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Abstract

This article aimed to investigate the effect of tourist image and destination
safety perception on tourist revisiting intention of less visited province in upper north
Thailand. The sample consisted of 600 Thai tourists who have experienced travelling
in less visited province in upper north Thailand. Questionnaires were collected the
data. The structural equation model tested the hypothesis. The result of the hypothesis
testing shown that tourist image and destination safety perception have effects to
tourist revisiting intention of less visited province in upper north Thailand. The model’ s
overall fit was accepted with Chi-square = 44.549, df = 41, p-value = 0.325, RMSEA = 0.015,
RMR = 0.019, GFl = 0.982, AGFl = 0.966, CFl = 0.996. The result of this article also
allows the significance of the role of tourist image and destination safety perception
on tourist revisiting intention which a good point for tourist policy planning in continuing and

underdeveloped the competitiveness for less-visited province in upper north Thailand.

Keyword: less visited province, tourist, tourist image, destination safety perception,

tourist revisiting intention
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TOIM 2 0.693%**
TOIM 3 0.657**
TOIM 4 0.881**
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