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1. To identify the underlying dimensions of 
push factor and pull factor motivations of Chinese 
tourists to visit Thailand; and,

2. To examine the relative impact of the 
underlying dimensions of push and pull  factor 
motivations in influencing the attitudes towards 
Thailand and Thai hosts.

3. To examine the influences of the push and 
pull factor motivations as well as the attitudes of 
the Chinese visitors on their  likeliness to 
recommend Thailand to others.



 Dann’s and Crompton’s concepts of push and 
pull factor motivations

 ‘Push’ factors refer to the tourist as subject and 
deal with those factors predisposing him or her 
to travel.

 ‘Pull’ factors are those that attract or pull the 
tourists to a given resort (Dann, 1977)









 The samples for this study were 621 Chinese 
tourists travelling in Bangkok, Pataya, Phuket and 
Chiang Mai in 2015.

 Factor analysis was utilized in order to identify the 
dimensions of motivations that influenced the 
Chinese tourists to visit Thailand.

 Multiple regression was employed to examine the 
relative importance of the push and pull factor 
motivations (predicting variables) in contributing 
to the attitude of the Chinese tourists towards 
Thailand and Thai hosts (dependent variables).





Order Push factor Eigenvalue

1 Prestige & fulfillment 5.931

2 Experiencing New Culture 1.974

3 Personal &Emotional  
Motivation

1.495

4 Escape & Relaxation 1.123

5 Family relationship 
enhancement 

1.024



Order Pull factor Eigenvalue

1 Common expectations  
and people 

6.609

2 Varieties of Attraction 
and activities 

1.546

3 Price and safety 1.295

4 Entertainment and 
Induced Image 

1.079



Attitude items
N Mean

Thais can accept me as I 
am

620 4.1226

I feel at home and 
welcome here

620 3.7855

Thais are polite to me 621 4.1852

Thais try to understand 
me

620 3.7952

Thais are helpful 618 4.0647

Thailand is worth visiting 621 4.2351



Level of attitudes Number Percentages

Negative attitude 108 17.4

Positive attitude 313 50.4

Very positive attitude 200 32.2

Total 621 100.0









Attitudes to Thais 
& Thailand

Common expectations & 
Thais

Experiencing new 
culture

Varieties of attractions & 
activities

Entertainment & 
induced images

Escape & relaxation

Price & safetyR² .334

Influential factors on the 
attitudes



Personal+emotio
nal motives

recommend

Family relationship

-.125

.098

Experiencing culture

.126

attitude .288

.133

Common expectation

.326 .116

Attraction varieties

.163

entertainment

-.142

Escape & 
relaxation

.094

Price & safety

.101
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