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ABSTRACT

This research project was conducted to identify the push and pull
motivation factors which influenced Vietnamese tourists’ decision to visit Thailand.
Both qualitative and quantitative research method were used to investigate 338
respondents who were travelling to Thailand. An independent t-test was implemented
to determine the significant differences in motivations of Vietnamese tourists,
independent tourists and package tour travelers. The three push factors examined, as
underlying dimensions, are “experiencing a new destination”, “discovering Thailand
historical and cultural sites”, and “curiosity”. Vietnamese tourists are attracted by four
pull factors extracted including “affordable destination”, “unique Thailand traditional
architecture”, “easy to adapt due to the similar culture”, and “geographical proximity”.
Among the identified motivation factors, “discovering a new destination” and
“affordable destination” are regarded as the most important push and pull factors,
respectively. In addition, the research also shows that although people from the same
country but with different travel arrangements, they will have different motivations

involving destination decisions.
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CHAPTER |
BACKGROUND OF THE RESEARCH

1.1 Introduction

Thailand has been an ideal destination for foreign tourists. It is known as
“land of smile” and is keeping as one of the most attractive destinations among Asian
countries. Thailand is a favorite vacation choice of foreign tourists from different
countries, such as China, Malaysia, Japan, Russia, or South Korea. Vietnamese tourist
is also at the top ranking group of Thailand’s inbound tourist which has kept
increasing throughout the years in comparison with other countries. The number of
Vietnamese tourists to Thailand has jumped more than 10 times over the past 12 years
(The Voice of Vietnam, 2012). According to the Tourism Authority of Thailand
(TAT), in 2012, over six million arrivals are estimated coming from the ASEAN
countries; among of them, Vietnamese tourist rose 24.36% with approximate 619,000
visitors (Tourism Authority of Thailand, 2004-2013). The newest data released by the
Thailand Ministry of Tourism and Sports reported that in 2013, although Bangkok was
again attracting all the media of the world with the shutdown Bangkok campaign by
anti-government protesters, Thailand still received a record number of foreign tourists,
among of them, trips from Vietnam increased 23.13% with 787.301 thousand of
visitors (Thailand Immigration Bereau & Police Department, 2014). Number of
Vietnamese tourists to Thailand is forecasted to go up to 15% year-on-year (Phuong,
2013). It shows the significant escalation in the number of Vietnamese tourists to

Thailand.
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Figure 1.1 Vietnamese tourist arrival to Thailand (thousand)
Source: Tourism Authority of Thailand (2004-2013)

Nowadays, outbound tourism has been considered a new trend of
Vietnamese tourists. Over the past decade, there was an extraordinary growth in tourist
number in Vietnam with 286% rise since 1998 (General Statistics Office of Vietnam,
2008). Statistics from National Administration of Culture, Sports and Tourism of
Vietnam reveal a dramatic increase of 40% in the number of tourists (both inbound
and outbound) in Vietnam (Vietnam Online, 2013). To approach new trend like that,
one important reason is that the living standard of Vietnamese has been improving
considerably. GDP per capital increased from 1,392.4 USS$ in 2011 to 1,555.2 USS$ in
2012, and it is estimated to go up to 1,705.8 USS$ in 2013 (The World Bank, 2012).
Another reason affects decision making of Vietnamese tourists for travelling overseas
is that the domestic package tours and domestic airlines are more expensive or cannot
compete again some international airlines which have opened route to Thailand or
other neighboring countries (SaigonBusiness, 2011). In addition, beside Vietnam
Airlines, Air Asia, Qatar Airlines, Thai Airways, now there are many new airlines
opening direct route from Hanoi and Ho Chi Minh City to Bangkok. The participation
of Turkish, Lufthansa, and the newest one is VietJet Air with cheaper price is a good
opportunity for Vietnamese tourists to be easier to travel to Thailand.

According to TAT, by the end of August 2012 Vietnam is the 12" largest
tourism market to Thailand. According to Chutathip Chareonlarp, Director of the TAT
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in Ho Chi Minh City, beside the booming of the quantity, Vietnamese tourists are
fairly big spenders in Thailand. In 2011, it was estimated that 430,000 Vietnamese
tourists spent 13.68 billion THB (US$446 million) in Thailand, 6.04 days was the
average length of stay, and 4,035 THB is average daily expenditure of Vietnamese
tourist. Around 60 percent is the rate of Vietnamese repeat visitors was reported (The

Voice of Vietnam, 2012).

Figure 1.2 Mean of expenditure of Vietnamese tourists in Thailand (2008-2012)
Source: (Tourism Authority of Thailand, 2004-2013)

Thailand has also implemented some policies which are very convenient
and attractive for tourists, such as 30-day-stay without a visa or 7% refund for tourists
who have receipts from 2,000 THB and above. Moreover, prior to March 28, 2007
Vietnamese people have total 9 days of public holiday around the year (see more in
the table 1.1.3). With a number of public holiday days like that, Vietnamese have
many chances to travel around the year. Beside a weekend trip to countryside areas,
now more and more Vietnamese citizen are always willing to join a short journey to

neighboring countries like China, Laos, Cambodia or Thailand.
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Table 1.1 Vietnam National Holidays

Background of the Research / 4

Name of Local Dates Number Remarks
Public Holidays Name day off
work
New Year Tét January 1 1-3
duong
lich
Vietnamese New Tét From last two 10-15  Largest holiday of the
Year Nguyén days of the last year, occurs around
bén lunar month to late January-early
3rd day of the February
first lunar
month
Hung Kings Gidtdo  10™ day of the 1-3  New holiday since
Commemorations  Hung 3™ Lunar 2007, related to
Vuong  month ancestor worship
religion, around April
(adopted by the
government on March
28, 2007)
Liberation Ngay April 30 1-3 Fall of Saigon and
Day/Reunification  giai reunification of
Day phoéng Vietnam in 1975
International Ngay May 1% 1-3 International
Workers’ Day Qudc té Workers’ Day
Lao
dong
National Qudc September ond 1-3 Vietnam declares its
Day/Independence  khanh independence,
Day forming the

Democratic Republic

of Vietnam.
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Furthermore, since 2006, when the East-West Economic Corridor (EWEC)
was established, tourists from Vietnam are able to travel to other ASEAN countries
easily (Asian Development Bank, 2011). With the aim of promoting development and
integration of the four Southeast Asian countries, including Myanmar, Thailand, Laos
and Vietnam, the EWEC is known as an economic development program initiated in
1998 by the Ministerial Conference of Greater Mekong Sub-region. The EWEC is
established based on a road of 1,450 km with the west end at port city of Mawlamyine
(Myanmar), crossing Kayin Division, Thai provinces of Tak, Sukhothai, Khon Kaen,
Phitsanulok, Kalasin, Phetchabun, and Mukdahan and Laotian province of
Savanakhet, and Vietnamese provinces of Quang Tri, Thua Thien - Hue province and
Da Nang city as the east end (Wikipedia, 2014). Hence, the economic corridor crosses
over the important tourism centers of those concerned countries.

Especially, the establishment of ASEAN economic community (AEC) by
the end of 2015 is a big opportunity for ASEAN countries to develop the tourism
industry, especially MICE industry. It opens a chance for concerned countries to
continue executing bilateral and multilateral commitments, assumptions through
workshop, conference, forum, and meeting (Runckel, 2013).

In short, destination marketers can take advantage from Vietnamese
outbound tourists as a business opportunity for increasing the market share.
Identifying both push and pull factors which influence motivations of Vietnamese
travelers is an advantage of Thailand to meet the desire of need, to predict future travel

patterns and attract more this potential tourist market.

1.2 Problems Statement

Vuuren & Slabbert (2011, p.295) stated that “it is important to understand
the travel behavior and more specific travel motivations of tourists, as it may assist in
product development, improve marketing strategies, enhance service delivery
approaches and the creation of a competitive advantage”. However, there is a fact that
there is rare research about Vietnamese tourists’ motivations, especially motivations of

Vietnamese outbound tourists. The Deputy Chairman of the Vietnam Tourism
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Association also affirmed that there is no record for number of Vietnamese visitors
who travel abroad, except the data from other countries, but it is not enough (Vietnam
Consult, 2013). Information about this valuable tourism market is limited, just focused
on domestic tourists or psychological characteristics of inbound tourist arrival to
Vietnam; meanwhile outbound tourism has a crucial position in the development and
renovation of Vietnam tourism industry. This is one of the key problems of Vietnam
tourism industry nowadays.

Besides, although “Zero Dollar Tour” policy of Thailand tour operators is
the attractive policy which motivated more and more tourists from Vietnam to visit
Thailand but it still has received many complaints shortly. Mrs. Thu Huong (2012),
tour operator manager of Saigontourist Company said that tourists travel to Thailand
by themselves have been increasing considerably instead of going by tour group.
Especially, they would pay more attention to service quality of tour program rather
than low cost tours. On the website of Vietnam Ministry of Culture, one article even is
posted with the content of tourists’ comments about bad quality of package tour to
Thailand with too many shopping malls instead of natural or cultural destinations. All
the complaints reflect that Vietnamese tourists to Thailand now are not satisfied with
low price, low quality tours (see more in table 1.2). Therefore, tour operators should
understand their demand to have new policy, products and services to attract and better

satisfy them.
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These problems are mentioned above might cause negative effects on
image of Thailand tourism industry and other stakeholders; especially it might
decrease number of tourists arrival to Thailand. Therefore, the study of motivations of
Vietnamese outbound tourists to Thailand is very useful for them to: a) improve
products/service/tour quality, b) enhance competitive advantage among other countries
in the area, and c) meet the best needs of Vietnamese tourist with suitable price and

products.

1.3 Benefits of the Research

The final goals of this research project help stakeholders, especially
Thailand tour operators understand more clearly about characteristics of Vietnamese
outbound travelers to launch appropriate marketing strategies to attract more tourists
from Vietnam without “zero dollar tour” policy.

Besides, in order to attract more visitors to Thailand, it requires a clear
campaign of both TAT and the Thailand Government. The result of this study will also
supply the primary database for the TAT and also provides useful information for
suppliers and those related organizations. Also, the study is helpful reference for

advance researches about characteristics of Vietnamese outbound tourist market.

1.4 Research Questions

What are the motivation factors which “push” and “pull” Vietnamese

tourists to visit Thailand?

1.5 Research Objectives
The research aims to investigate factors which motivate Vietnamese
outbound tourists in making decision to visit Thailand. There are two main objectives

of the research, including:
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1) To identify push factors that influence motivation of Vietnamese
tourists to visit Thailand
2) To determine pull factors that influence motivation of Vietnamese

tourists to visit Thailand

1.6 Research Scopes

1.6.1 Scope of Timeframe
The data was expected to collect from a convenient sampling approach.
The length of time was expected to complete the research within six months since the

date of approved research topic.

1.6.2 Scope of Geography

In this research, motivations of Vietnamese tourist to Thailand were
identified by adopting the push and pull factors as the conceptual framework. The
process was focused in the Suvarnabhumi International Airport, some package tours
around Bangkok — Pattaya, and hotels where Vietnamese tourists overnight because of
the couple of reason. First of all, it was very easy for the investigator to approach the
respondents. The second one is that those are places where I could easily receive the
allowance of managers of tour operators, tour guides and tour leader both in Vietnam
and Thailand to approach the respondents; especially the investigator can have a

chance to join the trip with Vietnamese tourists when they were travelling in Thailand.

1.6.3 Scope of Demography

With expect to investigate motivations of Vietnamese tourists to visit
Thailand with many different travelling purposes, the respondents were Vietnamese
tourists who came from Vietnam and at the age from 18 and older. They were people
who could be easy to identify their desires and the distribution of Thailand tourism
that push and pull them to visit Thailand; besides, they could quickly understand and

respond any case during the interview process. They would buy a package tour to
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Thailand or travel to Thailand individually. Support information was collected from
the Tourism Authority of Thailand, the Ministry of Tourism, Sports and Culture of
Vietnam and other reliable sources such as academic journals and conference

proceedings.

1.7 Terms of Definition

1.7.1 Motivation
“An inner state which energizes channels and sustains human behavior to

achieve goals” (Pizam et al, 1979, p.195)

1.7.2 Motivation in tourism
Motivations in tourism are those factors “which make tourists want to

purchase a particular product or service” (Swarbrooke and Horner, 2007).

1.7.3 Zero Dollar Tour

There is no clear definition for the concept “Zero dollar tour”. Chen et al
(2011) stated that it is a component of three fundamental elements, include 1) low cost
in the source market, 2) low quality at the destination, and 3) the zero-fare relationship
between outbound and inbound tour operators that jointly operate group package tours.
Yoopetch (2003, p. 1345) also gave a hypothesis that “zero dollars tours policy refers
to the tourism product which is offered substandard”. Many tour operators both in
China and Vietnam are trying to offer package tours to Thailand at deep discount.
They recover their costs through alliances with Thailand-based agents and guides
(Hemtaslpa, 2006; Sa-ngiamphaisalsuk, 2010). Thus, the “zero-dollar commission
tour” or “Zero fare group tour” is a terminology to denote a package tour that is priced

below the operator’s cost with inferior quality.
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1.8 Conceptual Framework

Tourism Motivations

+ Pull Factors
* Push Factors

Enhancing
destination marketing
strategies

Vietnamese
Outbound Tourists

Figure 1.3 Conceptual Framework for investigating motivations of Vietnamese tourists

In this study, the researcher has tried to investigate travel motivations of
Vietnamese tourists while they were visiting in Thailand. The two important factors
include push and pull travel domains, therefore, was chosen as main concept to
delineate their motivations to make a decision to travel to Thailand. As a result, tour
operators will introduce appropriate marketing strategies to attract more tourists from
Vietnam. Besides, other stakeholders, such as TAT or Thailand Government will have
new marketing campaigns and more suitable policies to pave the way to attract more

tourists from Vietnam not only in the high season but also around the year.
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CHAPTER I
LITERATURE REVIEW

2.1 Introduction

In order to examine push and pull factors that influence motivations of
Vietnamese tourists to Thailand, this chapter will describe the related theories,
concepts and researches providing the explanation of tourists motivation, push and
pull factors which influence tourists to travel abroad, about Thailand tourism industry
and Vietnamese outbound tourist market. Sources of information included academic

journals, websites, conference proceedings and newspapers.

2.2. Thailand as an ideal destination of Vietnamese tourists

Recently, tourism industry in Asia is known as one of the world’s fastest
growing regions. Among these countries, Thailand has been recognized as one of the
most attractive destinations. During the period of time from 1992 to 1993, Thailand
was on the top five countries in the East Asia and the Pacific with a large number of
international tourist arrivals (UNWTO, 2010). In 2013, Thailand continues to be one
of the most attractive destinations not only in the Asian area but also all over the world
(Travel and Leisure Magazine, 2013).

Via the figure 2.1 below we can see that a number of international tourist
arrivals Thailand increased significantly from 9.51 to 24.5 million within 13 years
from 2000 to 2013. Department of Thailand Tourism, Ministry of Tourism and Sport
of Thailand reported that by the end 2012, tourist revenue amounted to staggering
983,928 billion Baht, this was more than 34 billion US Dollars (Thaiwebsites, 2013).
The direct contribution of Travel & Tourism to GDP was THB825.6bn (7.3% of total
GDP) in 2012, and was forecasted to rise by 6.2% in 2013, and to rise by 6.8% pa,
from 2013-2023, to THB1,698.4bn in 2023 (in constant 2012 prices). The total
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contribution of Travel & Tourism to GDP was THB1,896.7bn (16.7% of GDP) in
2012, and was forecasted to rise by 7.4% in 2013, and to rise by 6.5% pa to
THB3,833.0bn in 2023. In 2012 Travel & Tourism directly supported 2,020,000 jobs
(5.2% of total employment). This is expected to rise by 10.1% in 2013 and rise by
4.5% pa to 3,465,000 jobs (8.1% of total employment) in 2023 (World Travel &
Tourism Council, 2013).

e 24.5

19.23

159°
13.82 14.46 14.2 14.15 o

0.6 % 10.8 m 10 = 11.65 11.52

9511

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

Figure 2.1 Thailand's Yearly Tourist Arrivals 2000-2013 (million tourists)
Souce: Thailand's Tourism Department & World Bank, 2013

In addition, Thailand is regarded as the tourism paradise, especially for
Vietnamese tourists due to the attractiveness of the system of the world heritage sites,
the system of historical and cultural attractions and other potential tourism resources
of Thailand tourism industry.

First of all, Thailand has five world heritage sites which have received
millions of guest visiting each year. They include two natural sites and three cultural
ones namely Historic City of Ayutthaya (1991), Historic Town of Sukhothai and
Associated Historic Towns (1991), Thungyai-Huai Kha Wildlife Sancturies (1991),
Ban Chiang Archaeological Site (1992), and Dong Phayayen-Khao Yai Forest
Complex (2005) (UNWTO, 2013).

Secondly, the reputation of Thailand tourism is related to the system of
Royal Palaces together with many must-see sanctuary temples. Thirdly, Thailand’s
hospitality industry is also estimated the most professional and unique both in the
world-class accommodation system and its resort system along some famous and

beautiful beaches, such as Hua Hin, Phu Khet, Kor Chang, or Samui.
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Fourthly, for many years, Thailand has been considered a paradise of
shopping with good quality of products and services. Meng et al (2006) said that, the
Amazing Thailand Grand sales campaign which was launched by TAT in 2005 is a
successful strategy which has created a shopping paradise image for Thailand tourism
industry.

Next, for budget and its good range of tourist attractions, Thailand has
become a popular holiday spot for Vietnamese tourists. In temporary life, apart from
flights, more and more both Vietnamese tourists and foreign tourists have another
option when they choose land routes crossing from Vietnam into Laos or Cambodia
and ending in Thailand. Tourist traffic from Vietnam’s central region covering Hue,
Danang and Quang Tri has risen significantly since the opening of the second Thai-
Lao Friendship Bridge spanning the Mekong River at Savannakhet in Laos and
Mukdahan in the northeastern Thailand (Tourism Authority of Thailand Newsroom,
2013)

Lastly, for Vietnamese tourists, Thailand is a meaningful destination
because in Nakhonphanom, a historical relic which related to the period of time when
the former president of Vietham - Ho Chi Minh lived and prepared for the revolution
to gain the independence and freedom for the nation after coming back from France
between 1928 and 1930 is remained. Each year, thousands of Vietnamese tourists
come here as a part of the trip to Thailand to commemorate and pay respect to their
former president who has great contribution for the revolution and independence of
Vietnam. Apparently, due to those mentioned reasons above, the future for tourism to
Thailand from Vietnam is bright.

2.3 An Overview of Vietnamese outbound tourist market

Vietnam has been recognized as the official member of many important
organizations, such as the Association of Southeast Asian Nations (ASEAN) in 1995,
the Asia-Pacific Economic Cooperation (APEC) in 1998, and the World Trade
Organization (WTQ) in 2007. This is big advantages for Vietnam on the way to
renovate, integrate into the world economy, and affirm itself in many different fields,
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including tourism industry. Besides, Vietnam has been also affiliated by other
important organizations: PATA (the Pacific Asia Travel Association), and IATA (the
International Air Transport Association). These licenses have opened a chance for
Vietnamese tourists to travel abroad, to bring national culture to the world, and study
from international friends.

One of the first policies that supported for Vietnamese tourists is the
sponsorship of some companies or organizations for their employees as an award for
hard work or a form of social tourism (Michaud & Turner, 2005; Huong & Jolliffe,
2011). Accordingly, employees who have permanent payroll, especially people who
work in government offices would receive a company-sponsored holidays. Thus, more
Vietnamese people have a chance to travel, both domestic and international journeys.

In 2013, Vietnam reaches 90 million which is an increase of about 2.9%
from the last record of population (World Population Statistics, 2013). This
spectacular figure makes Vietnam the 13" most populous on the planet (World
Population Review, 2013). Among of them, the highest percentage of population is
from 25-54 years old (44.4%). Furthermore, as mentioned above, The World Bank
Organization (2012) stated that Vietnam’s GDP per capital is expected to increase
from 5.04% to 5.35% in 2013 which improved living standard of Vietnamese
significantly.

Consequently, a number of Vietnamese outbound tourists have gone up
rapidly throughout the year. Based on the statistic of Euromonitor International
Organization, by the end 2011, there were total 1.7 million Vietnamese outbound
tourists, grew up to 11% in comparison with 2010. Besides, “without visa
requirements” policy for Asia’s citizen, low-cost carrier program which providing
package tours to some neighbor countries and the participation of many new airlines
routes helped a number of Vietnamese tourists to increase considerably in the previous
year. According to the deputy chairman of the Tourism Association of Vietnam, Mr.,
Vu The Binh, the favorite destinations of Vietnamese include China, Cambodia,
Thailand, Singapore, Malaysia, South Korea. In addition, Vietnamese have a trend to
pay more not only for basic needs but also for tourism and leisure. Generally,
Vietnamese spent around $ 3.5 billion on foreign tours each year; among of them, they
spent about $1,200 per trip in Thailand and $ 1,000 a trip in China (Vietnam Consult,
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2013). The report of Euromonitor International Organization also reveals that
Vietnamese travelled abroad to experience new landscapes, culture and cuisine from
other countries.

However, the key problem occurred is that the tourism industry in Vietnam
has just focused on the domestic market. It cannot be denied that tourism industry does
not have data on Vietnamese outbound tourists. All the above figures are calculated
and reported based on the reports of some overseas tourism promotion agencies and
international tourism organizations. But with revenue of billions of US dollars each

year, it's time for Vietnam tourism industry to pay more attention to outbound tourism.

2.4 Tourist Motivations

Up to now, tourist motivation has been a controversial concept of many
researchers in different fields, such as psychology, anthropology, sociology (Dann,
1977; Crompton, 1979; Pearce, 1993). Motivation is seen as the main factor which
drives all tourists’ action (Crompton, 1979; Iso-Ahola, 1982; Fodness, 1994).
According to Dann (1977), Crompton (1979) and Yoon & Uysal (2005), travel
motivation is one of the most useful approaches in understanding travel needs and
tourists’” behavior.

In general, travel motivation includes two distinguished factors: push and
pull. It is defined as a driving force pushing people to search for vacation experience
to satisfy human needs (Crompton, 1979; Dann, 1981), meanwhile the attractiveness
of destinations pull visitors to visit a particular place (Yuan & McDonald, 1990;
Klenosky, 2002). In other words, push and pull factors are to let people know
motivations are influenced by internal and external factors. Crompton and Mckey
(1997) figured out that it is very important to understand tourists’ motivations because
a destination marketer can understand tourists’ decision making process to enhance
better services and products. Thus, push and pull factors are using as a conceptual
framework in many different fields, especially the tourism industry. It becomes the
most outstanding one that is considered a fundamental theory for travel motivation and

is applied by many researchers.
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Dann (1977) stated that push factor *...refer to the tourist as subject and
deal with those factors predisposing him to travel”, and pull factors are considered
motivators “...which attract the tourist to given resort”. Push factors are understood as
what visitors need, the reason why people would like to travel to escape from their
daily routine; on the other side, pull factors are reasons for travelling to a specific
destination (Kim et al, 2003). Iso-Ahola (1982) developed a seeking tourism
motivation theory from a psychological perspective and concluded that there are two
motivational factors, they are desire to obtain psychological or intrinsic awards
through travel and the desire to escape the everyday environment behind oneself
(extrinsic). Kim & Klenosky (2003) found that “one focus on whether to go and the
other on where to go”. In the other word, from the perspective of motivations to travel,
“push” factors refer to the original, internal or intangible, intrinsic motives that
influence a person’s decision to choose a vacation, for instance, to escape one’s
routine, to seek for social interaction, to relax; meanwhile “pull” factors refer to
destination attributes, the tangible characteristics of the destinations such as natural
resources (sunshine, beaches, climate), safety, quality of facilities, or recreational
opportunities (Dann, 1977).

In 1977, Dann stated that “push” and “pull” are two most related and
discussed concept of tourist motivation which answer the question “what makes
tourists travel?”. He pointed out that anomie and ego-enhancement are considered the
“push” factors. Among of them, “anomie” referred to the feeling of people who want
to get away from every daily routine, and “ego-enhancement” refers to the need to be
recognized.

After that, in 1979, Crompton argued that “push” factors are socio-
psychological motives and are the desire to go on vacation; the “pull” factors are
forces related to destinations and explain for tourists’ choice. There are 7 push factors:
(1) exploration and evaluation his/herself, (2) relaxation, (3) enhancement of kinship
relationships, (4) social interaction, (5) escape from perceived mundane environment,
(6) prestige, (7) regression. He added more two “pull” factors or cultural motivations
namely “education” and “novelty”.

In 1982, 1so-Ahola drew a model of four sub-dimensions for motivations

of tourists, including: (1) seeking personal rewards, (2) seeking interpersonal rewards,
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(3) escaping personal environments, and (4) escaping interpersonal environments. As
the debate of Iso-Ahola, there are two motivational forces that drive tourists’ behavior
and simultaneously influence the individual, namely 1) The desire to leave a mundane
environment, and 2) The desire to obtain the intrinsic rewards through travel in a
contrasting environment.

Besides, many other researchers have also used push and pull factors as
the main theory to examine motivations of a potential tourist market to visit a
particular destination in order to enhance better tourists’ satisfaction level, improve
tourism quality, launch more new appropriate marketing strategies and spread a
number of tourists. Afterward will be some empirical evidences between push and pull

factors which were found by many researchers throughout history period.

Table 2.1 Empirical evidences of tourist motivations

Researchers  Perspective of “push” Motivations for traveling

and “pull” theory

Yuan and They figured out that From 29 push motivation items and 53 pull items,
McDonald  push and pull factors are they found that there are:
(1990) the  motivations  for - 5 “push” factors: getting away, prestige,
tourists from  France, novelty, relaxation and enhancement of
Japan, United Kingdom, kinship relationships
and West Germany to - 7 “pull” factors: budget, international
travel overseas. environment, culture and history,

wilderness, ease of travel, hunting and

facilities.
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Table 2.1 Empirical evidences of tourist motivations (cont.)

Researchers  Perspective of “push” Motivations for traveling
and “pull” theory
Uysal & “Push”  factors  are - Push factors include: escaping, having a

Hagan (1993)

referred the tangible or
intrinsic  desires of the
individual travelers

“Pull”

understood as the

factors are
tangible  characteristics
and the attractiveness of

a particular destination

rest and relaxation, health and prestige,
and adventure

Pull factors include: accommodation and
recreation facilities, cultural and historical

sites, and beaches

Hangin &
Lam (1999)

Push and pull factors
play important role for
short-term  outbound
Chinese  tourist to
Hongkong. They stated
that this framework is
generally supported
and people’s travel
behavior is also driven
by internal and external

factors

They analyzed 22 push motivation items and

26 pull items to find out:

5 push factors: prestige, knowledge,
enhancement of human relationship,
relaxation and novelty

6 pull factors: expenditure, hi-tech
image, service attribute and quality,
variety of sightseeing, accessibility,
and culture related.

Jang & Cai
(2002)

They used push and
pull theory to identify
travel motivations and
its affect in selecting a
destination of British
outbound market. The
authors  stated that
result might be useful
for stakeholders to
travel

predict future

patterns.

They examined 19 pull items and 22 push

items and concluded that:

6 push factor: knowledge seeking,
having fun and excitement, having rest
and relaxation, novel experience,
escaping, and family togetherness.

5 pull factors: environment, outdoor
historical

activities, natural and

environment, sunny and exotic

atmosphere, cleanliness and safety.
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Table 2.1 Empirical evidences of tourist motivations (cont.)

Researchers

Perspective of “push”

and “pull” theory

Motivations for traveling

Besides, the authors also compared the
motivations of British tourists to different
countries. For instance, because of “fun and
excitement” and *“outdoor activities” they
would like to travel to United States, or they
tend to visit Oceania for “family and friend
togetherness” and travel to Asia to seek a

“novel experience”

Kim et al They focused on wide 13push and 12 pull motivational items were

(2003) variety of push factors generated to find out 4 push factors and 3
which affect travelers to pull factors which affect their motivation
visit national park in to choose national park to visit:

South Korea - 4 push factor: family togetherness, getting
away from routine, adventure and
building friendship, and appreciating
national resources and health.

- 3 attribution factors: convenient facilities,
easily accessible national park, and
various  tourism  resources  and
information.

Jang & Wu By investigating travel - Five push factors: relaxation, obtaining
(2006) motivations of knowledge,  ego-enhancement,  self-
Taiwanese senior esteem, socialization

tourists, the two authors
figured out the common
push and frequently seen
pull  factors  which
motivate  this  tourist

market to travel

Three pull factors: historical and natural
attractions, facilities, cleanliness and

safety, event and cost
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Table 2.1 Empirical evidences of tourist motivations (cont.)

Researchers  Perspective of “push” Motivations for traveling
and “pull” theory
Correia et al Based on the traditional By applying Principal Components Analysis to

(2007) breakdown between
push and pull motives,
and this  model’s
contribution relies on
the identification of
relationships  between
the two constructs of
motivations, the
authors pointed out the
model of motivations
and  perceptions  of

Portuguese tourist

set of push and pull motives in order to reduce

data, the authors conclude that there are three

new push factors, including:

Knowledge: is the special factor

which related with the need for:

Doing and learning new things as well

as exploring different cultures and places

Doing different things
Stimulating emotions and sensations
Being an adventurer
Having fun

Increasing Knowledge
different

Knowing cultures  and

lifestyles

Enriching oneself intellectually
Knowing new places and
Finding interesting people

Leisure: this factor includes motives

related with personal well-being

Relieving stress
Getting away from the routine
Physically relax

Socialization: is the factor which

put forward the need to go to places in

order to develop close friendship, go to

places where friends have not been and

have a chance to talk with friends

Next is the nineteen principal components of

pull motives which were labelled facilities




Nguyen Viet Hoang

Literature Review / 22

Table 2.1 Empirical evidences of tourist motivations (cont.)

Researchers  Perspective of “push” Motivations for traveling
and “pull” theory
(lodging, weather, food, security, roads and
hospitality); core attractions (standard living,
different ethnics, distance, shopping facilities,
sports equipment, night life and transportation)
and landscapes features (which related strongly
to the natural environment and cultural
attractions of the tourist destinations).
Qiao et al Push and pull factors are - 5 Push factors: Novelty, relaxation,
(2008) used as main theory to psychological need, prestige, human
identify the main tourism relationship
motivations of Chinese - 4 Pull factors: natural & cultural
tourists when travelling resources, expenditure, service quality,
in South Korea image
Mohammad In the research about - Push factors: prestige, enhancing relation
& Som foreign tourists to Jordan, and social circle, seeking relaxation,
(2010) the researchers found 8 sightseeing, fulfilling spiritual needs,
push and 8 pull factors getting away daily routine, and obtaining
knowledge
- Pull factors: Events and activities,
accessibility and affordability, history and
culture, variety seeking, adventure,
natural resources, heritage sites, and
sightseeing variety.
Hsu et al In order to investigate They focused on the push factors and found two
(2007) motivations of  senior main components
tourism in China, the - Internal desires: improving well-being,

authors based on their

internal and external

components which
motivate them to visit

Beijing and Shanghai.

getting away routines, knowledge
seeking, socializing, personal reward,
pride and patriotism, and nostalgia.

External conditions: free time, personal

finance, societal progress, and health.
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Table 2.1 Empirical evidences of tourist motivations (cont.)

Researchers  Perspective of “push” Motivations for traveling

and “pull” theory

Lu, 2011 The study concentrated - Pull factors: Chinese tourists were
on push and pull attracted by Canada’s unique attractions
motivation factor to and natural sceneries, high quality of
understand why Chinese Canada life, appealing travel ads,
tourists visit Canada shopping opportunities, and Canadian

cosmopolitan city life.

- Push factors: There are five main factor
that motivated Chinese tourists to
Canada, namely: escape, prestige,
enhancing friendship, novelty, and

exploring opportunities

Youseri & The authors attempt to “Novelty and knowledge seeking” and “cultural

Marzuki identify underlying and historical attractions” are estimated the most

(2012) motivational dimensions important push and pull motives respectively of
of international tourists foreign tourists to Penang

to Penang, Malaysia

The review of the motivation literature above pointed out that there are a
number of factors that influence tourists all over the world on making a decision to
travel. According to Mohammad and Som (2010, p.42), “push and pull motivations
have been primary utilized in studies of tourists behavior, and have played a useful
role in understanding a wide variety of needs, wants that can motivate and influence
tourists behaviors”.

In summary, the push items should be divided into 4 separate groups:

- Novelty seeking: Tourists tend to travel to a previously unvisited
destination and prefer to engage in new activities. In general, tourists are curious and
that impacts their motivation to travel (Crompton, 1979). They try to find a new
experience or felling, including: exploration and evaluation his/herself, novelty,

adventure, knowledge seeking and nostalgia
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- Relaxation such as having physical rest & relaxation, having fun and
exciting, personal reward, pride and patriot, escaping from a mundane environment
and well-being. Relaxation expresses the period of time that someone takes the time to
pursue activities of interest. In the rhythm of normal, daily routine, the mind is not
directed toward hobbies or interests that are self-fulfilling (Crompton, 1979).

- Achievement: The selection of a particular destination or a specific form
of tourism is sometimes based on potential for achievement (Crompton, 1979).
Tourists may want to explore a particular destination that has a rich historical or
scientific significance, or they may want to participate in a specific form of tourism in
order to show the difference from others. The factors should be arranged in this group
are: going to place where friends never been to, regression, health, ego-enhancement,
social interaction

- Relationship ties or Enhancement kinship relationships. Crompton (1979)
stated that VVacation can be a time when people are brought close together. So, tourism
is a medium through which family relationships could be enhanced and enriched.

Besides, the pull factors should also be categorized to 5 different groups:

- Natural resources: good climate (sunny), natural resources (beaches,
wilderness...)

- Cultural and historical attractions: cultural and historical sites, heritage
sites, architectural attractions and food

- Services: ease of travel, international environment, Image (destinations,
hi-tech...), service quality, environment, events and activities, cleanliness and safety,
variety of information, shopping paradise, romantic and exotic atmosphere,
affordability and accessibility

- Facilities:  facilities (transportation, accommodation...), variety of
landscapes

The following table will be the summary of the attribution of the previous
studies about push and pull factors which have strong influence in the decision making
to travel of tourists worldwide. 18 push and 20 pull motivation factors were found

from the review of literature.



Table 2.2 Summary of push and pull motivation items

No Crompton  Yuan & Uysal Qué& Jang Kimel Jang& Hsuet Correia Qiaoet Mohammad  Youseri
Motivation (1979)  McDonald & Lam &Cai al Wu al etal al & Som &
factors (1990)  Hagan (1997) (2002) (2003) (2006) (2007) (2007)  (2008) (2010) Marzuki
(1993) (2012)
Push factors
1 Exploration and X X X X X X
evaluation
his/herself
2 Having physical X X X X X X X X X
rest & relaxation
3 Enhancement X X X X X X X
kinship
relationships
4 Social X X X X
interaction
5 Escape from the X X X X X X X
mundane
environment
6 Prestige X X X X X
7 Regression X
8 Novelty X X X X X X
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Table 2.2 Summary of push and pull motivation items (cont.)

BueoH 191 UsAnbN

No Crompton  Yuan & Uysal Qué& Jang Kimel Jang& Hsuet Correia Qiaoet Mohammad  Youseri
Motivation (1979)  McDonald & Lam &Cai al Wu al etal al & Som &
factors (1990)  Hagan (1997) (2002) (2003) (2006) (2007) (2007)  (2008) (2010) Marzuki
(1993) (2012)
Push factors
9 Health X X X
10 Adventure X X X X
11 Knowledge X X X X X X X X X
seeking
12 Having fun and X
exiting
13 Ego- X X X X
enhancement
14 Going to place X

where  friends

never been to

15 Nostalgia

16 Personal reward

17 Pride and patriot

X| X| X| X

18 Personal finance
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Table 2.2 Summary of push and pull motivation items (cont.)
Crompton  Yuan & Uysal Qué& Jang Kimel Jang& Hsuet Correia Qiaoet Mohammad  Youseri

No Motivation (1979)  McDonald & Lam &Cai al Wu al etal al & Som &
factors (1990)  Hagan (1997) (2002) (2003) (2006) (2007) (2007)  (2008) (2010) Marzuki
(1993) (2012)
Pull factors
1 Affordability X X X X X
2 International X X

environment

"NIUM [OPIYRIA ‘SAIPNIS "PRID JO "0k

3 Cultural and X X X X X X X X X
historical sites

4 Ease of travel X X

5 Facilities X X X X X

(transportation,

accommodation)

6 Image X
(destinations, hi-
tech)

7 Service quality X X

8 Variety of X X X X
landscapes

9 Accessibility X X X X
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Table 2.2 Summary of push and pull motivation items (cont.)
Crompton  Yuan & Uysal Qué& Jang Kimel Jang& Hsuet Correia Qiaoet Mohammad  Youseri

BueoH 191 UsAnbN

No Motivation (1979)  McDonald & Lam &Cai al Wu al etal al & Som &
factors (1990)  Hagan (1997) (2002) (2003) (2006) (2007) (2007)  (2008) (2010) Marzuki
(1993) (2012)
Pull factors
10 Environment X
11 Events and X X X
activities
12 Cleanliness and X X X
safety
13 Good  climate X X
(sunny)
14 Natural X X X X X X X
resources
(beaches,
wildernes)
15 Variety of X
information
16 Shopping X
paradise
17 Food X
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Table 2.2 Summary of push and pull motivation items (cont.)

Pull factors

18 Heritage sites

19 Architectural

attractions

20 Romantic  and
exotic

atmosphere
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2.5 Motivations of foreign tourists to visit Thailand

Recently, a number of researches about motivations of foreign tourists
have been increased because of the remarkable development of Thailand tourism
industry. During the past decade, Thailand tourism was the main subject of many
studies with the aim of examining the push and pull factors which influence the
motivation of foreign tourist to Thailand to have suitable products and services to
attract more these potential tourist markets.

Yoopetch & Shannon (2003) investigated the activities of interest in
Thailand among Chinese tourists — the second largest group of inbound tourists to
Thailand. The result is pointed out that nice beaches, Thai culture and the friendliness
of the Thai people are the most important factors which “pull” them to visit Thailand.
Besides, Thailand is considered a Buddhism country, therefore, it attracts Chinese
tourists because they also have interest and involvement in Buddhism.

Sangpikul (2008) chose another target tourist market to identify their
motivations to Thailand, it is Japanese senior tourist. Their travel motivations are
divided into two group factors: Push and pull. The “push” factors include: (1) novelty
and knowledge seeking, (2) rest and relaxation, and (3) ego-enhancement; meanwhile
there are four “pull” factors namely (1) cultural and historical attractions, (2) travel
arrangements and facilities, (3) shopping and leisure activities, and (4) safety and
cleanliness. Sangpikul specially emphasized on “novelty and knowledge” and
“cultural and historical attractions” as the main motivations which respectively push
and pull Japanese senior travelers to choose Thailand as their vacation destination.

Similarly, European senior tourists want to have a rest and relaxation
during their trip to Thailand. Most of them tended to stay in Thailand for 15 days with
the main purpose of leisure and sightseeing experience. This segment market also had
three major requirements for their holiday, including safety of the destination, location
of accommodation, and presence of natural attractions (Esichaikul, 2012).

Besides, there are many studies about motivation of tourists to visit some
parts of Thailand such as Bangkok, Pattaya, Phuket. Rittichainuwat (2008) helped
readers understand more about motivations of tourists visiting thanatourism (or dark
tourism) destinations when she compared between motivations of Thai and

Scandinavian tourists to visit Phuket after the Tsunami disaster in 2008. The research
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reveals that curiousity was the factor which both pushed and pulled domestic tourists
to Phuket to see disaster outcome, to help the local resident recover after the serious
catastrophe; whereas, Scandinavian tourists went there to see the change of the island.
The author also found that the potential characteristics, such as beautiful beaches,
good climate, relax atmosphere were the general factors that pulled both domestic and
foreign travelers to visit Phuket.

In addition, Swedish tourists were respondents for Pan and Panto’s
research (2010). They revealed that motivation or energizers, socio-economic,
personality or attitude, perception, learning, culture, family influence, and reference
group influence are the eight group factors which directly influence the decision
making to visit Thailand of Swedish tourists. More specifically, they stated that in

77 Gk

comparison with “party”,

shopping” or “natural attractions”, “climate” is the most
important factor which pulled Swedish tourists to visit Thailand. This is also the factor
which Thailand has a good competitive advantage when it receives higher satisfaction
level from Swedish tourists than Spain or Turkey.

In their research about motivation of Indian tourists’ motivation and
perception of Bangkok, the four writers Siri, Kennon, Josiam, and Spears (2012) have
a different result after interviewing 300 Indian tourists with 150 obtainable responses.
They concluded that Indian tourists were “pushed” to travel to Bangkok to have fun, to
see and experience a new destination, to do something exiting, to reduce stress, to
escape from the routine of work or life, and to learn new thing. Simultaneously, they
were “pulled” or attracted by the beauty of beaches, environment, scenery; the
interesting shows and entertainment; and the international travel experience. More
specifically, they emphasized on four main dimensions which push and pull Indian
tourists to visit Bangkok, including:

1) Novelty seeking: This factor refers to the destinations where they went
to visit, to enjoy, to learn and to experience during the trip, such as beautiful beaches,
scenery, environment...

2) Stress Busting/Fun: Visiting Bangkok they could find themselves a
relax time when being excited or having fun. This is regarded as the best way for them
to reduce stress, to escape from the routine daily life
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3) Achievement: It is sense of achievement of many Indian tourists when
they travel abroad or to the destinations where their friends have never been.

4) Family Oriented/Education: It would be an ideal period of time to enjoy
a trip with families. They stated that visiting historical places, temples or palaces is
one educational activity which is very useful for family members, especially their
children.

Recently, realizing the important roles of Chinese tourists in the number of
foreigner tourists to Thailand, Ran (2013) decided to investigate the motivations of
this potential tourists market to have better products and satisfy better them without
“zero dollar commission” tour. She found that “enhancing the relationship and
bondage”, “novelty”, “knowledge”, and “feeling exotic atmosphere” are the main
reasons for them to visit Thailand. On the other side, Chinese tourists were attracted
by “natural resources”, “famous landmarks”, “cultural and historical attractions”, and
“influence from friends, relatives, and internet”.

From the review of literature above we can conclude that there are
varieties of reason which push and pull tourists from many parts all over the world
travel to Thailand. In general, foreign tourists who travelled to Thailand were pushed
by 9 motivation items namely:

1)  Interesting in Buddhism (Chinese tourists)

2)  Novelty and knowledge seeking (Japanese senior, Swedish, Indian,
Chinese tourists)

3) Having rest and relaxation (Japanese senior, European senior
tourists)

4)  Well-being (Japanese senior, Swedish tourists)

5)  Family and friends influence (Swedish tourists)

6) Having fun (Indian tourists)

7)  Escape (Indian tourists)

8)  Enhancing relationship (Indian, Chinese tourists)

9)  Prestige (Indian, Chinese tourists)

Besides, they were attracted by 14 pull motivation domains, include:

10) Friendliness (Chinese tourists)

11) Cultural and historical attractions (Japanese senior, Chinese tourists)
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12)
13)
14)
15)
16)
17)

Shopping (Swedish tourists)

Leisure activities (Swedish and Scandinavian tourists)

Safety and cleanliness (Japanese and European senior tourists)
Travel arrangement and facilities (Japanese senior tourists)
Location of accommodation (European senior tourists)

Natural attractions - beauty of beaches (European senior, Swedish,

Indian, Scandinavian, Chinese tourists)

18)
19)
20)
21)
22)
23)

Good climate (Scandinavian, Swedish tourists)
Interesting shows (Indian tourists)

International experience (Indian, Chinese tourists)
Thai cuisine (Swedish tourists)

Affordability (Swedish and European senior tourists)

Famous landmarks (Chinese tourists)

However, finding a research about Vietnamese tourists’ motivations to

travel abroad in general and to Thailand in specific is difficult at this time. Thus, this

study has an important task in seeking for their travel motivations. Hopefully, it will

be a useful document for any stakeholders who want to understand or advance study

about this potential tourist market.
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CHAPTER I
RESEARCH METHODOLOGY

3.1 Introduction

The aim of the research is to investigate motivations of Vietnamese
tourists to visit Thailand. This chapter, thus, represents how to approach the objectives
of the research. Following, it is a component of six parts, namely:

- Research paradigm

- Target Population and Sample Size

- Research Design

- Data Collection

- Data Analysis

- Research Ethics

3.2 Research Paradigm

Punch (1998) states that qualitative and quantitative approach is one of the
best choices for researchers to conduct their studies because it will set the structure for
the whole following study and the way it is figured out. Zikmund (2003) also affirms
that the combination between qualitative and quantitative method can be not easy any
more to make, but the researchers can easily categorize what they want to achieve with
the study. They concluded that another important decision to make is whether to
approach the study inductively or deductively. Thus, in order to avoid and to restrict
the bias, and gain more valid results, incorporating qualitative and quantitative
techniques is the much more creditable method for this research (Decrop, 1999).

In this research, because of the limitation of information that relates to
motivations of Vietnamese tourists, qualitative research was conducted to collect
Vietnamese opinions while travelling in Thailand. The results from qualitative would
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be used to provide more evidences to support for quantitative research. Next, in order
to upgrade and recheck the items of both push and pull factors, the quantitative
method was developed and conducted by building a questionnaire to test the accuracy

and detected significance on push and pull factors.

3.3 Target population and Sample Size

The target population of this survey is the Vietnamese travelers who chose
Thailand as their vacation destination. They participated in package tour to Thailand
and people who came to visit Thailand by themselves with different travelling
purposes. Those came from Vietnam and were at the age from 18 years old and over
because base on the statistic of the Voice of Vietnam (2012), this segment is the
largest and most crucial overseas travel market from Vietnam to Thailand in the
previous years.

Sample size is the number of elements included in the study. According to
Onwuegbuzie & Collins (2007), because qualitative is regarded as a
phenomenological approach, therefore, minimum 10 interviews of the sample size
were recommended to conduct. In the qualitative research method, due to the
limitation of time and budget, 30 respondents who were travelling in the same group
and individual travelling were chosen for the interview process. In the quantitative
method, this research takes Taro Yamane formula (1967) as instrument to calculate the

appropriate sample size.

Formula: n= —
) I&¥re”
Where, n = Sample size
N = Population

Significant Level (0.05)

e

According to TAT, in 2013, there were 787.301Vietnamese tourists went

to visit Thailand. Apply to the above formulation we have:
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FaF B0l

ﬁ - —
14 757 301« B0

= 399.797 (~ 400)
Thus, there were approximate 400 respondents were chosen to investigate

their motivations to travel to Thailand with an allowable error of sampling at 0.05.

3.4 Research Design

3.4.1 Interview Design

There is no doubt to say that interview is the most frequent qualitative
method which is used to understand the meaning of what the interviewees say (Kvale,
1996). McNamara (1999) argued that interview in qualitative research is particularly
helpful for researchers to approach the story behind a participant’s experience. He said
that in order to get specific information, interviewers can conduct interview around the
selected topic. Apparently, interview is used for the reasons that it allows spontaneous,
free and unpredictable responses that help interviewers realize the motivations,
feelings, perceptions and impressions of interviewees. Especially, this is the way to
ensure the validity and reliability of both interviewers and the participants (Bryman,
2008).

Because of the limited information related to Vietnamese outbound
tourists’ motivations, face to face interview with semi-structured questions, thus,
would be conducted based on check-in time of the flights from Suvanabhumi to
Vietnam and during the package tours that the researcher joined with them. 30
respondents were chosen to conduct the interview. They were divided into 2 separate
target groups wehich included 1) Package tour travelers, and 2) Independent tourists.
The specific questions were examined to explore reasons why Vietnamese tourists
chose Thailand as a destination for their trips (pull factors) and benefits that they
wished to obtain when travelling in Thailand (push factors). Respectively, the
questions “Which attract you to travel to Thailand?” (support question: “In
comparison with other countries, what are the most attractive factors of Thailand

tourism?”) and “Why do you travel, especially to Thailand?” (support question:
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“When travelling, what is the most important reason that made you decide to choose a
destination?”) were applied.

To avoid gaps and bias of the questions and responses, prior to the
interview process, the pilot test was conducted to be sure that all participants could
clearly understand and there was no ambiguous in the questions. Each interview would
begin with the introduction about the purpose of the interview. In addition, together
with the questions, during the interview process, examples which relate to push and
pull factors as mentioned in the previous chapter were also pointed out in each
question in order to make the questions easy to understand. Consequently, the results
of the pilot test would provide the correct information and the suitable design of the

questionnaire.

3.4.2 Questionnaire development

A questionnaire was used as main instrument to investigate the motivation
factors which push and pull Vietnamese tourists to visit Thailand. It was designed
based on a comprehensive literature review of tourists’ motivations, including foreign
tourists to Thailand and overall tourists travelled to other countries. The questionnaire
was designed both in Vietnamese and English versions with three parts which focused
on push and pull motivational items, demographic variables, and Vietnamese tourists’
needs when travelling in Thailand. A face validity method was used to test whether all
the questions were clear and easy to understand. The Cronbach alpha reliability
coefficient was applied to test the reliability of the questionnaire.

The designed questionnaire consists of three major sections which were
general respondent information, motivation variables, and open ended questions,

respectively.

Part 1: General information

In the first section, the questions were set with the aim of gathering general
information of each respondent about demographic characteristics and travel patterns
which may affect motivations of Vietnamese tourists to travel to Thailand. The main
demographic characteristics included age, gender, occupation, ethnic group, residency,

education qualification, marital status, source of fund, and monthly income. In this
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part, travel patterns namely travel arrangement, type of tourists, purposes, travel with,
expenditure behavior and length of stay were investigated.

Part 2: Motivation variables

Motivation variables were divided into push and pull factors. The push
factors consisted of the intangible desires of individual travelers were designed based
on the previous researchers as mentioned in the review of literature. Besides, the pull
factors items were destination attributes of Thailand. These motivational items on the
questionnaire were designed to obtain the response of each respondent on a 5-point
Likert scale, where 1 = uninfluential, 2 = somewhat influential, 3 = influential, 4 =
more/very influential, and 5 = extremely influential. Ranking a factor 1 means that it is
regarded as the most uninfluential factor and ranking as 5 means it is extremely
influential on the decision of respondents in choosing Thailand as a holiday
destination.

After the questions were modified, the pilot test was taken place to obtain
feedback on the clarity and appropriateness of questions asking about push and pull
motivations. Thus, all items were clear and everyone could understand. The Cronbach
alpha reliability coefficient was applied to test the reliability of the questionnaire. The
result of the first round of testing Cronbach alpha reliability coefficients shows that
0.892 and 0.936 respectively are the values of the push and pull items which are

considered to be good.

Part 3: Open-ended questions

This section is the open-ended questions which were designed to collect
further comments of each respondent about their journey experience in Thailand. First,
the most important push and pull factors which have impressive influence in their
decision to visit Thailand would be investigated. Second, the factors that they liked
and disliked during the trip together with two dichotomous questions on their ability to
revisit and their willingness to recommend the journey to other people would be the
evidence for the researcher to understand clearly about what they did really want to be
experienced while visiting to Thailand. In the third content of open-ended section, the
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survey aims to get their suggestions after finishing the trip in Thailand in order to have
more suitable campaigns to meet needs of this target market.

3.5 Data collection process

The data collection process was conducted immediately after the
questionnaire and interview questions were approved by the committee of Institutional
Review Board (IRB) of Mahidol University.

After obtaining permission from tour operators both in Thailand and
Vietnam and tour leaders in Vietnam, as mentioned in the scope of geography, the data
collection process was conducted not only in Suvanarbhumi International Airport but
also in some hotels in Bangkok where Vietnamese tourist overnight and package tours
that Vietnamese tourists booked to travel in Thailand.

During the data collection process, the important thing to do is that to
check the validity, it is necessary for the researcher to check again related findings in
the literature review, the results of the qualitative method. After that, in order to be
sure that all respondents can understand and fill in the form correctly, before the
survey, investigator must explain clearly each part for the interviewees of the survey.
The completeness of the content, clarification of the language and relevance to the
issue are vital to examine (Ruengvisesh, 2011).

Besides, Ticehurst and Veal (2000) state that quantitative method can be
conducted both by interviewed-completed and respondent-completed. However, in this
study, because it is a mix method research, thus, all the content of the questionnaire
was used to interview each respondent directly. By this way, the researcher could
cover all the content of the questionnaire and avoid some skip or uncompleted
answers. Especially, the researcher could take note or even deeply interview during the
interview to have clear explanation and adequate responses from interviewees.

After being filled accurately, all questionnaires were rechecked to
minimize the misunderstanding, skip information or questions, and to be sure that all

of them were absolutely valid.
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3.6 Data analysis

3.6.1 Qualitative method

During face to face interview, the content was taken notes as the
permission of the respondents. Because Vietnamese tourists travelled to Thailand were
people who came to Thailand from many different regions of Vietnam, therefore, the
respondents might use acronym and jargon words. On the next step, the researcher
checked all collected information to find out any vague information. Another
important task was seeking for the information which was not familiar with variables
that relate to the push and pull motivation factors and interviewed participants. After
that, cross-check was implemented to find out the valid findings. The findings of

qualitative research were used to support for the results of quantitative method.

3.6.2 Quantitative method

The Statistical program for the Social Science version 20.0 (SPSS) was
used as the main software to analyze data in this research.

Ary et al (2002) and Saunders et al (2012) stated that descriptive statistics
can help researcher to describe and compare basic features (variables numerically) of
the data in the study. Therefore, in this case, descriptive statistical analyses was used
to calculate the average scores for each of the selected push and pull motivational
items of influence to realize which items are major push and pull factors. The 5-level
of Likert scale was used to ensure the mean scores of influential level of push and pull

factors in making decision to visit Thailand, which is illuminated as the below table:

. . 2. Somewhat : 4. Very 5. Extremely
et e e Influential

Calculate for level width to obtain the results:

_ Highest Score— Lowest Score
- Numher of level

1=52-08
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From the result above, we have the table of guideline for understanding the

means on motivational factors influence.

Table 3.1 Guideline of Influential level

Means score of motivational factors Influential level
4.21-5.00 Extremely influential
3.41-4.20 Very influential
2.61-3.40 Influential
1.81-2.60 Somewhat influential
1.00-1.80 Non-influential

Besides, statistical techniques such as frequency analysis, reliability
analysis, and independent t-test were used to achieve the objectives of this research.

e Cronbach’s alpha (reliability alpha) was computed to measure the
internal consistency.

¢ Independent t-test was used to identify the differences in motivations of

Vietnamese tourists

3.7 Research Ethics

The research must follow a standard of ethical research. First of all, before
distributing the questionnaire and interview conducting, the research ethic has been
approved by the Mahidol University Ethical Committee to ensure the confidentiality
and freedom treatment of the participants. Thus, after receiving acceptance from
participants to take part in the research project, investigator had to be sure that they
well understand. Participants were not responsible for any expenses for participating
in this research. All participants’ private information will be kept confidential; it will
not be subject to disclosure but will be included in the research report as part of the
overall results, as the requirement of the Ethical Committee. Participants were free to
withdraw from the project at any time if they fell uncomfortable to answer because it
is certified that the respondent has full autonomy to choose their participation in the

survey. The refusal to participate or the withdrawal from the research project will not
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at all affect the proper service or treatment that he/she will receive. After the
agreement was conducted, the data collection process was handed out. Moreover, after
finishing the research, all the records including participant’s information sheet,

informed consent form and questionnaire will be destroyed
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CHAPTER IV
RESULTS

4.1 Introduction

405 questionnaires were delivered during the data collection process to
Vietnamese tourists. After being carefully chosen in order to avoid unreliable data,
uncompleted, and misunderstood questionnaires, finally, total 338 usable responses
were obtained. As figured out in the research methodology, 30 people were chosen to
conduct face to face interview. A self-administered survey and interview was utilized
to collect data when researcher joined the tours with Vietnamese tourists around
Bangkok and to Pattaya. In addition, the data collection process was also carried out in
some hotels in Bangkok and trips from center Bangkok to the Suvanabhumi
International Airport where the investigator received allowance of many tour operators
and tour guides both in Thailand and Vietnam.

With the purpose of identifying push and pull motivations of Vietnamese
tourists when travelling in Thailand, this chapter, therefore, is structured into 3 parts.
The first part describes the profile of the respondents, including demographic
characteristics (table 4.1 to 4.6) and travel patterns (table 4.7 to 4.9), followed by the
second part highlighting the important push and pull factors which have strong
influence in their decision to choose Thailand as vacation destination (table 4.10 and
4.11, respectively). The third part is the relevance between travel arrangements and
motivation factors (table 4.12 and 4.13).
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4.2 Sample profile

4.2.1 Socio-demographic profile
The socio-demographic characteristics of the sampled Vietnamese
outbound tourists were profiled and presented in the following parts which include
gender, age, marital status, residency, ethnic minority group, education qualification,
occupation, and monthly income of the respondent. Besides, in order to see to the
differences between socio-demographic components with travel arrangement that
Vietnamese chose, descriptive - crosstab analysis of the sample was used in this part.
4.2.1.1 Gender
Among 338 respondents there were 244 those chose package
tour and 94 respondents chose to travel individually which occupied 72.2%
(approximate three forth) and 27.8%, respectively. The table points that there were
48.8% of male and 51.2% of females. However when comparing between travel
arrangements and gender we can see that the percentage of male bought a package tour
is higher than females with 51.2% and 48.8%, meanwhile there were higher proportion
of female chose to travel individually (57.4%).

Table 4.1 Gender of the respondents

Travel Arrangement

Frequency
Gender Package tour Independent %
) (n=338)

travelers tourists

Male 125 40 165 48.8
(51.2%) (42.6%)

Female 119 54 173 51.2
(48.8%) (57.4%)

Total 244 94 338 100

4.2.1.2 Ethnic Minority, Marital Status, and Residency

The majority of the respondents were the Kinh (Viet) people
(94.7%), were married already (68.6%) and came from big cities of Vietnam (67.5%).
The independent tourists had higher proportion of Vietnamese tourists who are the
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Kinh people and resident of big city. In term of marital status, the percentage of single

tourists chose independent tour is higher than that of package tour group; in contrast,

there were more than number of married tourists bought package tour. More

specifically, 53.2% and 77.5% respectively is the percentage of single individual

tourists and married tour group tourists.

Table 4.2 Ethnic Minority, Marital Status, and Residency of the respondents

Travel arrangement

Socio-demographic Package tour  Independent Fretjuency %
travelers tourists (h=5%)
Ethnic Kinh 228 92 320 94.7
Minority (93.4%) (97.9%)
Other 16 2 18 5.3
(6.6%) (2.1%)
Total 244 94 338 100
Residency Big City 154 74 228 67.5
(63.1%) (78.8%)
Town 55 18 73 21.6
(22.6%) (19.1%)
Countryside 35 2 37 10.9
(14.3%) (2.1%)
Total 244 94 338 100
Marital status  Single 53 50 103 30.5
(21.7%) (53.2%)
Married 189 43 232 68.6
(77.5%) (45.7%)
Divorced 2 1 3 0.9
(0.8%) (1.1%)
Total 244 94 338 100
4.2.1.3 Age

In general, more than a half of the respondents were at the age
from 24 to 39 (51.7%), one-third were from 40 to 59, and the rest were from 18-23 and
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above 60. The point to note here is that the proportion of people from 18-23 years old
chose to travel independently higher than that of package tourists, which accounted for
18.1% and 7%, correspondingly. Nevertheless, there was an opposite trend of the
respondents between two travel groups when there were more than people at the age
from 60 and above chose to buy package tour. In particular, there were 7.8% package
tour tourists and 5.3% independent tourists were over 60 years old. Especially, the
proportion of independent tourists who were from 18-23 years old is higher than that

of package tour travelers with 18.1% and 7% respectively.

Table 4.3 Socio-demographic Characteristics of the respondents

Travel arrangement

Frequency

Age Package tour Independent (n=338) %
travelers Tourists

18-23 17 17 34 10.1
(7.0%) (18.1%)

24-39 120 55 175 51.7
(49.1%) (58.5%)

40-59 88 17 105 31.1
(36.1%) (18.1%)

60 and above 19 5 24 7.1

(7.8%) (5.3%)
Total 244 94 338 100

4.2.1.4 Level of Education

In term of education qualification, bachelor degree is the
qualification that occupied the highest proportion with 64.5%, and the lowest is doctor
or equivalent degree with 2.4%. Apparently, the higher degree they obtained the
higher number of people chose to travel independently. For instance, among 8 people
got doctor or equivalent degree and 46 people got master degree, there were 75% of
doctor and 45.6% of master respondents chose to travel by themselves. The majority
part of respondents owned high school degree who would like to follow a tour group
in Thailand.
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Table 4.4 Education Qualification of the respondents

Travel arrangement Frequency %
Education Level Package tour Independent (n=338)

travelers tourists

High school 61 5 66 195
(25.0%) (5.3%)

Bachelor 156 62 218 64.5
(64.0%) (66%)

Master 25 21 46 13.6
(10.2%) (22.3%)

Doctor and above 2 6 8 2.4
(0.8%) (6.4%)

Total 244 94 338 100

4.2.1.5 Occupation

Most of them have been working as service/sales and office
staffs/administration which accounted for 28.4% and 23.4%, respectively. Followed
by others (include retired, house wife, jobless) with 11.5%, professionals (doctor,
lecturer, lawyer) with 10.4%, technician (8.6%), farmer and factory worker (7.7%),
students (5.3%), and managers/directors (4.7%).

Another striking feature to note is that there was no factory
worker or farmer would like to travel individually. The result also shows that the
respondents who were working as professional had higher proportion in individual
tourists that accounted for 20.2%, meanwhile only 6.6% of them chose to buy package
tour.
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Table 4.5 Occupation of the respondents
Travel arrangement Frequency %
Occupation Package tour Independent (n=338)
travelers tourists
Factory Worker/Farmer 26 0 26 7.7
(10.7%) (0%)
Office Staff 62 17 79 23.4
(25.4%) (18.1%)
Technician 23 6 29 8.6
(9.4%) (6.4%)
Professional (Teacher, 16 19 35 10.4
Doctor, Lawyer...) (6.6%) (20.2%)
Manager/Director 14 2 16 4.7
(5.7%) (2.1%)
Student 4 14 18 5.3
(1.6%) (14.9%)
Service/Sales 73 23 96 28.4
(29.9%) (24.5%)
Others 26 13 39 115
(10.7%) (13.8%)
Total 244 94 338 100

4.2.1.6 Monthly Income

Based on the table 4.6 we can see that over a half of the

respondents have monthly income fluctuates between 3 million and 9 million VND
(around $US142.9 - $US428.6) which account for 56.8%. Over 30% of them have

income each month over $US428.6, and the rest have income under $US142.9. The

result expressed that the richer they become the higher percentage of respondent

choose to travel independently. For instance, there were 35.2% people have monthly

income over $US428.6 did it by themselves, meanwhile most of tourist have income

monthly around $US142.9 - $US428.6 chose package tour.
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Table 4.6 Monthly Income of the respondents

Travel arrangement

1 Frequency
Monthly Income Package tour Independent %
) (n=338)
travelers tourists
Below 3 million VND 28 16 44 13.0
(11.5%) (17.0%)
3-9 million VND 147 45 192 56.8
(60.2%) (47.9%)
Over 9 million 69 33 102 30.2
(28.3%) (35.1%)
Total 244 94 338 100

4.2.2 Travel patterns of Vietnamese outbound tourists
4.2.2.1 Time to visit
Travel patterns of Vietnamese tourists was also examined by
using descriptive - crosstab analysis. The majority (72.2%) of respondents chose to
buy package tour. Three-fourth of them travelled to Thailand the first time, the others
revisited Thailand from 2 to 11 times. Among of them, 41.5% revisited Vietnamese
travelers chose to travel by themselves, only 18.9% tour group tourists revisited

Thailand.

Table 4.7 Time to visit Thailand of the respondents

Travel arrangement Frequency %
. . Package Independen (n=338)
Time to visit .
tour t tourists
travelers
Time to visit 1 198 55 253 74.9
(81.1%) (58.5%)
2-11 46 39 85 25.1
(18.9%) (41.5%)
Total 244 94 338 100

11 USD = 21,036 VND (According to the official letter No. 175/TB-KBNN dated February 6",
2014 of the Ministry of Finance of the Socialist Republic of Vietnam)
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4.2.2.2 Length of stay

From the table 4.8 below we can clearly see that the mean of
length stay of Vietnamese outbound tourists was 6.07 days and the standard deviation
was 3.604 days. There were 23 people stayed in Thailand from 10 to 30 days,
occupied 6.8%. The group of individual tourists stayed in Thailand from 10 to 30 days
had highest proportion of length of stay with 19.2%. In contrast, 74.2% tourists stayed
in Thailand from 2-5 days chose package tour, only 2% of them stayed from 10 to 30
days.

Table 4.8 Length of stay in Thailand of the respondents

Travel arrangement Frequency %
Length of stay Package tour  Independent (n=338)
travelers tourists

Length of stay 2-5 181 41 222 65.7
(M=6.07) (74.2%) (43.6%)

6-9 58 35 93 27.5
(23.8%) (37.2%)

10-30 5 18 23 6.8
(2%) (19.2%)

Total 244 94 338 100

4.2.2.3 Other travel patterns

Holiday travel was often organized with colleagues (38.8%),
family members or relatives (31.3%), friends (23.4%), and just 6.5% chose to travel
alone. The fund of the trip to Thailand came from many different sources. For
example, 45.3% of them had to pay by themselves, 42.9% of them were sponsored by
their organization, 7.1% received support from their relatives, and the rest 4.7%
obtained award/bonus from their organizations.

The respondents who travelled with their friends and paid by
themselves occupied the highest percentage of the Vietnamese outbound tourists travel
independently (60.6%). In contrast, the highest 48% of tour group tourists were paid
by their organization.
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The percentage of respondents who have ability to revisit
Thailand is 91.1%, and ability of recommendation for others is 98.8%. The higher

proportion of people will not revisit and recommend belongs to package tour tourists.

Table 4.9 Other travel patterns of the respondents

Travel arrangement Frequency %
Other travel patterns Package Indepe.ndent (n=338)
tour tourists
travelers
Go with Alone 13 9 22 6.5
(5.3%) (9.6%)
Friends 40 39 79 23.4
(16.4%) (41.5%)
Family, relatives 80 26 106 31.3
(32.8%) (27.7%)
Colleagues 111 20 131 38.8
(45.5%) (22.2%)
Total 244 94 338 100
Sources of Self 96 57 153 45.3
fund (39.3%) (60.6%)
Sponsored by 117 28 145 42.9
organization (48%) (29.8%)
Sponsored by 15 9 24 7.1
relatives (6.1%) (9.6%)
Award/bonus 16 0 16 4.7
(6.6%) (0%)
Total 244 94 338 100
Revisit ability ~ Yes 217 91 308 91.1
(88.9%) (96.8%)
No 27 3 30 8.9
(11.1%) (3.2%)
Total 244 94 338 100
Would Yes 241 93 334 98.8
recommend (98.8%) (98.9%)
for others No 3 1 4 1.2
(1.2%) (1.1%)

Total 244 94 338 100
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4.3 The importance of push and pull factors

In order to identify the most important push and pull motivation factors of
Vietnamese tourists to visit Thailand, 15 push factors and 21 pull factors were chosen
as result of literature review to figure out the most influential factors in decision
making to visit Thailand. As mentioned above, the importance levels of Vietnamese

tourists’ motivations were expressed with five-point Likert scale.

4.3.1 Push factors

The survey recorded that 3.63 and 1.42 respectively are the highest and
lowest mean score of the motivations of Vietnamese tourists when travelling in
Thailand. Top five push motivations included:

1) to experience a new destination ( X =3.76),

2) to discover Thailand history and culture ( X =3.33),

3) to visit where many people appreciated and recommended ( X =3.21),

4) to enjoy interesting shows and entertainment programs ( X =3.2), and

5) to have a rest and relax after a long hard working time ( X =2.99).

The three least influential items are “well-being” (X =1.93), “visiting
friends, relatives” (X =1.62), and “revisiting where | lived or visited before”
(X =1.42).

Comparing with table 3.1 (Guideline of the influential level) we can see
that there was no factor that had extreme influence in decision making of Vietnamese
tourists to visit Thailand, but they were affected strongly by factor “discovering a new
destination”. The factors which rank from 2 to 11 have influence in their decision

making, and the rest factors just have “somewhat influence” in their motivation.
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Table 4.10 Important ranking of push motivations of Vietnamese outbound tourists
(Cronbach’s Alpha = 0.892)

Cronbach’s
Items X AIPha if " Rank
item is
deleted

Experiencing a new destination 3.76  1.099 0.837 1
Learning Thailand history and culture 3.33 1.195 0.832 2
Visiting where many people appreciated 3.21 1.229 0.835 3
and recommended
Enjoying interesting shows and 3.2 1235 0.828 4
entertainment programs
Having rest, relax 299 1.315 0.832 5
Satisfying abroad traveling 2.97 1.296 0.837 6
Learning more Thai Buddhism 285 1.29 0.828 7
Releasing stress and mundane life 2.83 1.295 0.830 8
Satisfying shopping demand 2.82 1.296 0.832 9
Having more time with family member and 281 1415 0.832 10
friends
Visiting dream destination 2.77 1.332 0.835 11
Communicating with local people 248 1.257 0.839 12
Well-being 193 1.167 0.838 13
Visiting friends, relatives 1.62 1.115 0.847 14
Revisiting where 1 visited/lived before 1.42 0.947 0.845 15

(Note: Push factor ranking is based on mean scores measured on a Likert type scale 1-5)

4.3.2 Pull factors

The mean, standard deviation, Cronbach’s Alpha if an item is deleted, and
rank for pull travel motivations of Vietnamese outbound tourists are presented in the
table 4.11. It shows that the pull travel motivations of Thailand tourism ranged from

the highest mean score of 3.39 to the lowest mean score of 2.21.
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Vietnamese tourists came to visit Thailand because they were attracted by
1) Affordable destination (X =3.39), 2) Unique Thailand traditional architecture
(X =3.26), 3) the similarity characteristics in culture that make Vietnamese tourists
easy to adapt ( X =3.2), 4) the advantage of geography between Vietnam and Thailand
(X =3.2), and 5) Attractive historical sites ( X =3.12).

They were not attracted by five most insignificant factors namely service
quality of travel agent ( X =2.69), service quality of tour guide ( X =2.62), Thailand
tourism information ( X =2.59), the beauty of beaches (2.31), and Thailand tourism
advertisement ( X =2.21).

Thus, there are 18 out of 21 pull motivation factors (rank from 1 to 18)
have “influence” and the three left factors (rank from 19 to 21) just have “somewhat

influence” in decision making of Vietnamese tourists to visit Thailand.

Table 4.11 Important ranking of pull motivations of Vietnamese outbound tourists
(Cronbach’s Alpha = 0.936)

Cronbach’s
Items X S.D Alpha if an Rank
item is deleted
Affordable destination 339 1197 0.933 1
Unique Traditional Architecture 3.26 1198 0.933 2
Easy to adapt Thai culture 32 1211 0.932 3
Near Vietnam 32 1179 0.933 4
Attractive Historical sites 312 1126 0.933 5
;e;\r::i(;een?::llty (SQ) of Destination 311 1186 0.933 6
Convenient facilities 3.08 1.098 0.933 7
Shopping Paradise 3.05 1216 0.934 8
Clean - Safety destination 3.02 1.094 0.932 9
Friendly local people 3.01 1.209 0.933 10
Unique Traditional Culture 299 1179 0.934 11

Convenient hotel location and transportation 299 1.138 0.933 12




Fac. of Grad. Studies, Mahidol Univ. M. M. (International Hospitality Management) / 55

Table 4.11 Important ranking of pull motivations of Vietnamese outbound tourists
(Cronbach’s Alpha = 0.936) (cont.)

Cronbach’s
Items X S.D Alpha if an Rank
item is deleted
Convenient package tour 298 1.304 0.934 13
High-tech country 295 1142 0.932 14
Convenient Tour arrangement 2.8 1.227 0.932 15
Unique Thai cuisine 277 1122 0.934 16
SQ of Travel agent 2.69 1223 0.933 17
SQ of Tour guide 2.62 1.26 0.934 18
Plentiful Thailand tourism information 259 1164 0.934 19
Nice beaches 231 1184 0.936 20
Interesting advertisement 221 1151 0.934 21

(Note: Pull factor ranking is based on mean scores measured on a Likert type scale 1-5)

4.4 The relevance between travel arrangements and motivations

Vietnamese tourists

4.4.1 Travel arrangements and push factors
The differences between travel arrangements in travel motivations were

examined by using independent sample t-test analysis.

Table 4.12 Mean score of various push factors among respondents from different

travel arrangements

Package tour travelers Independent tourists
Push factors

Mean S.D Rank Rank S.D Mean

298  1.357 6 Having rest, relax 3 1.207 3.01

2.84 1318 7 Releasing stress and daily 8 1.240 281

routine
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Table 4.12 Mean score of various push factors among respondents from different

travel arrangements (cont.)

Package tour travelers Independent tourists

Mean S.D Rank Push factors Rank S.D Mean

380 1.123 1 Experiencing a new 1 1.031 3.64
destination

282 1377 8 Visiting my dream destination 9 1.203  2.63

3.42 1.205 2 Discovering Thailand history 2 1.140  3.09
and culture

243 1294 10 Communicating with Thai 9 1.149  2.63
people

333 1.223 3 Enjoying interesting shows 7 1.203 2.85
and entertainment

298 1312 6 Learning more Thai 10 1.166 251
Buddhism

2.76 1405 9 Having more time with family 5 1439  2.95

member and friends

3.29 1.253 4 Visiting where many people 4 1139 2.98
appreciated and recommended

2.76  1.234 9 Satisfying shopping need 4 1436  2.98

1.37 0915 13 Revisiting where | 13 1.018 1.56
visited/lived before

1.47  0.992 12 Visiting friends, relatives 12 1.317  1.99

3.01 1.300 5 Satisfying abroad travel need 6 1.287 2.88

1.87 1.146 11 Well-being 11 1.214 2.07

The result expressed two most significant factors that have strong
influential level on motivation of package tour travelers include “experiencing a new
destination” (X= 3.80, SD =1.123), “discovering Thailand history and culture”
(X=3.42, SD = 1.205). Next, there are nine motivation factors that have level of

“influence” in their decision to Visit Thailand, namely “enjoying interesting shows
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and entertainment” (X = 3.33, SD = 1.223), “visiting where many people appreciated
and recommended” (X=3.29, SD = 1.253), and “satisfying abroad travel need” (X =
3.01, SD = 1.300), “having rest, relax” (X= 2.98, SD = 1.207) and “learning more
about Thai Buddhism” (X=2.98, SD = 1.166) have the same mean. “Releasing stress
and daily routine” (X=2.84, SD = 1.240), “visiting my dream destination” (X=2.82, SD
= 1.203), and two others at the same mean of 2.76 “having more time with family
member or friends” (SD = 1.439), “satisfying shopping demand” (SD = 1.436)

On the other hand, there are two most important reasons for independent
tourists are “experiencing a new destination” (X = 3.64, SD = 1.031), “discovering
Thailand history and culture” (X=3.09, SD = 1.140). Followed by “having rest and
relax” (X=3.01, SD = 1.207), “visiting where many people appreciated and
recommended” (X = 2.98, SD = 1.139), “satisfying shopping demand” (X = 2.98, SD =
1.436), and “having more time with family members or relatives” (X = 2.88, SD =
1.287). The individual travelers were not affected by the factor “revisiting where |
visited before” (X = 1.56, SD = 1.018).

Thus, the results revealed that there are some similar and difference
motivations between two groups of travelers. “Experiencing a new destination”,
“discovering Thailand history and culture”, and “visiting where many people
appreciated and recommended” are the same reasons for them to visit Thailand.
Although they have the same motivation of “visiting friends, relatives” and “revisiting
where | visited or lived before” but these factors received very low influential level of
motivation. In term of differences, meanwhile package tour travelers would like to
travel to Thailand to “enjoy interesting shows and entertainments” and “satisfy abroad
travel need”, independent tourists had different motivations because their motivations
are “to have a rest and relax”, “to satisfy shopping need”, and “to have more time with
their family members, relatives”.

In order to see clearly the significant difference in motivations of the
Vietnamese tourists between two travel arrangements, the following part will be the
illustration of the different perspectives of them about different push and pull
motivation dimensions. The result based on the interviews with both independent and

package tour travelers who came to visit Thailand from Vietnam.
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The result of the interview process showed that the push motivations of
Vietnamese tourists including “having rest and relax”, “experiencing a new
destination”,  “enhancing relationship”, “enjoying interesting shows and
entertainment”, “visiting where many people appreciated and recommended”,
“visiting Thailand historical and cultural sites”, “revisiting where | visited before”,
“shopping”, “visiting friends, relatives”, “learning more about Thai Buddhism”,
“MICE”, and “finding a business opportunity”.

The interview results also revealed that meanwhile the dominant
motivations of independent tourists are “having a rest and relax”, “shopping”, and
“visiting friends, relatives”, tour group tourists would like to visit Thailand to

“enjoying interesting shows and entertainment” .

Experiencing a new destination

The major respondent agreed that beside the domestic tours, discovering a
new destination is their new trend nowadays. Expecting to be experienced a new
landscape, new culture, new tourism environment, they decided to travel abroad and
Thailand is one of their first choice.

“Now, after retired | have more free time, | want to travel somewhere to
discover more new land, new culture. During my working time, | also spent a lot of
time on traveling around the country. Now | want to experience some new strange
things or a truly international tourism environment. | started my plan from Thailand -
a country is not far from Vietnam” (a tourist who bought a package tour to Bangkok —
Pattaya, personal communication, 10/2/2014)

Unlike the motivation of package tour travelers, individual tourists wanted
to discover other destinations in Thailand which are not included in the package tour
in Thailand. One of a couple who was travelling independently said that:

“To be honest, most of destinations where 1 visited before had no
difference. They looked quite similar, and service quality was not improved; exploring
a new strange destination is my main purpose in this trip” (one of a couple who was
joining an independent tour in Thailand, personal communication, 10/2/2014).

Two independent tourists who were going to Suvanabhumi airport to go

back Vietnam claimed that: “I booked a tour to Thailand 3 years ago, but at that time |
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just visited Bangkok and Pattaya. At this time | chose to do it by myself with my
friends because in tour we could not discover some attractive destinations, such as the
ancient city of Ayutthaya, The dead railway in Kanchanaburi province, or the beauty
of Phukhet. We also wanted to experience a strange felling when booked a train from
Ayutthaya to Bangkok because it’s quite interesting and extremely cheap. If | booked
a tour, although it would be cheaper, |1 would not have a chance to taste such a very
delicious traditional Thai food in some vendors along Bangkok streets” (One

independent tourists, personal communication, 15/2/2014)

Knowledge seeking (Including Discovering Thailand history and
culture)

Observing new different things from national culture is one of the
motivations of almost respondents. In addition, opening vision, seeking for knowledge
about Thai culture, history and society play an important role in making a decision to
travel abroad, include travel to Thailand of Vietnamese tourists. They believed that
throughout each trip to each country, they can enrich their knowledge, reinforce their
overview about Thailand in general.

“...In order to know another culture, another lifestyle, | decided to travel
abroad to see the world. What | know about the world is limited, | need to enrich
myself” (One package tour tourist, personal communication, 7/2/2014).

One young student who was travelling individually stated that “Thailand
history and culture are quite different from our country; learning these new things is a
big opportunity for me to enrich my knowledge in this journey” (personal
communication, 8/2/2014).

“...1 want to travel, especially to other countries because | do not want to
be an out of date person. People said that “how can you become more smart if you stay
at home”, so | decided to travel, especially abroad travelling. After each trip I can get a
lot of new different things to talk with my friends or family members...” (An

independent tourist, personal communication, 12/2/2014)
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Enjoying interesting shows and entertainment

There are two different ideas around the factor “interesting shows and
entertainment” between two travel arrangements. The qualitative research found that
tour group tourists were extremely interested in both stripped shows and cultural
show. However, independent tourists were not affected by this factor, they just wanted
to see the cultural shows to understand more about Thai’s culture and history.

“After a long hardworking time, it’s marvelous moments for all of us to
have a chance to enjoy such very interesting shows in Thailand. 1 am really keen on
animal shows, such as crocodile show, pig show, tiger show. It is very funny. Besides,
night activities are very plentiful, especially tripled show in Pattaya and some walking
streets. We did not have enough time to enjoy everything...” (One package tour
traveler, personal communication, 15/2/2014).

A female independent tourist shows her disappointment when she forced
to see too many shows in one tour that she booked before: “the first time | visited
Thailand | was also very excited to see those interesting shows. To be honest, they
were so boring. One more thing, I will no longer see sexy show in Pattaya. It is so rude
and not suitable to our culture. We cannot study anything from here to apply for

tourism industry in Vietnam” (personal communication, 18/2/2014)

Curiosity (or visiting a place where many people appreciated and
recommended):

There were six Vietnamese tourists had the same desire to visit the place
where many people said that “it is a free sex and gender country”. They were very
curios of this cultural characteristic because it is illegal in Vietnam.

“It is a long time I’ve ever heard that there is one special service in
Thailand called “sex industry”. For me, it is too new and different because as far as
you know, sex, prostitute, and even transgender is not accepted in our country. We just
come here to see ourselves some lady boys, some sexy shows, and some free walking
streets. One more important thing that push me to travel to Thailand is that | am curios
of Thailand about the way they attract foreign tourists to visit and buy their local

products meanwhile they do not have many natural resources to develop tourism
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industry as what we have in Vietnam, especially in the area of Bangkok and Pattaya”.
(One independent tourist, personal communication, 18/2/2014)

“This trip | combine both travelling and doing business. | want to find an
opportunity to enlarge our market. Besides, many people said that Thailand is
considered a free sex service, therefore |1 want to be satisfied my curiosity of sex,
seeking for the demand of sex...” (An independent tourists, personal communication,
10/2/2014)

And women also have curiosity of this sensitive service:

“Well, Thailand is very famous in transgender and cosmetic surgery,
especially the image of so many very beautiful lady boys. Most of my friends said like
that. 1 come here to see them” (A women who bought a package tour, personal
communication, 11/2/2014)

They also were affected by the recommendation of others after their trip to
Thailand. One woman who bought a package tour said that “the monk in a pagoda
which is near my home and some my friends recommended that Thailand is a beautiful
country with many unique temples and outstanding architecture. | really want to come
here to see how difference it is in the culture and lifestyle of the Buddhism country”
(One tour group tourist, personal communication, 11/2/2014).

“After finishing the trip to Thailand, many people went home and
recommended that Thailand is an ideal destination to visit nice temples, unique
architecture, and very friendly kind Thai people. One more thing that push me to visit
Thailand is that | am really interested in Buddhism culture, and I know that Thailand
has 95% Buddhism religion, therefore | want to come here to visit Thai Buddhism
culture, to see the difference in Buddhism between Vietnam and Thailand” (One

women who bought a tour, personal communication, 12/2/2014)

Having rest, relax

In comparison with package tour, independent trip is considered the way
for them to have a rest or relax. One tour group tourists claimed that “due to the tight
schedule of the tour, we were exhausted after a long journey on a bus from Bangkok to
Pattaya with so many attractions and shopping malls” (Interview No.10). Agreed with
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interviewee No0.10, most of independent tourists chose to do it by themselves because
they would like to have more free time to relax.

“Although a tour which I did it by myself is much more expensive but I
still feel happy because | can do anything that | like. To be honest, travelling is one
solution for us to have a rest and relax. | would like to organize a trip by myself
because | do not want to depend on anyone else. If I book a tour, I think it is not truly
relaxed time because of the tight tour itinerary” (Two independent tourists, personal
communications, 12/2/2014).

“After a long period of hard working, travelling time is short but precious
time for me to relax with my friends and colleague. We can choose anywhere to go,
any food to eat, and any type of services that we like to have a happy time together”

(An independent tourist, personal communication, 18/2/2014).

Enhancing relationship (having more time with family members or
friends)

With the purpose of building relationship between friends or colleagues,
some of respondents stated that throughout a trip, their friendship would be closely
tied and improved within their activities. The interview result recorded the perspective
of independent tourists about this motivation factor only.

“We are very busy with our job during our working time, we have no time
to relax or to be happy together. This is an opportunity for us to escape from our
working pressure and just focus on relax, travel, and enjoy some special Thai food
together” (One independent tourist, personal communication, 12/2/2014)

Sometimes, it is simple as the way they pay attention or keep an eye on
their relatives. Interviewee number 13, one of six package tour travelers shared: “I just
finished my Master course in England and went back to Vietnam two months ago. It’s
for a long time | haven’t had time with my lovely family, especially my parents.
Before restarting my job in my office, | want to have more time with all my beloved
family members who unconditionally love me and gave me a chance to make my
dream of overseas study become reality”

Some people tried to take advantage from a free period of time when they

are still single to travel with their friends:
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“We were classmates in the University, each of us is in different province.
It is three years since graduated we haven’t met each other. Because one of us is
studying here, thus we want to visit her and have more time to happy together before
we get married. It may be very busy if we have a private family life and we also might
not have a chance to travel together like this” (One independent tourist, personal
communication, 15/2/2014)

One traveler bought package tour to Bangkok and Pattaya shared an
opposite opinion about this motivation factor when he state that “I wanted to find a
free time with our family during the trip but as you see, were very busy to go
sightseeing and shopping from early morning to the end of day. | have never thought
that a tour made me so tired like that”. (One tour group tourist, personal
communication, 15/2/2014)

In addition, friends, relatives always have a crucial position in the heart of
each people. Because of many different reasons they do not have a chance to meet
each other continuously. Taking advantage from the trip to Thailand is a good
opportunity for them to have more time together.

“I have an elder brother who has been studying in Bangkok. | haven’t met
him for over one year. My parents died ten years before. He, thus, is very important in
my life. On the occasion of his final thesis defense, | come to Thailand to attend this
event, to meet him and to travel in Thailand” (An individual tourist, personal
communication, 15/2/2014)

“We have so many friends who are both studying and working in
Thailand. It is very convenient for us to visit Thailand because we can combine both
visiting our friends and having unforgettable memory together in Thailand. It’s great!”

(An independent tourist, personal communication, 15/2/2014)

Shopping

Being known as a “shopping paradise”, Thailand attracts more
independent tourists rather than tour group tourists from Vietnam for this pull factor.
However, generally, they were very happy when talking about shopping and big sales
promotion in Thailand.
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“It cannot be denied that Thailand is a shopping paradise. There are
varieties of product with good brands that can meet the need of many different levels
of tourist from low income to higher. | see that there are many big sale programs
around the year. | like shopping. Together with my friends, | spent five days in
Thailand on going shopping and sightseeing but I still want to buy more. I hope I can
earn more money to come back here at the end of this year when there are many big
promotion campaigns” (One independent tourist, personal communication, 15/2/2014).

One guest in tour group mentioned the image of Thailand as a high tech
country:

“l heard that Thailand is very famous for technology with many high
quality products. | want to find good quality products to use in my family therefore we
decided to travel to Thailand. However, what a pity, most of products in shopping
malls where we visited were very expensive. It is unreasonable price in comparison
with the pocket of almost of Vietnamese tourists” (One tour group tourist, personal
communication, 10/2/2014).

Besides, the qualitative research also found some new push motivation

factors that should be put into consideration.

Finding a business opportunity

Nowadays, international collaboration becomes more widespread and
convenient due to the development of the economy and demand of human being.
Realizing benefits that they can get from Thailand business market, many people come
to find themselves opportunities to develop their business.

“l am a tour operator in Vietham. We have been launching package tours
to Thailand for a long time but this is my first time in Thailand. I come here to do
survey market, services and some more destinations which are different from Bangkok
and Pattaya to introduce our guests.

To be honest, besides the familiar destinations that included in package
tour, there are too many others attractive destinations that we experienced during this
trip. What a pity, we have ignored those for a long time because all tour companies in
Thailand do not use them as a tourism product. | think after my survey, many new tour

products will be opened to meet varieties of need of our guests.
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In addition, there are many similar and different characteristics in Asian
culture. Toward the establishment of AEC, | want to experience the unique culture of
each Asian country, and Thailand is one of the most attractive destinations that I
appreciate and choose first. We also have collaborations in Thailand. We want to
exchange opportunity to work together in a near future” (One package tour traveler,
personal communication, 15/2/2014)

“This is the fifth times | have ever been to Bangkok. | have total 10 days in
Thailand both for travelling and finding collaborator for my business. Now my
company has launched a new branch to Thailand. | come here to look for more
business market and chances to enlarge our branch here” (An independent tourist,
personal communication, 14/2/2014)

MICE

Beside those motivations as mentioned above, attending conference,
meeting, or exhibition are also important purpose of some Vietnamese tourists. “MICE
tourism” seems to be new trend for them, especially to whom working as professional
(lecturer, doctor, researcher and others) and sales. Within the conference or exhibition,
they can enhance their network with their international collaborators; in addition, after
the event, their position in business and their job place will also be improved.

“Each year we attend exhibition that relates to our business — educational
furniture. This event is annually organized once a year with the participation of a
hundreds of big company all over the world. Attending the event is a chance for us to
exchange technique with our collaborators worldwide, learn the way to develop
market, and find more opportunities to export our products as many as possible to the
world” (One tour group tourist, personal communication, 10/2/2014)

“My colleagues and | joined an international conference that concerns
about technology and information. After the event we can enrich ourselves in our
fields, exchange knowledge with our colleague both in Thailand and many other
countries. We believe that after the conference, the knowledge that we have leant here
will be very useful for my lecture, and especially it can be applied in practice in
Vietnam” (One independent tourist, personal communication, 15/2/2014)
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4.4.2 Travel arrangements and pull factors

The table 4.13 demonstrates the significant differences in pull factors
between different travel arrangements.

The most outstanding feature to note is that “affordable destination”,
“Unique Thailand traditional architecture”, and “easy to adapt due to the similar
culture” are the main full factors that attracted both Vietnamese tour group and
individual tourists to Thailand.

The table also shows some differences between them. Tour group tourists
were affected by the motivation factors namely: “convenient package tour” (X=3.28,
SD = 1.185) and “service quality of destination management” (X = 3.25, SD =1.186).
On the contrary, independent tourists were attracted by factors “near Vietnam” (X =
3.22, SD = 1.002), “shopping Paradise” (X = 3.19, SD = 1.188), and “impressive
historical attractions” (X = 3.14, SD = 1.107).

Table 4.13 Mean score of various pull factors among respondents from different

travel arrangements

Package tour travelers Independent tourists
Mean SD Rank PUltactos Rank SD Mean
2.26 1.160 18 Nice beaches 15 1.243 2.42
3.12 1.135 7 Impressive Historical sites 6 1107 3.14
3.04 1.215 9 Unique traditional culture 11 1.078 2.86
3.26 1.220 3 Unique traditional 2 1.143  3.27
architecture
2.85 1.213 15 SQ of travel agent 17 1.153  2.27
2.86 1.267 14 SQ of tour guide 20 1.011  2.00
3.25 1.186 4 SQ of destination 12 1118 2.76
management
2.98 1.244 12 Friendly local people 7 1.115 311
3.08 1.160 8 Convenient facilities 8 0.923  3.09

3.40 1.234 1 Affordable destination 1 1.102 3.37
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Table 4.13 Mean score of various pull factors among respondents from different

travel arrangements (cont.)

Package tour travelers Independent tourists
Mean SD Rank Pull factors Rank SD Mean
297 1.160 13 Convenient hotel location 9 1.081 304
and transportation
2.98 1.224 12 Suitable tour arrangement 16 1.118 2.35
3.00 1.226 11 Shopping Paradise 4 1.188  3.19
3.22 1.261 5 Easy to adapt due to similar 5 1.075 3.16
culture
2.21 1.187 19 Interesting advertisement 18 1.061 2.22
2.59 1.178 17 Various Thailand tourism 14 1.133 261
information
2.67 1.111 16 Unique cuisine 10 1.115 3.03
3.28 1.185 2 Convenient package tour 19 1.277 220
3.04 1.131 9 High-tech country 13 1.138 271
3.01 1.097 10 Safety destination 9 1/091  3.04
3.19 1.242 6 Near Vietnam 3 1.002 3.22

When being asked about the main full factors which were strongly

influenced them in decision making to travel to Thailand, Vietnamese tourists were

excited to talk about the most impressive things of Thailand. On their point of view,

the external motivations that played important roles in attracting them to Thailand,

including:

1)
2)
3)
4)
5)
6)
7)
8)

Time availability

New strange different services

Award for hard work

Service quality of travel tour guide
Service quality of destination management
Affordable destination

Easy, convenient immigration policy

Unique architecture, historical sites, and landmarks



Nguyen Viet Hoang Results / 68

9) Interesting shows and entertainment

10) Shopping Paradise

11) Friendly, kind local people

12) Thailand traditional cuisine

13) Geographical proximity

14) Media influence

15) Language advantage

The qualitative result expressed that there are eight general pull factors
that attracted both independent and tour group tourists, namely *“affordable
destination”, “unique traditional architecture”, “easy to adapt due to the similar
culture”, “award for hard work”, “service quality of destination management”,
“friendliness” of Thai people, “shopping paradise”, “easy, convenient immigration
policy”, and “geographical proximity”. Among of them, “affordable destination” and
“unique traditional architecture” are two most significant factors which have strong
impression on the decision of Vietnamese tourists.

Simultaneously, the interview results also help us distinguish the
differences in motivation of Vietnamese tourists between two travel arrangements.
Tour group tourists were affected by “time availability”, “new strangle services”,
“service quality of tour guide”, and “interesting shows and entertainment”. Being
different from that, independent tourists were affected by “media influence”, “Thai

traditional cuisine”, and “advantages of language”.

Affordable destination

“l am working as a lecturer, therefore, I am not rich enough to travel
usually. Before travelling to a destination, | have to consider my budget. In
comparison with other countries, price tour Thailand is very reasonable” (One package
tour traveler, personal communication, 19/2/2014).

“| stayed here seven days already. | will continue to revisit Thailand next
year. You know that now we have a lot of free time, but our children live too far from
us. | have one daughter and one son, but one of them has been living in Germany for
twenty years, and the others got married, she is very busy with her job and her private

family. They asked me to live with them but I think it is very inconvenient and
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uncomfortable. We do not want to disturb them. While travelling here | realize that the
living cost in Thailand is inexpensive in comparison with the price in Hanoi where |
live. With our retired salary and support from our children, we are affordable.
Therefore, | decide to revisit here around one to two months to change atmosphere and
feel better physical health” (One senior independent tourist, personal communication,
15/2/2014)

“We like travelling to Thailand because the price is very reasonable,
especially street foods and shopping price” (One student who chose to travel
individually, personal communication, 12/2/2014)

“l am an office staff so I am not rich enough to travel frequently. In
comparison with domestic tour or package tour to other countries, I think that package
tour price to Thailand is suitable with my wallet” (One package tour traveler, personal
communication, 11/2/2014)

Unique architecture, historical sites, and masterpiece landmarks

A family includes parents, a son and his younger sister. The son stated that
“l am interested in Thailand architecture, especially architecture of temples and
palaces. | did visit Grand Palace, Vimanmek Mansion, and Golden Bhudda temple in
China Town. I do not know how they can build such very magnificent temples like
that, it’s precise in each detail” (one independent tourist, personal communication,
09/2/2014)

“It is very difficult for me to identify which is the most impressive one in
Thailand. It just can be architecture. | love traditional architectural characteristics of
Thai temples and buildings” (One package tour traveler, personal communication,
10/2/2014)

The advantages of geographical proximity

The distance is one of the advantages for Thailand to attract more
Vietnamese tourists. One package tour traveler excited: “...And another reason that
has strong influence in my decision to visit Thailand is that Vietnam is quite near
Thailand. It takes me only one and a half hour to flight from Vietnam to Thailand”

(personal communication, 13/2/2014)
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An independent female tourist, who was travelling with her young son in
Bangkok said that: “Beside the attractive low cost airline, especially the night flight of
Luhansha airlines, location is also a criteria for me to choose a destination. | can book
a night flight ticket to departure from Ho Chi Minh City in the night of Friday to
Thailand and go back to Vietnam in the night of Sunday to restart my daily working
tomorrow morning. For me, two days in Thailand to relax and go shopping is the best
choice for a perfect weekend” (personal communication, 7/2/2014)

A woman who was travelling with 5 other friends shared that “it is simple
that Thailand is very near Ho Chi Minh City and not too much expensive. Anytime |
have free time, | usually book ticket to travel to Thailand with my friends. | cannot
remember how many times | have ever been here”. She also added “If there were any
flight from the Center of Vietnam to Bangkok, I think it would attract more visitors
from Vietnam because many my friends want to visit Thailand, but they are forced to
transit in Hochiminh City before arriving Bangkok, so they cannot join the trip with us
this time” (personal communication, 10/2/2014).

Service quality of destination management

In this research method, between two travel arrangements, there is also a
different opinion about service quality of destination management.

“l am very satisfied with service quality of Thailand tourisms, especially
the way they manage destinations although most of places where we went to visit were
very crowded” (One tourist who bought a package tour, personal communication,
10/2/2014)

“It’s value for money, to be honest. Most of staff and local people were
also very polite, open heart, and willing to help us. I dissatisfied with hotel service
except their staffs. | also have strong impression with staffs who were selling along the
streets” (An individual tourist, personal communication, 15/2/2014)

A group of independent tourists include parents, a son, a daughter and two
other their friends who just finished their relax time in Coral island in Pattaya showed
their irritation about the service quality: “It’s unhuman, they cheated us like a child.
We thought that they told us the price of scuba diving in Thai Baht, but in fact they

charged us in USD. In the island, we did not know how to explain, we did not
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complain this issue with anyone else. We were forced to pay money for them to come
back here.” (Personal communication, 12/2/2014)

Shopping Paradise

“The thing that I love shopping in Thailand very much is that there are
varieties of products with good quality which can satisfy need of different levels of
tourist come to visit Thailand. However, to be honest, most of products in the
shopping malls where we visited have unusually high price. Most of us were
unaffordable to buy or it is worthless for us to buy such a very expensive product like
that” (One tour group tourist, personal communication, 10/2/2014).

“l am attracted by promotion campaigns of Thailand. We can find big
sales in many shopping malls around the year, especially on some special occasions,
such as mid-year, the end of year, Christmas Eve or New Year” (An independent
tourist, personal communication, 12/2/2014).

Moreover, during the interview, Vietnamese tourists also expressed their

excitement when being attracted by external factors.

Time Availability

Regarding to the question “Why do you choose Thailand to visit?”.
Resource of time is considered an important external factor that has strong influence to
motivation of some respondents who are retired. They claimed that “You know that
before we were very busy with our job, our children, with thousands of relationship
that we had to handle; especially, the most crucial thing is that we needed time to earn
our living. But now after retired, our children are grown up enough; we do not have to
worry about anything. Therefore, it is the time for us to take our plan into action:
travelling somewhere” (One tour group traveler, personal communication, 10/2/2014).

“Living now is full of pressure, whenever | have free time, | usually spend
on travelling with my friends. Weekend or national holidays are the best chance for us
to prepare a pack to travel somewhere. However it is not enough time and economic
condition for us to travel exterior Vietnam” (One independent tourist, personal
communication, 14/2/2014)
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New strange different services

One female tourist who joined in an exhibition and a farmer female had
the same idea when admitted that “To be honest, Thailand has too many strange and
different services that | have never experienced before — They are quite interesting and
made me curios and shocked!” (One tour group tourist, personal communication,
15/2/2014)

“l have travelled to many countries already. Each country has its own
unique cultural, historical, and social characteristics. I am really fond of travelling to
see the different between them. Being experienced is the way that not only makes me
stronger but also helps me learn more knowledge about our neiboring countries.
Thailand is a country that I can find so many new interesting things. | have impression
with animal circus, shows, and wild animal zoo (Safari World)” (A tour group tourist,

personal communication, 10/2/2014).

Award for hard work

“To be honest, we were sponsored by our company for what we distributed
and donated for our company. Those people are the most successful ones who brought
the highest profit for the company in the previous year” (One tour group tourist,
personal communication, 10/2/2014)

“It’s for a long time we haven’t had a free time. I think that it’s the time
for us to relax and escape ourselves from our work and daily routine. We should travel
outside our country to see the world when economic condition permits and our family

members support” (An independent tourist, personal communication, 12/2/2014)

Easy, convenient immigration policy

One tourist in a tour group includes 15 members to Bangkok and Pattaya
shared her experience: “There are three reasons that make me travel to Thailand.
Firstly, I can travel to Thailand easily because it is no need for me to have a visa.
Secondly, currency exchange between VND and Thai Baht is not too much expensive,
therefore this is an affordable tour. Thirdly, | heard that Thailand is a developed
tourism industry, | want to experience and study from our neighbor country to know

why we cannot do like that” (personal communication, 15/2/2014).
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The interviewee No.12 was very excited when talking about her trip with
her friends and grandfathers: “I have never thought that | can organize one tour to
other country by myself. Just three weekend days | can travel abroad with my friend
and my grandfathers. It is very simple and convenient. No visa required, just 2 hours |

can arrive to Thailand” (One independent tourist, personal communication, 12/2/2014)

Interesting shows and entertainment

This is the factor that did not receive any support idea from independent
tourist. Meanwhile, most of package tour travelers were strongly affected by this
factor.

“During the tour | was very excited with the stripped show in Pattaya and
lady boy show in Bangkok. Unimaginable, that’s the most splendid shows that I have
ever seen. How about the artists? They are genius artists” (One package tour traveler,
personal communication, 12/2/2014)

Another visitor who was travelling with his friends in a package tour
shared: “We have ever heard of Thailand tourism industry, especially the adult
services in Pattaya for a long time. The recommendation made us curios to come here
to enjoy this strange service which is not available and illegal in our country”
(personal communication, 13/2/2014)

Friendly, kind local people

When being asked “What do you like most in Thailand?” almost of
respondent also have the same answer that “Friendly and kind Thai local people”. It
seems that Thai people is a specialty of Thailand because most of Vietnamese tourist
also have very good impression of them. One tour group tourists shared his felling: “I
did not have much time to communicate with Thai people, but I think 5 days is enough
for me to say that Thai are very friendly and the most good-natured persons” (One tour
group tourist, personal communication, 10/2/2014).

When talking about Thai people, independent tourists also confessed that
“Before coming here | heard about unstable politic of Thai. But when | came here, |
realized that it is a safe country with the most kind and friendly people. They were
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willing to help us whenever we asked” (One independent tourist, personal
communication, 8/2/2014).

Another independent tourist who went to visit her elder brother and had 10
experienced days in Thailand shared: “During 10 days in Thailand with my brother, |
had much time to communicate with Thai people. To be honest, I have the best
impression of them. | like their culture in public area and the way they treat foreigners
no matter who you are, where you are from...There are many things | had better study

from them” (personal communication, 8/2/2014)

Advantage of independent tour

In comparison with package tour, Vietnamese tourists found it convenient
when doing it by themselves. Although it is more expensive than package tour but
they can discover Thailand by their way. No matter how far it is, exploring and
experiencing as much new things as possible is their purpose when visiting Thailand.

“l would like to travel with my friends independently because we can visit
more nice landmarks that do not include in package tour. If we join in a tour | might
not have a chance to taste such very delicious foods like what we ate yesterday along
the street. Moreover, we can communicate with local people in English so we can
appropriately manage our time to visit as many places as possible” (1 of two

independent tourists, personal communication, 12/2/2014)

Media influence

“When | was a high school student, | remember that | watched a Chinese
series namely “Following the dream” (Vietnamese named “Mua mua o Bang Coc” or
Rainy season in Bangkok). Then, | also watched a movie that is in collaboration
between Vietnam and Thailand with the name “Tinh xa”. | was extremely impressive
with nice landmarks, very beautiful actresses and handsome actors, especially they are
very kind people. But I did not know exactly which landmarks they are. Therefore I
decided to visit Thailand to discovery what | was seen on the television. And the most
important thing is that I can experience Thai authentic culture, meet very impressive

Thai people” (one of two independent tourists, personal communication, 9/2/2014).
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Language advantage

“In recent society, English in private and language in general is not a big
barrier for us to travel abroad. Besides, we have so many friends who are working,
studying in Thailand. Especially, we can search any related Thailand tourism
information on the internet. Therefore, we decide to organize this trip by our self, we
do not want to be disturbed or to obey any regularly of a package tour” (one
independent tourist, personal communication, 8/2/2014).

4.5 Open-ended survey results

In addition, from the open ended questions, the most frequently cited
positive comments were about friendly local people (65%), attractive landmarks with
many new different services (62%), unique historical sites and traditional culture
(46%), and unique traditional architecture (32%).

For negative comments, 55% of tour group tourists complained about food
which had very bad quality during the tour, 70% of them agreed that traffic congestion
is the main factor that caused their tour was delayed or cancelled. Telecommunication
received 45% complaints, followed by disadvantage languages (23%), street
cleanliness (18%) and tour guides (15%). For independent tourists, public services (for
instance taxi and tuk tuk driver or shopping mall staffs) received the highest
proportion of complaints (45%), the disadvantages of language accounted for 38%
because there are many service staffs could not communicate in English. The same as
package tour travelers, individual tourists also complained about the quality of
telecommunication (43%), the cleanliness of the city streets and polluted environment
(27%).

4.6 Summary
In short, the results above show that “Affordable destination”, “Unique
Thai traditional architecture”, “The geographical proximity advantage”, “Easy to adapt

due to the similar culture” are the four influential pull factors of the Vietnamese
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outbound tourists to visit Thailand. In regard of push motivations, tour group tourists
would like to travel to Thailand because they want “to experience a new destination”,
“to discover Thailand history and culture”, and *“to visit where many people
appreciated and recommended”.

The findings also expressed some significant differences in motivations to
visit Thailand between two travel arrangements. For example, in term of push factors,
independent tourists would like to visit Thailand to have a rest and relax, to have more
time with family members or friends, to satisfy the need of shopping; however,
package tour travelers would like to enjoy interesting shows and entertainment, to
satisfy the need of abroad travelling. In term of pull factors, package tour travelers
were attracted by service quality of destination management, the convenience of
package tour; meanwhile independent tourists were attracted by the factors name

“shopping paradise”.
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CHAPTER V
DISCUSSION

5.1 Introduction

The literature review has suggested a number of variables that push and
pull travelers to travel. In 1977, Dann pointed out that the internal factor can push
individuals to destination while pull factors are those at a destination that can attract
the visitors. In this research, 18 studies which used push and pull as the major theory
will be the empirical evidences about motivations of tourists when travelling. Among
of them, six researches were focused on the motivations of foreign tourists to visit
Thailand.

As well as, the investigation was conducted to identify push and pull
factors which drive motivations of Vietnamese outbound tourists to visit Thailand.
This chapter, therefore, will be the important part which helps us to realize the similar
and the different motivation factors between Vietnamese tourists from two travel
arrangements and between Vietnamese tourists and other foreign tourists to Thailand.
Consequently, the most significant motivations of Vietnamese outbound tourists will

be illuminated and the final result for the questions of the research will be examined.

5.2 Similarities in motivation factors between two travel arrangements

5.2.1 Similarities in push motivational factors

The result from quantitative research method pointed out that Vietnamese
independent and package tour travelers have some similar reasons for travelling to
Thailand, such as “experiencing a new destination”, “discovering Thailand historical
and cultural sites”, and “visiting where many people appreciated and recommended”.
Among of them, the factor “experiencing a new destination” shows both the similarity
and difference in the push motivation of Vietnamese tourists.
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Thus, the result above shows that that the most significant factor that
motivates Vietnamese tourists to visit Thailand is to “experiencing a new destination”.
This motivation factor is similar to the factor “exploration” which was mentioned in
the research of Crompton (1979) and Lu (2011), or the factor “novelty” in the research
of Hangin & Lam (1999), Jang & Cai (2002), Correia et al (2007), Qiao et al (2008),
and Youseri & Marzuki (2012). In other word, Vietnamese outbound tourists have the
same motivation of Chinese tourists to Hong Kong, Chinese tourists to Canada, British
outbound tourists, Portuguese outbound tourists, Chinese tourists to South Korea, and
international tourists to Penang, Malaysia.

The second similar motivation factor is “to discover cultural and historical
sites”. Both Vietnamese independent and package tour travelers also have a desire to
understand more about Thailand history and culture via system of palaces, temples,
and other historical sites. This factor relates to concept of “knowledge seeking” that
has been found in previous researches of many authors. This is one of the five factors
that pushed Chinese tourists to Hong Kong (Hangin & Lam, 1999). Jang & Cai (2002)
stated that “being improved knowledge” is the main reason for British outbound
tourists to select a destination. After that, in 2006, Jang & Wu investigated the travel
motivation of Taiwanese senior tourists and found that obtaining knowledge from the
destinations where they visit is the factor that motivate them to travel. By exploring
motivations of Portuguese tourists, Correia et al (2007) concluded and explained that
knowledge is the special factor which relates to the needs for increasing
understandings, knowing different cultures and lifestyles, and enriching oneself
intellectually. Other investigators, including Mahammad & Som (2010), Hsu et al
(2007), and Youseri & Marzuki (2012), respectively, supported for the last studies
finding when they pointed out that “knowledge seeking” is the reason for foreign
tourists to Jordan, Chinese senior tourists to Beijing and Shanghai, and inbound
tourists to Penang, Malaysia.

When talking about “curiosity”, Crompton (1979) argued that “novelty”
means curiosity, adventure, and new experience. However, in this study, the result
from qualitative research expresses that the recommendations and appreciation from
others make Vietnamese tourists curios and want to visit Thailand. This factor is very

close to factor ‘physical needs” that was examined in the research about motivations
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of Chinese tourists to South Korea of Qiao et al (2008). Regarding to this motivational
factor, Mohammad & Som (2010) also concluded that “fulfilling spiritual needs” is the

factor that has strong influence to motivation of foreign tourists to Jordan.

5.2.2 Similarities in pull motivational factors

As in the aforementioned results, “affordable destination”, “easy to adapt
due to the similar culture characteristics”, and “unique traditional architecture”, are
three major pull factors that have found in the quantitative method.

“Affordable destination” is the first similar pull motivation of Vietnamese
outbound tourists in comparison with other foreign tourists. This relates to factor
“budget” which is one of seven pull motivation factors was identified by Yuan &
McDonald in 1990. This is also the factor that affected motivations of Taiwanese
tourists together with the factor namely “event” (Jang & Wu, 2006). The same like
that, “affordability” is the factor that was considered by foreign tourists before going
to visit Jordan (Mohamad & Som, 2010) or senior tourists to Beijing and Shanghai
(Hsu et al, 2007).

Like outbound tourists from France, Japan, United Kingdom, and West
Germany, Vietnamese outbound tourists were attracted by the uniqueness of Thailand
traditional architecture which is an important part of Thailand culture and history. This
finding has been supported by Yuan and McDonald (1990), Uysal and Hagan (1993),
Jang and Cai (2002), Jang and Wu (2006), Mohamad and Som(2010), and Youseri
Marzuki (2012). Besides, the attractiveness of cultural sites is the same factor that
motivates Chinese tourists to South Korea, British outbound tourists and Taiwanese
senior tourists to travel abroad.

The factor “easy to adapt due to the similar culture” receives the same rank
of influential level (rank No.5) in the quantitative research of both individual and
package tour travelers. This factor was not mentioned in any research of the literature
review. Besides, the qualitative result revealed that there was no idea to support for
this motivational factor. This finding indicates that the common identities of the two
countries is the factor which makes Vietnamese tourists easy to communicate with

local people and adapt to local culture. If tour operators understand this characteristic,
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it might be very helpful for them to have appropriate products to attract more tourists

from this potential tourist market.

5.3 Differences in motivation factors between two travel arrangements

5.3.1 Differences in push motivational factors

In spite of the similar push factors, there are some different push
motivations between two travel arrangements. The quantitative method points out that
tour group tourists would like to travel to Thailand “to enjoy interesting shows and
entertainments” and “to satisfy abroad travel need”, independent tourists wanted “to
have a rest and relax”, “to satisfy shopping need”, and *“to have more time with their
family members or relatives”. The interview result approved the dominant motivations
of independent tourists are “having a rest and relax”, and “visiting friends, relatives”,
tour group tourists would like to visit Thailand to “enjoying interesting shows and

entertainment”.

Table 5.1 Differences in push motivations between two travel arrangements

Research

Independent Tourists
Method

Package tour Travelers

Quantitative

Enjoying interesting shows -

and entertainments
Satisfying abroad travel

demand

Having a rest and relax
Satisfying shopping demand
Having more time with

family members or relatives

Quialitative

Enjoying interesting shows
and entertainments

Discovering a  new
destination which different
from what they have

visited

Having a rest and relax
Visiting friends, relatives
Shopping need

Discovering a new destination
which is excluded in package

tour to Thailand.
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The first feature to note is that the independent tourists found a time to
have a rest and relax when travelling in Thailand. They thought that “If | book a tour, |
think it is not truly relax time because of the narrow tour itinerary”. She added more “I
was usually exhausted after a long day on bus to visit too many shopping malls and
destinations. How about the weather? Unimaginable, it’s extremely hot!”. This result
is supported by Hangin & Lam (1999), Jang & Wu (2006), Correia et al (2007), Qiao
et al (2008) who, correspondingly, investigated motivations of Chinese tourists to
Hong Kong, Taiwanese and Portuguese tourists travel abroad, and Chinese tourists to
South Korea. They pointed out that traveling means the way for tourists to be far from
their job and daily routine. It is a wonderful time for them to relax, enjoy and satisfy
their psychological needs. In contrast, Vietnamese tour group tourists did not have
high appreciation to this motivation factor although the result (mean = 2.98) is very
closed to the threshold of importance.

The second idea put in illumination is that independent tourists would like
to have more time with family members or relatives. This motivation factors is closed
to the factor “enhancement of kinship relationship” (Yuan and McDonald, 2010;
Hangin and Lam, 1999; Qiao et al, 2008, Mohamad and Som, 2010, and Lu, 2011), or
factor “family togetherness” (Jang and Cai, 2002). These researchers claimed that via
a trip, they could spend more time on taking care or building relationship between
family members or friends. It’s a precious times for them to be happy together, to
understand each other, or even express their gratitude to each other. Not the same as
independent tourists, the tourists who bought a package tour complained that “I want
to find a free time with our family during the trip but as you see, we are very busy to
sightseeing and shopping from early morning to the end of day. | have never thought
that a tour made me so tired like that” (One tour group tourist, personal
communication, 15/02/2014).

In addition, “shopping need” is the factor that shows the big differences
between two travel arrangements. This factor was mentioned in the research of Qiao et
al (2008) about motivation of Chinese tourists when the author stated that expenditure
is one of the main reasons for them to travel to South Korea. In this research, for tour
group tourists, the influential level of “satisfying shopping need” is 9 (mean = 2.76),

and it receives rank no.4 for individual tourists. Most of tour group tourists
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complained about the shopping malls where they were taken to visit and forced to buy
with unreasonable price. Nevertheless, individual tourists were very happy with so
many sale promotions around the year which they can find shopping opportunities
with many good quality products.

Another aspect taken into account is that Vietnamese tourists who bought
package tours seem to be a fan of interesting shows and entertainments. This factor
was not mentioned in any research in the literature review. Apparently, in quantitative
research, this factor rank no.3, meanwhile it is also an important factor that affected
motivation of package tour travelers in decision making to Thailand. Whereas,
independent tourists show the disappointment of this factor “the first time 1 visited
Thailand | was also very excited to watch interesting shows. But to be honest, it is so
boring. It is just suitable for families have children. Especially, I will no longer see
sexy show in Pattaya. It is so rude and not suitable with our culture. We cannot study
anything from here to apply for tourism industry in Vietnam” (No.6). Independent
tourists also expressed that they just like to see cultural shows that demonstrate
Thailand traditional culture.

Finally yet importantly, most of package tour travelers showed that they
travelled to Thailand to satisfy their demand of travelling abroad which ranks no.5
with the mean of 3.01 (S.D = 1.300). Dissimilarly, there is no idea recorded from the
interview for this motivation factor. However, there is a slight difference in the
opinion between two travel arrangement when the finding shows that for individual
tourists, “Satisfying travel abroad need” ranks no.6 with mean of 2.88 (S.D = 1.278).
This is similar to the motivation of British outbound tourist because they also wanted

to find an exotic atmosphere when travelling (Jang and Cai, 2002).

5.3.2 Differences in pull motivational factors

As in the aforementioned in the findings of this research, the pull
motivations between the two travel arrangements are found different.

Regarding to two travel arrangements, apparently, it is very simple to see
that independent tourists do not have any influence of motivation “convenient package
tour” and “service quality of tour guide” while travelling in Thailand. These factors
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are supported by the study of Yuan and McDonald (1990) about motivations of
tourists from France, Japan, United Kingdom, and West Germany to travel overseas.

It is very clear to see the difference in opinion of two tourist groups about
the factor “shopping paradise” even though they found that Thailand is a paradise of
shopping. This factor is found in the conclusion of Lu (2011) about motivation of
Chinese tourists who were attracted by shopping opportunities in Canada. Correia et al
(2007) also approved that “shopping facilities” is one of nineteen principal
components of pull motives which Portuguese perceived when travelling. Approved
with this idea, Vietnamese independent tourists were very excited with so many
promotion campaigns in Thailand around the year. They always wished they had more
time in Thailand to satisfy their demand of shopping. However, tour group tourists
debated that although “there are varieties of products with good quality which can
satisfy the demand of different levels of tourist come to visit Thailand, but most of
products in the shopping malls where we visited have unusual high price. Most of us
were unaffordable to buy or it is no need for us to buy such a very expensive product
like that” (one package tour traveler, personal communication, 10/2/2014).

“Service quality of destination management” is another factor which
received different perceive of two travel arrangements. It was shown very clear in both
qualitative and quantitative researches that tour group tourists were strongly attracted
by the way of tourism resources management, by the recreation and new services in
tourism industry of Thailand. Nonetheless, independent tourists did not show this
motivation when travelling in Thailand. Thus, motivation of package tour travelers is
similar to the motivation of Chinese outbound tourists who travelled to South Korea
and Hong Kong (Qiao et al, 2008; Hangin & Lam, 1999).

Furthermore, the investigation shows that “geographical proximity” is the
factor that gets strong impression to Vietnamese tourist, especially independent
tourists. It is supported by both qualitative and quantitative research. This factor is
explored in the research of Nicolau and Mas (2006), in which they stated that distance
has important influence in the choice of tourist destinations. Ng et al (2007) also stated
that the less geographical and cultural distance from the travelers’ home country, the
more likely they would visit a destination.
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Lastly, in comparison with tour group tourists, independent tourists were
not affected by “interesting shows and entertainment”. To support for this idea, in the
open ended interview, most of tourists who were travelling independently stated that
they are not satisfied with shows and entertainment programs in Thailand because “It
IS so rude and not suitable with our culture. We cannot study anything from here to
apply for tourism industry in Vietnam” (No.6). Independent tourists also expressed
that they just like to see cultural shows that demonstrate Thailand traditional culture.
Besides, contrary to this tour group tourist, as mentioned in the sample profile part,
individual tourists have a lot of time in Thailand, they also have higher monthly

income; thus, these factors are not important for them.

54 A comparison of motivations between Vietnamese outbound

tourists and other foreign tourists to Thailand

Up to now, there have so many researchers have been trying to investigate
motivations of foreign tourists to Thailand with purpose of increasing a number of
tourists arrive to Thailand. The motivations of some potential tourism markets were
recorded include Chinese (Yoopetch & Shannon, 2003; Ran, 2013), Japanese senior
tourists (Sangpikul, 2008), European senior tourists (Esichaikul, 2012), Scandinavian
tourists (Rittichainuwat, 2008), Swedish tourists (Pan and Panto, 2010), Indian tourists
(Siri et al, 2012). The question is pointed out that where are the similarities or
differences between them and Vietnamese tourists? In the next part, a comparison of
motivations between Vietnamese outbound tourists and other foreign tourists to

Thailand will be illuminated.

5.4.1 A comparison of push motivations

It can be seen very clear from the table 5.2 is that while travelling, Asian
tourists include Chinese, Indian, and senior Japanese want to travel to find “novelty
experience” and “knowledge seeking”. They also try to find a feeling of “exotic
atmosphere”, a time to “have a rest and relax”, and “enhance relationship”. Even

though, European senior tourists would like to travel because they wanted to have a
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rest and relax, sightseeing; and Swedish tourists referred to find the feeling of well-
being, and they were influenced from their family members and friends.

The result expresses the significant similarities between two groups of
Vietnamese tourist and other foreign travelers. Apparently, Vietnamese individual
tourists shared the same five out of six push motivations with them, which are
“discover new destination” (or novelty), “discovery Thai’s history and culture” (or
knowledge seeking), “have a rest and relax”, “visit where many people appreciated
and recommended” (or friends, relatives influence), and “having more time with
family members, friends” (or enhance relationship). Their motivation factor namely
“satisfying shopping demand” of Vietnamese independent tourists and factor
“enjoying interesting shows and entertainment” of tour group tourists are not affected
by any other foreign tourist groups to Thailand.

Besides, Vietnamese tourists who bought package tours to Thailand also
have the same motivations to visit Thailand of other Asian tourist groups, except the
motivation of “enjoying interesting shows and entertainment”. One more important
thing to note is that both two groups of travel arrangement were not affected by the

factor “well-being” like the motivation of Swedish and senior Japanese tourists.
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Table 5.2 A comparison of push motivations between Vietnamese tourists and other foreign tourists to Thailand

Vietnamese Asian tourists European tourists Viethnamese
Independent Chinese Indian Tourists  Senior Japanese  European Swedish Package tour
tourists tourists tourists senior tourists travelers
Tourists
1.  Discover 1. Novelty 1.Prestige 1.Novelty and 1.Rest and 1.Well-being 1. Discover new
new destination 2.Enhance (Achievement) knowledge relax 2.Family and destination
2. Discover Thai  relationship 2.Enhance 2.Restand relax ~ 2.Sight- friends 2. Discover Thai
history and culture 3.Knowledge relationship 3.Ego- seeing influence history and culture
(Knowledge 4.Feeling exotic 3.Knowledge enhancement (include Thai
seeking) atmosphere 4.Escape (Well-being) Buddhism)
3. Visit where (to enjoy 5.Relax 3. Visiting where
many people international 6. Novelty many people
appreciated and  travel 7.Feeling  exotic appreciated  and
recommended experience) atmosphere recommended

4, Have a rest,

relax
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Table 5.2 A comparison of push motivations between Vietnamese tourists and other foreign tourists to Thailand (cont.)

Vietnamese Asian tourists European tourists Viethnamese
Independent Chinese Indian Tourists  Senior Japanese  European Swedish Package tour
tourists tourists tourists senior tourists travelers
Tourists
5. Satisfy 4. Satisfy  abroad
shopping need travel demand

6. Have more
time with family
members or

relatives

(Feeling exotic
atmosphere)

5. Enjoy
interesting  shows

and entertainment
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5.4.2 A comparison of pull motivations

From the previous researches we can see that most of foreign tourists were
attracted by Thailand natural resources, except tourists come from Japan. Meanwhile
tourists in the Asian region have perceived the motivation of historical and cultural
attractions, and Thailand’s landscapes or the concept of “core attractions” as
mentioned in the motivations of Indian tourists. Senior Japanese tourists and European
tourists concentrated on the important role of safety and cleanliness of Thailand.
Senior Japanese tourists and Swedish tourists have the same motivation to join the
leisure activities and shopping. The factor “geographical proximity” and “Media
influence” are interested in by Chinese outbound tourists, and Swedish tourists paid
attention to factors “affordability” and “Thai cuisine”.

Thus, two travel arrangements of Vietnamese outbound tourists have the
same pull motivation factors with other foreign tourists to Thailand, which are
“Affordable destination”, “Unique traditional architecture” (which is a part of
traditional historical and cultural attractions), “media influence”, and the advantages of
geographical proximity.

Besides, the findings of the research also prove that there are some new
similar and different motivation factors between two travel arrangements. The similar
motivation is that both of them focus on the service quality of destination
management. In term of difference, independent tourists were attracted by *“shopping
paradise”; however, tour group tourists concentrated on the factor “service quality of
destination management”.

In summary, with respect to push factors, individual tourists are more
prone to Japanese tourists and tour group tourists are more prone to Chinese. In
general, the pull factors of the two are more prone to Chinese to visit Hong Kong and
South Korea. However, with respect to pull factors, both individual and group tourists
are specific from tourists of other countries.



Table 5.3 A comparison of pull motivations between Vietnamese o tourists and other foreign tourists to Thailand

Vietnamese Asian tourists European tourists Vietnamese Package
Independent Chinese tourists  Indian Tourists  Senior Japanese  European senior  Swedish tourists tour travelers
tourists tourists Tourists

1. Affordable 1. Influence from 1. Core 1. Cultural and 1. Safety . Shopping 1. Affordable
destination friends, attractions historical 2. Convenient . Leisure activities  destination

2. Unique relatives, and 2. Famous attraction location . Natural attractions 2. Unique traditional
traditional internet landmarks 2. Travel of hotel (beauty of architecture
architecture 2. Natural 3. Natural arrangement and 3. Natural beaches) 3. Service quality of

3. Geographical resources resources facilities attractions . Good climate destination
proximity 3. Famous 4. Influence from 3. Shopping and . Thai cuisine management

4. Shopping landmark friends, leisure activities . Affordability 4. Geographical
paradise 4. Cultural and relatives and 4. Safety and proximity

5. Easy to adapt due historical internet cleanliness 5. Easy to adapt due
to the similar attraction to the similar culture
culture 5. Influence from

media

6. Geographical

proximity
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CHAPTER VI
CONCLUSION AND RECOMMENDATIONS

6.1 Conclusion

Adopting push and pull factors as conceptual framework, this research is
an important investigation to delineate the motivations of Vietnamese tourists to visit
Thailand. Besides, the differences and similarities in motivation between Vietnamese
independent and tour group tourists were also identified.

The three push factors examined as underlying dimensions are
“experiencing a new destination”, “discovering Thailand historical and cultural sites”,
and “visiting where many people appreciated and recommended”; Vietnamese tourists
are attracted by four pull factors, namely “affordable destination”, “unique Thailand
traditional architecture”, “easy to adapt due to the similar culture”, and *“geographical
proximity”. Among the identified motivation factors, “discovering a new destination”
and “affordable destination” are respectively regarded as the most important push and
pull factors.

The findings also showed that there are some significant differences in
push motivation factors between two travel arrangements. On the one hand,
Vietnamese package tour travelers have five most significant reasons to visit Thailand,
namely “experiencing a new destination”, “discover Thailand history and culture”,
“enjoy interesting shows and entertainment”, “visiting where many people appreciated
and recommended”, and “satisfy abroad travel need”. On the other hand, six perceived
reasons for Vietnamese independent tourists to visit Thailand are “discovering new
different destination”, “discovering Thailand history and culture”, “having a rest,
relax”, “visiting where many people appreciated and recommended”, “satisfying
shopping need”, and “having more time with family members or friends”. Thus,
among different travel arrangements, “discovering new destination” is the factor that
has the most significant position and this factor is also different from two of these

groups because tour group tourists chose Thailand as a new destination which differs
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from other countries, meanwhile independent tourists would like to visit other
destination in Thailand which are not included in package tours to Thailand.

Furthermore, the differences in pull motivations between independent
tourists and package tour travelers were also identified. Vietnamese tourists who
bought package tour to Thailand would like to visit Thailand because it is “affordable
destination”, “convenient package tour”, “unique traditional architecture”, *“service
quality of destination management”, and “easy to adapt due to the similar culture”.
The interview results showed that they were attracted by “interesting shows and
entertainments”, “new strangle services”, and the “convenience of immigration
policy”. In contrast, travelers who visited Thailand independently were attracted by
factors “affordable destination”, “unique traditional architecture”, “geographical
proximity”, “shopping paradise”, and “easy to adapt due to the similar culture”. In
addition, qualitative research revealed that they had strong influential level of “media
influence”, “Thailand traditional cuisine”, and “language advantage”. As a result,
“affordable destination” is the most important pull motivation factor of Vietnamese
tourists to Thailand.

In a nutshell, “experiencing a new destination” and *“affordable
destination” are the most significant push and pull motivation factors correspondingly
of Vietnamese outbound tourists to visit Thailand. As argued in studies by many other
researchers, understanding push and pull motivation factors is a key issue in the
stimulus-cognition-response  model of human behavior (Iso-Ahola, 1982).
Consequently, tour operators will know how to launch appropriate products and
marketing campaigns to attract more this potential tourism market. In the next part will
be some recommendations for Thailand tour operators to have suitable products and
policies to meet better the needs of Vietnamese tourists while travelling in Thailand.
Hopefully, in a near future, Thailand tourism industry will receive more and more a

number of tourists from Vietnam.



Nguyen Viet Hoang Conclusion and Recommendations / 92

6.2 Marketing Implications

The research showed the evidences to explain for the motivations of
Vietnamese outbound tourists. However, the results of the data analysis process and
results from open ended questions revealed some limitations of Thailand tourism
which have direct and bad motivations of Vietnamese tourists to visit Thailand. This
section proposes practical solutions for Thailand tour operators, the Tourism Authority
of Thailand, and Thailand Government to have more appropriate products, effective
marketing campaigns to attract more and more tourists from Vietnam. Marketing
strategies should be carefully considered based on a particular combination of the 5
“A’s” of the tourism industry as the key success. When considering a proposed
tourism strategy, a stakeholder should consider whether it addresses each of the 5 A’s
of tourism which includes: 1) access, 2) attraction, 3) accommodation, 4) amenities,

and 5) activities.

6.2.1 Access
Access is understood as the system of entire transportation, cost, speed and
other convenient conditions for tourists to visit a destination choice.
6.2.1.1 Launching more night flights at the weekend and
direct flights from the central of Vietnam to Thailand
This is an effective instrument to increase a number of tourists
to Thailand from Vietnam. Practically, based on complaints of Vietnamese tourists in
the qualitative research result, there is no night flight from the northern Vietnam to
Thailand, just some flights of Lufhansa and Air Asia airlines. In addition to, the results
from interview expressed that Vietnamese tourists would like to take advantage from
the short weekend and the advantage of the geographical proximity between Vietnam
and Thailand to visit Thailand. They found it very convenient to visit Thailand
because of the geographical proximity. However, when conducting survey with
respondents who came from the central of Vietnam, they claimed that no direct flight
from their hometown to Bangkok is a big barrier that affected their motivation on
visiting Thailand. They were forced to transit in Hanoi or Ho Chi Minh City to arrival

to Bangkok. Thus, a direct flight route from central of Vietnam to Thailand will help
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tourists to shorten their time to flight to Thailand and save more money to visit or stay
longer in Thailand.

6.2.1.2 Enhancing Tourism information and Marketing
Channels

In the result of qualitative and quantitative research, two pull
factors namely “interesting advertisement” and *“variety of Thailand tourism
information” received the lowest score of both package tour and independent tourists
from Vietnam. The investigation also pointed out that although Vietnamese tourists
were affected by the recommendations and appreciations of people who went to visit
Thailand before, in this case, they were just affected from “word of mouth”. Most of
respondents stated that there had high influential level of Thailand’s images from their
friends, neighbors or colleagues. It seems to be that tourism information to introduce
images of Thailand is ineffective or unattractive enough. Therefore, it’s time for
Thailand tourism industry to have a better action plan.

First of all, they should consider a suitable channel to ask for
feedbacks from tourists and other follow-up. The recommendation, evaluation of
tourists would be very precious for Thailand tourism industry managers to know
exactly what they are doing, where they are, and what they should improve to enhance
better quality and better meet the needs of Vietnamese tourists.

In addition, beside “word of mouth”, TAT should have more
attractive advertisements or promotion campaigns to introduce images of Thailand in
Vietnam, such as Thailand cultural week in Vietnam or Thailand movie festival in
Vietnam. Thailand tourism information, for instance signage along transportation
systems, brochure or leaflet should be diversified language, should not just focused on
two major languages including Thai language and Chinese.

Furthermore, they should concentrate more on e-WOM
channel for a couple of reason. Firstly, based on the news site Tech in Asia, there are
more than 20 million Facebook users, which made up 71.4 percent penetration of the
country’s total internet population (Stout, 2013). ComScore organization also reported
that Vietnam ranks top 1 country in Pacific Asia area in using internet with 42% users
at the age from 15-24 and 31% user at the age from 25-34. The social networks that

they usually access are Facebook, Zing Me, and Youtube (comScore, 2013). Secondly,
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result from sample profile shows that approximate 80% respondents are from 18 to 39
who are largest internet users in Vietnam.

6.2.1.3 Event promotion policy

Thailand now is known as the center of events in the South
East Asia area with a hundred of international conferences and other important events
are held around the year. Seeing that enjoy MICE or finding a business opportunity is
one reason that pushes Vietnamese to visit Thailand, Thailand government should
have appropriate policies with the aim of pulling both event organizers and
participants to Thailand. For instance, they should offer support for a site inspection
trip for participants, special rates for delegates who want to join the events in
Thailand, special tickets/rates for event planners or guest speakers, group check-in and
group presenter. In order to successfully implement this project, it needs clear guide
line from the government and related stakeholders.

6.2.1.4 Media Cooperation

Overall, although “media affect” is not an influential factor to
motivation of Vietnamese tourists to Thailand, many interviewees showed film
influence is one factor that motivated them to Thailand. Following, Thailand and
Vietnam just had collaboration in film industry with a movie named “Tinh xa” which
attracted a lot of Vietnamese audiences with good impression of Thailand people and
culture. In order to have more tourists not only from Vietnam but also all over the
world, Thailand government, therefore should have better policy to encourage both
domestic and Vietnamese film companies to come and shoot interesting films, movies
in Thailand. Films will be one of the best instruments to introduce image of Thailand

to friends worldwide.

6.2.2 Attraction: Offering more new different destinations

Tabata (n.d) emphasized that in order to attract more tourists, it is very
important for relative businesses to “increase the holding power an area by provoking
the interest of visitors and providing memorable visitor experiences” (p.154). This
idea is supported for the desire of both independent and tour group tourists to discover
more new destinations in Thailand. Apparently, conducting a survey to launch new

destinations include in the package tour is a very crucial responsibility of both tour
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operators and other stakeholders because it is easy for us to realize that if Thailand
tourism does not have any new products for tourists to experience, it would receive
less tourists come to visit and revisit. It is shown very clear in the percentage of the
revisit ability of Vietnamese tourists to Thailand. Thus, launching new destinations
which are new different from what they are selling is essential responsibility for tour
operators and other stakeholders now.

In order to have more new destinations in tour itineraries, organizing
“Farm trip” tour is one activity that should be put into action at this time to invite tour
operators not only in Thailand but also in Vietnam on the way to renovate and enhance
quality of package tour for Vietnamese tourists. This will be a meeting and
collaboration between tour operators to find out the best solutions for tourism
management and have the best products for tourist base on the reasons for them to

travel to Thailand and which they were attracted by Thailand tourism.

6.2.3 Accommodation

Quality of tourism infrastructure is reduced seriously. Some tourists
showed their disappointment when coming back Thailand: “Nothing is different from
10 years ago, it even becomes worse” (A package tour traveler, personal
communication, 19/2/2014). In case Thailand tourism industry wants to attract more
Vietnamese tourists who are looking for something new, especially something that
relates to Thailand traditional culture and history, the creativity is very important. This
thing reflects exactly the proportion of tourist who wanted to revisit Thailand as what
was determined in the previous part of this research. Upgrading quality of
transportation, especially the public vehicles is very important. They should also offer
free some bus shuttle for tourists from Bangkok center to some destinations within the
city. Moreover, directory boards in public and tourism destinations should be both in
Thai and English because most of foreign tourists cannot read Thai language.

6.2.4 Amenities
6.2.4.1 Improving Quality of Destination Management
Although “service quality of destination management” is one

of the influential factors to motivation of Vietnamese tourists to Thailand, especially
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package tour travelers, it still received many complaints which reflect the weak point
of Thailand tourism. Island areas and some shopping malls are places where
qualitative research received such those complaints. Most of respondents stated that
taking advantage of the language barrier, staffs in some destinations such as island,
shopping malls always cheat tourists of giving ambiguous information that relate to
money, then tourists forced to pay a lot of money for their misunderstanding. Besides,
attitude of staff in hotels, shopping malls is another striking issue that should be
improved because of the low cost tour and incase no one buy any product in a
shopping mall. Thus, language skills, communication skills should be improved to
receive higher impression, satisfaction level and influential level of destination
management of Vietnamese tourists to choose Thailand as a vacation destination.
6.2.4.2 Advancing the ease of tour arrangement

The results expressed that “tour arrangement” to Thailand gets
very low score from both two groups of Vietnamese tourists. It respectively ranks
number 12 and 16 in the table of mean score of various pull factors among tour group
and individual respondents. It seems to be that the tour operators haven’t focused on
the quality of package tour, just focused on a number of destinations and shopping
malls that they would take tourists to visit and go shopping. The interviewee No. 13
stated that “I want to find a free time with my family during the trip but as you see, we
are very busy to go sightseeing and shopping from early morning to the end of day. |
have never thought that a tour made me so tired like that”. (No.13). Besides, as
mentioned in the problems of statement, Vietnamese tourists were dissatisfied with too
many shopping malls in the package tour because “...what a pity, most of products in
shopping malls where we visited were very expensive. It is unreasonable price in
comparison with the pocket of almost of Vietnamese tourists...” (a tour group tourist,
personal communication, 8/2/2014).

For these complaints, tour operators had better launch multi-
choice package tours with more free time. In the profile of respondents, 6.07 is the
average length of stay of Vietnamese tourists in Thailand. In the open ended interview,
many respondents promoted that tour operators should extend more days for package
tours instead of 5 days 4 nights or 6 days 5 nights tour as traditional tour products.

They also should not too much pay attention to low cost tour; in contrast, they can
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increase the tour price to reduce a number of shopping malls and increase more quality
of tour for Vietnamese tourists and their length of stay in Thailand.

6.2.4.3 Travel Agent and Tour Guide Management

Travel agent and tour guide are two factors that received very
low appreciation from Vietnamese tourists, based on the result from both qualitative
and quantitative research. Especially, results of open ended questions show that
Vietnamese tourists are dissatisfied with service quality of these two factors. Abusing
“zero dollar commission tour”, they have tried to attract as many tourists from
Vietnam as possible without focusing on the tour quality, just concentrating on
quantity “selling”. Many respondents also complained that “they did not offer us any
introduction about the history, Thailand culture or background of any destination
where we visited, they just tried to convince us to buy products in many shopping
malls where we were forced to visit. How about tour guide and shopping mall staff? If
we don’t buy anything, their attitude is very impolite with rude words” (Interview
No.11). Besides, Tho (2013) affirmed that a number of travel agents have increased as
mushroom after shower that makes inbound tourism market in Thailand become worst
and worst because no one can control the quality and qualification of those companies,
especially a number of tour guide who can speak Vietnamese.

Apparently, “zero dollar tour” does not mean that tour
companies and tour guide have priority to force their guest to do anything as they
want. This reflects the fact of those complaints of Vietnamese in the statement of
problem. The open ended results figured out that now most of Vietnamese tourist are
willing to pay more for package tour to buy comfortable felling and relaxed period of
time during the trip in Thailand, especially, they can get the felling of being respected.
Toward a sustainable tourism development, both Thailand and Vietnam tour operators
had better think more about this issue to have a better price policy and strategies in a
near future.

6.2.4.4 Upgrading food quality, especially authentic Thailand
traditional food

Thai traditional food is another factor that got low score which
ranks number 16 and 10 for tour group tourists and independent tourists respectively.

It is not difficult to explain for this evaluation. The reasons for this complaint could be
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found in the result of qualitative research. Tour group tourists complained that due to
too tight of tour arrangement, they did not have a chance to taste Thai traditional
foods. They forced to have buffet lunch or dinner to catch up with the tour schedule or
to save time to visit as many attractions as possible. Besides, they also said that the
food quality is very bad, not suitable with the appetite of Vietnamese people (Thai
food is estimated to be very fat and spicy, less vegetable and bad quality of steam
rice). Two independent female tourists in a personal communication shared that “If |
booked a tour, although it is cheaper but I would not have a chance to taste such a very
delicious traditional Thai food in some vendors along Bangkok streets”.

Consequently, based on complaints of tourists and their
suggestion in open-ended interview results, in order to have higher satisfaction level
and better package tour quality, tour operators should improve more quality of food
by:

- Offering appropriate foods that suitable with Vietnamese
people

- Offering a chance for tourists to taste Thailand traditional
foods in package tour instead of repeated cheap foods or buffet lunch/dinner

- Improving quality of tour and meals for tourists by
increasing tour price. They should not too much pay attention to low cost package
tour. Some respondents even suggested that they still fell happy to have better quality

of food in case they are charged more tour price.

6.2.5 Activities

6.2.5.1 Diversifying tourism products

Based upon the results of the research and what have shown on
the data collection process, it is very clear to see that tourism products to Thailand for
Vietnamese tourists are very monotonous. “Nothing is different, service quality is not
improved even after 10 years when they come back to visit Thailand” - Interviewee
No. 3 stated. In fact, it can be divided into two basic tour itineraries for Vietnamese
tourists to Thailand: Bangkok — Pattaya (5 days 4 nights) and Vientian — Udonthani (4
days — 3 nights). Most of tourists who bought package tours would like to find some

new different services, destinations which are different from which they have visited,
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meanwhile individual tourists spent more time on discovering those places which are
uncommon among group tourists, attending conferences, visiting family members or
friends, and exploring more destinations that are excluded in package tours. Focusing
on the factor “discovering a new destination”, two groups of tourists have different
definitions on this, hence they need to have appropriate products that can meet the
needs of them.

6.2.5.2 Promoting more appropriate products for family or
group of friend

Based on the motivations of independent tourists from
Vietnam we can see that it is a time for tour operators to have more appropriate
tourism products not only for tour group but also for family members or a group of
friends. Tabata (n.d) also figured out that FITs (free and independent tours) is a recent
trend in travel. They always try to “seek out their own activities and develop their own
customized itineraries, largely determined by special interests” (p. 153).

The results of the research proved that FITs is a new trend of
Vietnamese tourists, especially family members and groups of friends who are at the
age from 18-23 years old. Tour operators should focus on their desires of “discovering
new destination”, “having rest and relax”, “shopping need” and “having more time
with family, friends” of the independent travelers to better satisfy their needs. They
stated that if they joined the package tour, they would never have a chance to visit
others different landmarks or taste such very delicious authentic Thai traditional foods
along the street. Besides, they travelled to have a rest and relax and enhance
relationships with their friends or relatives. Furthermore, tour group tourists expressed
that they would like to visit Thailand products which are representative for image of
Thailand instead of such very expensive products which they had no choice to visit
and forced to buy.

Thus, there are two main solutions for tour operators in these
cases. They should choose suitable shopping malls to build an attractive itinerary for
Vietnamese tourists. For instance, OTOP products are very popular and familiar to
most of Vietnamese tourists, it should be introduced in order to promote more image
and brand name of Thailand. The tour schedule should be rearranged more
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appropriately, should not too much focus on shopping with the aim of helping tourists

have more time to relax and have more time with family members or friends.

6.3 Limitations

Being one of the first attempts to investigate tourism motivation of
Vietnamese outbound tourists, the results of the study interprets that there are some
big drawbacks, such as the data collection process, translation, sample size, and scope
of the study.

First of all, the data collection process was conducted with a difficulty is
that the tour itineraries were very tight, therefore, the respondents were not willing to
answer the question or some samples were found incorrect because they skipped or
incorrectly filling in the form that caused some collected questionnaires could not be
used and made the data collection process slow. That is the reason why over 400
questionnaires were delivered but only 338 ones were usable.

The second one is that Vietham has a long shape that spreads from the
north to the south; in addition, each region of Vietnam has different characteristics,
lifestyle and groups of ethnic minorities. In this small research, investigator still hasn’t
pointed out the difference in motivations, travel patterns and behavior of each
residency components.

Next, because of the limitation of time and budget, the interested activities
of Vietnamese tourists while travelling in Thailand still haven’t investigated in this
research.

The third limitation is that the translation of the questionnaire from
English to Vietnamese and the results from Vietnamese into English might have some
inaccurate mistakes. It caused some collected information unclear or ambiguous and
made the researcher get some difficulties in the data analysis and discussion process.

Another important limitation is that most of respondents chose to travel by
air planes, meanwhile there are one third of Vietnamese tourists travel to Thailand by

land routes. Thus, the findings of the research may not cover the whole population.
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6.4 Directions for future research

The study provided a general picture of push and pull motivations of
Vietnamese outbound tourists to visit Thailand; however, it just focused on the
differences in motivations between tourists in two travel arrangements. In future
researches about Vietnamese outbound tourists, comparison in motivation between
occupation, residency, monthly income and other socio-demographical characteristics
should be carefully implemented. In addition, in order to see clearly dimension of
motivations of Vietnamese tourists, factor analysis also should be conducted to group
the push and pull factor items with similar characteristics.

Based upon the results of the research, in order to reduce these limitations,
investigation about motivations of Vietnamese tourists should be carried out both pre-
during and post trip of Vietnamese tourists. The research also should be taken place in
some border areas like Noongkhai or Chiang Mai where there are many Vietnamese
tourists have travelled to by land routes.

In order to see what problems exist inside of the Thailand tourism
industry, inside of the tour products for Vietnamese tourists, an investigation of
Vietnamese tourists’ expectation, the interested activities and satisfaction level during
the trip in Thailand should also be explored. By this way, SWOT analysis of
Vietnamese inbound tourists in Thailand will be implemented, limitation will be
figured out, the weakness of Thailand tourism will be found; as a result, better
marketing campaigns and more appropriate tourism products will be launched to better

satisfy the diversified needs of this potential tourism market.
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APPENDIX A

QUESTIONNAIRE SURVEY
“AN INVESTIGATION OF VIETNAMESE TOURISTS’ MOTIVATIONS

TO VISIT THAILAND” [
Date:.../.../2013

Dear Participants:

This questionnaire is a part of my Master’s thesis to investigate the push and pull
factors which influence motivations of Vietnamese tourists to Thailand. Please take
a few minutes to choose the response which the best describes your perspective. The
survey will take you approximately 3-5 minutes and your individual response will be
kept confidential. Thank you for your time and your cooperation.

PART 1: PLEASE INDICATE GENERAL INFORMATION ABOUT
YOURSELF

(By filling in the blank or marking (X) in the square as appropriate)

1. Tam: o Male o Female o Married o Single 0 Divorced

o The Kinh (Viet people) o Another ethnic group (specify)....................
2. I am at the age
o Under 1 oFrom18to23 oFrom24to39 oFrom40to59 060 andabove
3. I come from a: o Big City o Town 0 Countryside or others
4. My highest level of education qualification is
o High School or Under Degree 0 College/Bachelor Degree
O Master’s Degree 0 Doctorate/Professional Degree or above
5. My current occupation is
0 Farmer/Factory Worker o Office staff 0 Technician/Engineer
O Professional (Lecturer/Doctor/Lawyer...) o Manager/Director 0 Student

O Service/Sales 0 Other (specify)................
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6. My monthly Income (check one)':
0 Less than 3.000.000 VND 1 3.000.000 — 9.000.000 VND oAbove 9.000.000 VND

9. Type of trip that I choose (check one): o Package tour 0 Independent travel
(self-organized trip)
10.  In this trip, I traveled with
O Alone o Friends o Relatives/Spouse/Family
O Business associates 0 Others (specify) ............cooeennen.
11. Which source(s) of fee for your trip?
0 Paid by myself O Sponsored by government, organization

O Sponsored by relatives/family o0 Award/Bonus o Others (Specify)...............

PART 2: MOTIVATION VARIABLES

Please indicate your measurement about the influential level which motivates you
to travel to Thailand by circling the number that matches your feelings most
closely (Note: 1 = Uninfluential, 2 = somewhat influential, 3 = influential, 4 = very

influential, 5 = extremely influential)

MOTIVATION FACTORS LEVEL OF INLUENCE
Push factors Uninfluential
(You want to travel, especially to Thailand in order ...> Extremely influential
to...)

Physically rest and relax 1 2 3 4 5
Escape from daily routine 1 2 3 4 5
Explore new destinations 1 2 3 4 5
Visit the dream destinations and attractions 1 2 3 4 5
Discover Thai culture and history 1 2 3 4 5
Communicate with Thai people 1 2 3 4 5
Enjoy interesting shows and entertainment 1 2 3 4 5

"1 USD = 21,036 VND (According to the official letter No. 1542/TB-KBNN dated August 1%, 2013 of
the Ministry of Finance)
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Understand more about Buddhism in Thailand 1 2 3 4 5
MOTIVATION FACTORS LEVEL OF INLUENCE
Push factors Uninfluential
(You want to travel, especially to Thailand in ...> Extremely influential
order to...)
Have more good time with my family members 1 2 3 4 5

and my friends

Discover the places where my friends and family 1 2 3 4 5

appreciated and recommended

Do shopping 1 2 3 4 5
Revisit the previous destination where I lived or 1 2 3 4 5
visited
Visit my friends or relatives 1 2 3 4 5
Be fulfill my dream of traveling abroad 1 ) 3 4 5
Improve my health and well-being 1 2 3 4 5
Other factors (if any):
Pull Factors Uninfluential

(Why do you travel to Thailand?) ... > Extremely influential
Beautiful beaches 1 2 3 4 5
Attractive cultural and historical sites 1 2 3 4 5
Unique Thai traditional culture (costumes, folk 1 2 3 4 5

songs, dancing,...)

Impressive architecture (building, temples...) 1

Service Quality of travel agents 1

Service Quality of tour leader and tour guide

Service Quality of destination management

Friendly local people

[ Y S =
N N N N NN
W W| W W W W
BN SN S B N B SN R SN
DN D] | | | WD

Quality of facilities (transportation,
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accommodation...)

Affordable tourist destination 1 2 3 4 5
Convenient transportation and accommodation 1 2 3 4 5
Ease of travel arrangement 1 2 3 4 5
Paradise of shopping 1 2 3 4 5
Many cultural characteristics are familiar with 1 2 3 4 5
Asian countries that make me easy to deal with
Pull Factors Uninfluential
(Why do you travel to Thailand?)  .......... > Extremely
influential

Impressive advertisement (on magazine, leaflets, 1 2 3 4 5
television, social network...)
Variety of tourism information I 2 3 4 5
Unique traditional cuisine 1 2 3 4 5
Convenient package tour 1 2 3 4 5
Thailand is a high technology country in the I 2 3 4 5
ASEAN area
Safety and cleanliness destination LYY2 3 4 5
Near location 1 2 3 4 5
Other factors (if any):
PART 3: RECOMMENDATIONS

1. Can you please list out 3 most important push factors that affect your

decision to choose Thailand as a holiday destination?

2. Can you please list out 3 most important pull factors that attract you to

visit Thailand?
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4 What do you dislike about the trip experience? (please describe)

5. I will revisit Thailand o Yes o No

6. I will recommend Thailand to my family/friends/relatives: o Yes o No
7. What recommendations do you suggest for improving the trip

experience for Vietnamese tourists to Thailand?
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INTERVIEW QUESTIONS (QUALITATIVE RESEARCH METHOD)

In this research I choose observation and semi-structure interview in the qualitative
method, therefore there are two main dimension questions, include:

1. Why do you want to travel, especially to Thailand?

2. Which factor were you attracted by Thailand tourism?
Besides, during the interview, I may ask some more questions to make the ideas that
respondents mention clearer. The push and pull factors that are listed in the literature

review will be used to explain for research questions.
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PHIEU TiM HIEU PONG LUC THUC PAY
KHACH VIET NAM PI DU LICH THAI LAN

Ngay:......[....../2013
Kinh thua Ong/Ba,
Nhim ndng cao chit lwong dich vu va théa man hon nira nhu cau ciia du khdch
Viét Nam dén Thdi Lan, bing héi sau diy dwoc diing dé khéo sdt cdc yéu to thiic
ddy va hdp din lam anh hwéng dén viéc quyét dinh @i du lich Théi Lan ciia khdch
Viét Nam. Xin vui long b6t chiit thoi gian lwa chon céu trd 16i phu hop nhét véi ¥
kién ciia ong/ba. Két qua khdo sdt sé dwgc giit bi mdt va chi ding cho muc dich
nghién ciru trén. Xin chdn thanh cam on!
I. ONG/BA VUI LONG PIEN VAO CHO TRONG HOAC PANH DAU M VAO
O VUONG
1. Ong/Ba la (danh dau Mvao nhiéu 6):
o Nam o Nit 0 Poc than 0 Pi két hon o Palidi
0 Nguoi Kinh (nguoi Viét) 0 Nguoi dan toc thiéu sé (cu thé):................
2. Ong/Ba ¢ d6 tudi:
0 Dudi 18 o Tir 18 dén 23 0 Tir 24 dén 39 0T 40 dén 59 o 60/trén 60

3. Ong/Ba dén tir: o Thanh phd 0 Thi x&/Thi trin o Khac

4. Trinh do hoc van cao nhit caa ong/ba la:

o Trung hoc phd thong hoic thip hon o Trung cip/Cao dang/Pai hoc
0 Thac si o Tién st hodc cao hon

5. Nghé nghiép hién tai ctia 6ng/ba 1a:
o Cong nhan/Nong dan 0 Nhan vién van phong 0 Tho k¥ thuat, ky su
0 Chuyén gia (Gido vién, bac sy, nha bao, luat su, bac si....)0 Quan ly, gidm dde
0 Sinh vién 0 Nhan vién kinh doanh/dich vu o Khac (cu thé):.....................
6. Thu nhap hang thang cua 6ng/ba (don vi: déng):

0 Dudi 3 triéu o Tir 3 dén 9 triéu o Trén 9 triéu
6. Ong/Ba dén Thai Lan lan tht............
7. Ong/Ba luu tra tai Thai Lan .......... ngay

8. Hinh thuc du lich 6ng/ba lya chon: o Mua tour tron gé1 o Tu td chuc
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9. Chuyén du lich lan nay 6ng/ba di

0 Mot minh o Cung ban be o Cung gia dinh/nguoi than

o Cung dong nghiép oKhéc:......ooooiiil

10.  Ngudn kinh phi cho chuyén du lich ctia 6ng/ba tir:

o Ty tuc 0 Co quan, t6 chirc tai trg 0 Nguoi than/gia dinh giup d&

0 Qua Khuyén mai/Phan thudng OKhac....coooviiii,

I1. Xin vui 1ong cho biét danh gia vé mirc dd anh hudng cua cac yéu t6 thic ddy va hap
dan khién ong/ba quyét dinh lua chon di du lich Thai Lan béng cach khoanh tron mot
sO tir 1 dén 5 phi hop nhét véi quan diém cia ong/ba. (Luu y: 1 = khong anh hudng, 2

= hoi anh hudng, 3 = anh hudng, 4 = rat anh hudng, 5 = cuc ky anh hudng)

YEU TO PONG LUC MUC PO ANH HUONG
Pong luc thic day Khong Hoi Anh Ratanh Cuc ky
(Ong/Ba muén di du lich, dic bigt anh anh  huéng  huong anh

dén Thdi Lan dé...) huéng  huéng huong
Nghi ngoi, thu gian 1 2 3 4 5
Thoat khoi cudc sdng va cong viée 1 2 3 4 5
thuong ngay
Kham phé nhimng diém dén méi 1 2 3 4 5
Pén nhiing noi minh mo uéc 1 2 3 4 5
Kham pha lich str va van hoa Thai 1 2 3 4 5
Lan
Giao tiép v6i con ngudi Thai Lan 1 2 3 4 5
Thudng thirc nhimg tiét muc biéu 1 2 3 4 5

dién thu vi va nhitng chuong trinh

giai tri hip dan

Tim hiu thém vé dao Phat & Thai 1 2 3 4 5
Lan
C6 nhiéu thoi gian nghi ngoi ciing 1 2 3 4 5

gia dinh, nguoi than va ban be
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YEU TO PONG LUC MUC PQ ANH HUONG
Pong luc thic day Khong Hoianh Anh Ratanh Cucky
(Ong/Ba muén di du lich, dic anh huéng  hudng hudng anh

biét dén Thdi Lan dé...) hudng hudng
Kham phé noi nhiéu nguoi danh 1 2 3 4 5
gia cao va gidi thi¢u
Thoa man nhu cau mua sim 1 2 3 4 5
Tham lai noi t6i di timg song, 1 2 3 4 5
lam vi¢c hoac tham quan
Tham ban be, ngudi than 1 2 3 4 5
Thoa man nhu cau di du lich 1 2 3 4 5
nudc ngoai
Cai thién tinh hinh strc khoe ban 1 2 3 4 5
than

Cdc yéu t6 khdc (néu co thé):

Pong luc hap din Khong Hoianh  Anh  Ratanh Cuc ky
(Piéu gi di cudn hit 6ng/ba anh huong huong hudng  anh huong
dén Thdi Lan du lich?) huéng
Nhimng béi bién dep 1 2 3 4 5
Su cudn hat cua cac di tich 1 2 3 4 5

lich str, danh lam théng canh

Vin hoéa truyén thong doc dao 1 2 3 4 5
(am nhac, dan ca,...)

Kién trac doc dao (cung dién, 1 2 3 4 5
chua, cac toa nha...)

Chat luong dich vu cuia cac 1 2 3 4 5
cong ty du lich

Chét luong hudéng dan vién 1 2 3 4 5

Chat luong trong quan 1y cac 1 2 3 4 5
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diém den

Pong luc hap dan Khong Hoianh Anh Ratanh  Cucky
(Diéu gi da cudn hut 6ng/ba dén anh huéng huong huong anh
Thai Lan du lich?) huong huong
hitng nguoi dan than thién, tot 1 2 3 4 5

bung, coi md

Chat luong cia cac co sd (giao 1 2 3 4 5

thong, luu tra, mua sam,....)

Phu hgp véi kha nang chi tra 1 2 3 4 5
Giao thong va luu tra thuén tién 1 2 3 4 5
Cach sap xép khoa hoc cac 1 2 3 4 5
chuong trinh tham quan du lich

Thién dudng mua sam 1 2 3 4 5
Dé dang cho toi thich nghi vi 1 2 3 4 5

Théi Lan c6 nhi€u nét tuong
dong trong van hoa véi cac nude

Pong Nam A

Nhitng quang céo an tuong (trén 1 2 3 4 5

truyén hinh, to roi....)

Thong tin du lich Thai Lan 1 2 3 4 5
phong phu

Am thuc doc déo 1 2 3 4 5
Tinh thuén tién trong cac 1 2 3 4 5

chuong trinh du lich tron goéi

Thai Lan c6 trinh d§ cong nghé 1 2 3 4 5
cao v6i nhiéu san phdm c6 chat

luong

Diém dén an toan va sach s& 1 2 3 4 5
Vi tri gan voi Viét Nam 1 2 3 4 5

Cdc yéu t6 khdc (néu coé thé):




Fac. of Grad. Studies, Mahidol Univ M. M. (International Hospitality Management) / 123

IMI. ONG/BA VUI LONG CHO BIET Y KIEN BANG CACH PIEN VAO
CHO TRONG HOAC PANH DAU MVAO O VUONG
1. Xin vui 16ng ké 3 MUC PICH QUAN TRONG NHAT thuc day ong/ba
di du lich, dic biét 1a dén Thai Lan?

o Xin vui 1ong ké 3 PIEU HAP DAN NHAT cua du lich Thai Lan DA
TAC PONG DEN QUYET DINH di du lich Thai Lan ctia 6ng/ba?

4 Ong/Ba khong hai 1ong nhét véi diéu gi trong subt chuyén du lich Thai
Lan?
5. Ong/Ba s& con tiép tuc di du lich Thai Lan o C6é o Khong

6. Ong/Ba rét san long gidi thiéu du lich Thai Lan cho ban b¢, ngudi than
0 Co6 o Khong

7. Xin vui 1ong cho biét mot sd goi ¥ cia dng/ba nham gitip cai thién chat

lwong nhitng chuyén du lich dén Thai Lan cho du khach Viét Nam?

Trén trong cim on y kién ciia Ong/Ba!
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CAU HOI PHONG VAN (PHUONG PHAP PINH TINH)

O nghién ctru nay ti lwa chon hinh thirc quan sat va phong van ban cau tric. C6

2 cau hoi dinh hudng:

1. Tai sao ban mudn di du lich, dic biét 1a dén Thai Lan?

2. Thai Lan c6 nhitng diéu gi hap dan di tac dong dén viéc lua chon

diém di tham quan du lich lan nay ctia ban?
Bén canh d6, trong qua trinh phong van, t6i ¢ thé hoi thém mot sé cau hoi nham lam
sang t6 hon nhitng ¥ ma ngudi duoc phong van dé cap dén? Céac yéu té dong co thuc
day va hap dan nguoi di du lich dugc nhic dén & phan lich sir nghién ctru van dé sé

duogc st dung dé giai thich 16 hon cho cdu hoi phong van.
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APPENDIX B

ICOA.NO.I 2014/032.0502 |

IDocumentary Proof of The Committee for Research Ethics (Social Sciences) I

Title of Project: An Investigation of Vietnamese Tourists' Motivations to visit Thailand

Principal Investigator: | Mr.Mguyen Viet Hoang

Name of Institution: International College, Mahidol University

Approval includes: 1) MU-55IRB Submission form version received date 3 February 2014
2) Participant Information sheet version date 3 February 2014

3} Informed Consent form version date 3 February 2014

4) Interview Guideline received date 3 February 2014

5) Questionnaire received date 3 February 2014

The Committee for Research Ethics (Social Sciences) is in full r:ﬂmpll_ancn? with International
Guidelines of Human Research Protection such as Declaration of Helsinki, The Belmont Report, CIOMS Guidelines

and the International Conference on Harmonization in Good Clinical Practice (ICH-GCP)

Date of Approval: 5 February 2014

Date of Expiration: 4 February 2015

Signature of Chairman:

(Emeritus Professor Santhat Sermsri)

Signature of Head of the Institute:., W
(Ah%(..me.Dr.Wariya Chinw’é};)

Dean of Faculty of Social Sciences and Humanities

Office of The Committee for Research Ethics (Social Sciences), Faculty of Social Sciences and Humanities, Mahidol University

Phuttamonthon 4 Rd,, Salaya, Phuttamonthon District, Nakhon Pathom 73170, Tel (662) 441 9180 Fax.(662) 441 9181
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MU-SSIRB 03
Form of Informed and Voluntary Consent to Participate in Research
5 ARG R e e
NIV DB I8 il T SRR o T e old, now living at the address
................................................. G TV 0 o o e o L e-Be s SR e

Pl ool Gt i e DR B e

T hereby express my consent to participate as a subject in the research project entitled: An Investigation of
Vietnamese tourists’ Motivations to Visit Thailand

In so doing, I am informed of the research project’s origin and purposes; its procedural details to carry out
or to be carried out; its expected benefits and risks that may occur to the subjects, including methods to prevent and
handle harmful consequences; and remuneration, and expense. I thoroughly read the detailed statements in the
information sheet given to the research subjects. I was also given explanations and my questions were answered by
the head of the research project.

I therefore consent to participate as a subject in this research project.

On the condition that I have any questions about the research procedures, or on the condition that I suffer
from an undesirable side effect from this research, I can contact (Indicate the name of the person in charge who is
24-hour ready for contact by phone or pager.).

On the condition that I am not treated as indicated in the information sheet distributed to the 'subjects, I can
contact the Chair of The Committee for Research Ethics (Social Science) at the office of MU-SSIRB, Office of
Faculty of Social Sciences and Humanities, Mahidol University, Tel 66-2- 441 9180, Fax 66-2-441 9181

I am aware of my right to further information concerning benefits and risks from the participation in the
research project and my right to withdraw or refrain from the participation anytime without any consequence on the
service or health care I am to receive in the future. I consent to the researchers’ use of my private information
obtained in this research, but do not consent to an individual disclosure of private information. The information must
be presented as part of the research results as a whole,

I thoroughly understand the statements in the information sheet for the research subjects and in this consent
form. I thereby give my signature.

Signature. Participants/ Proxy/ Date...........
( )
Signature Person in Charge of Informing and Requesting a Consent/ Head of
( ) Research Project/ Date...........
In case that the participant is not literate, the reader of all the statements for the participant is (Mr.
710 O R e ), who gives his/her signature as a witness.
Signature. Witness/Date.
( )
Informed Consent form version date 3 February 2014
/K 7"\3‘ juseslauaninssmasisoTantiiduluau
4
ﬂ"mﬂdrumiﬂ‘l unvingnitning

i)’ wialasins mu-ssins 20%4/032.0502
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Participant Information Sheet

In this document, there may be some statements that you do not understand. Please ask the principal
investigator or his/her representative to give you explanations until they are well understood. To help your decision
making in participating in the research, you may bring this document home to read and consult your relatives,

intimates, personal doctor or other doctors.

Title of Research Project: An investigation of Vietnamese tourists’ motivations to visit Thailand
Name of Researcher: NGUYEN VIET HOANG
Research Office and its teleph ber available for contact both in and out of the office hours:

Division of Tourism and Hospitality Management, International College
Tel. 0842070405

Source of Funds: NONE (I have to pay by myself)

This research project aims to describe the objectives, with language accessible to people who are not medical
personnel, expecting the following benefits:
® The final goals of this study help stakeholders, especially Thailand tour companies to understand more clearly about
characteristics of Vietnamese outbound travelers to launch appropriate products, promotion and marketing strategies to
attract more tourists from Vietnam without “zero dollar tour” policy of Thailand’s tour companies.
Besidcs; in order to attract more visitors o Thailand, it requires a clear campaign of both TAT and the Thailand
Government. The result of this study will also supply the primary database for the TAT and also provides useful information
for suppliers and other stakeholders. Also, the study is helpful reference for advance researches about characteristics of
Vietnamese outbound tourist market.

You are invited to participate in this research project because of these benefits above.

There will be 400 participants and the research will last for 2 months from December 2013 to January 2014

If you decide to participate in the research project, you will go through the following procedure.

The topic of the interview will be “Why you travel to Thailand” and “What are you attracted by Thailand tourism™?
- There are 2 majority questions only
- It takes participants from 5 to 10 minutes
- Allthe contents of the interview will be noted as the allowance of the interviewees

While interviews/questionnaires/focus group sessions will be notes of your answers taken, no record of your name

or address will be kept. Information that would make it possible to identify you will never be included in any report.

If you do not participate in this research project, you will receive standard diagnosis and treatment.

Participant Information sheet version date 3 February 2014 Suspdlauansnsmavivssaingiolua 1
smsAensaT amindaing

2 20 2
sidlasoms Mu-ssine . 2014/032, 050

o d
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If you have any questions about this research please feel free to contact NGUYEN VIET HOANG

Telephone: 084-207-0405

The participant is not responsible for any expenses for participating in this research.

If relevant information arises about the benefits and risks of the research project, the researcher will inform the
participant immediately and without concealment,

The participant’s private information will be kept confidential; it will not be subject to disclosure but will be
included in the research report as part of the overall results. Individual information may be examined by a researcher, the
ethics committee, etc.

The participant has the right to withdraw from the project at anytime without prior notice. The refusal to participate
or the withdrawal from the research project will not at all affect the proper service or treatment that he/she will receive.

On the condition that you are not treated as indicated in the information sheet distributed to the subjects, you can
contact the Chair of The Committee for Research Ethics (Social Sciences) at the office of MU-SSIRB, Office of Faculty of

Social Sciences and Humanities, Mahidol University, Tel 66 2 441 9180, Fax 66 2 441 9181

I thoroughly read the details in this document.

v RN R | SRS N . Participant

o )

PO - P
UTN T i
Participant Information sheet version date 3 February 2014 Sl St S Ll

AmdnsmERT ainnsoufiag
| sélasams mu-ssine 2014/032, 0502
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