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ABSTRACT
Tourism is the number 1 revenue in Thailand and the purpose of this research is to analyse factors influencing the tourist choice and decision-making of tourists in choosing Thailand as visit destination via descriptive research. The understanding of tourist choice is defined and the peculiarities of decision-making process are presented. The current situation of tourism in Thailand is examined. The main internal and external factors extract from pull and push motivation that influencing tourist choice are summarised. The analysis of accessibility, culture and destination experience that influence the decision-making of tourists to travel to various types of tourism destinations was conducted. The research is carried out base on quantitative correlations design which includes both primary and secondary data. Secondary data is used to give insight to the topic and assess conclusions. Primary data is collected by surveying the individual tourist who has been to Thailand. Data analysis are analysed via pilot test, factor analysis, reliability test, descriptive statistics, hypothesis test (multiple regression) and one way ANOVA. The research result show that the gender, monthly income and profession of tourist contribute in descriptive statistic part also play an influential attributes in tourist travel behaviour especially in the travel pattern. Smart tourism destinations (STDs), electronic word of mouth (eWOM), accessible tourism, social network sites, cultural events, infrastructure development, entertainment, exotic experience and price are other attributes that contribute to the tourist decision making in choosing Thailand as visit destination. 

Key Words: Tourist choice, accessibility, culture, destination experience, quantitative, push and pull motivation, STDs, eWOM.
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Chapter 1: Introduction
1.0 Overview

Chapter 1 basically is the setting of the context for this research entitled “Factors influencing tourist to choose Thailand as travel destination” by explaining parts as below:
(i) Background of the study
· To dissect the variables applicable in this research in order to shape the contextual perspective. Reasons of focusing in the context are also stated here.

(ii)  Problem statement

· To discuss on anti-thesis statement, followed by thesis statement before concluding the overall statement.
(iii) Research objectives

· To define and identify the research objective, also highlights its importance to academic research.

(iv) Research questions

· To define and set the research question to highlights academic research.

(v) Significant of the study
· To highlight the importance of this study base on context.
(vi) Limitations
· To deliberate imitation base on the context.
(vii) Operational definitions
· To define operational base on key terms within the context.
(viii) Organisation of chapters
· To arrange the chapters in this research and provide brief explanation in each chapter setup.
1.1 Background/ Rationale
Kumar (2014) highlighted that a research is not only a set of skills but also a way of thinking to explore, observe, test, understand and question the subject matters. The reasons of choosing “Factors influencing tourist to choose Thailand as travel destination” are as below:
· United Nations World Tourism Organization (UNWTO) forecasted that most of the upcoming tourism activities will be happening in the ASEAN region and Thailand top the list of tourist arrivals in ASEAN (Chetthamrongchai, 2017).
· Studies were conducted on accessibility in the areas of Geographic Information Systems (GIS), spatial data analysis and transportation in tourism as tourism information and transport infrastructure determine the possibility of tourists’ comfort (Cook, Hsu and Taylor, 2018; Roman and Olexandra, 2016).  
· Thailand is prominent in championing the promotion and marketing to attract tourists to travel to Thailand within ASEAN region and tourism is the number 1 revenue in Thailand (Hazanal, 2016).
· Tourism is the world’s largest industry and there is a need to develop a culture of accessibility which include accessible and emerging tourism to increase travel experience in the future (Cook et al., 2018; Gillovic and McIntosh, 2015).
· Travel destination and experience promotion lay on the eWOM and the emerging of Smart Tourism Destinations (STDs) while the  technology continues to transform the choice of travel in the 21st century of (Ek Styvén and Foster, 2018; Miao, 2015).
1.2 Problem Statement

Base on the UNWTO report, it was forecasted that international tourists worldwide will reach 1.56 billion approximately in 2020 and it was suggested by researcher that destination suppliers and travel intermediaries interested in tourism should apply different marketing strategies to cater the growing tourism needs (Punthumadee and Slisa, 2014). More issues raised base on the research concept is as follows:

· Tourism is a multi-sectoral activity, hence it is impossible for researcher to conduct a comprehensive survey and write-up by covering various aspect of tourism and as such only selective variables choose for assessment in this research (Basu, 2013).
· Many previous researches seems to focus in ways of maximising number of tourist arrival in Thailand than studying sustainable influencers and tourist motivation such as the pull and push motivation is seen to be more sustainable in boosting tourism (Koonnathamdee, 2013).
· Tourists is said to face the lack of information access on information of destination i.e. accommodation, cultural heritage, place of interest and transport linkage and all this will discourage the fun of  moving around for tourist and as such research should be conducted to further dissects the influence of such attributes to tourism (Popiel, 2015).
1.3  Research Objectives

Research objectives (ROs) is a goals that wish to be accomplished by the researcher in a study (Saunders, Lewis and Thornhill, 2016). This research objective aim to collect data through quantitative approach in order to provide results so that researcher could explain the reasons of how and why Thailand become tourist choice of travel destination and from the perspective of the types of research objectives, this research could be classified as descriptive research with quantitative base on correlations design (Kumar, 2014).The ROs of this research are:
RO1: 
To determine whether accessibility has an influence on the tourist choice of Thailand as travel destination. 

RO2: 
To determine whether culture has an influence on the tourist choice of Thailand as travel destination.

RO3:
To determine whether destination experience has an influence on the tourist choice of Thailand as travel destination.
1.4 Research Questions

Research questions (ROs) is the main question that address the process of a research or involve the address of one of the main questions. The precursor of research objectives is generally described as the research question (Saunders et al., 2016). The RQs of this research are as follows:
RQ1: 

Does accessibility influence the tourist choice of Thailand as travel destination?
RQ2: 

Does culture influence the tourist choice of Thailand as travel destination?
RQ3:

Does destination experience influence the tourist choice of Thailand as travel destination?
Kumar (2014) discussed that obtaining answers to RQs is relatively easy as the tough part is to examine how these findings could fit into to the existing body of knowledge by researcher to enable questions to be answered i.e. how were the findings of these research questions compare with the previous research questions; how this research contribute to the existing academic research; and the differences found on this research compare to the others.
1.5 Significant of Study

This research is hope to be able to assist researcher in understand the emerging factors that influence tourist choice of destination and encourage researcher to further address and discuss the lack of research on emerging influencers in Thailand tourism which maybe serves as a basic reference for other academician in the future as this research would assist readers to understand the way of the three independent variables (IVs) i.e. accessibility, culture and destination experience that influence tourist to choose Thailand as travel destination (Buonincontri and Micera, 2016).

The results of this research should be able to provide some implication for academician and tourism manager as the recent few research proposed that experience sharing done in social media i.e. one of the ways for tourist to access travel destination information is crucial in evaluating tourists’ emotion and post-trip experiences and it serve as one of the attribute that worthwhile to be included in this research (Ek Styvén and Foster, 2018; Kim and Fesensmaier, 2017). Nowadays, every country is trying to attract Chinese tourist due to Chinese big population and high spending power and as such eWOM is also important to be highlighted as one of the issues in attracting Chinese tourists, the number 1 tourist arrival to Thailand (Miao, 2015).  

 Accessible tourism and cultural tourism also has become a significant phenomenon in tourism due to development of disruptive technology that change the tourist’s way of travelling and tourist experience (Liu, 2014). It is worthwhile to take note that the digital tourism think tank has pointed out that Gen Z will account for 40% of the tourists by 2020, hence, it is essential for tourism manager to study the this group of tourist’s behaviour in making choice on travel destination (Ek Styvén and Foster, 2018).
1.6 Scope/Limitation 

The possibility of segmenting the results further could be done should there is a larger sample and the questionnaire in the form of Google form would be the data collection method which would be distributed to colleagues, friends, relatives and available workplace contacts that have been to Thailand does not fully reflect the overall tourist’s views worldwide in selecting Thailand as travel destination, therefore, it is impossible to generalise the results directly (Stojanovic, Andreu and Curras-Perez, 2018).


Besides, the concept of accessible tourism was hardly seen to be defined in tourism discussion and research even UNWTO has highlighted before that accessible tourism should be deemed as the essential part of managing sustainable tourism as there is growing significant implication for ageing population and growing of disabled tourists as an important area of study (Postma, 2015). Moreover, there is inadequate of research on the eWOM drivers in social networks (Kim, Jang and Adler, 2015). There is also insufficient of empirical research and theoretical knowledge on the social media position in the tourism destination brand (Halkias, 2015). 

Researches base on discussion on the importance of national culture on cross-national adoption via Thailand online social media has not been addressed seriously despite a phenomenal national culture in the international tourism and there were also occurrence of lack of initiatives and implementation in promoting sustainable tourism in terms of enhancing culture, accessibility, destination experience in ASEAN region which include Thailand compare to developed country (Chetthamrongchai, 2017).
1.7 Operational Definition

Operational definition aims to define concept used either in research problem or in the study population in a measurable form and it is important to understand operation definition developed only for the purpose of this research by understanding key terms as below:
	No.
	Key Terms
	Definitions

	1
	Accessible tourism
	Make people live easy and enjoy tourism experiences (Postma, 2015).



	2
	Alternative hypothesis
	Testable proposition depicting that there is relationship differences between two or more variables and was quoted as H1 (Saunders et al., 2016).



	3
	Construct
	Refer to concepts measured with multiple variables (Zikmund, Babin, Carr and Griffin, 2013).



	4
	Correlation
	The extent to which two variables are related to each other (Saunders et al., 2016).



	5
	Cross-sectional
	A research design called as ‘design of social survey’ i.e. researcher collect data at a single point in time (Bryman and Bell, 2015).



	6
	Culture
	The formation of a people’s way of life through thinking, action and the material objects (Macionis, 2017).



	7
	Deductive
	An approach to the relationship between theory and research in which the latter is conducted with reference to hypotheses inferred from the former (Bryman and Bell, 2015).



	8
	Dependant variable (DV)
	The variable assumed to be the cause and dependent upon the independent variable that is assumed to be responsible for changes in the DV (Kumar, 2014).

	9
	Destination
	A well-defined geographical area traditionally or a brand or product of a place which is a uniquely complex portfolio of products and services deal with an area’s climate, cultural, infrastructure, natural and superstructure attributes (Blasco, Guia and Prats, 2014).



	10
	Destination choice
	A common topic in studies on tourist behaviour as it combined creativity in keeping demand for the destinations and tourist services offered (Saito and Strehlau, 2018).

	11
	Destination experience
	A destination image mechanism that could enable tourist to gauge on the travel destination, emotion and then feedback to tourist operator after visiting the travel destination (Chetthamrongchai, 2017).



	12
	Electronic Word of Mouth (eWOM)
	Conversations and dialogue happening over the internet or online platform on brands, products or services that is interactive and not commercially motivated (Baker, 2016; David and David, 2015).
 

	13
	Ethics
	A good professional practice that involve moral values of conduct (Kumar, 2014).



	14
	Hypothesis
	A hunch, idea, assentation, assumption, or suspicion about the phenomenon, relationship or situation that become the basis of an enquiry for researcher (Kumar, 2014).



	15
	Independent Variable (IV)
	The variable which is the cause of the changes in a phenomenon (Kumar, 2014).



	16
	Null hypothesis
	Testable statement depicting that there is no association, difference or relationship between two or more variables and was referred as H0 (Saunders et al., 2016).



	17
	Primary data
	The specific purpose of a study triggered information collection (Kumar, 2014).



	18
	Push and Pull motivation
	Push motivation is emotional and internal aspects that lead tourists to make travel decisions and also explained the tourist’s destination travel desire while pull motivation is linked to external aspects where the motivations are inspired by the attractiveness of a destination (Saito and Strehlau, 2018).



	19
	Questionnaires
	A series of closed and open questions in a document where the participants are required to answer (Rowley, 2014).



	20
	Reliability
	To evaluate the internal consistency and stability of the measurement (Zikmund et al., 2013).



	21
	Sample
	The subset of the population i.e. the selection method is depended on probability or non -probability sampling (Bryman and Bell, 2015).

	22
	Secondary data
	Information required is available in journals, previous reports, or census where researcher extraction information for the specific purpose of study (Kumar, 2014).



	23
	Significance testing
	Probability of a pattern would be test i.e. a relationship between two variables occurring by chance should the null hypothesis were proved (Saunders et al., 2016).



	24
	Smart Tourist Destinations (STD)
	A new kind of tourist destination marketing in which new technologies are so significantly seen in enhancing destinations’ competitiveness (Buonincontri and Micera, 2016).



	25
	Social Network Sites (SNS)
	Services based on internet that allows individuals to build a public or semi-public profile within a system, create a list of other users that share connections and able to see and navigate through their list of connections and of those created by others within the system (Alarcón-del-Amo, Lorenzo-Romero and Gómez-Borja, 2016).


	26
	Validity
	The precision of measure to which a score truthfully represents a concept (Zikmund et al., 2013).



	27
	Variable
	Attribute of individual element during the data collection (Saunders et al., 2016).



	28
	Variance
	Statistic that measures the set of data where the closer individual data to the mean is proved when the variance are smaller (Saunders et al., 2016).




1.8 Organisation of Chapters

There are five (5) chapters in this research with the purpose as explained and listed as below:

	Chapter
	Purpose 

	1: Introduction
	This chapter presented the research background by setting the context. General view of the current situation of tourist choice of travel destination and Thailand tourism development were narrated. The problem statement is identified and deliberated, followed by the setting of research objectives and research questions. This chapter also addressed the significant and scope/limitation of this research and the layout of the operational definitions and organization of chapters.



	2: Literature Review
	This chapter reviewed the existing relevant literature on the research variables. The chapter focus in defining dependent variable (DV) and independent variables (IVs) separately before ensued with discussion on the linkage of DV with each IV by narrowing down to the specific concepts of the study with supporting evidence. Subsequently, fundamental theory i.e. Push and Pull Motivation was also deliberated follow by research gaps discussion. The layout of conceptual framework and hypotheses also was seen discussed in this chapter.



	3: Research Methodology
	This chapter presenting the applied methodology and research design. The research design is linked with the research framework. Measurement design and preliminary test is conducted to ensure the research is valid. Data collection and measurement part address how data collection is done. The relevant analysis method was discussed. 



	4: Research Findings 

and Discussion
	The essential findings based on data collected were highlighted. Preliminary data analysis is presented. Hypotheses are tested with result discussed and presented. This chapter also addressed findings focus base on research objectives and the research questions.



	5: Conclusion and Recommendations
	The final chapter concludes and summarizes research findings and discussions with comments and recommendations for academic research. 




Chapter 2: Literature Review

2.0 Overview 

A literature review is a platform for researcher to make critical analysis base on the previous research. In layman’s terms, it means that researcher needs to discuss what has been published and is relevant to the research topic critically. Tourism is a diverse and powerful industry that is associated with economic, social and psychology phenomenon development and as such it is important to study and understand tourism activities based on tourist’s behaviour and mind that would lead into decision in travel destination. 

The purpose of this chapter is to review the existing literatures on the variables of research which is relevant to this research which also means researcher needs to conduct a detailed discussion by clearly delimits the up-to date subject matter between the year of 1970 - 2018 to be reviewed by focusing on the dependent and independent variables adopted in this research entitled “Factors influencing tourist to choose Thailand as Travel Destination” base on the fundamental theory of push - pull motivation. 

This chapter also highlighted smart tourism destinations (STDs) and electronic word of mouth (eWOM), a new kind of smart tourist destinations marketing in which new technologies are so significantly seen in enhancing destinations’ competitiveness, influence tourism experiences in spreading good news of tourism and favour tourism development projects. Gap of tourist choice was identified also in this chapter according to the existing literature. Hypotheses, i.e. a testable statement that there is an association, difference or relationship between variables were generated after conceptual framework set up that aim to lay out the researcher’s understanding of how the variables connect with each other. 

2.1 Tourist Choice in Travel Destination

Tourist choice is deemed as behavioural freedom of choice and tourist generally select to be free from the same pattern of everyday life in order to seek new experience (Holloway and Humphreys, 2016). Tourist choice in travel destination is much depends on judgements regarding interactions of the external and internal influences (Yoo, Yoon and Park, 2018). Tourist choice implied an ability to modify or chance characteristics of a tourist and not remain static, comes with an element of choice of actions and control (Yiamjanya and Wongleedee, 2014). Saito and Strehlau (2018) suggested that it is a must to evaluate individuals or groups that influence the decision process. 

Tourist choice in travel destination could be analyse base on the smart tourism destinations (STDs), a concept which was originated from the smart cities destination progress due to the development of urban tourism with the use of disruptive technology whereby the attractions and available travel packages would ultimately direct the STDs to achieve the goal of upgrading tourism product and services and enhancing tourists’ travel experience (Buonincontri and Micera, 2016). Destination choice is a common topic in studies on tourist behaviour as it combined creativity in keeping demand for the destinations and tourist services offered (Saito and Strehlau, 2018). 

Besides, it is crucial to understand the self-confidence on traveller’s choice of destination especially for destination marketers, travel advisors and tourism policy makers and these kind of traveller self-confidence information normally build through eWOM and review of travel nowadays (Thai and Yuksel, 2017). It was also further deliberated by researcher that should a solution to a problem is chosen for realisation, it means the decision has taken place and tourists usually follow a funnelling process of choices with different destinations before finally decide on travel destination (Seyidov and Adomaitienė, 2016).
2.1.1. Global Tourism choice

According to the UNWTO, international tourists worldwide is forecast to reach 1.56 billion approximately in 2020 and the arrival of global travellers are predict to be 1.8 billion by 2030 and it will grow sustainably in the next two decades (Punthumadee and Slisa, 2014). Tourist seems to have more choice due to the increase number of destinations worldwide that made tourism a main driver for socio-economic development through enterprises, export infrastructure, job and revenue creation (Seyidov and Adomaitienė, 2016).

 The ASEAN Economic Community has further extended ASEAN tourism market base on ASEAN Tourism Strategic Plan 2016 - 2025 and it was one of the important material for researcher to study tourism behaviour, policy and promotion in ASEAN region (ASEAN, 2015). It was once suggested by researcher that destination suppliers and travel intermediaries interested in tourism should apply different marketing strategies to contribute in the value chain of global tourism choice (Punthumadee and Slisa, 2014). In fact, there are more complicated and sophisticated factors faced by tourists in the tourists’ travel and tourism involvement nowadays as academics have long discussed in a various topic of tourist behaviours, expectations, needs, role and wants (Yoo et al., 2018). 

The great potential of tourism in the future has boost many countries to develop tourism industry and UNWTO has specifically highlighted that there is a need to explore the tourist’s experience and values in tourism choice expressed by young people because by 2020, the number of youth travellers are forecasted to be around 300 million (Haddouche and Salomone, 2018). Santos, Veiga and Águas (2016) also highlighted that the main trends that could determine the tourist choice by analysing the areas of sociocultural, demographic, political, economic, technological; and physical-natural environment is said to fall within the profile of seniors’ and millennial’s trend due to aging population in the future and the current trend created by millennial as shown in Figure 1 and Figure 2 below. Figure 3 also depicts the global tourism industry on economy impact.
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Figure 1: Seniors’ trend and profile in tourism services 
Source: Santos et al. (2016)
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Figure 2: Millennial’ trends and profiles
Source: Santos et al. (2016)

2.1.2
Tourist Choice in Thailand

Tourism choice in Thailand is an interesting research to be researched as tourism is the pillar industry and number one revenue of Thailand (Hazanal, 2016).  Thailand is situated among the countries in Greater Mekong Subregion and Southeast Asia with its tourism industry is said to have enter a maturity stage (Yiamjanya and Wongleedee, 2014). It was discovered that majority of the international tourist arrivals to Thailand were from ASEAN country whom prefer to make a non-package travel mode (Punthumadee and Slisa, 2014). Tourism industry in Thailand is expected to expand and grow drastically in promoting Thailand especially focus on tourist arrivals from Asian countries i.e. China, Malaysia, Japan, South Korea, Laos, India and Singapore (Hazanal, 2016). Thailand government forecasted that one job in every 8.3 jobs in Thailand will be tourism related by 2019 due to increasing of tourists (Basu, 2013).
Due to the explosive growth of tourist preferred choice in Thailand,  Thailand Travel & Tourism to gross domestic product (GDP) was USD95.0 billion i.e. 21.2% of GDP in 2017, predict to increase by 7.4% in 2018, and grow to 5.6% per annum (USD175.2 billion) i.e. 28.2% of GDP in 2028 (Turner, 2018). It was also mentioned that the GDP of Thailand Travel and Tourism of GDP is forecasted to be 6.7% per annum to 11.7% by 2025 and the arrival of international tourists in Thailand will promote job creation and trading activities (Chetthamrongchai, 2017). 

Thailand international tourist arrival is estimated to grow by 7.1% in 2019 with total arrivals reaching 40.65 million and Thailand international tourism receipts in 2018 reached  USD61.15 billion, growing by 7.63% year on year in 2019 with the forecast that it will grow to USD65.6 billion and exceeding USD78.9 billion by end of 2022 (FitchSolutions, 2018). Hazanal (2016) substantially discussed that the introduction of mobile application "Amazing Thailand" by the Tourism Authority of Thailand (TAT) has indirectly encouraged the tourist of choosing Thailand as travel destination as tourist is given an option to use the mobile application to run on the platforms of Android, Blackberry, iPad, iPhone and iPod Touch. It was seen that tourist’s preferred choice in Thailand has make tourism as Thailand’s leading source of foreign exchange (Basu, 2013). Yiamjanya and Wongleedee (2014) further revealed the top 10 travel motivations supported by push and pull motivations that influenced tourists to choose Thailand as travel destination i.e. travel experience, Thai food, learn new culture, relaxing, discovery, interested in Thai culture especially traditional market, escape from routine, enjoying activities, adventure and good weather.
Besides, it is worthwhile to take note that Thailand was the first ASEAN country that has negotiated the bilateral visa exemptions for tourists in 2013 with China (the most populous country in the world) and this has stimulates the Chinese tourist to travel to Thailand according to the Department of Tourism in Thailand and the flock in of Chinese traveller to Thailand was also said to be influenced by disruptive technology i.e. eWOM that lead into the result of Chinese tourists’ choosing Thailand as travel destination (Miao, 2015).

2.2 Factors Influencing Tourist Choice

Independent variable (IV) or influencing factors in business research methods is defined as changes to a dependent variable or variables caused by the variable (Saunders et al., 2016). In this assignment, researcher needs to identify important IVs that would influence on tourist choice of Thailand as travel destination; understand relevant idea and facts under the IV’s dimension; and examine the reason of determinants that pose conflicting results in the relationship between IVs and tourist choice of Thailand as travel destination. In fact, identifying the nature of the relationship among IVs is outside of the scope in this research; however, further study on the IVs interaction are an important area for future research (Petter, DeLone and McLean, 2013).

2.2.1
IV1: Accessibility

Accessibility is one of the most important components of today’s tourism infrastructure as an effective tourism development nowadays requires not only unique recreational and tourism resources but also corresponding level of tourism infrastructure (Roman and Olexandra, 2016). Nevertheless, researcher post a question on how whether the existing regulations is sufficed for tourist who has accessibility needs is a question that yet to be answered (Özogul and Baran, 2016). A study further explained that aaccessibility is the key factor in facilitating tourist destination development i.e. to increase the transport, to include communication technology and information, system accessibility on travel destination guidance and to boost the potential of local environment for tourists (Tache and Popescu, 2014; Wang, Niu and Qian, 2018). For example, accessibility could mean that a hotel entrance should have passage or route for tourist with wheelchair and the hotel lift should be user friendly for baby carriages or wheelchair either for solo, business, family or leisure traveller (Özogul and Baran, 2016). Accessibility is essential not only to improve the economic development of a destination but also land planning, social welfare and services access i.e. accessibility maps and transportation network to increase tourist choice of visit destination (Kibambe Lubamba, Radoux and Defourny, 2013). However, accessibility needs in tourism is not a simple demand that could be fulfil in a short period of time because it involved linked services starts from booking, accommodation, attraction, transfer and transportation (Özogul and Baran, 2016).
The information and communications technology (ICT) plays a significant role in accessibility and become part of core product tourism, especially for planning the trip (e.g. E-Airlines, E-Destinations, E-Hospitality, E-Travel Agencies and E-Tour Operators) throughout its supply chain in information accessibility (Hazanal, 2016).  To further delved in accessibility, it was found that eWOM is said to be more effective than the traditional WOM for its higher accessibility by using internet and various sources have confirmed that eWOM accessibility has influence tourist consumption behaviour in making travel decision (Miao, 2015). However, Thailand’s ICT infrastructure was seen lagging as the internet usage is not that encouraging even foreign tourists are fond of online activities when compared to other developed countries (Hazanal, 2016). In order to capture motivations of continuance intention, there will be more upcoming research on the continuance intention of SNS such as eWOM base on the Maslow’s hierarchy of needs and this could possibly apply on the research in this assignment as well (Cao, Jiang, Oh, Li, Liao and Chen, 2013; Kremer and Hammond, 2013). Figure 3 shows that internet meme has confirmed the evidence of Maslow’s theory of human motivation that endures even on the online discussion until there was online suggestion to add popular culture of everybody using WiFi as accessibility for information nowadays.
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Figure 3: Adaption of human needs base on Maslow’s hierarchy of needs

                        Source: Kremer and Hammond (2013)

Another academic insight on transport accessibility that is significant in accessibility discussion is mentioning that transport accessibility is fall under economic category which touches on not only transport sector but also the whole socioeconomic structure of the city, country and region (Roman and Olexandra, 2016).  Popiel (2015) highlighted that there will be more cities will face challenges to improve accessibility to the attractions, building, city streets and monuments to overcome the limit of  information and communication technologies accessibility usage. Roman and Olexandra (2016) further explained transport accessibility in a simple term is the simplicity to get to certain place by using infrastructure and transport services and as such it is appropriate to consider tourist access to the place of attractions, accommodation facilities and availability of transport routes.
Tache and Popescu (2015) proposed geographical information system (GIS) model to assess accessibility as it is not only meant to support economic growth and spatial development but also to ensure a balanced accessibility to major transport ways. Transport accessibility in the field of tourism is a relative measure that demonstrates the distance, procedure and situation of traffic simultaneously between tourist attractions (Roman and Olexandra, 2016). It was discovered also that accessibility of population to all transport ways for air, land and water could be determined via GIS model (Tache and Popescu, 2015). In fact, there a few publications mentioned that accessibility is viable business opportunities in the future and the publication also raise the point that the accessibility facility would not be expensive should it be a part of the construction or renovation works during the planning of the building, infrastructure and transport (Capitaine, 2016).
Accessible tourism is an emerging field of academic study and the UNWTO stated that accessible tourism is an important part of sustainable tourism development worldwide (Postma, 2015). There is a growing trend of individuals having special accessibility due to aging of population, diseases, natural disasters, traffic accidents and wars (Özogul and Baran, 2016). In fact, the world tourism sector received various tourism demand of proposing better accessibility features in accommodation, beaches, restaurants, transportation, travel and tours and tour buses (Gillovic and McIntosh, 2015). Accessibility could also be explained as social responsibility as it goes beyond benefiting the disabled but also to the more people who would use it (Capitaine, 2016). In socio-cultural research findings, accessibility will be an issue of social change and will become a cultural norm necessary in the days to come, for example, when accessible tourism is seen as an individual right, then the governments should implement necessary action plans to fulfil and serve the growth of accessible tourism (Gillovic and McIntosh, 2015).
Thus, it is crucial to draft and follow correct approach and strategy in providing appropriate product and service when targeting tourist with accessibility needs as elderly and disable people accessibility needs are another dimension of accessibility that tourism development authority need to consider in developing sustainable tourism according to the UNWTO (Özogul and Baran, 2016). Until now, accessibility needs in many countries are still highly limited and cause limited travel choice for aging and with disability and researcher has strongly proposed that the lack of appropriate product and service to the travel rights with accessibility needs should be tackled with due care (Özogul and Baran, 2016).
2.2.2
IV2: Culture

According to the UNWTO, one of the extensive and largest growing global tourism markets is cultural tourism and it has become an important attribute of the tourism development worldwide and also become significant in economic impact as shown in Figure 4 (Liu, 2014; Global Wellness Institute, 2014). Culture is significant in comprehending the perspectives of differing individuals (Harada, 2017). There are research article suggested that culture and heritage should not be given the only focus by the destination managers as a primary destination attribute, but focus should also be given on safety, transportation and the quality of restaurants patrol by tourists (Semrad and Rivera, 2015). 
Undeniably, cultural tourism plays an important role in the area of tourist lifestyle appreciation which is mainly sparked and motivated by cultural intents to participate in crafts making, festivals, learning tours (food or homestay), performing arts, monuments, pilgrimage etc. (Lung and Kongkidakarn, 2016). It was observed that European region has staged cultural events as one of the major forms of cultural tourism development and nowadays ASEAN region also follow such trend (Liu, 2014). Additionally, adventure is a phenomenon of socio-culture motive to see different culture and Hostede’s model is said to be inappropriate in analyzing Thailand culture as Thailand is a high-context culture country whereas Hostede’s model is designed base on low-context model (Said and Maryono, 2018; Harada, 2017).
Haddouche and Salomone (2018) elaborated that sustainable tourism not only optimize the usage of environmental resources but also including the aspect of assist in conserve biodiversity and natural heritage; cultivate the understanding of inter-cultural and tolerance and uphold the host communities’ culture. It is interesting to observe a form of cultural tourism named as event tourism has gone through a considerable growth in recent years and event tourism are also often seen as a solution in an increasingly competitive tourism market to solve the problem from product differentiation and seasonality (Liu, 2014). 
Besides, traditional events at the festival of destination could motivate tourist’s visit intention such as Songkran Festival in Thailand (Lung and Kongkidakarn, 2016). The attractiveness of a travel destination could be enhanced with the development of cultural tourism (Liu, 2014). For example, dark tourism which enable the tourist to visit the sites of disaster and death is becoming a modern, pervasive and trendy cultural activity and some of the Southeast Asian (SEA) countries i.e. Thailand, Vietnam and Cambodia are progressively acknowledge and promote dark tourism (Lim and Tan, 2018). Event tourism is said to be sufficient to improve the image of the city as a tourism destination through its national and international exposure plus the increasing use of culture to promote tourism destinations is also contributed to the needs of deciphering images and regional identities (Liu, 2014). 

Haddouche and Salomone (2018) further revealed that the idea of impressive travel and holidays is often linked with cultural discovery because the desire to discover is shown in the growing interest of tourist in arts, culture and heritage events and festivals which could be subsequently narrated in the tourist nightlife and the atmosphere of the tourist accommodation with the example of the choice of staying with Airbnb host provide tourist both the encounter of cultural discovery of food and the cultural social exchange when the tourist interacts with the host and family. Additionally, the highlight of socio-cultural differences between tourists and travel destination served as one of a main attraction for tourist to discover the lifestyle of the local (Chetthamrongchai, 2017).
Researcher also observed that food could motivate tourist to create a connection with culture as one of the tangible means by enjoying tasty food (Lin and Mao, 2015). Hence, it was discovered that travellers experiencing local gastronomy food were indirectly be introduced to the destination’s culture (Tsai, 2016). Interestingly, experiences combining food and culture is appealing to tourists and food could be portray as the characteristic and local culture to tourists, for example, a farm could be transform into tourist attraction in culture and gastronomy tourism (Garibaldi and Pozzi, 2018). Not only that, sex tourism and prostitution is part of Thailand cultural norm in tourism and the combination of sex and culture has become an attractive tourism selling point in Thailand not only to male but female tourists also show a significant increase number in visiting red light zones and public sex performances in Thailand nowadays (McDonagh, 2017).
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Figure 4: Global Tourism Industry
Source: Global Wellness Institute (2014)

2.2.3
IV3: Destination Experience

Destination could be defined as a well-defined geographical area traditionally or destination could be understood as a brand or product because destination is a uniquely complex portfolio of products and services which is deal with an area’s climate, cultural, infrastructure, natural and superstructure attributes (Blasco et al., 2014). Tourism destinations comprise of products that facilitate and support the tourist experience whether the tourist is in the place of attractions, accommodation, shopping, restaurants, transportation, etc. and these products are all destination attributes (Semrad and Rivera, 2015). In fact, destination experience means a destination image mechanism that could enable tourist to gauge on the travel destination, emotion and then feedback to tourist operator after visiting the travel destination (Chetthamrongchai, 2017). Semrad and Rivera (2015) further discuss that the attractiveness of a particular destination is very much depending on destination attributes and the destination attributes may include a destination’s climate, entertainment, heritage/culture, hospitality industry, infrastructure (e.g. roadways, signage, etc.), overall image (e.g. beliefs and feelings about the destination), natural resources and scenic flora.
Destination can also be termed as a service environment facilitating the experience in customer-oriented studies such as shopping and feel safe experience (Blasco et al., 2014). Additionally, attractiveness attribute of a destination could also be referred as the number and geographic scope of appealing destination’s attractions (Yiamjanya and Wongleedee, 2014). Neuhofer, Buhalis and Ladkin (2012) highlighted four areas related to paradigm shift of destination experience i.e.: enhance destination experiences by exploring innovation via disruptive technology; propose a spaced called ‘extended virtual destination experience co-creation’ in all travel stages; increase destination experience by pushing the realisation of thorough technology; and highlight using ICTs in enhancing destination experiences with the current Destination Marketing Organisation (DMO) best practice cases.
Even Thailand possess most of the successful tourism destination,  destination planners need to continuously address sustainability strategic planning to develop  its destination in order to stay competitive and should not wait  for a decline (Simeoni, Cassia and Ugolini, 2019). Hence, destination planner need could study the tourism experience process in destination created base on the adaptation of manufacturing companies’ experience in the 3 consumption process as shown in Figure 5 below (Buonincontri and Micera, 2016).
	Phase
	Consumption process
	Tourism experience process

	1
	Pre – consumption
	Pre-travel phase:

Tourist not reach the travel destination yet but was engaged in tourism information search before deciding where to go.

	2
	Core – consumption
	On-site phase:

Actual destination visits to gain experience

	3
	Post -  consumption
	Post travel phase:

Trip post-mortem


  Figure 5: Adaption of tourism experience process 
  Source: Buonincontri and Micera (2016)

The OECD report on Tourism and the Creative Economy discussed trend towards the development of tourism experiences base on specific cultural and creative content and this diversified content of cultural tourism is delivered digitally to drive the integration of culture, technology and tourism (UNWTO, 2018). Besides, tourist with special accessibility needs prefer to use travel agencies that could fulfil the special travel needs to feel good with the chosen travel destination and all this would indirectly contribute to the destination experience (Özogul and Baran, 2016). The model of tourism experience process was said to further contributed to the literature of tourism co-creation with three key elements as shown in Figure 6. 
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Figure 6: Technology enhanced destination experiences

Source: Neuhofer et al. (2012)

2.3 IVs and Dependent Variable (DV) linkage:

Factors Influence Tourist Choice of Thailand as Travel Destination
Factors influencing tourist choice has been long discussed in association with motives that are generated by tourist needs, behaviour and mind set to an extent that tourism has become a frequent topic in studies for researcher nowadays due to the blossoming of tourism industry worldwide, however further verification on accessibility, culture and destination experiences as factors influencing tourist choice is needed in research to further get insights (Saito and Strehlau, 2018; UNWTO 2017).

2.3.1 Accessibility 

Thailand tourism accessibility needs implementation and innovation to enable tourist to enjoy the destination cultural and historical heritage as this would promote social interaction at travel destination and allow tourists to access and download the destination information, by doing this will attract more tourists attention and that is the reason why a new mobile application i.e. TagThai a part of initiative to support sustainable tourism was introduced in April 2019 (Popiel, 2015; Waraporn, 2019).
In terms of tourist information accessibility, the development of disruptive technology has ease the access of information and internet has also transformed word of mouth (WOM) to eWOM to enable tourist in Thailand especially Chinese tourist to deliver and share message with a low cost, a major trend that has significantly influence tourist choice of Thailand as visit destination (Miao, 2015; Jalilvand and Samiei, 2012). Research also shows that eWOM is important to influence on the attitude and the perception of usefulness towards tourist choice of travel destination (Di Pietro, Di Virgilio and Pantano, 2012). 
Hazanal (2016) also mentioned that the Thailand tourism promotion and marketing for tourist accessibility can be classified in to two i.e. business to consumer (B2C) Information Channel via the TAT call center and official website (www.tourismthailand.org); and e-marketing business to business (B2B) via official travel mart (www.thaitravelmart.com). Wang, Tran and Tran (2017) also stated in its research paper of the results that there is significant relationship between WOM; and visit frequency destination perceived quality and tourist satisfaction have positive influence on WOM. Subsequently, it was also observed that TAT official website offers both online booking and tourism information in providing better information accessibility for tourists (Basu, 2013).
2.3.2 Culture
Culture is perceived as a primary motivation for tourists to visit a destination (UNWTO, 2018). Yoo et al. (2016) argued that tourists who fall under the matured level in the psychographic scale are more likely to seek a higher level of new experiences in cultural different environments. For example, the meaningful cultural events in Thailand which is supported by the Ministry of Culture of Thailand such as Songkran/water festival and Buddha image parade that was on the street which has attracts tourist worldwide to come to withness and enjoy the fun of throwing water to each other as the way to express blessing and tourist also could experience the reverence of Thai people to Buddha by having chance to sprinkle scented water to the Buddha image (Lung and Kongkidakarn, 2016). 

Since 1996, the TAT was also tasked to promote cultural and natural conservation and events through sustainable tourism projects awarded to the companies in attracting more tourist arrival (Basu, 2013). The TAT office in Taipei has also work together with Taiwan media to market Thai New Year in Taiwan from time to time and during the Songkran festival, there will be many special cultural events and delicious Thai food with friendly and passionate Thai people (Lung and Kongkidakarn, 2016).

Regarding the spread of eWOM, tourist seems to share cultural experience through Amazing Thailand mobile application and it was found that the events section in the mobile application introduced by TAT also provides information about cultural events and festivals in Thailand, ordered by month (Hazanal, 2016). It was also interesting to observe that the four S of Thailand tourism i.e. tourism-sand, sea, sex and sun, remain significant till date besides cultural attractions, natural resources and urban based activities in Thailand (Basu, 2013). However, authenticity is deemed as key ingredient to the success of using culture to attract tourists until many tourism operator nowadays looked into the chances to further enhance the offerings of cultural tourism (Cook et al., 2018; Suriñach and Wöber, 2017).

2.3.3 Destination Experience
Tourists decide to choose which destination to travel based on judgements regarding interactions of the internal and external influences (Yoo et al., 2018). Nowadays, a sense of the search of authenticity, an actual experience or something different from ordinary motivates the tourist (Sharpley, 2018). Tourist choice of destination is determined not only by inner-directed parameters but also by the Thailand destinations itself (Yoo et al., 2018). 

 
A research paper pointed that the tourist behaviour in deciding the visit destination depend on the individual characteristics of each tourist to influence the different causes and processes which could be related to various source of information to satisfy one’s needs and the decision-making process (Lung and Kongkidakarn, 2016). Yoo et al. (2018) constantly debated that tourists’ decision-making process with regard of destination is influenced by its own internal characteristics (e.g. attitude, motivation and personality) and the external environment (e.g. accessibility, destination authenticity, expense and travel distance). A research result also shows that destination perceived quality which can also means destination experience has direct and positive influence on tourist satisfaction in Thailand (Wang et al., 2017). 
An emerging tourism markets i.e. adventure and extreme tourism, slow tourism, space tourism, medical tourism, marijuana tourism or vacation and real estate tourism also add colours to the destination experience nowadays (Cook et al., 2018). Additionally, smart tourist attraction (STD) is said to be an enabler in the processes of experience co-creation, which mean that tourists could obtained personal and unique experiences in travelling in producing more value in tourism product and services in Thailand (Buonincontri and Micera, 2016). There are also findings that tourist normally preferred to discover the strength and weaknesses of STD construction before deciding on visit destination (Wang et al., 2017). 
Thailand is deemed as the famous tourist destination in South East Asia because of its diversity of well blended tourist destination that provides fun and memorial experience to the tourists (Basu, 2013). There are many case studies that have confirmed the significance of alternative forms of tourism experiences in Thailand in persuading tourist to choose Thailand as travel destination (Haddouche and Salomone, 2018). 

 Basu (2013) also highlighted that Thailand is one of the best documented sex tourism destination in the world, though sex tourism destination do raise argument amongst Thai community and recent development has shown that the TAT is aim to promote quality destination and vehemently opposes sex tourism even sex tourism has been long rooted in Thailand as common and modern activity at specific destination for tourist to not only experience Thai culture but also sex fun.
2.4 Push And Pull Motivation Model

Push and pull motivation is one of the model of tourist motivations where the push motivations (internal or psychological factor) are used to explain the desire for travel while the pull motivations (external or destination factor) are used to explain the actual destination choice (Cook et al., 2018; Lung and Kongkidakarn,2016). In this research, push and pull motivation served as a reference for researcher to extract factors available in the motivation model to further discuss way forward of the research because push factors is demand motives that satisfy tourist’s choice while pull factors could be relate to the destination's characteristics whereby researchers used varying factors to examine tourist behaviour, decisions and motivations (Yoo et al., 2018).

Push motivation is emotional and internal aspects that lead tourists to make travel decisions and also explained the tourist’s destination travel desire for certain purpose (Saito and Strehlau, 2018). Personal driver which move a person to travel under personal reason i.e. to spend good time with family, to escape from the daily chores or the lust for adventure could define push motivation (Lung and Kongkidakarn, 2016). 

Pull motivation is linked to external aspects where the motivations are inspired by the attractiveness of a destination (Saito and Strehlau, 2018). Pull factors are related mainly to accommodation, cultural, recreation facilities, historic resources, etc. (Chetthamrongchai, 2017). Yiamjanya and Wongleedee (2014) also supported the pull motivation by saying that pull factor refer ‘place’ as a tourism product that would explained the characteristic of a destination. 

Push factors which are tourists’ emotional and internal needs to visit Thailand could be influenced by the IVs and this is indirectly relevant in obtaining psychology view of tourists in choosing Thailand whereas pull factors which are the external aspects that influencing tourist choice of travel destination is very much relevant in this research because the IVs are direct pull factors in this research (Saito and Strehlau, 2018). In fact, tourists tend to classify alternative choice of destination based on criteria i.e. pull factor as in destination; push factor as in self motivation and situational constraints as in available time and money (Said, J. and Maryono, 2018).
2.5 Gaps of Literature in Tourist Choice

The potential and tremendous growth of the tourism industry worldwide has motivated more academicians to do research on subject related to tourism in the last decades, to the extent that since the second half of the twentieth century, tourism has become a broad social practice and research via diverse perspectives, conferences and specialized publications (Saito and Strehlau, 2018). It is beyond the scope of this paper to focus on all the varied aspects of tourism as tourism is a multi-sectoral activity (Basu, 2013). However, there are still some existing literature gaps in the topic of tourist choice of Thailand as travel destination as observed and listed as below:
· There is a need to conduct a comprehensive analysis of how culture influences the tourist destination and motivation as some scholars believe that cultural tourism is a postmodern phenomenon and something new (Chetthamrongchai, 2017; Mousavi, Doratli and Moradiahari, 2016).
· Not many scholar were seen in researching the relationship of cultural events and cultural tourism development systematically although cultural tourists are usually seen as good and of potential (Liu, 2014; Mousavi et al., 2016).

· The smart approach influence adopted by STDs was seen to investigated by a few researchers (Buonincontri and Micera, 2016). 

· Different authors use different interpretations for transport accessibility, thus it is crucial to provide space for researcher to identify shortcomings in the transport system before developing solutions and propose steps to optimise tourist facilities (Roman and Olexandra, 2016).

· There is lack of a comparison of online versus offline word of mouth (WOM) influences by tourist gender in the analysis of tourism information accessibility (Wang et al., 2017).
Apart from the above gaps discussed, the formal study of tourism is still considered a relatively recent development and due to tourism is based on multi sectoral activity, as such it is crucial for researcher to look into all these relevant gaps and conduct more in-depth research to upgrade the professionalism of tourism industry (Basu, 2013; Holloway and Humphreys, 2016). 

2.6 Conceptual Framework

Figure 7 shows that tourist choice could be analysed base on the tourists’ internal and external factors that prompt tourist to engage in a mode of travel and a conceptual framework was developed as below (Yoo et al., 2018).
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Figure 7: Conceptual Framework
2.7
Hypotheses

This part is aiming to look into the constructed research objectives, research questions base on DV i.e. tourist choice of Thailand as travel destination before generating hypotheses 1 (H1) i.e. Accessibility, hypotheses 2 (H2) i.e. Culture and hypotheses 3 (H3) i.e. destination experience as below:

H1: 

Accessibility has a significant influence on the tourist choice of Thailand as travel destination.
H2: 

Culture has a significant influence on the tourist choice of Thailand as travel

destination.
H3:

Destination experience has a significant influence on the tourist choice of

Thailand as travel destination.
2.8
Conclusion
The literature review on global and local tourism scenario and the discussion on dependent variable and independent variables on the previous research papers by focusing  in the research topic has brought up the concern that Thailand should consider revising sustainable tourism development and as such the Thailand government should study the motivation and close the gap discussed in order to optimize the tourist especially during the process of making decision on travel destination rather than simply maximizing number of tourists (Koonnathamdee, 2013). Aging population and the millennial’s demand are the global phenomenon that required a continual, consistent and systematic monitoring to gauge trends that influenced tourist’s behavior which include the process of making decision of travel destination in Thailand (Santos et al., 2016). This research also take into the consideration on gaps of literature discussed to enable researcher to focus in producing a quantitative research that could better informed the future researcher by shorten the existing gap in the needs to analyse the influence of accessibility, culture  and destination experience on tourist (Chetthamrongchai, 2017; Roman and Olexandra, 2016).
Chapter 3: Research Methodology

3.0 
Overview   

Chapter 3 set out an introduction of research design and methodology applied in this research by covering parts as below:

(i) Research design 
· To define research design in business research, to provide the importance of doing research design and to further explain on the research design parts base on Sekaran and Bougie’s research design model.

(ii)  Sampling plan
· To define sampling plan in business research and further discuss on the types of sampling plan. The elaborate on sampling plan base on the research title and explain how and why such sampling plan was selected. 
(iii) Sample size
· To define sample size in business research and further explain research sample size based on Krejcie and Morgan’s table. 

(iv) Questionnaire Design
· To define questionnaire in business research and explain on the formula adopted in questionnaire design.

(v) Pilot test and Factor Analysis

· To highlight the importance of pilot test and the procedural in factor analysis.
(vi) Reliability test 

· Focus in internal consistency test and issues that need to be discussed in correlation matrix.

(vii) Measurements that consist of preliminary analyses, descriptive information and hypotheses testing to be deliberated.

(viii) Ethical consideration on research methodology follow by conclusion and presentation of Gantt chart.
3.1 
Research Design 

Research design is a procedural plan that provides specific direction in a research study to guide researcher to achieve objectives by answering questions accurately, economically and validly (Creswell, 2014). Kumar (2014) explained that the main function of a research design is to describe, decide, explain and justify the ways to find answers for the research questions. 
Figure 8 show that this quantitative research would go through the process of deduction which begin with the principal orientation to the role of theory called deductive testing of the theory, followed by epistemological orientation called natural science model (in particular positivism) and ontological orientation called objectivism (Bryman and Bell, 2015). Deductive approach to test the validity beginning from hypotheses is used in this research.
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Figure 8: The Process of Deduction 
Source: Bryman and Bell (2015)

A detailed business research design could be developed based on Figure 9 whereby the researcher would look into the problem statement before proceed into selecting the appropriate options in details of study, measurement and data analysis (Sekaran and Bougie, 2016). 
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Figure 9: Research Design 

Source: Sekaran and Bougie (2016)

Additionally, Kumar (2014) discussed that a quantitative research design should include the followings:

(i) Descriptive correlations design

The main reason of conducting descriptive research is to explain what is prevalent in the research i.e. attempts to describe a phenomenon, problem and situation systematically or describe how the independent variables (IVs) influence dependent variable (Creswell, 2014). The main emphasis of correlations study is focus in establishing the existence of association, interdependence, or relationship between two or more aspects of a phenomenon and in this research, relationship between accessibility, culture and destination experience on tourist choice of travel destination were examined (Saunders et al., 2016). 
(ii) Purpose 

To conduct a quantitative research on ‘Factors influencing tourist to choose Thailand as travel destination’ in order to establish and understand the relationships between the IVs and DV while tourist choice could be analysed base on the tourists’ internal and external factors that prompt tourist to engage in a mode of travel with a research design adapted and developed base on Figure 8 (Sekaran and Bougie, 2016). A brief research method version of this research purpose would be to assess the influence of the three IVs i.e. accessibility, culture and destination experience on DV that could lead to the decision either confirm or reject the hypothesis (Bryman and Bell, 2015).
3.2
Unit Analysis and Time Horizon
Data is collected focusing on individual tourist who has visited Thailand before in order to understand the phenomenon of choosing Thailand as travel destination and in this case, decision process of tourists that lead to choose Thailand as travel destination is studied (Kumar, 2014; Chetthamrongchai, 2017). During the data collection process, there would be no disruption to the respondent’s work or minimum interference to online and offline respondent because basically the questionnaire was distributed either online or hardcopy to friends, colleagues, relatives and available contacts who have been to Thailand (Sekaran and Bougie, 2016). 
Subsequently, the data would be collected once only from the same respondent which would be known as cross sectional/a snapshot of one point in time in the part of time horizon and the study setting is non-contrived which mean it does not manipulate environment as the researcher is just distribute the questionnaire to the respondents, and work proceeds normally (Zikmund et al., 2013). In this research, there were 38 million tourist arrival to Thailand in 2018 and as such researcher would target this group of tourist who has been to Thailand and it was found that the top and the second tourist arrival to Thailand happen to be from China and Malaysia tourist respectively, as such Malaysian contacts (from airports and tourist spot) or China friends (INTI International university student especially) who has been to Thailand could be the participant of this project because these type of tourists could provide information on the IVs especially on destination experience that influence tourist to choose Thailand as travel destination (UNWTO, 2017; Waraporn, 2019).

3.3. 
Sampling Design 

Sampling design is a way of choosing the required sampling units from a sampling population to obtain sample and it could be called sampling strategy as well (Kumar, 2014). Sampling design is important in enhancing the accuracy of findings depends upon the way of select samples, to avoid bias in the selection of samples and also to enable researcher to focus on the required or smaller population which focus on the tourists who have been to Thailand (Saunders et al., 2016). 

The reason to focus on the required population is important to ensure that the result generated base on the samples collected is of relevant with the research objective and in line with the hypothesis statement so that the research questions of the research could be answered (Creswell, 2014). Sampling design could be set apart into two types i.e. probability sampling and non-probability sampling before proceeding into selecting sampling technique. Rowley (2014) explained that the data collection techniques i.e. questionnaire is one of the most commonly used in data collection, hence this is one of the many novice research in business management and social sciences associate research using questionnaires on the respondents. 

3.3.1
Sampling plan


Sampling plan is a plan of how to get the sample and in fact, the sampling plan depends on researcher ability to gain access to certain individual, groups or organisations (Bryman and Bell, 2015). A questionnaire may ask respondents on demographic details for instance gender, income and occupation, or the respondent’s attitudes, beliefs, behaviours or experiences as a tourist (Rowley, 2014). 

In this research, the sampling procedure of non-probability convenience sampling would be applied to enable researcher to perform sampling by approaching individuals who are conveniently available (Zikmund et al., 2013). Non-probability sampling could be explained as sampling selection where the chance of each selected case is not known beforehand (Saunders et al., 2016). Convenience sampling procedure under non-probability means choosing cases haphazardly by convenience through easy accessibility by the researcher’s known contacts (Kumar, 2014). Academician also points out that sample purportedly selected for convenience often comply with the purposive sample selection requirement that are relevant to the research objective (Saunders et al., 2016).
The reason of choosing convenience sampling procedure is because it is extremely useful when the researcher intended to describe a phenomenon and should this use in quantitative research, it means the researcher could choose a predetermined number of individual within the researcher contact, which could be best positioned to provide the researcher with the data needed for study and it would somehow lead to cost-effective and time-effective in sampling methods (Kumar, 2014). Zikmund et al. (2013) mentioned that normally the convenience sampling’s response rate could be up to 80% because the researcher is collected data base on known contacts and most likely these contacts will response. However, there are scholars explained in the overall quantitative research, non-response might still happen due to four causes such as inability to locate respondent; ineligibility to respond; refusal to respond; and respondent located but unable to make contact (Saunders et al., 2016).

3.3.2 
Sampling size

The number of individual (denoted by the letter n) describe sampling size, where the researcher obtains the required information (Kumar, 2014). The relationship between total population and sample size is illustrated in Figure 10 and this table would be one of the way in research method to determine sample size for the researcher from a given population (Krejcie and Morgan, 1970). Generally, the rule of the sample size is the accuracy and significance of the findings normally has the larger the sample size (Kumar, 2014). It is notable that the sample size increase in tandem with population and the sample size remains relatively constant at slightly more than 380 cases and increases at a diminishing manner (Krejcie and Morgan, 1970). 
Academician viewed that the rule of thumb of the number of sample in descriptive research is 10% of the population and  20% of the population rule of thumb would be required should the population is small whereas in order to establish a relationship in correlational research, at least 30 subjects are needed for the analysis (Roscoe, 1975). Additionally, should the sample size be more than 250, generally it is statistically significant (Zikmund et al., 2013). Base on the adaptation from Krejcie and Morgan table in this quantitative research, the sample size needed to represent the opinions of 100,000 specified tourist would enters the table at N=100,000 and the sample size targeted in this research is 384, which would be applied in this research.
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Figure 10: Table for Determining Sample Size from a Given Population

Source: Adapted from Krejcie and Morgan (1970)

3.4 
Questionnaire Design

The design of questionnaire could be described as data collection techniques i.e. a written list of questions, where the respondents are required to answer to the same set of questions in an arranged order (Saunders et al., 2016). Kumar (2014) discussed that for research based on questionnaires, the questionnaires could be administered to respondents via online questionnaire through Google Forms and distribution of hardcopy questionnaire to available contacts.
Rowley (2014) emphasized that in order to create a good questionnaire that could attracts a sufficient response rate and also enable researcher to collect data that answers research questions, a clear and easy to understand questionnaire is favourable. In this research, online questionnaire via google form; collective and the e-mailed questionnaire to colleagues or friends would be used (Kumar, 2014). The questionnaire design for this research is as illustrated in Figure 11 and the actual questionnaire is in Appendix A.

	Section
	Items
	No. of Question
	Reference

	A
	Demographic


	5
	Kumar (2014); UNWTO (2017)

	B

3 (IV)
	Accessibility


	4
	Roman and Olexandra (2016); UNWTO (2017)

	
	Culture


	4
	Haddouche and Salomone (2018); UNWTO (2017).

	
	Destination Experience


	4
	Semrad and Rivera (2015); UNWTO (2018)

	C

(DV)
	Tourist choice of Thailand as travel destination


	3
	Saito and Strehlau (2018); Yiamjanya and Wongleedee (2014); UNWTO (2017)



Figure 11: Twenty questions in Google Form questionnaire

Source: Adapted base on UNWTO and Thammasat university questionnaire)
3.5
Pilot Test 

Pilot test is a study conducted in small scale to test the adapting questionnaire of the researcher in this case with the aim of testing the usability of the questions to minimise the problem faced by the respondent so that respondent could comprehend and answer the questions as well as to assess the questionnaire validity base on the collected data (Saunders et al., 2016). In other words, pilot test is like a mini version of a research or a trial run conducted in preparation of a full-scale study (Dikko, 2016).

Pilot test needs to run factor analysis and reliability test in order to show the construct to be both valid and reliable so that researcher could insert refinements to the research tool (Saunders et al., 2016). However, should the pilot test show invalidity then the questions should be changed but it does not mean to remove the question totally (Zikmund et al. 2013). Pilot test also test whether the questionnaire is feasible for subsequently data collection (Kumar, 2014).

The “10 times rule” or 10% from the samples method are target by cost and time to examine the validity and reliability in the pilot test of this research and seems the sample size of this research is 384, hence the 10% of the sample size is around 40 tourists involved in this pilot test (Hair, Hult, Ringle and Sarstedt, 2017).
3.5.1 
Factor Analysis 

Factor analysis is an interdependence statistical technique that statistically identifies a reduced number of factors from a larger number of factors from a larger number of measured variables to establish whether there is a tendency for groups of the variables to be inter-related (Bryman and Bell, 2015). Factor analysis should be conducted first because it determined whether the factors or the construct used in the study is appropriate or not (Sekaran and Bougie, 2016). There are 3 statistical areas to take note when conducting factor analysis i.e.:

(i) Kaiser-Meyer-Oklin and Bartlett’s Test of Sphericity

Kaiser-Meyer-Oklin (KMO) meant to look for inter-correlations among the variables which involve the test to run IVs and DV where the variables with measure of sampling adequacy less than 0.6 will be removed and the researcher should continue to construct test to ensure the overall KMO is more than 0.6 so that factors used in this research is considered to be the adequate sample (Quinlan and Zikmund, 2015). Barlett’s test of sphericity (BTS) provides statistical probability where the correlation matrix has significant correlations among many of the variables (Kumar, 2014). KMO test and BTS determines whether the sampling was adequate to proceed with factor analysis (Hair et al., 2017).  
(ii) Factor Loadings

Factor loadings are the correlations between the original variable and the factor and could also be called as component loading in SPSS that  located inside the component matrix and it basically show the researcher how strong the relationship is between the item and the component with the rule of principal component analysis (Zikmund et al., 2013).  The factor loading of each item within IVs and DV base on sample size generally should be more than 0.6 to be accepted as significance, however there are also scholar viewed that should the factor loadings should be more than 0.7 to prove its significance (Bryman and Bell, 2015; Hair et al., 2017).  The cut-off value would be above sufficient factor loading to retain the item while item need to be eliminated if below sufficient factor loading occurred (Liew and Noraini, 2017).

(iii) Eigenvalues 

Eigenvalues is the variance of the factors or can also called as characteristic root or latent root (Bowerman, O’Connell and Murphree, 2014).  In the factor analysis, eigenvalues are used to decide how many factors to be extracted and in this research the eigenvalues for a given factor measure the variance and it should follow the number of IVs with value more than 1 so that it could contributing more to the explanation of the variances in the IVs. Basically, eigenvalues measure the amount of variation in the total sample accounted for by each factor (Hair et al., 2017).
3.5.2 
Reliability Test
Reliability test refers to whether scores to items on an instrument are internally consistent (i.e. to check the item responses consistent across constructs or not) and in a layman explanation is to ensure the internal consistency of the items in questionnaire (Creswell, 2014). The purpose of the reliability test is to measure consistency of the questions asked in the survey and responses provide (Bougie and Sekaran, 2016). 
In order to run the reliability test, Cronbach’s alpha or coefficient’s alpha should come into place where each item in the IVs and DV should attain Cronbach’s alpha result of more than 0.7 to ensure the reliability of each item with 30% of error variance (Sekaran and Bougie, 2016). Cronbach’s alpha is said to be a conservative measure of reliability because it results in relatively low reliability values in reality (Hair et al., 2017). Cronbach’s alpha can be called as the estimate of reliability and an indicator of consistency as well, the higher the result Cronbach’s alpha means the more reliable and more consistency of the research (Creswell, 2014). 

Liew and Noraini (2017) mentioned that cronbach’s alpha is used to get the reliability index ranged from zero (α= 0) to one (α= 1) of the instruments and a scholar named Pallant mentioned that the index alpha of 0.7 or above is good for instruments that have 10 or more items (Bryman and Bell, 2015). In fact, the internal consistency is relevant to composite scores (the sum of average of 2 or more scores) and not the individual scores (Bowerman et al., 2014). Hair et al. (2017) said that the true reliability usually lies between Cronbach’s alpha (representing the lower bound) and the composite reliability (representing the upper bound).
3.5.3   Correlation Matrix
Correlation matrix is a standard form or a table showing correlation coefficients for more than two variables or between sets of variable (Bryman and Bell, 2015). In a simple explanation, correlation matrix is a table showing the pairwise correlations between all dependent and independent variables (Groebner, Shannon and Fry, 2014). A correlation coefficient (r) is a measure of the direction and strength of a linear relationship among variables (Bowerman et al., 2014). It is said that a separate test should be conducted for IVs and DV where there is a rule that IV correlation test should be conducted separately and should not correlate with each other whereas the DV correlation test should be done with a condition that each item must correlate with each other (Groebner et al., 2014).

Bowerman et al. (2014) mentioned that Pearson correlation test r to quantify the correlation coefficient relationship within the range from -1.00 to +1.00 could be selected for research as the equality of means no need to be assumed (Hair et al., 2017). The researcher should be able to interpret the direction of correlation by following meanings as in Figure 12 below:

	Correlation
	Strength of the linear relationship

	1.00
	Perfect positive

	0.80 – 1.00
	Very strong

	0.60 – 0.80
	Strong

	0.40 – 0.60
	Moderate

	0.20 – 0.40
	Weak

	0.00 – 0.20
	None to extremely weak

	-1.00
	Perfect negative




Figure 12: Correlation result meanings in Pearson test 



Source:     Groebner et al. (2014)

3.6 
Measurement 

Measurement is the process of describing some property of a phenomenon of interest, usually by assigning numbers in a reliable and valid way (Bryman and Bell, 2015). It is said that consistency in the measurement is good in business research (Saunders et al., 2016). In the event measurement characteristics of constructs are acceptable, researcher could proceed with the assessment of the structural model results (Hair et al., 2017). According to Bowerman et al. (2014), the Cronbach’s alpha result attained in a research show the following meanings:

(i) 0 = no consistency in measurement which is considered bad;

(ii) 1.0 = perfect consistency in measurement; and

(iii) 0.7 =70% of the variance in the score is reliable variance.

3.6.1 
Preliminary Test

Preliminary test consists of factor analysis, reliability test and all other statistical results generated by the SPSS and its aim is to cultivate good practice amongst researcher to test something that has developed before its actual use to identify and avoid the likely problems raised (Groebner et al., 2014). The preliminary test is fit in a structured study such as quantitative research to determine whether the same item within the factors used meet the statistical criteria (Kumar, 2014). The steps of conducting the preliminary test are quite similar to pilot test which would include the process of factor analysis and the reliability test as well and should preliminary test failed to meet the criteria then the question need to be removed (Hair et al., 2017).
3.6.2 Descriptive Information

Descriptive information is the demographic data that use to describe gender, income, education, profession etc. and normally is set by the researcher at the initial part of the questionnaire for respondent (Quinlan and Zikmund, 2015). Descriptive analysis could be presented through tabular and graphical methods in the form of descriptive statistics of frequencies, ranges, means, mode, percentages, ratios and standard deviation through the statistical analyse tool called IBM SPSS (Bowerman et al., 2014). In this research, demographic information of gender, income and profession would be used as Thailand tourism issues are very much related on the tourists’ gender in selecting tourism events, spending power according to income and tourism taste in each category of profession (Chetthamrongchai, 2017; UNWTO, 2017).
3.6.3 Hypotheses Test

Hypotheses testing is testing the statement to see whether there is association, difference or relationship between two or more variables and in this research, deductive approach was applied to test the validity of the hypotheses (Saunders et al., 2016).  Zikmund et al. (2013) opined that hypotheses are tested by comparing the researcher’s educated guess with empirical reality where the research methodology used in this assignment is quantitative research to test the conceptual framework by involving push and pull motivation theory base on the influencing factors or independent variables (IVs) i.e. accessibility, culture and destination experience in order to assess how these 3 IVs influence the tourist choose Thailand as visit destination.
(i) Multiple regression
Multiple regression is a kind of statistical model of an equation that describes the relationship between the DV with IVs (Bowerman et al., 2014). The purpose of multiple regression is to investigate simultaneously the influence of several IVs on a DV (Zikmund et al., 2013). Multiple regression is based on principle component analysis (PCA) which are useful in regression analysis to explore the relations between the IVs, especially should it be not clear that which variables should be the predictors (Ashok, Arup and Sadhan, 2014). It was also mentioned that during the multiple regression analysis, it should have complied with the 6 assumptions set up by the statistician (Groebner et al., 2014).
(ii) Goodness of fit model - R-square (R2)
Goodness of fit means discrepancy between observed values and the values expected under the model in question (Hair et al. 2017). R-square (R2) is also called the coefficient of determination and could be defined as the portion of the total variation in the DV that is explained by its relationship with the DVs (Groebner et al., 2014). It is said that the higher the R2 values, the better the construct is explained by the variables in the structural model (Zikmund et al., 2013). R2 values shows how many percentage of the attained value could be explained by the regression model and it is suggested by the marketing research scholar that R2 values of 0.75, 0.50, or 0.25 according to the general benchmark which could also called rule of thumb could be explained as substantial, moderate or weak respectively (Hair et al., 2017). 
(iii) Beta coefficient 

Beta coefficient is used to compare amongst the independent variables in order to find out which independent variable influence the dependent variable the most and beta coefficient is calculated within regression analysis (Bowerman et al., 2014). The benchmark for beta coefficient would be the nearer to 1, the higher is the influence of phenomenon understudy (Sekaran and Bougie, 2016).

(iv) One-way ANOVA 
Analysis of variance (ANOVA) is a statistical tool to analyse variance design in which independent samples are obtained from two or more levels of a single factor for the purpose of testing whether the levels have equal means (Groebner et al., 2014). One- way ANOVA is also meant to determine whether there are statistically significant differences between the means of 2 or more independent groups (Bowerman et al., 2014). The rule of thumb for this test would be the mean difference is significant at 0.05 level and the p-value should be less than 0.05 to show its significance (Sekaran and Bougie, 2016). The F value in one way ANOVA could determine the p value and is an instrument to assist researcher to answer whether there is a significant difference on the variance between the means of two populations (Groebner et al., 2014).

3.7 
Ethical Consideration

A research that highlighted ethical consideration is a research that aim to ensure the ethical management of data and research integrity during the research process (Kumar, 2014). A researcher is responsible to honestly analyse the collected data and present the result of the data (Bryman and Bell, 2015). It was crucial that researcher be considerate with the respondents when collecting data and avoid massaging data to gain favourable result and not focus on the actual results generated base on questionnaires (Saunders et al., 2016). The questionnaires in this research which is adapted base on past research and journals somehow help to enhance the internal validity and the external validity required by ethical research (Eze, Tan and Yeo, 2012). 

In fact, the ethical principles were divided into four main areas by Dinner and Crandall in the book entitled ‘Ethics in Social and Behavioural Research’ i.e. whether there is harm to participants, whether there is a lack of informed consent, whether there is an invasion of privacy and whether deception is involved (Bryman and Bell, 2015). One of the most crucial ethical considerations in any research could be gaining the consent and protecting the respondents’ privacy during the survey as the researcher need to possess the academic and ethical responsibility to inform the respondent about the purpose of the survey and manage plagiarism during research report writeup (Khan, 2016). 

Besides, researcher also has an obligation to adhere to the code of ethics set by the university, abide to an appropriate legislation of the country and  to ensure research plans to be reviewed and approved by an institutional review board in university should there is any (Creswell, 2014). There are few issues to take note in sampling plan also for ethical consideration where the researcher should avoid being bias in the selection of sample and should try to achieve the attainment of maximum precision with the available resources (Kumar, 2014).
3.8
Conclusion

This chapter has discussed on the planning for the business methodology from the perspective of research design and statistical planning methods before the actual running of data collection and statistical analysis. The summary of the research methodology and data analysis techniques and tools are shown in appendix II and III and would be passed to supervisor of this assignment for further refinement. The researcher would get supervisor to screen through the questionnaire before officially online distribute to respondents for data collection.

3.9
Gantt Chart 

Gantt chart is a chart that provides a simple visual representation of the tasks that make up this research assignment, each being plotted against a timeline as Figure 13 and 14 (Saunders et al., 2016).
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Figure 13: Business research methods progress for Chapter 1-5
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Figure 14: Gantt chart for Complete the Data Collection until Conclusion

Chapter 4: Research Findings/ Data Analysis and Result

4.0 Overview

Chapter 4 will present the key result of the data analysis and outcome of the findings base on the data collected from the respondents during the period of 25 March 2019 – 13 April 2019 (20 days). The data is analysed by using SPSS software version 22 According to plan, 400 questionnaires were distributed at Malaysia airports and tourist destinations but at the end, only 262 questionnaires manage to be collected due to time constraint as the researcher could not wait for further response as analysis need to be done to beat this research submission deadline. There was 1 questionnaire recorded missing data as such it was removed and end up with 261 data were usable for this research. Nevertheless, there are a total of 51 items in the independent variables (IVs) and dependent variable which could further strengthen the validity of the data collected. 

4.1 Pilot Test

Before the full data collection, 40 respondents i.e. (a 10% out of 400 questionnaires) were requested to answer the questionnaires before the actual questionnaires were distributed at Malaysia airports and tourist destinations. Pilot test was conducted to improve
the questionnaire design
and
ensure all
items are relevant and reliable for research. This pilot test was carried out to cross check the understanding of the respondents on the questionnaire set. 
4.2 Factor Analysis (Principal Components Analysis)

The KMO Bartlett test in Principal Components Analysis were used in the pilot and preliminary test and the communalities should be above 0.7 while the KMO value should be more than 0.6 to to determine the factor used is an adequate sample. In this research, there are no items that did not meet the above standard, as such no item was removed in this research for analysis as the KMO value are 0.818 (referred Table 1) and 0.858 (referred Table 3) during pilot rest and preliminary test respectively whereas communalities value are all above 0.7 (referred Table 2 and Table 4) during pilot rest and preliminary test respectively

a) During Pilot test

	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.818

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	4464.893

	
	df
	1113

	
	Sig.
	.000


Table 1: KMO and Bartlett’s Test for IVs and DV in pilot test

	Communalities

	
	Initial
	Extraction

	IV1a-booktour
	1.000
	.999

	IV1b-PWifi
	1.000
	.986

	IV1c-PTransBus
	1.000
	1.000

	IV1d-PTransCar
	1.000
	.998

	IV1e-PTransTrain
	1.000
	.997

	IV1f- PTransOther
	1.000
	.990

	IV1g-AHotel
	1.000
	.974

	IV1h- ADestination
	1.000
	.999

	IV1i- APublicarea
	1.000
	.999

	IV2a- Souvenirbought
	1.000
	.980

	IV2b- HPark
	1.000
	.987

	IV2c-Museum
	1.000
	.991

	IV2d-Temple
	1.000
	.990

	IV2d-Nightmarket
	1.000
	.981

	IV2e-Boxing
	1.000
	.999

	IV2f-Ladyboyshow
	1.000
	.987

	IV2g-SiamNiramit
	1.000
	.985

	IV2h-Songkran
	1.000
	1.000

	IV2i-PadThai
	1.000
	.999

	IV2j-MangoSticky
	1.000
	.860

	IV2k-TomYum
	1.000
	.981

	IV2l-Exoticfood
	1.000
	.937

	IV3a- BestDestination
	1.000
	.985

	IV3b-PHotel
	1.000
	.975

	IV3c-Pentryfees
	1.000
	.986

	IV3d-PFnB
	1.000
	.993

	IV3e-Pshopping
	1.000
	.997

	IV3f-POthers
	1.000
	1.000

	IV3g-Ewifi
	1.000
	.998

	IV3h-EFnB
	1.000
	.993

	IV3i-EPubSafety
	1.000
	.982

	IV3j-ENaturalScene
	1.000
	1.000

	IV3k-ECulturalSites
	1.000
	.989

	IV3l-EMwifi
	1.000
	.978

	IV3m-EMFnB
	1.000
	.920

	IV3n-EMPubSafety
	1.000
	.992

	IV3o-EMNaturalScene
	1.000
	.996

	IV3p-EMCulturalsites
	1.000
	1.000

	DV1a-Awifi
	1.000
	.999

	DV1b-Atransport
	1.000
	.981

	DV1c-Afacilities
	1.000
	.993

	DV1d-OtherAccess
	1.000
	.998

	DV2a-CArtsnCulture
	1.000
	.999

	DV2b-CArchaeology
	1.000
	.995

	DV2c-Cculturalshow
	1.000
	1.000

	DV2d-CFnB
	1.000
	.977

	DV2e-OtherCulture
	1.000
	.997

	DV3a- Donlinepromo
	1.000
	.943

	DV3b- Dcultural
	1.000
	.986

	DV3c-DProductoffer
	1.000
	.980

	DV3d-DOthers
	1.000
	.999

	Extraction Method: Principal Component Analysis.


Table 2: Communalities for IVs and DV in pilot test

b) During Preliminary Test

	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.858

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	4564.493

	
	df
	1275

	
	Sig.
	.000


Table 3: KMO and Barlett’s test for IVs and DV in preliminary test

	Communalities

	
	Initial
	Extraction

	IV1a-booktour
	1.000
	.834

	IV1b-PWifi
	1.000
	.695

	IV1c-PTransBus
	1.000
	.705

	IV1d-PTransCar
	1.000
	.730

	IV1e-PTransTrain
	1.000
	.716

	IV1f- PTransOther
	1.000
	.725

	IV1g-AHotel
	1.000
	.806

	IV1h- ADestination
	1.000
	.829

	IV1i- APublicarea
	1.000
	.754

	IV2a- Souvenirbought
	1.000
	.631

	IV2b- HPark
	1.000
	.776

	IV2c-Museum
	1.000
	.818

	IV2d-Temple
	1.000
	.681

	IV2d-Nightmarket
	1.000
	.755

	IV2e-Boxing
	1.000
	.673

	IV2f-Ladyboyshow
	1.000
	.705

	IV2g-SiamNiramit
	1.000
	.754

	IV2h-Songkran
	1.000
	.761

	IV2i-PadThai
	1.000
	.711

	IV2j-MangoSticky
	1.000
	.708

	IV2k-TomYum
	1.000
	.604

	IV2l-Exoticfood
	1.000
	.577

	IV3a- BestDestination
	1.000
	.788

	IV3b-PHotel
	1.000
	.791

	IV3c-Pentryfees
	1.000
	.761

	IV3d-PFnB
	1.000
	.833

	IV3e-Pshopping
	1.000
	.775

	IV3f-POthers
	1.000
	.781

	IV3g-Ewifi
	1.000
	.765

	IV3h-EFnB
	1.000
	.784

	IV3i-EPubSafety
	1.000
	.733

	IV3j-ENaturalScene
	1.000
	.821

	IV3k-ECulturalSites
	1.000
	.821

	IV3l-EMwifi
	1.000
	.758

	IV3m-EMFnB
	1.000
	.736

	IV3n-EMPubSafety
	1.000
	.840

	IV3o-EMNaturalScene
	1.000
	.873

	IV3p-EMCulturalsites
	1.000
	.820

	DV1a-Awifi
	1.000
	.808

	DV1b-Atransport
	1.000
	.751

	DV1c-Afacilities
	1.000
	.777

	DV1d-OtherAccess
	1.000
	.728

	DV2a-CArtsnCulture
	1.000
	.793

	DV2b-CArchaeology
	1.000
	.813

	DV2c-Cculturalshow
	1.000
	.815

	DV2d-CFnB
	1.000
	.788

	DV2e-OtherCulture
	1.000
	.770

	DV3a- Donlinepromo
	1.000
	.628

	DV3b- Dcultural
	1.000
	.782

	DV3c-DProductoffer
	1.000
	.674

	DV3d-DOthers
	1.000
	.801

	Extraction Method: Principal Component Analysis.


Table 4: Communalities for IVs and DV in preliminary test

4.3 Reliability Test

a) During Pilot Test

Base on the pilot test (referred Table 5), the overall Cronbach’s Alpha is 0.915, which is more than 0.7, this means that the questionnaire is reliable and could be distributed for more data collection. The consistency of the reliability of data results will be proved and further ready for conducting preliminary test.
	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.915
	.935
	51


Table 5: Reliability test during pilot test
b) During Preliminary Test

Preliminary test (referred Table 6), the overall Cronbach’s Alpha is 0.949, which is also more than 0.7 and more than Cronbach’s Alpha of pilot test. As such, this set of data research is proven more reliable at the end of the data collection.
	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.949
	.952
	51


Table 6: Reliability test during preliminary test
4.4 Correlation Analysis

The correlations test i.e. Pearson correlation or Spearman correlation can be used in correlation analysis to examine the relationship between independent variables (IVs) and dependent variable (DV). Due to the large number of items in this research which is 51 items, thus this research would not discuss on correlation analysis. Nevertheless, it was found that Pearson correlation test is suitable to be conducted for this research as Pearson evaluates the linear relationship between continuous variables whereas Spearman correlation test is normally used to evaluate relationships which involve ordinal variables and raw data yet in this research most of the data are raw data and involved categorical and interval data (Hair et al., 2017).

4.5 Descriptive Statistics

Table 7 - 10 below shows the respondents’ demographic details where male and female response are quite in balance (male with 47.7% (N=125) and female with 51.9% (N=136). Most of the respondents (N=253) wish to revisit Thailand while the middle-income respondents in the income range of RM4k – RM6k recorded the highest score in visited Thailand before. Most of the respondents (68%) are keen to spent 2-6 days travel in Thailand.

	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	male
	125
	47.7
	47.9
	47.9

	
	female
	136
	51.9
	52.1
	100.0

	
	Total
	261
	99.6
	100.0
	

	Missing
	System
	1
	.4
	
	

	Total
	262
	100.0
	
	

	Table 7: Gender of tourist visit to Thailand

Revisit intention

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	8
	3.1
	3.1
	3.1

	
	Yes
	253
	96.6
	96.9
	100.0

	
	Total
	261
	99.6
	100.0
	

	Missing
	System
	1
	.4
	
	

	Total
	262
	100.0
	
	


Table 8: Tourist revisit intention to Thailand

	Income

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	<RM1k
	21
	8.0
	8.0
	8.0

	
	RM2k -RM4k
	78
	29.8
	29.8
	37.8

	
	RM4k - RM6k
	89
	34.0
	34.0
	71.8

	
	RM6k - RM8k
	31
	11.8
	11.8
	83.6

	
	>RM8k
	33
	12.6
	12.6
	96.2

	
	Other
	10
	3.8
	3.8
	100.0

	
	Total
	262
	100.0
	100.0
	


Table 9: Tourist income who visit Thailand

	Length Stay

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	less than 1 day
	1
	.4
	.4
	.4

	
	2-3 days
	66
	25.2
	25.3
	25.7

	
	4-6 days
	98
	37.4
	37.5
	63.2

	
	1 week
	51
	19.5
	19.5
	82.8

	
	More than a week
	40
	15.3
	15.3
	98.1

	
	Others
	5
	1.9
	1.9
	100.0

	
	Total
	261
	99.6
	100.0
	

	Missing
	System
	1
	.4
	
	

	Total
	262
	100.0
	
	


Table 10: Tourist length of stay in Thailand 

4.6 Hypotheses Test and Multiple Regression Test

Base on the coefficients table, all the hypotheses are supported which provided the significance of the research conception framework to positive direction. This implies that hypotheses 1, 2 and 3 i.e. accessibility, culture and destination experience directly influence tourist to choose Thailand as travel destination where hypothesis 3 i.e. destination experience recorded the highest influence (with beta coefficient value of 0.446) toward tourist choice of Thailand as travel destination. Thus, there is no rejected hypotheses for the proposed variables. Besides, the VIF values of the variables are within the range of greater than 0.1 and less than 5 and this indicate that the variables did not have issue toward multicollinearity of the model.

Base on the Table of model summary and ANOVA, IV1, IV2 and IV3 as explanatory/independent variables produced a significant result with F-value of 108.969 and significant at the 0.05 level (p=0.00). This shows that the model is significant. There are a positive relationship of 0.209 (IV1: Accessibility), 0.305 (IV2: Culture) and 0.446 (IV3: Destination experience) with Thailand as tourist choice of destination (DV).

	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	.748a
	.559
	.554
	.41828
	.559
	108.969
	3
	258
	.000
	2.095

	a. Predictors: (Constant), IV3mean, IV1mean , IV2mean

	b. Dependent Variable: DVmeanALL
Table 11: Regression Model Summary
ANOVAa
Model

Sum of Squares

df

Mean Square

F

Sig.

1

Regression

57.196

3

19.065

108.969

.000b
Residual

45.140

258

.175

Total

102.337

261

a. Dependent Variable: DVmeanALL

b. Predictors: (Constant), IV3mean, IV1mean , IV2mean
Table 12: ANOVA Analysis
Coefficientsa
Model

Unstandardized Coefficients

Standardized Coefficients

t

Sig.

Collinearity Statistics

B

Std. Error

Beta

Tolerance

VIF

1

(Constant)

.516

.191

2.696

.007

IV1mean

.209

.073

.153

2.868

.004

.600

1.666

IV2mean

.305

.060

.282

5.095

.000

.558

1.792

IV3mean

.446

.060

.425

7.405

.000

.518

1.931

a. Dependent Variable: DVmeanALL

Table 13 : Coefficeints




The derived R square value is 0.559 which indicate that 55.9% variations amongst tourist to choose Thailand as travel destination were explained by the 3 predictors in the table and this could also explained that 55.9% of the variables in this model could derived tourist choice of Thailand as travel destination. The resultant equation from the analysis is Thailand as tourist choice of travel destination = 0.209 (IV1: Accessibility) + 0.305 (IV2: Culture) + 0.446 (IV3: Destination experience)
Chapter 5: Conclusion and Recommendation

5.0   Limitations and recommendations

a) Leverage on scope of destinations

The evidence from the empirical results of this study provides support for the extent of the relationship between perceived factors i.e. accessibility, culture and destination experience that has influenced tourist to choose Thailand as travel destination. Due to time constraint to submit this research on time as part time researcher, it would be interesting should the next researcher to examine different destinations in ASEAN country in comparison to Thailand in order to further validate the result (to compare and contrast result) for a more comprehensive research. It is recommended that researcher need to continue the efforts in study various sources of change and analyse the tourist’s evolving perceptions in anticipating future changes for tourism professionals to plan timely interventions in tourist choice of destination (Simeoni et al., 2019). Apart from this, this research has only focused on examining the extent of the relationship between factors influencing tourist to choose Thailand as travel destination but there is no study on perceived tourist loyalty, risk, satisfaction etc. However, this research may lead us to facilitate in understanding the role of such independent variables on variances in respect of choice of destination. The next researcher maybe could continue in doing research in destination experience as it was the biggest influence in this research as it is known that human experience in travelling will be change according to the emerging and ever evolving products and service in tourism industry worldwide (Sharpley, 2018).
b) Data collection limitation
As the data collection was mainly collected from Malaysian i.e. a few group of Government official who happened to check in in preparation for flight to Thailand at Malaysia airport; tourists at Malaysia tourist destination and China students in INTI university who visited Thailand before, maybe the next researcher could leverage the scope of data collection by travelling to Thailand to involve the latest, real time and more holistic respondents in order to get more in depth data for analysis at the targeted country of the research as this will directly provide researcher a real feel of tourism development in Thailand based on actual observation.
c) Conduct qualitative research and not limit to only quantitative research 

In preparation for an ever more complex and unpredictable future, the next researcher could use qualitative research in the form of focus groups to be more detailed and niche as this will enable continuous deeper analysis of the influence of accessibility, culture and destination on the extent of the relationship between tourist choices of destination (Chetthamrongchai, 2017). Tourism academician and professionals should constantly identify the emotional levers to activate and create an emotional connection which would assist in reinforce the empowerment and loyalty of modern generation traveler (Haddoche and Salomone, 2018).

d) Detailed analysis needed more time and efforts in tourism research
The nature of the tourism industry which encompass the development of socioeconomic of a country cut across different sectors and industry until makes tourism research one of the challenging research to coordinate and to do, let alone a full-blown analysis of its many facets (Cook et al., 2018). Tourism sustainable development goals (SDGs) in UNWTO is another future agenda and development that worth the researcher future focus (UNWTO, 2017).  Due to tourism research wide reach, researcher is recommended to focus and put in extra efforts on the latest development of tourism product and services that would really impact the tourism decision economically, culturally and environmentally at the targeted country (Cook et al., 2018). Base on this research findings, the R square value is only 0.559, as the next researcher is recommended to research  on other factors which could possibly influence the tourist choice of Thailand as travel destination.

5.1
Personal reflection

a) I have a better understanding of the process of carry out a quantitative research where the planning, ethics and time set to complete the research are important. Besides, I need to read a lot of journals and books in order for me to comprehend the background and significance of this study so that I could further discuss it in detailed in the chapter of literature review. I observed that the Assistant Administrator (Ethics) in University of Hertfordshire (UH) in United Kingdom who handled the ethics forms was quite detailed and professional in understanding and checking the forms filled by the researcher (me) in order to ensure the ethics part of the research was fully covered and adhered before issuing ethics approval notification (referred Appendix B) to carry out this research.   

b) During the data collection process, I have the opportunity to know different kind of people and understand better the respondents’ view on Thailand tourism. Even I have not able to collect around 400 data as plan, yet the process of drafting questionnaire and the process of consulting supervisor and meeting the second panel for this research have enriched my experience to better handle my further research study in the future. I also learnt that the data collected is confidential and a researcher should never reveal the respondent identity where the analysis and report can only be written in a data summarize form. Even this research did not involve sensitive country or personal issues yet the researcher should adhere to the code of ethics set by the UH to take care of privacy of the respondents at its best.
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