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Introduction
The tourism industry has played important roles in the economic 

growth of Thailand. It has been the major generator of the foreign 
exchange earnings through tourist expenditure on goods and services 
and foreign investment in tourism facilities. The increasing number 
of international tourists has stimulated exports, investment, and job 
creation. The direct contribution of Travel and Tourism to GDP in 2014 
was THB 1,037.3 bn (8.6% of GDP) and is expected to grow by 6.7% 
pa to THB 2,045.0 bn (11.7% of GDP) by 2025 [1]. In order to develop 
a competitive position, the creation and transmission of a favourable 
image to the potential tourist in target markets is vital. Studies have 
thus indicated that destination image plays a significant role in the 
competitiveness of destinations. O’Leary and Deegan [2] note that 
there is an increasing need for destinations to create unique identities 
to make them distinct, since image can be the deciding factor when 
other tourist choice variables, such as price, are perceived to be equal. 
Govers and Go [3] suggest that temporary strengthening, or increased 
exposure, of a destination provided by press coverage of events or 
other component elements of the destination image can improve 
competitiveness by affecting tourist choice. Destination image can also 
assist destination marketers to understand and therefore segment their 
target markets: a destination such as Lanzarote, offering sunshine and 
beaches, should accordingly direct its marketing to potential tourists 
seeking “rest, relaxation, stress relief and escape from daily routine” 
[4]. Numerous elements of destination image lie outside the control 
or even the sphere of influence of destination managers and marketers 
so that short-term change can be difficult to effect. Nevertheless, it 
is important that the destination marketer understands the existing 
image of his or her destination and the impact of tourist experience 
on that image, so that those factors that can be controlled in, and by, 
the destination are managed most effectively [5]. This paper centres 
on Thailand alone because Thailand as a destination has a distinct and 
established image and research on destination choice should always 
be destination-specific. However, most previous researches do not 
consider much about the influence of travel motivation, information 
sources and tourism crisis on destination image. This study presents the 
measurement model and identifies the influences of various variables 
on destination image.

Literature Review
Destination image

Tourists’ perception of a destination’s image as a preferred 
destination choice for travel is crucial. As a traveler is deciding a travel 
destination among alternative choices, the subjective judgment he/
she makes about the alternatives available to him/her depends on a 
number of factors, among which the most important of these is the 
image about each alternative [6,7]. Destination Image is recognised as 
an important factor in tourist destination choice behaviour [2,3,8-16] 
as well as playing a part in tourist satisfaction, and with it the intention 
to recommend or return [17,18]. Image is an important representation 
of how tourists feel about a destination [6,19]. According to Crompton 
[20], image refers to an individual’s beliefs, thoughts and impressions 
about a location, and provides tourists with a certain feeling of 
anticipation [21]. It also represents their expectations of a destination, 
which canmotivate them to make a visit [22]. Destination image can be 
linked to travel-related behavior, specifically whether tourists will revisit 
a destination and whether they might recommend the destination to 
others [23]. Destination image measures typically assess what people 
know about a place, how they feel about it, and how they plan to act 
on those thoughts and feelings [24]. As Jang and Feng [25] suggest, 
the motivations behind the tourists’ decisions during the selection or 
decision process concerning their next holiday destination needs to 
be evaluated. Studies have thus indicated that destination image plays 
a significant role in the competitiveness of destinations. O’Leary and 
Deegan [2] note that there is an increasing need for destinations to 
create unique identities to make them distinct. Destination image can 
also assist destination marketers to understand and therefore segment 
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their target markets. It also provides the stakeholders on the supply 
side with the important information to project positive attributes to the 
potential tourists, and to guarantee high quality experiences to tourists’ 
expectations. In particular, these efforts will help create positive word-
of-mouth, which is an important source of organic information utilized 
in the formation of destination image [9].

Travel motivation

Tourist motivation is viewed by many authors as one of the key 
elements in understanding tourist decision-making behaviour. Why 
do people travel? The answer to this basic question has occupied 
the minds of tourist researchers for many years, for example: Dann, 
[10]; Crompton, [20]; Uysal and Jurowski [26]; Pearce, [27]; Yoon 
and Uysal, [28]. Tourist motivation can be defined “as the global 
integrating network of biological and cultural forces which gives 
value and direction to travel choices, behavior and experience” [29]. 
Motivation has also been referred to as psychological/biological/
social needs and wants, including internal (or emotional) and external 
forces. These forces describe how individuals are pushed by motivation 
variables into making travel decisions and how they are pulled or 
attracted by destination attributes. Uysal and Hagan [30] stated that 
“push” factors are defined as origin-related and refer to the intangible, 
intrinsic desires of the individual traveller, such as the desire to escape, 
rest and relaxation, adventure, health and prestige. “Pull” factors are 
defined as mainly relating to the attractiveness of a given destination 
and tangible characteristics such as beaches, accommodation and 
recreation facilities and cultural and historic resources.

The literature review developed by Crompton [20] suggests that 
following the line of theorisation considerable progress has been made 
to use “push” and “pull” factors as a bedrock for understanding tourist 
behaviour [31,32]. Several studies have examined the tourist motive as 
a force field analysis of “push” and “pull” factors. “Push” factors are 
those that drive a tourist to travel and “pull” factors are those which 
attract a tourist to travel to a destination [26]. However, development 
of Iso-Ahola [33] motivational construct is somewhat restrained. His 
study attempted to fill this gap and to create a platform for future 
derivative works such as market segmentation, mapping of tourist 
activity, and so on.

Information sources

Information sources have been used as marketing communication 
tools to reach tourists and as a means of controlling destination image 
in positive ways to target groups. Many researchers studied the effects 
of information sources on perception. The work of Beerli and Martin 
[34], based image on nine secondary information sources, including: 
induced sources (tourist brochures issued by the destination’s 
public authorities, tour operator brochures, mass-media advertising 
campaigns, travel agency staff, and the internet); organic sources 
(friends and family members who were either requested or who 
volunteered to give information about a destination); and autonomous 
sources (guidebooks, news, articles, reports, documentaries and 
programmes on destinations in the media). Beerli and Martin [34] 
found induced sources had little effect on perceived image. However, a 
major drawback of their study is that they examined post-visit image, 
as opposed to pre-visit. It is naturally not surprising that if a tourist 
has just spent one or two weeks at a destination, the perceived image 
of the place has by then been constructed chiefly from experiential and 
organic data. Lacking those things prior to a visit, secondary sources 
of information will logically have a much higher impact. However, 
Beerli and Martin [34] acknowledged this limitation in their research, 

when, at the end of their paper, they made clear that their study “made 
it impossible to measure the pre-visit image of the destination, which 
would have made it feasible to measure the extent to which secondary 
information sources influence the formation of the pre-visit image and 
the way in which primary information sources could alter this image”. 
This is perhaps an opportune moment to restate that it is the particular 
intention of this research study to measure the influence of induced 
agents prior to visiting. This is something that has not previously been 
undertaken in destination image research.

Moreover, image formation can be defined as the development of 
a mental notion founded on limited impressions derived from a single 
information source. With tourist destination image, this information 
originates from numerous and diverse sources [9]. First, induced 
information includes promotional material (brochures, posters), 
as well as the opinions of tour operators and travel agents. Self-
information obtained from mass media and popular culture then plays 
its part. Finally, organic information drawn from friends, relatives, and 
personal experience also becomes relevant. A person will hold an image 
of an unvisited destination derived from different information sources, 
but clearly the most accurate, comprehensive, and personal image is 
formed when a place is actually visited [17].

Information sources therefore affect destination image. The tourist 
will make a decision whether to travel to a particular destination after 
building an image based upon those sources. Immense advantages 
would flow from institutions, travel agents, and tourist businesses 
making proper use of available sources, and in the right situation, in the 
promotion of a destination. Information about a concrete destination, 
which is occasionally demanded by tourists, is a particularly important 
means of promotion for the tourism industry. Sources of information 
on a destination greatly influence tourist decision-making, and tourist 
behaviour determines how the search for information is undertaken 
and how that information will be used [35-37].

Crisis and disaster in tourism	

With tourism now being “big business”, based upon more than 
one billion international tourists, any crisis will have a much stronger 
negative impact compared with the past and will affect a greater part of 
any population [38]. Indian Ocean tsunami, SARS, swine flu pandemic, 
9/11, 2001 and the volcanic ash cloud are examples of large scale crises 
that have had huge impact on the global tourism industry and on 
travelling at least at a short term.

The World Tourism Organization has defined a tourism crisis as 
“any unexpected event that affects traveller confidence in a destination 
and interferes with its ability to continue operating normally”. Sonmez 
and Graefe [39] defined a tourism crisis as “any occurrence which 
can threaten the normal operations and conduct of tourism related 
businesses, damage a tourist destination’s overall reputation for safety, 
attractiveness and comfort by negatively affecting visitors perceptions 
of that destination and, interrupt the continuity of business operations 
for the local travel and tourism industry, by the reduction in tourist 
arrivals and expenditures”.

The review of the literature has shown that while there are 
differences in concept, contextualisation and perception with regard 
to crises, two important themes pervade the literature. The first is 
that any crisis matter has become imperative in order to provide 
greater understanding of the effects of crises on tourism and on the 
hospitality management sector. The bridging of theoretical streams 
and the provision of empirical evidence can therefore be useful in the 
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management of post-crisis effects in general and on tourism and the 
tourism/hospitality sector in particular.

Tourism crisis in Thailand from 2000-2014

During the past decades, the tourism industry has played important 
roles in the growth of Thailand’s economy. It has been the major 
generator of the foreign exchange earnings through tourist expenditure 
on goods and services and foreign investment in tourism facilities. The 
increasing number of international tourists has stimulated export, 
investment, and job creation. However, the Thai tourism industry was 
facing a serious downturn due to a combination of unfavorable factors 
such as the worldwide economic recession, natural disaster, outbreak, 
political instability and more recently, the crisis of legitimacy of the Thai 
state. These factors are frequently found both inside and outside the 
country, and they are linked to each other. Figure 1 shows the situation 
of tourism crisis in Thailand from 2002-2014 that the SARS epidemic 
of 2002 reduced inbound tourism to Thailand, as did the Tsunami of 
2004. Thai tourism flatlined between 2006 and 2010, perhaps due to 
the well-publicized riots, but also to the world recession of that period. 
Since that time, tourism has grown substantially. Riots and political 
uncertainty in 2010, major flooding of a large part of Thailand and 
northern Bangkok end 2011, and political demonstrations end 2013 
and ongoing into 2014. Anti-government demonstrations occupied 
most of the first half of 2014, and were followed by declaration of 
martial law, and a military (bloodless) Coup d’Etat on 22 May 2014 
(Figure 1).

Model Development
Most previous studies were not considered interrelationships 

among travel motivation and destination image and other factors as 
a single integrated concept in their theoretical models and empirical 
studies. Figure 2 presents the measurement model and identifies the 
influencing of travel motivation, information and crisis on destination 
image. The model was designed and developed based upon a review of 
the theories of travel motivation, tourist destination image, sources of 
information and crises in tourism (Figure 2).

Research Methodology
In order to develop a competitive position, therefore this paper 

was examined the influence of travel motivation, information sources 
and tourism crisis on tourists’ destination Image. The sample for this 
study included international travellers who visited Thailand during 
August to September, 2015. The target population was drawn from the 
top five inbound tourist markets of Chiangmai, Pataya, Phuket, and 
Bangkok , which accounted for more than 70-80 per cent of January 
2014 tourist arrivals in Thailand (Department of Tourism, 2014). 400 
questionnaires were distributed among group tours or individual tours. 
Cronbach’s alpha (0.925) indicated high validity of the questionnaire. 
The collected data were analysed by employing the LIEREL programme 
and Structural equation modelling (SEM). The measurement scales 
were then tested for reliability and validity before testing the conceptual 
model and hypothesised relationships.

Data analysis

Table 1 shows sample distributions and respondent profiles. The 
result showed slightly more males (50.50%) than females (49.50%). 
About 43.75% of participating tourists were between 21 and 30, with 
27.50% of participants aged between 31 and 40. The result showed the 
dominant age group of respondents to be mainly younger adults aged 
between 21 and 40, approximately 70% of the total, followed by the 
41 to 50 age group, representing 14.00%. The smallest group, at 3.255, 
comprised those of 60 or over. The vast majority of the respondents 
(58.75%) were employed. Bangkok (33%) and southern (25.52%) 
emerged as the respondents visiting places in Thailand. The majority 
(53.75%) of the respondents were as the repeat traveler. Whereas, rest 
and relaxation and pleasure were quoted as the major purpose of the 
trip (57%) (Table 1).

The proposed structural model for path analysis is presented in 
Figure 1. The relevant paths of analysis in this study were: Thailand’s 
travel motivation → Thailand’s destination image; Travel motivation → 
Thailand’s destination image; Tourism crises → Thailand’s destination 
image; Information sources in the normal situation → Thailand’s 
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Figure 1: Tourism Crisisin Thailand from 2000-2014. Source: http://www.thaiwebsites.com/tourism.asp.
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destination image; information sources in an unusual occurrence → 
Thailand’s destination image; and Travel motivation → Thailand’s 
travel motivation.

In this study, According to Tucker and Lewis [40]; Bentler and 
Bonett [41]; Gerbing and Anderson [42]; Bollen and Long [43]; 
Jöreskog and Sörbom [44]; Jaccard and Wan [45]; Holmes-Smith, 

et al., [46]; Hair, et al. [47], all goodness of fit indices indicated that 
the overall measurement model was acceptable in that the proposed 
model fitted the collected data with the sample size of 400: X2=353.86, 
df=191, p<0.001; GFI=0.91; RMSEA=0.049; CFI=0.96; NFI=0.92. An 
examination of the standardised path coefficients among variables 
showed that all the paths had statistically significant effects on 
behavioural intentions [travel motivation=0.13*; p<0.05), Thailand’s 
travel motivation (y12=0.16*; p<0.05), crises (y13=0.50**; p<0.01), 
information sources in the normal situation (y14=0.28**; p<0.01), and 
information sources in an unusual occurrence (y15=0.65**; p<0.01)]. 
Those findings would indicate that an attitude towards Thailand’s 
travel motivation, travel motivation, crises, information sources in 
the normal situation, and in an unusual occurrence [48-51], tended to 
influence on Thailand’s destination image. Therefore, it could present 
that this model describes the relationships of all those factors (Thailand’s 
travel motivation, travel motivation, crises, information sources in the 
normal situation and the unusual occurrence) that influence Thailand’s 
destination image. These findings provided marginally significant 
support a proposed model (Figure 3).

Conclusion and Recommendations
Structural equation modelling (SEM) indicates that a positive 

attitude towards Thailand’s travel motivation, travel motivation, 
crises, information sources in the normal situation and in the unusual 
occurrence, tend to have a correspondingly positive effect on Thailand’s 
destination image. The result of goodness of fit indices indicated that 
the overall measurement model was acceptable as the proposed model. 
The examination of the standardised path coefficients among variables 
also showed that all paths had statistically significant effects. Those 
findings would indicate that this model describes the relationships of 
all of those factors (Thailand’s travel motivation, travel motivation, 
crises, information sources in the normal situation, and in the unusual 
occurrence) in influencing Thailand’s destination image.

An integrative travel motivation and destination image model 
presents that a positive and highly significant relationship was found 
to exist between the constructs used in the model. The empirical results 
of this study provide strong support for the relationships between the 
constructs in the measurement model. It appears that the relationships 
between all those factors (Thailand’s travel motivation, travel 
motivation, crises, information sources in the normal situation and in 
an unusual occurrence) exert an influence on Thailand’s destination 
image, and that a positive attitude towards travel motivation represents 
a factor having an influential effect on Thailand’s travel motivation. 
The greater the perception present in relation to Thailand’s travel 
motivation, the greater the likelihood that the particular individual 
will revisit Thailand. It was also found that a positive attitude towards 
travel motivation was an influential factor that directly and indirectly 
affected Thailand’s travel motivation. Thailand’s travel motivation 

Variables Frequency Percentage (%)
Gender
Female 198 49.5
Male 202 50.5
Marital status
Single 243 60.75
Married 132 33
Separated/divorced/widow(er) 25 6.25
Age
Under 20 21 5.25
21-30 175 43.75
31-40 110 27.5
41-50 56 14
51-60 25 6.25
Over 60 13 3.25
Employment status
Employed 235 58.75
Self-employed 52 13
Unemployed 33 8.25
Retired 15 3.75
Student/pupil 65 16.25
Monthly income
Less than 1000 USD 77 19.25
1,001-2,000 USD 76 19
2,001-3,000 USD 82 20.5
3,001-4,000 USD 57 14.25
4,001-5,000 USD 50 12.5
More than 5,000 USD 58 14.5
Education
Primary school or lower 12 3
Secondary, high school 108 27
Undergraduate 120 30
Postgraduate 160 40
First time or repeat traveler
First time 185 46.25
Repeat 215 53.75
Places in Thailand visited
Bangkok 365 33.55
Northern Thailand 170 15.63
Southern Thailand 245 22.52
North-eastern Thailand 60 5.51
Eastern Thailand 140 12.87
Central Thailand 108 9.93
Reasons for visiting Thailand
Rest and relaxation 290 33.18
Visiting relatives and friends 93 10.64
Business 38 4.35
Culture 160 18.31
Pleasure 210 24.03
Sport and recreation 20 2.29
Health 46 5.26
Attending a conference or seminar 17 1.95
SEM: Structural Equation Model.

Table 1: Demographic profile of respondents.

Information

Crises

Destination Travel
Motivation

Figure 2: Measurement model.
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directly influences Thailand’s destination image. Information sources 
in the normal and unusual occurrence situations also have an influence 
on Thailand’s destination image. Tourism crises were also found to 
affect directly and significantly Thailand’s destination image. Thai 
government can take measures to boost the tourism sector during 
crises, while safety and security are slowly being restored, and once 
the situation is normalized. Those measures should be aimed at four 
key stakeholders that influence whether a tourist decides to visit a 
destination: the tourists themselves, the media, tourism businesses, and 
governments of potential tourists.

Limitations and Future Research
The evidence from the empirical results of this study provide strong 

support for the extent of the relationship between perceived image of 
tourist destination, tourist motivation, the accumulated experience 
of vacation travel, and socio-demographic characteristics, and has 
demonstrated a relationships between both the aforementioned and 
actual tourist behavior. These interrelationships have not previously 
been considered in a single model. It would be of interest to examine 
the model of different destinations to validate this model and to 
compare and contrast results.

In order to provide a comprehensive picture of the destination 
personality construct, future research could use qualitative research in 
the form of focus groups or projective techniques to elicit destination-
specific personality characteristics. Moreover, a deeper analysis of the 
influence of cultural values on the extent of the relationship between 
perceived image of tourist destination and tourist motivation is needed 
in tourism research.

This research has focused on examining the extent of the relationship 

between perceived image of tourist destination, tourist motivation, but 
as there is no study on perceived risk, satisfaction, tourist loyalty and so 
on, this model may lead us to facilitate understanding the role of such 
independent variables on variances in respect of destination image. 
Moreover, medical tourism has a considerable future in Thailand and 
its advantages and disadvantages should be examined, together with 
marketing strategies to promote it.

References

1.	 World Travel and Tourism Council (2015) Tourism Economic Research 2010. 
World Travel & Tourism Council, London.

2.	 O’Leary S, Deegan J (2005) Career progression of Irish tourism and hospitality 
Management graduates. International Journal of Contemporary Hospitality 
Management 17: 421-432.

3.	 Govers R, Go J (2003) Deconstructing Destination Image in the Information 
Age. Information Technology and Tourism 6: 13-29.

4.	 Beerli A, Martin JD (2004b) Tourists’ characteristics and the perceived image of 
tourist destination: a quantitative analysis – A case study of Lanzaroute, Spain. 
Tourism Management 25: 623-636.

5.	 Selby M, Morgan NG (1996) Reconstructing place image: A case study of its 
role in destination market research. Tourism Management 17: 287-294.

6.	 Hunt JD (1975) Images as a factor in tourism development. Journal of Travel 
Research13: 1-7.

7.	 Kye-Sung C (1990) The role of destination image in tourism: A review and 
discussion. The Tourist Review 2: 2-9.

8.	 Reilly MD (1990) Free elicitation of descriptive adjectives for tourism image 
assessment. Journal of Travel Research 28: 21-26.

9.	 Gartner WC (1993) Image formation process. Journal of Travel and Tourism 
Marketing l.2: 191-215.

Travel Motivation
(ξ1)

(ξ4)

(ξ5)

(η2)

(η1)

Information sources
in normal situation

CRISES (ξ3)

Information sources
as unusual

occurrence

Thailand’s
destination  image

Thailand’s travel
 motivation

0.13*

0.28**

0.50**

0.16*

0.65**

Figure 3: The structural model.

https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&cad=rja&uact=8&ved=0ahUKEwiOlKTqsojTAhWBrY8KHaUHC44QFgggMAE&url=https%3A%2F%2Fwww.wttc.org%2F&usg=AFQjCNHFRXx6wMX3IcV5bP1DHFoyVn1j2w
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&cad=rja&uact=8&ved=0ahUKEwiOlKTqsojTAhWBrY8KHaUHC44QFgggMAE&url=https%3A%2F%2Fwww.wttc.org%2F&usg=AFQjCNHFRXx6wMX3IcV5bP1DHFoyVn1j2w
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwj8jdr5sojTAhXGRI8KHdUeCUwQFggiMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Fabs%2F10.1108%2F09596110510604841&usg=AFQjCNFiRuI8dA6hm5J3zrCBjhMQBce6cg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwj8jdr5sojTAhXGRI8KHdUeCUwQFggiMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Fabs%2F10.1108%2F09596110510604841&usg=AFQjCNFiRuI8dA6hm5J3zrCBjhMQBce6cg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwj8jdr5sojTAhXGRI8KHdUeCUwQFggiMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Fabs%2F10.1108%2F09596110510604841&usg=AFQjCNFiRuI8dA6hm5J3zrCBjhMQBce6cg
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiWn_iJs4jTAhWDsY8KHTGmAzoQFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F233573255_Deconstructing_destination_image_in_the_information_age&usg=AFQjC
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiWn_iJs4jTAhWDsY8KHTGmAzoQFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F233573255_Deconstructing_destination_image_in_the_information_age&usg=AFQjC
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjBlKuas4jTAhUMqY8KHcoyCGMQFggeMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517703001547&usg=AFQjCNGkOjwi0wPMjOI6sE0p8CgXaEurpw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjBlKuas4jTAhUMqY8KHcoyCGMQFggeMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517703001547&usg=AFQjCNGkOjwi0wPMjOI6sE0p8CgXaEurpw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjBlKuas4jTAhUMqY8KHcoyCGMQFggeMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517703001547&usg=AFQjCNGkOjwi0wPMjOI6sE0p8CgXaEurpw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwi18amss4jTAhWIO48KHcftCjsQFggbMAA&url=http%3A%2F%2Fjtr.sagepub.com%2Fcontent%2F13%2F3%2F1.full.pdf&usg=AFQjCNHeggdE4Biu4fp6m2MAs0zHrQTbiA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwi18amss4jTAhWIO48KHcftCjsQFggbMAA&url=http%3A%2F%2Fjtr.sagepub.com%2Fcontent%2F13%2F3%2F1.full.pdf&usg=AFQjCNHeggdE4Biu4fp6m2MAs0zHrQTbiA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwinqJy1s4jTAhXJpI8KHQsPAl8QFggeMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Fabs%2F10.1108%2Feb058040&usg=AFQjCNFLxaqchIYz5CRacNVgggwKp4CozQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwinqJy1s4jTAhXJpI8KHQsPAl8QFggeMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Fabs%2F10.1108%2Feb058040&usg=AFQjCNFLxaqchIYz5CRacNVgggwKp4CozQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjs44S_s4jTAhXLQY8KHSlkDVsQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fpdf%2F10.1177%2F004728759002800405&usg=AFQjCNEVQH6GUnL8Do0RNOz4vNLPkzOGzw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjs44S_s4jTAhXLQY8KHSlkDVsQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fpdf%2F10.1177%2F004728759002800405&usg=AFQjCNEVQH6GUnL8Do0RNOz4vNLPkzOGzw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwidy-rFs4jTAhUJto8KHa6ZC1cQFggbMAA&url=http%3A%2F%2Fwww.tandfonline.com%2Fdoi%2Fabs%2F10.1300%2FJ073v02n02_12&usg=AFQjCNEzbu_J-T9k0I9TpWsUzs6nDqQZag
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwidy-rFs4jTAhUJto8KHa6ZC1cQFggbMAA&url=http%3A%2F%2Fwww.tandfonline.com%2Fdoi%2Fabs%2F10.1300%2FJ073v02n02_12&usg=AFQjCNEzbu_J-T9k0I9TpWsUzs6nDqQZag


Citation: Chetthamrongchai P (2017) The Influence of Travel Motivation, Information Sources and Tourism Crisison Tourists’ Destination Image. J 
Tourism Hospit 6: 278. doi: 10.4172/2167-0269.1000278

Page 6 of 6

Volume 6 • Issue 2 • 1000278J Tourism Hospit, an open access journal
ISSN: 2167-0269

10.	Dann GMS (1996) Tourists’ images of a destination: An alternative analysis.
Journal of Travel & Tourism Marketing 5: 41-55.

11. Baloglu S (1998) An empirical investigation of attitude theory for tourist
destinations: a comparison of visitors and non-visitors. Journal of Hospitality &
Tourism Research 22: 211-224.

12.	Jenkins OH (1999) Understanding and measuring tourist destination images.
International Journal of Tourism Research 1: 1-15.

13.	Kim SS, Lee CK, Klenosky DB (2003) The influence of push and pull factors at 
Korean national parks. Tourism Management 24: 169-180.

14.	Sirgy MJ, Su C (2000) Destination image, self congruity and travel behavior:
towards an integrative model. Journal of Travel Research 38: 340-352.

15.	Tapachai N, Waryszak R (2000) An Examination of the Role of Beneficial Image 
in Tourist Destination Selection. Journal of Travel Research 39: 37-44.

16.	Lengkeek J (2001) Leisure Experience and Imagination: rethinking Cohen’s
modes of tourist experience. International Sociology 16: 173-184.

17.	Chon KS (1991) Tourism destination image modification process. Tourism 
Management 12: 68-72.

18.	Bigne JE, Sanchez MI, Sanchez J (2001) Tourism image, evaluation variables
and after purchase behaviour: inter-relationship. Tourism Management 22:
607-616.

19.	Hu X, Bai K (2013) A Study on the tourism destination image restoration scale: 
A contrast perspective of domestic and inbound tourists integration. Tourism
Tribune/LvyouXuekan 28: 73-83.

20.	Crompton JL (1979) An assessment of the image of Mexico as a vacation
destination and the influence of geographical location upon that image. Journal 
of Travel Research 17: 18-23.

21.	Fakaye PC, Crompton JL (1991) Image differences between prospective,
first-time and repeat visitors to the lower Rio Grande valley. Journal of Travel 
Research 30: 10-16.

22.	Leisen B (2001) Image segmentation: The case of a tourism destination.
Journal of Services Marketing, 15: 49-66.

23.	Chi CGQ, Qu H (2008) Examining the structural relationships of destination
image, tourist satisfaction and destination loyalty: An integrated approach.
Tourism Management 29: 624-636.

24.	Tasci AD, Gartner WA (2007) Destination image and its functional relationships. 
Journal of Travel Research 45: 413-425.

25.	Jang S, Feng R (2007) Temporal destination revisit intention: The effects of
novelty seeking and satisfaction. Tourism management 28: 580-590.

26.	Uysal M, Jurowski C (1993) An empirical testing of the push and pull factors of 
tourist motivations. Annals of Tourism Research 21: 844-846.

27.	Pearce PL (1982) Perceived changes in holiday destinations. Annals of Tourism 
Research 9: 145-164.

28.	Yoon Y, Uysal M (2005) An Examination of the Effects of Motivation and
Satisfaction on Destination Loyalty: A Structural Model. Tourism Management
26: 45-56.

29.	Pearce PL, Caltabiano ML (1983) Inferring travel motivation from traveler’s
experiences. Journal of Travel Research 22: 16-20.

30.	Uysal M, Hagan LAR (1993) Motivation of pleasure travel and tourism. In: Khan 
M, Olsen M, Var T (eds.) Encyclopedia of Hospitality and Tourism, pp: 798-810.

31.	Baloglu S, Uysal M (1996) Market segments of push and pull motivations:
A canonical correlation approach. International Journal of Contemporary
Hospitality Management 8: 32-38.

32.	Klenosky DB (2002) The pull of tourism destinations: A means-end investigation. 
Journal of Travel Research 40: 385-395.

33.	Iso-Ahola SE (1983) Towards a social psychology of recreational travel. Leisure 
Studies 2: 45-56.

34.	Beerli A, Martin JD (2004a) Factors influencing destination image. Annals of 
Tourism Research1: 657-681.

35.	Capella LM, Greco AJ (1987) Information Sources of Elderly for Vacation
Decisions. Ann. Tour. Res 14: 148-151.

36.	Snepenger D, Meged K, Snelling M, Worrall K (1990) Information Search
Strategies by Destination-Naive Tourists. J Travel Res 29: 13-16.

37.	Andereck KL, Caldwell LL (1993) The Influence of Tourists’ Characteristics on 
Ratings of Information Sources for an Attraction. J Travel Tour Mark 2: 171-189.

38.	Hall CM, Timothy DJ, Duval DT (2004) Safety and Security in Tourism.
Relationships, Management and Marketing. Haworth Press, New York.

39.	Sonmez SF, Graefe AR (1998) Determining future travel behaviour from
past travel experience and perceptions of risk and safety. Journal of Travel
Research 37: 171-177.

40.	Tucker LR, Lewis C (1973) A reliability coefficient for maximum likelihood factor 
analysis. Psychometrika 38: 1-10.

41.	Bentler PM, Bonett DG (1980) Significance tests and goodness of Fit in the 
analysis of covariance structures. Psychological Bulletin 88: 588-606.

42.	Gerbing DW, Anderson JC (1984) On the Meaning of Within-Factor Correlated 
Measurement Errors. Journal of Consumer Research 11: 572-80.

43.	Bollen KA, Long JS (1993) Testing Structural Equation Models. Sage
Publication, Califonia.

44.	Jöreskog K, Sörbom D (1993) LISREL 8: Structural Equation Modeling with the 
SIMPLIS Command Language. Chicago, IL: Scientific Software International Inc.

45.	Jaccard J, Wan CK (1996) Lisrel Analyses of Interaction Effects in Multiple
Regression. Sage, Newbury Park.

46.	Holmes-Smith P, Coote L, Cunningham E (2006) Structural Equation Modeling: 
From the Fundamentals to Advanced Topics. School Research, Evaluation and 
Measurement Services, Melbourne (VIC).

47.	Hair JFJ, Anderson RE, Tatham RL, Black WC (2006) Multivariate data
analysis. (5thedn) Prentice-Hall, New Jersey.

48.	Department of Tourism (2014) Statistic for Tourist Arrival in Thailand in 2014.

49.	Gallarza MG, Saura IG, Garcia HC (2002) Destination image: Towards a
conceptual framework. Annals of Tourism Research 20: 56-78.

50.	Govers R, Go FM (1999) Achieving Service Quality through the Application of
Importance-Performance Analysis. In: Kunst P, Lemmink J, Strauss B (eds.)
Service Quality and Management, pp. 161-185. 

51.	White CJ (2004) Destination image: to see or not to see. International Journal
of Contemporary Hospitality Management 16: 309-314.

http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjR-PPPs4jTAhXDo48KHW2zDlMQFggbMAA&url=http%3A%2F%2Fwww.tandfonline.com%2Fdoi%2Fabs%2F10.1300%2FJ073v05n01_04&usg=AFQjCNGSKqXYbSp36LngmYMI3vZnFuveyg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjR-PPPs4jTAhXDo48KHW2zDlMQFggbMAA&url=http%3A%2F%2Fwww.tandfonline.com%2Fdoi%2Fabs%2F10.1300%2FJ073v05n01_04&usg=AFQjCNGSKqXYbSp36LngmYMI3vZnFuveyg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjd2NnWs4jTAhXBOY8KHU2TD1kQFggeMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fpdf%2F10.1177%2F109634809802200301&usg=AFQjCNEH1cn46t2tq5LH1skerXBVAsr7dw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjd2NnWs4jTAhXBOY8KHU2TD1kQFggeMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fpdf%2F10.1177%2F109634809802200301&usg=AFQjCNEH1cn46t2tq5LH1skerXBVAsr7dw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjd2NnWs4jTAhXBOY8KHU2TD1kQFggeMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fpdf%2F10.1177%2F109634809802200301&usg=AFQjCNEH1cn46t2tq5LH1skerXBVAsr7dw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwj3rvLgs4jTAhUMM48KHXsECloQFgggMAA&url=http%3A%2F%2Fonlinelibrary.wiley.com%2Fdoi%2F10.1002%2F(SICI)1522-1970(199901%2F02)1%3A1%253C1%3A%3AAID-JTR143%253E3.0.CO%3B2-L
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwj3rvLgs4jTAhUMM48KHXsECloQFgggMAA&url=http%3A%2F%2Fonlinelibrary.wiley.com%2Fdoi%2F10.1002%2F(SICI)1522-1970(199901%2F02)1%3A1%253C1%3A%3AAID-JTR143%253E3.0.CO%3B2-L
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiJqo_ss4jTAhWLRo8KHeKtCkwQFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F222077413_The_influence_of_push_and_pull_factors_at_Korean_National_Parks&u
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiJqo_ss4jTAhWLRo8KHeKtCkwQFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F222077413_The_influence_of_push_and_pull_factors_at_Korean_National_Parks&u
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjdhdfys4jTAhXKRo8KHa4CAEIQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F004728750003800402&usg=AFQjCNGpykHjVDTYqLcbDPDFqfKXZ14blw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjdhdfys4jTAhXKRo8KHa4CAEIQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F004728750003800402&usg=AFQjCNGpykHjVDTYqLcbDPDFqfKXZ14blw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwi8iL_7s4jTAhVMro8KHVWrBYIQFggeMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fpdf%2F10.1177%2F004728750003900105&usg=AFQjCNFnCNFVOOvJPN2EB4VvU4-WJD379w
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwi8iL_7s4jTAhVMro8KHVWrBYIQFggeMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fpdf%2F10.1177%2F004728750003900105&usg=AFQjCNFnCNFVOOvJPN2EB4VvU4-WJD379w
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjW4v2EtIjTAhVHQI8KHSqzCHkQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F0268580901016002003&usg=AFQjCNEtubOoWjIPm59qvJUwzhnSCImRBg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjW4v2EtIjTAhVHQI8KHSqzCHkQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F0268580901016002003&usg=AFQjCNEtubOoWjIPm59qvJUwzhnSCImRBg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwi7q5KMtIjTAhWKpY8KHZYDDk4QFgggMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2F026151779190030W&usg=AFQjCNGDDfjM_cgnccwsz94nhdDIeAkPcw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwi7q5KMtIjTAhWKpY8KHZYDDk4QFgggMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2F026151779190030W&usg=AFQjCNGDDfjM_cgnccwsz94nhdDIeAkPcw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjss-uTtIjTAhXKrY8KHf7ODVIQFggbMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517701000358&usg=AFQjCNEJMVPcCHkHnX0DjOTLtxXvC7ovkA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjss-uTtIjTAhXKrY8KHf7ODVIQFggbMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517701000358&usg=AFQjCNEJMVPcCHkHnX0DjOTLtxXvC7ovkA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjss-uTtIjTAhXKrY8KHf7ODVIQFggbMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517701000358&usg=AFQjCNEJMVPcCHkHnX0DjOTLtxXvC7ovkA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjs6Z6ftIjTAhVEO48KHUIgCEIQFggbMAA&url=http%3A%2F%2Fwww.lyxk.com.cn%2FEN%2FY2013%2FV28%2FI9%2F73&usg=AFQjCNEyL2STb6MlR8KCQPmvjknoBMQYTQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjs6Z6ftIjTAhVEO48KHUIgCEIQFggbMAA&url=http%3A%2F%2Fwww.lyxk.com.cn%2FEN%2FY2013%2FV28%2FI9%2F73&usg=AFQjCNEyL2STb6MlR8KCQPmvjknoBMQYTQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjs6Z6ftIjTAhVEO48KHUIgCEIQFggbMAA&url=http%3A%2F%2Fwww.lyxk.com.cn%2FEN%2FY2013%2FV28%2FI9%2F73&usg=AFQjCNEyL2STb6MlR8KCQPmvjknoBMQYTQ
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwi3qLOltIjTAhVBr48KHZaeB0sQFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F258160676_An_Assessment_of_the_Image_of_Mexico_as_a_Vacation_Destination_an
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwi3qLOltIjTAhVBr48KHZaeB0sQFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F258160676_An_Assessment_of_the_Image_of_Mexico_as_a_Vacation_Destination_an
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwi3qLOltIjTAhVBr48KHZaeB0sQFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F258160676_An_Assessment_of_the_Image_of_Mexico_as_a_Vacation_Destination_an
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwic9dyrtIjTAhXLLo8KHRFzCnkQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F004728759103000202&usg=AFQjCNHEPYWSz8WiempRP2-URDNunfOq1w
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwic9dyrtIjTAhXLLo8KHRFzCnkQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F004728759103000202&usg=AFQjCNHEPYWSz8WiempRP2-URDNunfOq1w
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwic9dyrtIjTAhXLLo8KHRFzCnkQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F004728759103000202&usg=AFQjCNHEPYWSz8WiempRP2-URDNunfOq1w
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiJ39i3tIjTAhUWSI8KHbA0AngQFgggMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Fpdf%2F10.1108%2F08876040110381517&usg=AFQjCNEPK6cstUfqxNpTN0FiD9ylo5OExw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiJ39i3tIjTAhUWSI8KHbA0AngQFgggMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Fpdf%2F10.1108%2F08876040110381517&usg=AFQjCNEPK6cstUfqxNpTN0FiD9ylo5OExw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwi0j7DMtIjTAhWCq48KHaauCHYQFggmMAI&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517707001525&usg=AFQjCNFF7br-voKbVvmu6yXjIbVbg5-Eeg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwi0j7DMtIjTAhWCq48KHaauCHYQFggmMAI&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517707001525&usg=AFQjCNFF7br-voKbVvmu6yXjIbVbg5-Eeg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwi0j7DMtIjTAhWCq48KHaauCHYQFggmMAI&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517707001525&usg=AFQjCNFF7br-voKbVvmu6yXjIbVbg5-Eeg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiwrrjYtIjTAhXBuY8KHRa-C1YQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F0047287507299569&usg=AFQjCNGB-L81Cd6vK02fZob_D5pJmvqWBw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiwrrjYtIjTAhXBuY8KHRa-C1YQFggbMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F0047287507299569&usg=AFQjCNGB-L81Cd6vK02fZob_D5pJmvqWBw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwiXltnftIjTAhUBOY8KHXAsBxwQFggmMAI&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS026151770600080X&usg=AFQjCNFvR9I6EDbvXG6sY-ki_o2WvAgi_Q
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwiXltnftIjTAhUBOY8KHXAsBxwQFggmMAI&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS026151770600080X&usg=AFQjCNFvR9I6EDbvXG6sY-ki_o2WvAgi_Q
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiqsK3vtIjTAhULvY8KHdX6D0sQFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F223896782_Perceived_changes_in_holiday_destination&usg=AFQjCNHbcLXDm8PRtAgh
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiqsK3vtIjTAhULvY8KHdX6D0sQFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F223896782_Perceived_changes_in_holiday_destination&usg=AFQjCNHbcLXDm8PRtAgh
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwjeydb2tIjTAhWHp48KHfjZBlAQFggmMAI&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517703002000&usg=AFQjCNEzOl8Ww4uU5mH4qnwsC0pVDNiqAQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwjeydb2tIjTAhWHp48KHfjZBlAQFggmMAI&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517703002000&usg=AFQjCNEzOl8Ww4uU5mH4qnwsC0pVDNiqAQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwjeydb2tIjTAhWHp48KHfjZBlAQFggmMAI&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0261517703002000&usg=AFQjCNEzOl8Ww4uU5mH4qnwsC0pVDNiqAQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiIlM6ItYjTAhVBQo8KHdKhBToQFgggMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F004728758302200203&usg=AFQjCNFi2hbhToXAY-r1x91RlO0tRNmE-g
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiIlM6ItYjTAhVBQo8KHdKhBToQFgggMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F004728758302200203&usg=AFQjCNFi2hbhToXAY-r1x91RlO0tRNmE-g
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjpsKGctYjTAhWHLo8KHYAqBlkQFggbMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Ffull%2F10.1108%2F09596119610115989&usg=AFQjCNFRZxXKCbNY-V9d3R7-H2valjB5Vg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjpsKGctYjTAhWHLo8KHYAqBlkQFggbMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Ffull%2F10.1108%2F09596119610115989&usg=AFQjCNFRZxXKCbNY-V9d3R7-H2valjB5Vg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjpsKGctYjTAhWHLo8KHYAqBlkQFggbMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Ffull%2F10.1108%2F09596119610115989&usg=AFQjCNFRZxXKCbNY-V9d3R7-H2valjB5Vg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjAiKijtYjTAhUGt48KHTgCAlUQFggeMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fpdf%2F10.1177%2F004728750204000405&usg=AFQjCNGpZG7fnbp4DnygcdRJa64tJZ8ZiQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjAiKijtYjTAhUGt48KHTgCAlUQFggeMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fpdf%2F10.1177%2F004728750204000405&usg=AFQjCNGpZG7fnbp4DnygcdRJa64tJZ8ZiQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiLg9KptYjTAhVJQI8KHbVnD0oQFgggMAA&url=http%3A%2F%2Fwww.tandfonline.com%2Fdoi%2Fabs%2F10.1080%2F02614368300390041&usg=AFQjCNFGLEyVMZ-nzULvYwuWySmJ1TD72g
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiLg9KptYjTAhVJQI8KHbVnD0oQFgggMAA&url=http%3A%2F%2Fwww.tandfonline.com%2Fdoi%2Fabs%2F10.1080%2F02614368300390041&usg=AFQjCNFGLEyVMZ-nzULvYwuWySmJ1TD72g
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjZs6extYjTAhWLqY8KHTKMDGsQFgggMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0160738304000349&usg=AFQjCNG0KXLsDjDMoNAwne1H386hXlxgAg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjZs6extYjTAhWLqY8KHTKMDGsQFgggMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2FS0160738304000349&usg=AFQjCNG0KXLsDjDMoNAwne1H386hXlxgAg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjH5KG4tYjTAhUGo48KHVMYD40QFggbMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2F0160738387900582&usg=AFQjCNF9HFQl4C_zRLCIsiZo_8wyqs0GSQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjH5KG4tYjTAhUGo48KHVMYD40QFggbMAA&url=http%3A%2F%2Fwww.sciencedirect.com%2Fscience%2Farticle%2Fpii%2F0160738387900582&usg=AFQjCNF9HFQl4C_zRLCIsiZo_8wyqs0GSQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiSnLLBtYjTAhWJtY8KHT-nDGIQFgggMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F004728759002900104&usg=AFQjCNEd_PA_podrfrhLjAf6RRCgNC9BOg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiSnLLBtYjTAhWJtY8KHT-nDGIQFgggMAA&url=http%3A%2F%2Fjournals.sagepub.com%2Fdoi%2Fabs%2F10.1177%2F004728759002900104&usg=AFQjCNEd_PA_podrfrhLjAf6RRCgNC9BOg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjn4fDJtYjTAhVFqI8KHdAVDXgQFggeMAA&url=http%3A%2F%2Fwww.tandfonline.com%2Fdoi%2Fabs%2F10.1300%2FJ073v02n02_11&usg=AFQjCNG7H7KE80REPtWufiHDLuOKmsurUg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjn4fDJtYjTAhVFqI8KHdAVDXgQFggeMAA&url=http%3A%2F%2Fwww.tandfonline.com%2Fdoi%2Fabs%2F10.1300%2FJ073v02n02_11&usg=AFQjCNG7H7KE80REPtWufiHDLuOKmsurUg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwidkKfVtYjTAhUWR48KHZ6lC1cQFggfMAA&url=http%3A%2F%2Fonlinelibrary.wiley.com%2Fdoi%2F10.1002%2Fjtr.498%2Fabstract&usg=AFQjCNF1FdOgx60VZ0x3f1dusKDu7bBnNw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwidkKfVtYjTAhUWR48KHZ6lC1cQFggfMAA&url=http%3A%2F%2Fonlinelibrary.wiley.com%2Fdoi%2F10.1002%2Fjtr.498%2Fabstract&usg=AFQjCNF1FdOgx60VZ0x3f1dusKDu7bBnNw
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjOifrbtYjTAhUKQo8KHZv1Dx4QFggeMAA&url=http%3A%2F%2Fjtr.sagepub.com%2Fcontent%2F37%2F2%2F171.short&usg=AFQjCNEvvwQ1Sc1OlsVffZry_6Z04dMOVA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjOifrbtYjTAhUKQo8KHZv1Dx4QFggeMAA&url=http%3A%2F%2Fjtr.sagepub.com%2Fcontent%2F37%2F2%2F171.short&usg=AFQjCNEvvwQ1Sc1OlsVffZry_6Z04dMOVA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjOifrbtYjTAhUKQo8KHZv1Dx4QFggeMAA&url=http%3A%2F%2Fjtr.sagepub.com%2Fcontent%2F37%2F2%2F171.short&usg=AFQjCNEvvwQ1Sc1OlsVffZry_6Z04dMOVA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwin0OXjtYjTAhUIMo8KHd02AEIQFggeMAA&url=http%3A%2F%2Flink.springer.com%2Farticle%2F10.1007%2FBF02291170&usg=AFQjCNEGct89SSKahGwiB2fmhDgzRd2r0g
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwin0OXjtYjTAhUIMo8KHd02AEIQFggeMAA&url=http%3A%2F%2Flink.springer.com%2Farticle%2F10.1007%2FBF02291170&usg=AFQjCNEGct89SSKahGwiB2fmhDgzRd2r0g
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiSvo7rtYjTAhXLP48KHWOrDX8QFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F232518840_Significance_Tests_and_Goodness-of-Fit_in_Analysis_of_Covariance_
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiSvo7rtYjTAhXLP48KHWOrDX8QFggbMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F232518840_Significance_Tests_and_Goodness-of-Fit_in_Analysis_of_Covariance_
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwig4ev1tYjTAhVBKo8KHYUlCUIQFggbMAA&url=https%3A%2F%2Fwww.jstor.org%2Fstable%2F2489144&usg=AFQjCNFDi4HJ78Y1T1ocjlVM3Qv5oJAutg
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwig4ev1tYjTAhVBKo8KHYUlCUIQFggbMAA&url=https%3A%2F%2Fwww.jstor.org%2Fstable%2F2489144&usg=AFQjCNFDi4HJ78Y1T1ocjlVM3Qv5oJAutg
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjZsef9tYjTAhVMqI8KHWNnCVgQFggjMAA&url=http%3A%2F%2Fus.sagepub.com%2Fen-us%2Fnam%2Ftesting-structural-equation-models%2Fbook3893&usg=AFQjCNGlMUsFU_2H1exj6BjhSVXZL7Qzb
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjZsef9tYjTAhVMqI8KHWNnCVgQFggjMAA&url=http%3A%2F%2Fus.sagepub.com%2Fen-us%2Fnam%2Ftesting-structural-equation-models%2Fbook3893&usg=AFQjCNGlMUsFU_2H1exj6BjhSVXZL7Qzb
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwju65-FtojTAhXILY8KHQNUBnkQFggeMAA&url=http%3A%2F%2Fpsycnet.apa.org%2Fpsycinfo%2F1993-97878-000&usg=AFQjCNHJmxT-iuP7IjAVGag0ngvV5-LU5A
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwju65-FtojTAhXILY8KHQNUBnkQFggeMAA&url=http%3A%2F%2Fpsycnet.apa.org%2Fpsycinfo%2F1993-97878-000&usg=AFQjCNHJmxT-iuP7IjAVGag0ngvV5-LU5A
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjAjuaMtojTAhUHr48KHeGfAUEQFgggMAA&url=http%3A%2F%2Fus.sagepub.com%2Fen-us%2Fnam%2Flisrel-approaches-to-interaction-effects-in-multiple-regression%2Fbook5621&usg=AFQj
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjAjuaMtojTAhUHr48KHeGfAUEQFgggMAA&url=http%3A%2F%2Fus.sagepub.com%2Fen-us%2Fnam%2Flisrel-approaches-to-interaction-effects-in-multiple-regression%2Fbook5621&usg=AFQj
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiYqoaUtojTAhVCQY8KHVrnAWEQFggbMAA&url=https%3A%2F%2Fbooks.google.com%2Fbooks%2Fabout%2FStructural_Equation_Modeling.html%3Fid%3Dzzc2twAACAAJ&usg=AFQjCNHIEvssn206Krx
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiYqoaUtojTAhVCQY8KHVrnAWEQFggbMAA&url=https%3A%2F%2Fbooks.google.com%2Fbooks%2Fabout%2FStructural_Equation_Modeling.html%3Fid%3Dzzc2twAACAAJ&usg=AFQjCNHIEvssn206Krx
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiYqoaUtojTAhVCQY8KHVrnAWEQFggbMAA&url=https%3A%2F%2Fbooks.google.com%2Fbooks%2Fabout%2FStructural_Equation_Modeling.html%3Fid%3Dzzc2twAACAAJ&usg=AFQjCNHIEvssn206Krx
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=13&cad=rja&uact=8&ved=0ahUKEwiotJqdtojTAhWBPY8KHVg-DkQQFghUMAw&url=http%3A%2F%2Fwww.camo.com%2Fmultivariate_analysis.html&usg=AFQjCNGfD5GHnRvZzAYLu62716a-N85eKQ
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=13&cad=rja&uact=8&ved=0ahUKEwiotJqdtojTAhWBPY8KHVg-DkQQFghUMAw&url=http%3A%2F%2Fwww.camo.com%2Fmultivariate_analysis.html&usg=AFQjCNGfD5GHnRvZzAYLu62716a-N85eKQ
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjSg9OotojTAhWIO48KHcftCjsQFgggMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F256986919_Destination_Image_Towards_a_Conceptual_Framework&usg=AFQjCNFB75Mp
https://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwjSg9OotojTAhWIO48KHcftCjsQFgggMAA&url=https%3A%2F%2Fwww.researchgate.net%2Fpublication%2F256986919_Destination_Image_Towards_a_Conceptual_Framework&usg=AFQjCNFB75Mp
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwia8LKwtojTAhULqo8KHaCeAVcQFggbMAA&url=http%3A%2F%2Flink.springer.com%2Fchapter%2F10.1007%252F978-3-322-90981-7_7&usg=AFQjCNER3gJhWwRm0YWyCv6RCH_tnuhsKA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwia8LKwtojTAhULqo8KHaCeAVcQFggbMAA&url=http%3A%2F%2Flink.springer.com%2Fchapter%2F10.1007%252F978-3-322-90981-7_7&usg=AFQjCNER3gJhWwRm0YWyCv6RCH_tnuhsKA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwia8LKwtojTAhULqo8KHaCeAVcQFggbMAA&url=http%3A%2F%2Flink.springer.com%2Fchapter%2F10.1007%252F978-3-322-90981-7_7&usg=AFQjCNER3gJhWwRm0YWyCv6RCH_tnuhsKA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwj57IC7tojTAhWLro8KHYZpBHgQFggbMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Fabs%2F10.1108%2F09596110410540285&usg=AFQjCNHLSQqcpqlNvI_yWZSKssdLAXu-rA
http://www.google.co.in/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwj57IC7tojTAhWLro8KHYZpBHgQFggbMAA&url=http%3A%2F%2Fwww.emeraldinsight.com%2Fdoi%2Fabs%2F10.1108%2F09596110410540285&usg=AFQjCNHLSQqcpqlNvI_yWZSKssdLAXu-rA

	Title
	Corresponding author
	Keywords
	Introduction
	Literature Review 
	Destination image 
	Travel motivation 
	Information sources 
	Crisis and disaster in tourism  
	Tourism crisis in Thailand from 2000-2014 

	Model Development 
	Research Methodology 
	Data analysis 

	Conclusion and Recommendations 
	Limitations and Future Research 
	Table 1
	Figure 1
	Figure 2
	Figure 3
	References

