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Structural Equation Model of Factors Affecting Thai Tourist Post-purchase
Behavioral Intentions toward Than Sadet-Ko Pha-Ngan National Park
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ABSTRACT

The purposes of this descriptive and inter-related study were to 1) compare tourist post-
purchase behavioral intentions in various aspects by classifying according to average income per
month and frequency of visiting in the past year; 2) test structural equation model of factors
affecting tourist post-purchase behavioral intentions toward Than Sadet-Ko Pha-Ngan National
park. The subjects of the study were composed of 400 Thai tourists who visited Than Sadet-Ko
Pha-Ngan National park by using accidental sampling. Research hypothesis included five major
factors causing tourist post-purchase behavioral intentions with some latent variables : corporate
social responsibility, destination image, perceived value, tourist satisfaction and tourist
complaints. Data were collected by requesting the sample group to answer questionnaires. Lisrel
8.8 Program was employed to test the specified structural equation model.

The results revealed that tourists' differences in frequency of visiting in the past year
usually led to tourist post-purchase behavioral intentions in diverse aspects. In addition, the
results of the structural equation model test showed that the model was consistent with empirical
data at a goo level with RMSEA = 0.069 (90 Percent Confidence Interval = 0.061-0.076), NNFI
= 0.98, CFI=0.98 and SRMR = 0.053 respectively. Meanwhile, perceived value, tourist
satisfaction and tourist complaints are directly affecting tourist post-purchase behavioral
intentions, whereas the indirect factors affecting tourist post-purchase behavioral intentions

include corporate social responsibility, destination image, perceived value and tourist satisfaction.
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