate of 8.5%, more than twice
the 4% growth rate of the region’s overall economy (Breaking Travel
News, 2022).

Chinese tourists have occupied the most vital position in Thailand’s
tourism market, creating enormous benefits for Thailand’s tourism
development since 2015 (Hess, 2019). Thailand has welcomed many
foreign tourists, including from Europe, the United States, India,
Malaysia, Singapore, and other countries that have fully opened
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up since 2022 (Jaiwilai & Kunaviktikul, 2022). The Thai government has launched some tourism
promotion policies to accelerate the sustainable growth of tourism (Jaiwilai & Kunaviktikul, 2022).
The global Covid-19 resistance made a significant breakthrough in 2022 (Servellita et al., 2022).

This study aims to identify what type of Chinese tourists prefer traveling to Thailand. There are still
some gaps in the prediction of the essential market. Moreover, transportation convenience, a safe des-
tination, natural scenery, shopping place, and nightlife play an essential role in tourism development
(Zhang, 2012). The Thai government should identify the push and pull factors for Chinese citizens trav-
eling to Thailand. Many studies have explored the factors influencing Chinese tourists (Xu et al., 2020).
In post-Covid-19 era, Chinese tourists will have more opportunities to return to Thailand (Jia & Zhao,
2021). However, research needs to systematically interpret and predict the need to develop international
tourism based on the results of quantitative studies and determine the pushers and pullers for Chinese

citizens traveling to Thailand.

1. LITERATURE REVIEW

Behavioral dynamics theory describes how
human behavior is promoted and maintained
(Wongmonta, 2021). Consumer and destination
decision-making behavior gradually mature
with the support of behavioral dynamics theo-
ry. Push-pull research inspires consumer behav-
ior in the tourism industry. Many factors, such
as the quality of tourism products, destination
image, and cultural background, may lead peo-
ple to make different decisions on tourism con-
sumption (Wu & Liang, 2020).

The study of outbound travel behavior has al-
so received wide attention in recent years.
Transportation, consumption level, accommo-
dation, and publicity of overseas travel destina-
tions also affect tourists (Gu, 2022). Behavioral
dynamics theory is more mature in Europe, and
the discussion of student behavior is widely used
in psychology and education (Short, 2021). This
study introduces the behavioral dynamics theo-
ry into overseas tourism to illustrate the push-
ers and pullers for Chinese tourists and discover
the necessity of developing international tour-
ism in Thailand.

The push-pull theory is one of the classic pop-
ulation migration theories. It holds a push-pull
force in both inflows and outflows of the popu-
lation (Piras, 2021). The former is a negative fac-
tor that pushes the floating population outward.
Education level and the length of migration dis-
tance affect the push-pull force on the migrant
population. System factors also restrict migra-
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tion. Urban development, work pressure, envi-
ronmental problems, and the high push force
of tourism consumption affect Chinese tourists,
resulting in many factors promoting tourists’
outbound travel (Shi et al., 2020).

Racing force refers to positive factors in plac-
es where people flow and are conducive to out-
bound travel (Zhang et al., 2020). These positive
factors can improve tourism development, bet-
ter meet the needs that tourists are not satisfied
with the services provided in their countries,
and thus improve the overall efficiency of over-
seas travel. The push-pull theory is used in tour-
ism behavior and motive. Travel behavior and
motive are the main factors that define the form
of tourism (Bayih & Singh, 2020). The study on
travel behavior and motive will help to under-
stand tourists, subdivide tourists, help tourism
marketers to allocate scarce tourism resources
more effectively, and develop the tourism sector
(Grilli et al., 2021).

The decline in tourism between 2020 and 2021
cost the global economy more than $4 trillion
(Haryanto, 2020). Thailand is clearly among the
most injured as a well-known tourist country in
Southeast Asia, so it has done everything possi-
ble to revitalize its tourism industry (Haryanto,
2020). The Thai government is eager to open
its borders to accelerate tourism recovery and
boost the economy. The lifeblood of Thailand’s
economy (tourism) accounted for about 21%
of the country’s GDP (before 2019). After the
outbreak, Thailand lost 3.7 billion dollars in
tourism last year due to the sharp drop in in-
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ternational tourists (Boonyasana & Chinnakum,
2021). Therefore, it is indispensable to develop
tourism in Thailand.

Thailand is rich in natural and cultural re-
sources. There are many scenic spots in cen-
tral and northern Thailand: temples, pal-
aces, and Sukhotai historical and cultural
parks (Riddhagni & Taylor, 2019). In addition,
many world-famous island resorts are locat-
ed in southern Thailand. As a tourist country,
Thailand enjoys a warm climate and is suitable
for traveling all year round. Foreign tourists are
attracted to Thai cultural forms, festivals, and
religions (Ghosh & Anjum, 2022).

Most people in Thailand believe in Buddhism,
which has a long history in Thailand and has
a profound impact on the life and culture of
the Thai people. Thailand is located in the
center of Southeast Asia and has convenient
transportation to many surrounding countries
(Punyaratabandhu & Swaspitchayaskun, 2018).

As a tourist country, Thailand has driven the
real estate industry and attracted investment
worldwide (Montezuma & McGarrigle, 2019).
Thai tourism professionals also promote the de-
velopment of international schools in Thailand,
with a substantial increase in annual income of
10%~20% (Jia & Zhao, 2021). Healthcare and old
age tourism also promote the development of
related industries in Thailand, where most doc-
tors have studied abroad to receive high quali-
fication (Wongboonsin et al., 2020). Moreover,
Thai hospitals are star-rated hotels with com-
plete facilities and comfortable medical expe-
riences. Thus, the development of international
tourism is of great significance to the develop-
ment of the Thai economy.

Push factors, or pushers, are personal and social
factors that drive tourists away from their places
of residence (Salisu et al., 2022). Economic and
self-factors have become pushers for Chinese
tourists to travel abroad. China’s urbaniza-
tion process is rapid, which has increased the
consumption of Chinese residents (Guan et al,,
2018). Tourists’ psychological factors also affect
their choice to travel to Thailand and enjoy life,
and consumerist values have changed the tra-
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ditional definition of tourism (Fan et al., 2020).
Cultural differences have made more Chinese
interested in Thai culture, life, and historical
sites. While Chinese tourists seek relaxed tour-
ism, they are often eager to see a different cul-
ture (Wen et al., 2018). After Covid-19, when
China’s long-term anti-Covid-19 pandemic
policy has been relaxed, Chinese tourists may
have a more robust demand for overseas travel
(Amighini, 2021). Therefore, the central pushers
for Chinese tourists to Thailand are the motiva-
tion and ideas of tourists and China’s political,
economic, and educational development.

Pull factors, or puller, are characteristic of
desirable destinations (Masiero et al., 2022).
Traditionally, Thailand has convenient and af-
fordable visa policy for Chinese tourists. In ad-
dition, with the development of the world econ-
omy, fewer and fewer countries rely on foreign
exchange for tourism to boost their economy
(Manzoor et al., 2019). Therefore, Thailand has
just seized this opportunity as an essential tour-
ist country (Suharko et al., 2018). In addition,
Thailand’s own natural and cultural landscape
is a vital tourist resource. While preventing the
Covid-19 pandemic, Thailand has gradually im-
proved its tourism industry during this extraor-
dinary period (Ugur & Akbiyik, 2020). E-visa,
automated travel services, and smart hotels are
gradually developing. After Covid-19, the pull-
ers for Chinese tourists to visit Thailand are one
of the main issues that should be concerned.

Based on the behavioral dynamics and push-
pull theories, this study aims to reveal the
need for developing international tourism in
Thailand and study demographic factors that
drive and promote Chinese-based tourism in
the post-Covid-19 era.

2. METHODOLOGY

This study collected data through online ques-
tionnaires filled by 432 tourists from all parts
of China who have previously visited Thailand.
The first part of the scale uses Boonyasana and
Chinnakum’s (2021) suggestions on interna-
tional tourism development in Thailand. Eight
rewritten items are used to measure the need to
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develop international tourism (A1-A8). Pushers
and pullers are the second and third parts, and
Sastre and Phakdee-Auksorn’s (2017) findings
help to analyze the behavior patterns of foreign
tourists in Phuket based on the push-pull theory.

Pushers include nine statements (B1-B9), and
pullers have eight (C1-C8). The fourth part
measures demographic variables: gender, age,
occupation, income, education level, marriage,
and location. First, SPSS and AMOS are used
for data analysis. Then, descriptive statistics
sort out sample and statement information
(Amrhein et al,, 2019). Next, reliability and va-
lidity analysis identified the feasibility of the re-
search framework and questionnaire. After that,
the constructs of the need to develop interna-
tional tourism, pushers, and pullers of Chinese
citizens traveling to Thailand were determined
based on exploratory factor analysis and vali-
dation factor analysis. Finally, with the support
of variance and correlation analyses, the effects
of demographic variables on the three research
constructs (need to develop international tour-
ism, pushers, and pullers) were verified.

Table 1 introduces a large gap between the pro-
portion of men and women in the sample: 243
were males, accounting for 56.3%, and 189 were
females, accounting for 43.8%. The dominant
age groups are 21-30, 31-40, and 41-50 years old.
Among the respondents, 85 are employees, ac-
counting for 19.7%, 79 are private owners, 58 are
teachers, 57 are professionals and technicians,
46 are freelancers, 38 are of other professions,
28 are civil servants, 25 are students, and 16 are
retired. Considering education, undergraduate
tourists account for 58.8%; the total number of
undergraduate tourists is 90, and there are 71
with master’s degree, while doctor’s degree com-
prises only 17 respondents. Next, 222 respond-
ents were married, accounting for 51.4%. More
than half of them were in a relationship (24.5%),
69 were single, 26 were divorced, and nine were
separated. To sum up, the study sample is di-
verse, which can more effectively demonstrate
the necessary conditions for the development of
tourism in Thailand and the impact of the push
and pull factors on Chinese tourists who prefer
visiting Thailand.

http://dx.doi.org/10.21511/im.19(1).2023.14
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Table 1. Demographics of the sample

Characteristics ° Frequency : Percent
Gender  female . 18 1 438
Male 243
eows0 '
2130yearsold 133
Age 31-40 years old 116
nsoyeasod e
_ SL6Oyearsold 45
Enterprise employee 85
Pteowner 9
Teacher 58
profesoral
Occupation _ Freelancer . 46
Others 38
Giservant T g
Retiree 16
%4000 205
/$3000-54000 146
$2000-$3000 102
Income
1$1000-52000 N
$500-51000 19
LS00 RO
Under bachelor’s degree : 90
Education :Bachelor’sdegree 254 1 3588
level Master'sdegree 1 71
Doctor’s degree 17
Married 222
! Inrelationship ...106
Divorced o 2B
Loseparated S
FEastChina 307 1248
SouthChina 92
NorthcChina b A
Location | SouthwestChina = .09 .
LentralChina AT
Northwest China & .25 i
: Northeast China ; 18
3. RESULTS

To meet the needs of this study, SPSS v.23 was
used for reliability testing. Table 2 shows that
Cronbach’s a is 0.933 (> 0.8), indicating that the
questionnaire is reliable and the data collected are
valid for further analysis.

Table 2. Reliability statistics

Cronbach’s
Cronbach’s Alpha | AlphaBasedon | N of ltems
. Standardized Items
933 .932 25
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Table 3 shows the KMO value of 0.942, higher
than 0.6. Through Bartlett’s test of sphericity, the
chi-square is 5248.026, the degree of freedom is
300; the p-value is 0 (< 0.05), which conforms to
the standard. The variables are somewhat inde-
pendent, indicating that the original question-
naire data variables are correlated. Thus, the data
are suitable for factor analysis.

Table 3. KMO and Bartlett’s test

Kaiser-Meyer-Olkin measure of sampling adequacy. @ 942
ot Approx. Chi-Square _ : 5248.026

Bart etts'tfest df 300
of Spher|c|ty i

Sig. ¢ .000

Twenty-five questions were divided into three di-
mensions by exploratory factor analysis. Table 3
suggests the KMO value = 0.942 (> 0.6), mean-
ing the data are valid. Meanwhile, the cumulative
variance explanatory rate after rotation = 51.63%
(> 50%), indicating that the amount of informa-
tion in the study items can be extracted effectively.
However, after the first validity analysis, the var-
iances of common factors Al, A6, and C8 were
0.248, 0.349, and 0.360, respectively. Therefore,
these three items cannot be extracted effectively.

After the second validity analysis, A-dimension ob-
tains A2, A3, A5, A7,and A8 in relation to F1 factor.
These five items are related to F1 of A-dimension,
indicating that the information from these five
options can be extracted effectively, which meets

Table 4. Exploratory factor analysis

the criteria of factor analysis. As for B-dimension
(F3), B, B3, B5, and B7 do not match the expected
values; the study deletes these items. The remain-
ing B2, B6, and B8 options are associated with F3
of B-dimension, indicating that the information
from these three studies is suitable for factor anal-
ysis. The C-dimension correlation to F2 results in
deleting the C3 option and remaining C1, C4, C5,
and C7 options; this indicates that the informa-
tion from these three statements can be extracted
effectively.

Table 4 shows multiple exploratory factor and va-
lidity analyses. The standard degree of all items is
more than 0.4, the KMO value is 0.932 (0.6), the
significance p-value is 0.00, and the items meet the
expected correspondence. Therefore, exploratory
factor analysis identified three factors for this study.

F1 stands for the need to develop international tour-
ism construct and has five external variables. It re-
fers to the construction of transportation facilities,
improvement of essential equipment, standardiza-
tion of tourism laws, regulations, and policies, and
promotion of economic development through the
development of the tourism industry.

F2 indicates that the pusher construct has three po-
tential variables: the motivation for consumers to

meet their spiritual needs by enhancing their aware-
ness and interest in tourism and being attracted to

local natural landscapes and cultural customs.

Items F1 F2 F3 : Common Factor Variance
A2 : 0.62 : 0.29 041 *
A3 0.72 0.38 0.23
A5 0481:: 0.20:: 0.16::
A7 0.63 0.33. 0.35
A8 0.70 0.42 0.15
B2 0.29:: 0.29:: 0.72::
B6 0.16 0.06 0.78
BS 0.19 0.37 0.67
c1 0‘32:: 0.69:: 0.18::
ca 0.29 0.70. 0.23
cs 0.29 0.70. 0.13
c7 0.25 0.70. 0.28
KMO 0.932
g S
df 80000 e e
p .000

Note: F1 = Need to develop international tourism construct; F2 = Pusher construct; F3 = Puller construct.
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F3 stands for the puller construct, with four po-
tential variables: rich destination tourism prod-
ucts, low travel costs, a wide variety of natural
landscapes and cultural atmosphere, and a choice
of hotels and food. Therefore, 12 items can contin-
ue to be analyzed by validating factor analysis.

After AMOS analysis, the CMINDF value is more
than 0.3, RMSEA is 0.068, and the goodness of fit
is low. Using MI to adjust and modify the model,
el and e2, e2 and €3, and e5 and e6 correction indi-
cators are highly correlated. After adjustment and
AMOS analysis, CMINDF is 2.399 (< 3), RMSEA
is 0.057 (< 0.08); Table 6 concludes the excellent
model fit.

The convergence of the potential variables of F1 and
the five observed variables are 0.80, 0.82, 0.73, 0.75,
and 0.77, respectively, which all exceed 0.5, indicat-
ing that the five observed variables have high conver-

.80

.87

.79

(6)

70 @
50 @

=—)
g -
v 456
[ o7 Jet—f1)

Innovative Marketing, Volume 19, Issue 1, 2023

gence validity and are suitable for validation factor
analysis. The convergence of potential variables of
F2 and three observation variables are 0.8, 0.53, and
0.70, respectively, which are more significant than

0.5, indicating that these variables have good conver-
gence validity, which is suitable for validation factor
analysis. The convergence of potential variables of F3

and four observation variables is 0.71, 0.72, 0.67, and

0.72, indicating that they have good convergence va-
lidity. The correlation among the three potential var-
iables, F1, F2, and F3, is also very high. The correla-
tion between F1 and F2 is 0.8, between F1 and F2 is

0.87, between F2 and F3 is 0.79, greater than 0.5, and

all exceed 0.7, indicating that the correlation among

the three potential variables is very high and there is

a significant correlation. Figure 1 shows the results of
the confirmatory factor analysis.

Table 5 shows that the AVE of F1 is 0.6 (> 0.5), in-
dicating that the effectiveness of F1 is outstand-

.64

.18

O ®

.28

El

Note: F1 = Need to develop international tourism construct; F2 = Pusher construct; F3 = Puller construct.

Figure 1. Confirmatory factors analysis
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Table 5. Validation of convergence: AVE and CR

Path Estimate S.E. C.R. P AVE CR

A2 &« P 0.801

A3 & F1 0.824 0.053 16.379 HxE

A5 e F1 0.731 0.048 14.915 ok 0.60 0.88

A7 1 &« 1 FL 0.752 0.047 16.416 ok

A8 & F1 0.766 0.045 16.708 HHE

3 020 SN 12200 N DO O B S

B6 : & P2 0.529 0.048 10.178 . 0.47 072

B8 & F2 0.704 0.053 13.529 HHE

a <R am o

C4 & F3 0.723 0.076 13.645 roxk

c5 e F3 0.672 0.076 12.752 ok 0.50 0.80

c7 <« F3 0.717 0.07 13.542 e
Note: F1 = Need to develop international tourism construct; F2 = Pusher construct; F3 = Puller construct.
Table 6. Model fitting overall appropriate index

Index x2/df GFI AGFI TLI NFI CFI RMSEA

Evaluationindex . 13 0 >08 08 >0.9 >0.3 203 ......2008 .
Test result : 2.399 . 0957 i 093 0.962 0.954 0973 i 0.057

ing. The AVE of F2 is 0.47, between 0.36 and 0.5,
reaching the target, and still showing some validity,
indicating that F2 has a high convergence validity
and reliability. The AVE of F3 is 0.5, equal to 0.5, is
an acceptable range, and the convergence validity is
reliable. The composite reliability value of F1 is 0.88
(> 0.8), which indicates that F1 has high reliability.
The composite reliability of F2 is 0.72 (> 0.6), indi-
cating that the composite reliability of F2 is quite
reliable, and that of F3 is 0.8 (> 0.6), indicating that
the convergence validity of F3 is highly reliable.

3.1. Analysis of demographic
variables

The average number of views on the necessity of
Thailand developing international tourism, push-
er, and puller constructs of different visitors was
tested gender-based by an independent T-test.
Table 7 shows no significant individual difference
between tourists based on their gender.

Table 7 proves that the t-values of the need to de-
velop international tourism, pusher, and puller

Table 7. Gender difference analysis

constructs are 1.64, —-0.64, and -0.96, and p-val-
ues are 0.1, 0.52, and 0.34, respectively (p > 0.05),
which are not statistically significant. Therefore,
there is no significant difference based on gender
between the research constructs. Gender does not
affect tourists’ perceptions and changes. Thus, in
developing outbound tourism in Thailand, there
is no need to consider these three constructs based
on gender.

Through multiple comparisons, the study found
that the average score of tourists aged 31-40, 41-
50, 51-60, 61 and over was higher, among which
the average score of need to develop international
tourism, pusher, and puller constructs was higher
among tourists aged 51-60.

Table 8 shows significant differences in the views
of the need to develop international tourism,
pusher, and puller constructs among different age
groups. F = 6.32, 11.26, and 9.19, respectively, with
p =0.00 (p < 0.05), reaching highly significant lev-
els. It shows that age has a significant impact on
the three constructs. Therefore, in developing in-

Constructs Male Female T P
Need to develop international tourism construct 1.89+0.78 1.76+0.86 1.64 0.1
. S iemessiemoss e os
Puller construct 1.8240.82 1.90+0.88 -0.96 0.34

Note: N =432.
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Table 8. Age difference analysis
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Constructs i <20 21-30 31-40 41-50 51-60 >61 F P

Need to develop international tourism construct ; 1.700.82 ; 1.56+0.61 ; 1.9040.88 ; 1.87+0.82 ; 2.210.82 ;
Pusherconstruct 1.50£0.53 | 1.31+0.58 | 1.62£0.95 : 1.81%0.83 | 2.2240.93
Puller construct {1.60+0.70 i 1.5+0.66 | 1.87+0.91 : 2.12+0.99 | 2.22+0.74 : 2.06+0.83 i 9.19 | 0.00
Note: N =432.
Table 9. Location difference analysis

Constructs ‘Northeast: North : East : South : Central iSouthwest Northwest: F @ P
Need to develop international | 161098 12.00£0.92 1.66+0.76  1.74+0.82 V 1.924¢0.81 253 [0.02
fourism construct OO OO OO TSSO SO SO SO SO [
.Pusher construct inn ;392098 12.1240.83:1.4930.85:1.3620.60 176+0.66 : 7.68 :0.00
Puller construct i 1.67+1.03 i2.23+0.82:1.73+0.86:1.59+0.63 1. i 2.08+0.95 | 4.94 :0.00

Note: N =432.

ternational tourism in Thailand, the age differenc-
es of Chinese tourists need to be considered.

The average score of tourists in North China,
Southwest China, and Northwest China is relative-
ly high. Among them, Thailand’s average score of
the need to develop international tourism, push-
er, and puller constructs is higher in North China
than in other areas. On the other hand, the aver-
age scores in Northeast, East, South, and Central
China are relatively low (Table 9).

Table 9 describes significant differences in the
need to develop international tourism, pusher, and
puller constructs among Chinese tourists from
different regions. F = 2.53, 7.68, and 4.94, and P
= 0.02, 0.00, and 0.00 (p < 0.05), reaching highly
significant levels. Therefore, the tourism depart-
ment needs to consider location when discussing
research constructs.

Professional technicians scored higher on av-
erage on research constructs than tourists who
indicated other professions. The lowest average
score is for enterprise employees. For the pusher
construct, the scores of civil servants and profes-
sional technicians are higher, 2.12 and 2.35, re-

Table 10. Occupation difference analysis

spectively. The lowest average score is for enter-
prise employees and other professions, with 1.26
and 1.03. For the puller construct, the average
scores of civil servants, professional technicians,
and teachers are higher, with 2.29, 2.30, and 2.0,
respectively. The lowest average score is for enter-
prise employees and other professions, with 1.51
and 1.39.

Table 10 indicates no significant difference in re-
search constructs among different professions. F
= 1.89, p = 0.06 (p > 0.05). There are significant
differences in the views of pusher and puller con-
structs, F = 15.00, 7.19, and p = 0.00, p = 0.00 (p
< 0.05), reaching an extremely significant level.
Therefore, in the development of outbound tour-
ism, there is no need to consider the need to de-
Velop international tourism construct. However,
occupation considerations are required in dis-
cussing pusher and puller constructs.

Table 11 illustrates that tourists with monthly
incomes ranging from $500 to $2000 have high-
er average scores, while those with incomes less
than $500 have the lowest average score. Visitors
with different monthly incomes had significant
differences in the need to develop international

‘Enterprise: Civil  Private .

Constructs

‘Professionals

iTeacher Student ﬁFreeIanceri Retiree§ Others F P

‘employees: servant | owners
Need to develop : :
international

1.67+0.75 §1A8610.8951.89i0.86§ 2.18+0.78
_tourism construct : : : ‘

i2.29+0.94:

Pusher construct : 1.26+0.64

© 1514077

1.95+0.92

2.30£0.89

Puller construct

§1.79¢0.8121.72¢0A742 1.83+0.93 i1.81+1.11i1.74+0.50 1A89§0.06

1.4410.811.0320.1615.00 0.00
11.56+0.51:1.39+0.55; 7.19 : 0.00

1622075 1522071 1.74+0.91

:2.00+£0.92:1.68+0.80: 1.91+0.76

Note: N =432.
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Table 11. Income difference analysis

500 : $1000- : $2000- : $3000- : :

Constructs . <$500 _:1000 12000 : $$3000 : $$4000 >$4000 F : P
Need to develop international tourism construct ; 1.57+0.76 ; 1.79+1.08 ; 1.98+0.86 E1.98i(')‘.851E 1.71£0.73 ; 1.74+0.76 ; 231 004
Pusher construct 1.29+0.61 : 1.84+0.69 i 1.89+1.1 : 1.85+0.87 : 1.68+0.85 : 1.21+0.58 : 7.92 : 0.00
Puller con;{ruct """""" H 1.79iHO.98 H 1.58£C.69 H 2.02£i.00 H 2.11£b.93 H 1.82£C.99 H 1.51iHO.68 H 694 0.00 .
Note: N =432.
Table 12. Education level difference analysis

Constructs Under , Bachelor’s Master’s Doctor’s F P

bachelor’s : : : :

Need to develop international tourism construct . 171074 . 191082 . 179089 . 165:079 | 171 017
Pusher construct 1.36+0.59 H 1.69+0.87 H 1.90+0.97 i 1.71+£0.85 6.03 0.00
‘Puller construct 1561066 | 192:6092 .  203:0.88 . 1762066 . 514  0.00

Note: N =432.

tourism construct, with F = 2.31, 7.92, and 6.94,
and p = 0.04, 0.00, and 0.00 (p > 0.05), reaching
highly significant levels. Visitors with different
monthly incomes have different views on re-
search constructs. Therefore, monthly income
should be considered in the development of in-
bound tourism strategies.

Table 12 shows F =01.71, p=0.17 (p > 0.05) for the
need to develop international tourism construct,
with no significant difference, whereas F in the
pusher and puller construct = 6.03, 5.14, and p
= 0.00 (< 0.05), reaching highly significant levels.
Undergraduate and postgraduate visitors showed
higher scores for research constructs. Lower av-
erage scores for undergraduate and doctoral stu-
dents asserted that among Chinese tourists, the
need to develop international tourism, pusher,
and puller constructs are more important than
among those with bachelor’s or master’s degrees.

Visitors with different marital statuses showed
no significant difference in research constructs;
F = 0.67, 1.66, and 1.66, p = 0.61, 0.16, and 0.16,
respectively (p > 0.05), reaching insignificant lev-
els. Specifically, in developing outbound tourism,
there is no need to consider the marital status of
tourists from different locations in China.

Table 13. Marital status difference analysis

4. DISCUSSION

The study combines behavioral dynamics and
push-pull theories to analyze the need to devel-
op international tourism, pushers, and pullers
for Chinese citizens traveling to Thailand. It also
assessed the impact of demographic variables on
these constructs.

Economic income and academic qualifications
are essential in developing and promoting inter-
national tourism in Thailand (Pholphirul et al.,
2022). However, the Thai tourism market should
grasp the needs of tourists with undergraduate
and master’s degrees. The influence of the need to
develop international tourism, pushers, and pull-
ers constructs is insignificant for travelers with a
bachelor’s degree or above. The education level of
tourists is inseparable from their comprehensive
qualities. Rich knowledge and experience will lead
to deeper considerations.

The individual’s level of knowledge is inseparable
from the individual’s view of things and choice
of things, not just their academic qualifications
(Reay, 2022). It is also related to time and econom-
ic income. Tourists below the undergraduate lev-
el have a limited cultural level, relatively limited

Constructs Single : Inrelationship .| Married | Divorced :@ Separated | F @ P
Need to develop international tourism construct i 1.74+0.78 | 1.80+0.77 i 1.8740.84 i 1.81#0.94 : 2.11+0.60 :0.67: 0.61
Pusher construct . 1513074 15610.87 1721088  177:071 | 200$0.87 166 016
Puller construct 11674078  1.79+0.87 | 1.94+0.92 i 1.8130.63 : 211#0.60 1.66: 0.16

Note: N =432.
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economic income, less desire for outbound tourism,
and less attention to the conditions and promotion
factors of outbound tourism (Wu et al., 2000).

In addition, from the perspective of tourism consum-
ers, teachers, civil servants, professional, and techni-
cal personnel account for an essential proportion of
tourism in Thailand. Attention should be paid to the
tourism needs of such consumer groups. Freelancers
are increasingly interested in traveling to Thailand
because of the nature of their work. Students have
lower or no financial income, and their parents pay
their daily expenses, so the proportion of travelers
is smaller. Retired people have a prosperous time
and pension, but because of their age, poor physical
health, or low energy, they do not find it convenient
to travel far.

The potential of the elderly in tourism consumption
isindeed impressive. Due to the rapid development of
society, innovative technology penetrates all occupa-
tions. On the other hand, the acceptance, absorbabil-
ity, and sensitivity of intelligent products are relative-
ly low for middle-aged and older people, so they are
worried about all kinds of difficulties when traveling.
The number of travelers is relatively tiny, and retired
older people worry about language communication
barriers, leading to fewer travelers. Nevertheless, the
retired elderly group enjoys a prosperous time, pen-
sion, and high purchasing power. The tourism mar-
ket should pay attention to this group and design
more suitable tourism products for the elderly.

Chinese tourists from North China, Southwest
China, and Northwest China are particularly inter-
ested in visiting Thailand. The Thai tourism depart-
ment may spend more resources to maintain closer
cooperation with these areas and promote the pack-
age jointly. Authorities should pay more attention to
the content and emphasize Thai tourism’s comfort
and cultural history to attract more tourists from
these areas.

Civil servants, professional technicians, and teachers
have a more pronounced influence on the three fac-
tors of research and discussion. Thai tourism-relat-
ed departments pay attention to their holidays and
develop their vacation activities as much as possi-
ble. These three occupational groups have stable and
highly educated status in China. Therefore, in the
post-Covid-19 period, they should continue to cap-
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ture their consumption capacity and cultivate their
outbound travel behavior.

Although Thai international traveling agencies main-
ly focus on the Chinese market, during the period
of Covid-19, tourists from Europe, America, India,
Malaysia, and Singapore once became an important
source of tourism revenue (Amighini, 2021). Even
for a long time, they may become a significant force
(Grilli et al., 2021), but the survey results on Chinese
tourists may not be suitable for tourists from oth-
er regions who intend visiting Thailand. Therefore,
cross-cultural and cross-regional comparative re-
search can enrich the theory and provide perfect
suggestions for Thai tourism development.

The push-pull theory mainly emphasizes the push
and pull factors (Wang et al., 2020). It is challenging
to endlessly verify every theoretical dimension and
topic of tourism behavior research. More behavioral
research theories can be combined with push-pull
theory to discover new theories.

The study is only a fundamental prediction of the
need to develop international tourism, pushers, and
pullers constructs after Covid-19, as well as the fac-
tors that may affect travel behavior. It does not mod-
el the relationship between these three constructs. A
preliminary study means that a large amount of data
may be needed to support the value and significance
of the study in the future, and there is more room for
exploration. It is also necessary to build the model
under the push-pull theory.

This paper only observes the necessity of developing
international tourism in Thailand from the perspec-
tive of tourists and markets. Many factors affect the
development of international tourism, and the digi-
tal economy and the Covid-19 pandemic give more
clues to future research. Therefore, future studies
can assess the opportunities and possibilities of in-
ternational tourism development in Thailand from
a broader perspective. In addition, this study target-
ed Chinese tourists. Therefore, this study encourages
scholars to explore this gap in the future to clarify
the impact of contextual and demographic factors
on need to develop international tourism. Finally,
the conclusions are only relevant to travelers from
China. However, Thailand has a wide range of inter-
national tourists, and there may be different results
in the survey of European and American tourists.
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CONCLUSION

This study discussed the need to develop international tourism, pushers, and pullers constructs for
Chinese citizens traveling to Thailand after Covid-19. The study confirmed Thailand’s need to develop
international tourism based on political, economic, and cultural premises. Data for the analysis was on-
line questionnaires filled by 432 tourists from all parts of China who have previously visited Thailand.
Exploratory factor analysis included three factors: need to develop international tourism construct (F1),
pusher construct (F2) and puller construct (F3). 12 items were selected for analysis: the construction
of transportation facilities (A2), improvement of essential equipment (A3), standardization of tourism
laws (A5), regulations, and policies (A7), promotion of economic development through the development
of the tourism industry (A8); the motivation for consumers to meet their spiritual needs by enhanc-
ing their awareness and interest in tourism (B2) and being attracted to local natural landscapes (B6)
and cultural customs (B8); rich destination tourism products (Cl1), low travel costs (C4), a wide variety
of natural landscapes and cultural atmosphere (C5), a choice of hotels and food (C7). The correlation
among the three potential variables, F1, F2, and F3, is very high.

The results reveal that the research constructs’ differences were significant in age, location, occupation,
education level, and monthly income but not in gender and marital status. The results conclude that
tourists over 30 are more likely to choose Thailand as a tourism destination (F = 6.32, 11.26, 9.19; p =
0.00 (p < 0.05). Tourists from North China, Southwest China, and Northwest China visit Thailand the
most (F =2.53,7.68, 4.94; p = 0.02, 0.00, 0.00). Respondents with bachelor’s or master’s degrees contrib-
ute more to international tourism in Thailand (F = 01.71, 6.03, 5.14; p = 0.17, 0.00, 0.00). In addition, civil
servants, teachers, and professional technicians constitute the most significant part of Chinese tourists
who visit Thailand (F = 1.89, 15.00, 7.19; p = 0.06, 0.00, 0.00). Higher-income groups also pay more at-
tention to visiting Thai tourist attractions (F = 2.31, 7.92, 6.94; p = 0.04, 0.00, and 0.00).

In summary, the study emphasizes the impact of different demographic characteristics the need to de-
velop international tourism, pushers, and pullers constructs for Chinese citizens traveling to Thailand.
It implicates the tourism market and departments to focus on different tourism life and needs groups.
Personalized customization of tourism and tourism care has become an essential task of Covid-19, and
the improvement of the quality of tour guides and the intellectualization of tourism services should be
gradually put on the agenda.
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