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Abstract

The research’s purpose of this quantitative research was to combine and confirm
factor analysis (CFA) of digital content creation to form travelling motivation in Thai tourist.
The samples were Thai tourists, who are social media users, having viewed pictures, text, video
clips of tourist attractions, accommodation, restaurants and other related services in the
tourism business and services through social media and decided to travel after viewing that
tourism contents. The sampling indicated 420 samples collected by using online questionnaire.
The data collected were statistically analyzed by using the Confirm Factor Analysis (CFA)
method. The results showed that an exploratory component analysis of 21 variables could
be grouped into 4 new components: Digital Content Format; Mode and Tone, Communication
Chanel, and Tourist Destination Image. All factors had Kaiser-Meyer-Olkin (KMO) of 0.895, with
Eigen value between 1.169 - 8.263 and with all Factor loading between 0.470 - 0.786. All
variables had a positive relationship with each other at a statistical significance level of 0.001,
aligning with the content creation guidelines to create travel incentives for Thai tourists. The
findings on communication components can be beneficial to entrepreneurs, designers,
marketing communicators, influencers, and content creators to apply to digital content
creation and design conducive to effectively form traveling motivation in tourists in the future.
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Table 1. Component Matrix of Creating in Digital Content to Motivate in Traveling

Component

1 2 3 4

Rotated Component Matrix®

The design is easy to access that not complicated or difficult oy
to interpret. (grapic4) ‘

The proportions of the picture and text is easy to read. (grapic3) 782

Choose to use digital content that responds to the perception and 231
access to the media of the target group appropriately. (grapic5) ‘

The structure and content are harmonious with society and 661
culture or keep up with the current of change. (grapic2) '

The colors chosen must attract attention and add value to the 641
tourist destination. (grapic1) '

Tourist attractions or accommodation or tourism services is 761
in trend. (images2) ‘

Entertaining content such as interpolation of jokes or entertaining 29
captions. (digital2) ’

Tourist attractions or accommodations have flexible service 696
policies, such as being able to change travel plans. (images7) '
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Table 1. Component Matrix of Creating in Digital Content to Motivate in Traveling (continued)

Component

1 2 3 4

Rotated Component Matrix®

Real time content presents information according to popular 652
trends or the creation of various special campaigns. (content10) .

Text is a presentation of text messages. Including articles, symbols, 545
hashtags, etc. (content7) '

Tourist attractions or accommodations pay attention to safety 495
standards in using services. (images6) '

Content that touches emotions, feelings, and encouragement,
such as describing feelings when traveling that encourage 470
travelling for Work-Life Balance. (digital5)

The content shows tourism information, product details, and
travel services such as Time to open, expenses, travel seasons. 748
(digital3)

A tourist attraction or accommodation has a distinctive, famous €37
and interesting atmosphere. (images1) '

Useful educational and storytelling content, such as travel
itineraries, nearby attractions, straightforward travel experience. .586
(digital1)

Video Content and VLOG present stories with video content, 577
reviews, live broadcasts. (content9) '

Sale promotional content such as promotions, discounts- 555
exchange-giveaways. (digitald) '

Photo presentation with beautiful pictures. It can be a single image
of a person, product, place, or a collection of multiple images. In .489
addition, able to presentation as an infographic. (content8)

Tourist attractions or accommodations with facilities sufficient 734
basic utilities. (images3) '

Able to easily access tourist information or accommodation or 718
travel services. (images5) '

Tourist attractions or accommodations have price and worth 694
for money. (images4) '

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
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Table 2 KMO (Kaiser-Meyer-Olkin) and Bartlett’s Test for the items of Creating in Digital Content

to Motivate in Traveling

Test Results
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.895
Bartlett’s Test of Sphericity Approx. Chi-Square 4267.875
df. 210
Sig. 0.000
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fAnesussnouNnsg (Standardized factor loading) vadusiazswUsdunmlatiAnszning 0.53 - 0.81
Audeiiudeesiusenau (Composite Reliability: CR) fildniadeunnuidesiuvesruaanndas
nelu (Interal Consistency Reliability) wuin yndudsilengandt 0.70 uanadynsawlsnani
arudeiiusunnudenadesnisly wazainnsuseiumnniismnsenenisusydiuanuiismse
\Begi (Convergent Validity) wud1 ApuuUsUTuaaeTianal (Average Variance Extracted: AVE)
49131 0.30 Yneuds ﬁ&ﬂfuuﬁm’hﬂﬂﬁﬁLLUiﬁﬂﬁWﬂJLﬁﬂﬂmiﬂL%ﬂ@jL%ﬂ HANTTIATILNANUATUTITUUN
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Tnedlan X?/df = 3.703, P = 0.000, CFl =0.919, GFI = 0.912, AGFI = 0.866, NFI = 0.894, TLI = 0.891,
RMR = 0.028, RMSEA = 0,081 Jaifudunnsgiugs uanad sunuumsinesduszneudsdusunes
fuvsmsaisassandvianeumuiiiioainaussgslalunsiesiisvesinviendisarilne fany
donndasiulayalieUsedndlusedud uazfiansananuduiussenineiuwdsusleseninegiy wuh
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Figure 1. Measurement model for research constructs
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—  Factor of Creating in Creating in Digital Content to Motivate in Traveling
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Figure 2 Factor of Creating in Creating in Digital Content to Motivate in Traveling
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