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Abstract

The objectives of this study were to 1) investigate the personal data and tourist
behavior of Thai generation Y independent travelers in East Asia, and 2) examine the effect
of destination image on revisiting intention to East Asia of Thai generation Y independent
travelers. The data from 300 respondents was obtained by using the sample with the
questionnaire as the research tool. Frequency and percentage were used to analyze the
data. The exploratory factor analysis (EFA) was the statistics utilized to verify the hypothesis.
The data was then analyzed using stepwise multiple regression analysis which was inferential
statistics. The research results regarding the effects of destination image on revisiting intention
to East Asia of Thai generation Y independent travelers revealed that there were three factors
that affected the intention to revisit in East Asia with the statistically significance at the 0.05

levels: 1) the social and cultural image 2) a reputation image, and 3) a relaxing image.
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M990 2 LLﬁmﬂ’li’JLﬂiﬂzWﬁﬁm&l (Factor AnaLySIS) %adﬂﬂwamﬂmmi‘ﬂaﬁLVIEJ’JIULE]L‘*UEJG\S’JHE]E]?]

AnnMneIRUsENau

Mwaneal
(Factor loading)

AWANEAIAIUTIAN

AvesiszAnmnzaniunun N 0.782
TiAvesduasadesatlaet M gay 0.740
gnselaganslunsiiunenelulssmavinzauiuaumwazuinig 0.729
SanAdluaouivioadisunsauiununinuazuinig 0.717
MAAuAisnemngaufuaunNLATUINS 0.630

ATNANVAAUHIAULALINUSTTTY

InFInvesaululssinaiiaut vaulimnhaula 0.699
fanudnlaluimusssuwasitiinvesaululseina 0.685
Arududing figsendelumsuasivhlafuinvioadien 0.679
Fruiinsufduiusifseninety 0.677
WaaufyususeuRn TnusTsuLag I TInvesruluUsEIVA 0.656

ATWANBAUAUENINLINA DL

anmaned laifiuaiie 0.782
anuuvaiauieniniuasen Yasndy wasaieau 0.688
fidasdhwemuazaIndmsuinvisaneilauinsgu 0.629
anwangdend lifidgna 0.629
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. . Al minasAUsENaU
AMNANYA .
(Factor loading)

ATWANYAIRTUAMUUIAUAULAZNITNIEYAE

Santhuiidle leldunvieailen 0.790
ﬁﬁmwaﬂiﬁm’%aﬁmﬁu dlelgmuuianssunisveadisamiemeaniasing 0.774
annsofunUATiiniuduiasUssivladlodumanesiien 0.746
laSeuduszaunisallyq dlonmieadien 0.587

ATNANBAIAURIDIUIAUEZAIN

nsALuALAEAIN ddaurasioudieldie 0.708
ANuazmntunsinfwasdeys 0.689
Avindlanuuaend 0.607
anfifinnuuaenisedinuarningay 0.597
awdnwaidudedes
Fordusvesanuivieaiienddnlulstmaiuiiidnednanirswndungy 0.823
tfnvieaiflen

FordesvesUssmaduiizinogranevnsddunguiinviondien 0.810
aunsaiaUszauNsainmsvieaiisdliuiiou vieauiindu q Suils 0.719
wagsdnaulald

A19199 3 LLammﬁLﬂiwﬁamaEJWﬁQEHLLUUS?JJumEJu (Stepwise Multiple Regression Analysis) 984
ANANWAINSNBLNINAINARDAUAIINAUN LA ML esy Juaanvastnia e
WUUBETEI ML UBLSTUNY

Unstandardized Standardized

Model Coefficients Coefficients t Sig.

B Std. Error B
Amadi (constant) 0.783 0.223 3.502 0.001
mwdnwalsudenuuay Tausss (X) 0.382  0.064 0.336 5.935 0.000%
andnuaifiudeides (X)) 0.272  0.049 0.302 5.529  0.000*
mndnwaliunsiindouuagieunae (X) 0153 0.055 0.152 2.769  0.006*

R = 0.669, R? = 0.447, Adjusted R? = 0.441, SEE = 0.50344, F = 79.748, Sig. = 0.000

N @

* JrdpdAgynisadfszau 0.05
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