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Value perception in price and tourism that effect satisfaction

and loyalty of Thai tourists travelling to China
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Abstract

This research aimed to study the valued perception on price and tourism that effecting satisfaction, and the
satisfaction that affecting loyalty of travelling to China of Thai tourists. The sample group of 400 people was selected
by convenience sampling and a questionnaire having been proven both validity and reliability was used as a tool in
collecting data. Descriptive statistics and multiple regression were used in data analyses and hypothesis testing at
0.05 significant level. The results reveal that majority of participants were female aged 21-30 years with bachelor’s
degree. The largest sample group worked in private firms, and earned average monthly income ranged 20,001-
30,000 baht. The results of hypothesis testing indicated that the valued perception on price and Tourism value
positively affect satisfaction toward travel, and positively satisfaction affects the loyalty towards travel to China of
Thai tourist.

Keywords: perceived price value, perceived travel value, satisfaction, loyalty
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Table 1 Questionnaire confidence value.

(Cronbach’s alpha coefficient)

question session

testing group (n=30)

sampling group (n=400)

1. perceived price value 0.886 0.777
2. perceived travel value 0.824 0.820
3. satisfaction 0.843 0.732
4. loyalty 0.877 0.749

confidence total 0.893 0.890
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Table 2 Median and standard deviation of level of thought information of questionnaire participants on

perceived price value.

perceived price value X S.D level
1. inexpensive travel to China 3.79 0.744 high
2. worthy travel to China 3.89 0.802 high
3. fair price in travel to China 3.50 0.729 high
4. expenses in travel to China is suitable for the current economic 3.84 0.742 high
5. travel to China is worthy comparing to traveling to other country 3.82 0.626 high

total 3.76 0.531 high

Table 3 Median and standard deviation of level of thoughts information about perceived travel value.

perceived travel value X S.D. level
1. new travel destination 3.12 0.790 medium
2. travel destination that has natural beauty 3.32 0.706 medium
3. travel destination that has stand-out history and cultural in heritage 3.21 0.910 medium
4. travel destination that has festival and attractive cultural activity 2.92 0.914 medium
5. travel destination that has variety of convenience and shopping 3.01 0.912 medium
6. travel destination that has no language barrier for travellers 2.79 0.712 medium
total 3.06 0.601 medium
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Table 4 Median and standard deviation of satisfaction level of questionnaire participants.

satisfaction X S.D. level
1. you are happy when select to travel to China 3.65 1.025 high
2. you believe that you have done the right thing when travel to 3.58 0.952 high

China during holiday

3. for you, decided to go to China is a wise move 3.53 0.742 high
4. overall you are satisfying with travel in China 3.68 0.927 high
5. travel in China create positive experiences for you 3.59 0.851 high

total 3.60 0.628 high

Table 5 Median and standard deviation of the loyalty level for questionnaire participants.

loyalty X S.D. level
1. you will feel better when come back to China 3.30 0.836 medium
2. you like to travel to China more than other countries 3.17 0.632 medium
3. if you have a chance you will come to China again 3.43 0.675 high
4. you will consider travel to China first if you have holiday 3.05 0.633 medium
5. you believe that travel to China give you more benefits 3.26 0.784 medium
6. you will recommend travel to China to others when you have 3.36 0.834 medium
a chance
total 3.25 0.491 medium

Table 6 Analysis of multiple regression perceived price value and perceived travel value that

effect to satisfaction in travelling to China of Thai travelers.

factors B Std. error B t sig (P-value)
(constant) 0.006 0.136 - 0.045 0.964
perceived price value 0.281 0.031 0.238 9.153 0.000*
perceived travel value 0.834 0.027 0.798 30.699 0.000*

R =0.858, R® = 0.736, F-value = 551.921, * P-value < 0.05
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Table 7 Result of simple multiple regression analysis of satisfaction that effect the loyalty of

travelling in China of Thai travelers.

factors B Std. error B t sig (P-value)

(constant) 1.770 0.122 - 14.524 0.000

satisfaction 0.413 0.033 0.528 12.411 0.000*

R =0.279, R* = 0.277, F-value = 154.044, * P-value < 0.05

Table 8 Summary of hypothesis test.

hypothesis result

e hypothesis perceived price value has positive effect to satisfaction of consistent
travelling in China of Thai travelers

2" hypothesis perceived travel value has positive effect to satisfaction of consistent
travelling in China of Thai travelers

3" hypothesis satisfaction has positive effect to loyalty of travelling in consistent

China of Thai travelers
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