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Abstract
The satisfaction of foreign tourists is one of the most significant factors 

affecting the return percentage of tourists and the development of a tourist destination .
The higher their satisfaction, the more their loyalty towards the destination increases 
and the loyalty of tourists leads to increasing of visitors .According to these reasons 
there are two main objectives of this study :to evaluate foreign tourists’satisfaction 
and to examine factors affecting the decisions of foreign tourists returning to 
Amphawa, SamutSongkhram.The results show pseudo R2 and R2values of probit, 
logit and LP estimations were 0.4931, 0.5397 and 0.4894 respectively .The factors 
affecting choice decision to visit Amphawausing LP, Probit and Logit model as 
follows) :1 (perceived value from tourism :β  =0.1872, 0.7771 and 1.7405; )2 (tourism 
standard :β  =0.1682, 0.7314 and 1.5439; )3 (tourism environment :β  =0.0673, 0.2696
and 0.8533; )4( tourism information :β - =0.0164, 0.1854 and -0.1548 and )5 (annual 
wage of tourists :β  =0.000001, 0.00001 and 0.00002 respectively.Moreover, two 
variables which significantly influence foreign tourists ’decision at 90 per cent or 
higher level of significance are tourism image and standard and perceived value from 
tourism.

Keywords :Foreign tourists’satisfaction, factors affecting to return, Amphawa 
community

1 .Introduction
Tourism is one of the most important and rapidly growing industries in the 

modern world and is valued a shighly desirable for human satisfaction today .Tourism 
has created significant influences on economic development, thus, tourismhasbecome 
a crucial industry in many countries of the world, especially in a developing country 
such as Thailand.Nearly 10 million foreigners visited Thailand in 2014 and earned 
around 81,000 million baht for the country )Tourism Authority of Thailand, 2014 .(

The Department of Tourism, Thailand reported that in 2015 that 33,108 
foreigners from the USA, Australia, China, Japan, South Korea, etc .visited Amphawa
District)Tourism Authority of Thailand, 2014.(On average, a foreign guest stayed 
2.24 days in Samut Songkhram and expenditure per foreign tourist in Samut
Songkhram is 1,310.73 baht/day which is mainly for accommodation, sightseeing fees 
and food) Tourism Authority of Thailand, 2014 .(Thus, Amphawa is a well-known 
tourism agricultural attraction for both Thai people and foreigners which is located in 
Samut Songkhram Province, about 18 kilometers from the estuary, and 80 kilometers 
west of Bangkok .Amphawa accurately means “a grove of mango” which represents a 
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location related with the Lord Buddha’s life, in the past known as Bangchang )means 
a village of elephants (has a long history as a water-based village familiar since the 
reign of King Prasat Thong in the late Ayutthaya period in the mid-17th 
century.Amphawa was once a residence town of King Rama I and the birth place of 
King Rama II in the 18th century .In the 19th century, Amphawa was once the largest 
community center in the Mae Klong basin) Silapacharanan S., 2009.( Moreover, there 
are coconut )Cocos nucifera( and mixed orchards such as areca palm )Areca 
catechu(,lychees) Litchi chinensis(, pommelo)Citrus maxima(, mangoes
)Mangiferaindica(, as well as rare varieties of tangerines) Citrus tangerine(with 
channels and raised beds from the attractive background where wooden houses on 
stilts line both sides with pier steps along the Amphawa canal life of the locals 
continues to be related to water; therefore appropriately lending Amphawa to be 
named as the “Veniceof the East) ”Tourism Authority of Thailand, 2007.(However, 
there are some existing negative factorson agro-tourism in Amphawa for example, 
marketing strategies are not good, pollution is getting worse, and psychological 
studies of tourist’s demands are poor .

Satisfaction plays an important role in all business organizations .It affects 
directly to businesses’status, market share over and above the profit, to the choice of 
destination, the consumption of products and services and the decision to return 
)Oppermann M., 2000;Kozak M. and Rimmington M., 2000; Yoon Y. and Uysal 
M.,2005.( Therefore, satisfaction has been investigated widely in many consumer 
behavior and also tourism studies, but there is still no consensus definition of this 
important term .Tourists ’satisfaction is significant to achieve high visitors ’intention 
in revisiting the same destination )Oppermann M., 1997; Weber K., 1997; Fornell C.,
et el., 1996(ใ

2 .Research Objectives
The objectives of the present study are:
2.1toevaluate satisfaction of foreign tourists from agro-tourism at Ampawa

community, Samut Songkhram Province, Thailand;
2.2to examine factors affecting the choice decisions of foreign tourists to 

return to Amphawa community, Samut Songkhram, Thailand.

3 .Research Methodology
3.1 Data collection
This study surveyed 120 foreign tourists from 33,108 visitors who visited

Amphawa community in 2015) Tourism Authority of Thailand, 2014(with accidental 
sampling method .Three types of data were collected in this study :quantitative data, 
qualitative data and supplementary data from primary and secondary sources .Primary 
data was collected from interviews using questionnaires because the quality of the 
data is usually high, with a low sampling frame bias and low response bias )Czaja, 
Blair, & Blair, 2005.( The questionnaires were test for reliability before interviewing 
using STATA by 15 Chinese and 15 others tourists, result showed the scale reliability 
coefficient = 0.9327, indicating that the presented data was suitable for principal 
components analysis. 

Primary data came from 120 foreigners who were interviewed to provide 
information that would affect satisfaction and choice decision to return to Amphawa
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community, Samut Songkhram province including :1 (personal characteristics,2 (
tourism standard, 3 (perceived value from tourism,4 (tourism information and 5 (
choice decision to return to Amphawa community .Moreover, secondary data, from 
various sources, was used as supplementary data for validating information from the 
field surveys, calculating specific variables.

3.2 Data Analysis
Data was analyzed into two parts :to estimate the satisfactions from tourism 

and to examine factors affecting the decision to return thus the satisfaction of foreign 
tourists would be analyzed by using percentage for the personal characteristics and 
factors affecting satisfactions moreover, t-test would be used to compare the 
satisfactions between Chinese and others .Then, to examine factors affecting the 
decision to return) 1=return and 0=not return( from foreign tourists, two basic 
techniques can be used to estimate the model :i (least square regression analysis 
)linear estimates (such as by using the linear probability model, and ii (maximum 
likelihood methods )non-linear estimates(, such as probit, logit and Weibull models .
When using non-linear estimates, the most common frameworks in econometric 
applications are probit and logit models.However, for independent variables with very 
small values, the logistic distribution tends to give higher probabilities to their 
likelihood )Greene&Hensher, 2003 .(Thus, linear probability model )LPM (would be 
used because LPM is simple to estimate and use )Wooldridge, 2009, p .575(
furthermore, logit and probit would be used as alternative models to avoid the 
limitations of LPM, as wellas, logit model sometimes is simpler to used compared to 
the probit model )Crown, 1998; Fabra&Schmidheiny, 2010.(

4 .Research Results
4.1 Satisfaction of foreign tourists

Table1 
Satisfaction level from foreign tourists on agro-tourism at Amphawa community

Factors Average/Satisfaction level
Age )year( 32.17
Wage )US dollar/year( 29,684.21
Tourism Image and Standard 3.57
Perceived Value from Tourism 3.75
Tourism Environment 3.51
Tourism Information 3.55

Average 3.59

The results show that there were Chinese tourists 27.5%,followed by 
Taiwanese )18.33(%, Korean )10 (%and others including Japanese, German, French, 
Netherland and Italian, etc.The average age of tourists was 32.17 years and their 
average annual salary was 29,684.21 US dollars .The average level of satisfaction 
regarding Amphawa community was high )3.59 (from attractions, accommodation, 
dining, shopping, conveniences, activities, events and local environment )Chi, C .G .et 
al., 2012 .(Moreover, this satisfaction consisted of perceived value, perceived 
attractions, perceived risk and perceived quality )Quintal et al., 2008 (which should be 
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provided by comfort facilities, safety, infrastructure and cultural attractions )Girish 
Prayag, 2008 .(Thus, factors including destination image, attitude, motivation, natural 
landscape, service and recreational equipment were attributes which affect the 
satisfaction of tourists)Lee T.H., 2011 .(However, the average satisfaction of Chinese 
tourists) 3.87 (was significantly higher than tourists from other countries )3.48 (with 
99 %significance level)table 1.(

Factors affecting foreign tourists ’decision to return
Foreign tourists will choose to return to visit Amphawacommunity if the 

expected benefits from returning are greater than the costs tourists face .An objective 
of this study is to identify the factors that influence the decision to return tothe 
market.

Figure  1
Model study of the  factors affecting decision to return of foreign tourists to Amphawa
community

Figure 1 shows expected factors including personal characteristics, tourism 
image and standard, perceived value from tourism, provided tourism information and 
tourism local environment influence to satisfaction level and choice decision to return 
to Amphawa community, Samut Songkhram province, Thailand from foreign visitors 
such as Chinese, Taiwanese, American, French and Italian .

Statistical analysis is used to determine the relationship between returning 
tourists by using the variable, called RETURN, and a set of independent variables that 
affect returning .In this study, the dependent variable for determining the relationship 
between returning to visit Amplawa community is binary, with 86 returning tourists
)returners (and 34not returning tourists )non-returning tourists .(Probit and Logit 
models, which are the standard economic model to explain discrete dependent 
variable and binary choice model with non-linear estimates, have been employed in 
this study at standard normal distribution, while the logit model is based on the 
logistic distribution .However, for independent variables with very small values, the 
logistic distribution tends to give higher probabilities to their likelihood )Greene 

Tourism Standard

Perceived Value from Tourism

Tourism Information

Tourism Local Environment

Choice decision to return to 
Amphawa community from 

foreign tourists 

Personal Characteristics
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&Hensher, 2003 .(The Linear Probability Model )LPM (will be used as a basis for 
comparison.

Results from estimated probit and logit models are provided in Table 2 .This 
table also presents regression co-efficient and Wald tests .Results based on the 
estimated LPM are also reported as a basis for comparison with the results from the 
probit and logit estimations .Results show that outcomes from the probit, logit and 
LPMs were similar in terms of signs, significance and predictive power.

The explanatory power of the specified variables based on the Pseudo R2 value 
was relatively low, with factors accounting for little variation in the outcome variable 
RETURN, which takes a value of 1 when a tourist decides to return is in place and 
zero elsewhere, Pseudo R2 takes a value between 0 and 1 with larger values, reflecting 
better predictive performance; it provides an approximate measure of the proportion 
of the variation in the dependent variable explained by the model .For probit and logit 
estimations, the pseudo R2 values were 0.4931 and 0.5397 respectively, and the R2 for 
LPM estimation was 0.4894 .This means that annual wage of foreign tourists, tourism 
image and standard, perceived value from tourism, tourism environment and provided 
tourism information influence their decision to return to visit the market at 48.94 - %
53.97 %and other factors such as age, distance from home country and own 
experiences would affect at 46.03  - %51.06.%

Table 2 
Determinants of returning using linear probability, probit and logit models

Explanatory variables
Linear 
Probability Probit model Logit model

Coef. T Coef. z Coef. Z

Wage )US dollar/year( 0.0000
01 0.69 0.0000

1 1.25 0.0000
2 1.16

Tourism Image and 
Standard 0.1682 2.00* 0.7314 1.98** 1.5439 1.88*

Perceived Value from 
Tourism 0.1872 1.86* 0.7771 1.67* 1.7405 1.83*

Tourism Environment 0.0673 0.64 0.2696 0.57 0.8533 0.84
Tourism Information -0.0164 -0.14 0.1854 0.35 -0.1548 -0.15

Constant -0.7372 -
2.91** -6.3189 -

3.74**

-
12.523

1

-
2.71
**

For LP :F )5, 51 = (10.33) Prob>F  =0.0000 (and R2 = 0.4894
Wald Chi2 of Probit model is 17.41; Prob> Chi2 = 0.0038 and Pseudo R2 = 0.4931
Wald Chi2 of Logit model is 9.55; Prob> Chi2 = 0.0891 and Pseudo R2 = 0.5397
 :***significant at the 99 %level,  :**significant at the 95 %and  :*significant at the 
90%

Five variables were included in the estimation :wage )US dollars per/year(,
tourism image and standard, perceived value from tourism, tourism environment and 
tourism information would influence returning of foreign tourists .The significance of 
goodness of fit was calculated using Chi Square and F Ratio tests .The ρ values were 
close to zero indicating jointly low overall significance .Robust estimation was used 
to compute heteroskedasticity-consistent estimates of the OLS coefficients.
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Table 2 shows that two variables significantly influence foreign 
tourists’decision to return to Amphawa community at 90 per cent or higher level of 
significance using LPM, probit and logit models .These variables are :

1. Tourism image and standard :this factor represents the image and standard 
of destination which affects memory, act and decide to choose suitable destination of 
tourists  .Khuong, M .N., & Ha, H .T .T) .2014 (showed the image of the destination 
was one significant factor to control its numbers of tourists .Thus, to advertise tourism 
destinations, good marketing strategies need increasing the value of destination image 
because when tourists have good experiences of the destination, they would return to 
that place and encourage others to do so .Obviously, promoting an attractive
destination involves many essentials of the marketing mix, but uniqueness, 
indispensability, richness and diversity of products had to be considered )Mohamad, 
M., Abdullah, A .R., &Mokhlis, S., 2012.(

2. Perceived value from tourism; Foster, D) .1999 (defined perceived value as 
the whole assessment of the consumers’utilities from products or services which are
based on their awareness of what they received .That was the tourists’perceived value
in terms of currency, technical benefits, social services and economic value that 
tourists would receive compared with their expenditure to buy products or services 
which are set in consideration of price and making available offers of providers 
)Ngoc, K .M., & Trinh, N .T., 2015 .(Furthermore, the perceived value of tourists is 
emotional relationship recognized between tourists and provider after tourists have
spent for tourism and seen that the products or services from tourism generate added 
value)Marin, J .A., &Taberner, J .G., 2008.(

The results of LP, Probit and Logit model analysis showed that factors 
affecting choice decision to Amphawa community and expressed priorities 
respectively as follows :) 1 (perceived value from tourism :β  =0.1872, 0.7771 and 
1.7405; )2 (tourism standard :β  =0.1682, 0.7314 and 1.5439; )3 (tourism 
environment :β  =0.0673, 0.2696 and 0.8533; )4( tourism information :β - =0.0164,
0.1854 and -0.1548 and )5 (annual wage of tourists :β  =0.000001, 0.00001 and 
0.00002 respectively .The equations take the following form:

LP model:
𝑌𝑌𝑌𝑌 = −0.7372 + 0.000001𝑥𝑥𝑥𝑥1 + 0.1682𝑥𝑥𝑥𝑥2 + 0.1872𝑥𝑥𝑥𝑥3 + 0.0673𝑥𝑥𝑥𝑥4 −

0.0164𝑥𝑥𝑥𝑥5
Probit model :

𝑌𝑌𝑌𝑌 = −0.6318 + 0.00001𝑥𝑥𝑥𝑥1 + 0.7314𝑥𝑥𝑥𝑥2 + 0.7771𝑥𝑥𝑥𝑥3 + 0.2696𝑥𝑥𝑥𝑥4 + 0.1854𝑥𝑥𝑥𝑥5
Logit model:
𝑌𝑌𝑌𝑌 = −12.5231 + 0.00002𝑥𝑥𝑥𝑥1 + 1.5439𝑥𝑥𝑥𝑥2 + 1.7405𝑥𝑥𝑥𝑥3 + 0.8533𝑥𝑥𝑥𝑥4 −

0.1548𝑥𝑥𝑥𝑥5
These findings indicated that the factors of annual wage of tourists, tourism 

image and standard of the market, perceived value from tourism and tourism 
environment had positive effect on foreign tourists’ return decision .Meanwhile, 
tourism information had negative effect on foreign tourists return decision .Thus this 
study argued that when foreign tourists felt satisfied with the factors such a
sdestination image, food and services, local infrastructure and safety, they were more 
likely to have higher probability to return to Amphawa community .On the other 
hand, tourism information on Amphawa community is not at a good standard,
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especially as there was not enough English and Chinese information, which affected 
badly to tourists ’decision in returning to this attraction .

5 .Discussion
Travelers ’awareness should be developed and an image building strategy 

should be considered through an authority of local government, for example, 
establishing of travel association, forums, social networks, and appointment of a 
brand ambassador .According to these developments, an image of Samut Songkhram 
as a travel destination would be embedded because of its unique features such as 
beautiful, safe and friendly travel attractions .Moreover, a travel information database 
should be created, such as a website and an internet forum to encourage information 
exchange between foreigners and locals to share their travel experiences and useful 
information .Also, this channel could be promoted and utilized for local businesses to 
advertise their services and products, which could benefit both travelers and locals .
This strategy could gain a good impact on foreigner’s decisions     .

For perceived value from tourism, the balance between product strategy 
building and maintaining of environment, culture, and local’s preserved lifestyle 
should be sought out because tourism resources and environmental advantage are 
Samut Songkhram competitive advantages comparing with surrounding provinces .
These strong points could enhance the perceived value of Samut Songkram and also 
its community in the future .Moreover, the use of media and a comprehensive 
information system are needs to be considers .A professional advertising campaign 
should be created to enhance a tourist’s impression and the core values of Samut
Songkram, such as cleanliness, friendliness, culture, and sustainability, should be 
presented to create a positive perception .The feedback, comments, and suggestions 
from tourists could be useful for this campaign .Therefore, an information gathering 
process should be created for sustainability development .In addition, a coordination 
of local authorities, local people and agencies could be created to ensure that any 
advertising campaign reflected the real value of Samut Songkhram, and, as the most 
important point, local awareness should be maintained and developed.

6 .Conclusion
In this study, 120 foreign tourists were interviewed who visited Amphawa

community in 2015toprovide information that would affect satisfaction and choice 
decision to return to Amphawa community, Samut Songkhram province, including :1 (
personal characteristics,2 (tourism standard, 3 (perceived value from tourism, 4 (
tourism information and 5 (choice decision to return to Amphawa community .
Moreover, secondary data, from various sources, was used as supplementary data for 
validating information from the field surveys, calculating specific variables.

There were nearly 30 %Chinese tourists who were interviewed, followed by 
Taiwanese, Korean and others, such as Japanese, German and French tourists .The 
average age of tourists was 32.17 years and their income was 29,684.21 US dollars 
per year .They were satisfied with the market at a high level from tourism image and 
standard, perceived value from tourism, tourism environment and information .
However, the average satisfaction of Chinese tourists )3.87 (was significantly higher 
than tourists from other countries )3.48 (with 99 %significance level.
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The results show thatthe pseudo R2 values of probit and logit estimations were 
0.4931 and 0.5397 respectively, and the R2 for LPM estimation was 0.4894 .This 
means that annual wage of foreign tourists, tourism image and standard, perceived 
value from tourism, tourism environment and provided tourism information influence 
their decision to return to visit the market at 48.94 - %53.97%, and other factors such 
as age, distance from home country and own experiences would effect at 46.03  - %
51.06 .%Moreover, two variables significantly influencing foreign tourists ’decision 
to return to Amphawa community at 90 per cent or higher level of significance using 
LPM, probit and logit models are tourism image and standard and perceived value 
from tourism, factors affecting choice decision to return to Amphawa community, and 
expressed priorities respectively as follows) :1 (perceived value from tourism :β  =
0.1872, 0.7771 and 1.7405; )2 (tourism standard :β  =0.1682, 0.7314 and 1.5439; )3 (
tourism environment :β  =0.0673, 0.2696 and 0.8533; )4( tourism information :β - =
0.0164, 0.1854 and -0.1548 and )5 (annual wage of tourists :β  =0.000001, 0.00001
and 0.00002 respectively .These findings indicated that the factors of annual wage of 
tourists, tourism image and standard of the market, perceived value from tourism and 
tourism environment had positive effect on foreign tourists’ return decision .
Meanwhile, tourism information had negative effect on foreign tourists  ’return 
decision. However, tourism information of Amphawa community is not quite good; 
especially, there was not enough English and Chinese information available, which 
affected badly to tourists ’decision to return to this attraction .
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