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Abstract: The main group of Thai and Chinese tourists plays a significant role in the tourism industry of the Lao People’s
Democratic Republic (Lao PDR). While, the opening of the Laos-China high-speed train service with routes passing through major
tourist spots of Lao PDR, will incentivize old tourists to return to travel again or to attract new tourists to attract interest.This
research aims to: 1) Test the factors affecting travel motivation. 2) Study the tourism image and motivation factors affecting repeat
visits among Thai and Chinese tourists traveling to Lao PDR by train. The population is Thai and Chinese tourists travelling to the
Lao PDR using the Lao-China high-speed train service. This study focuses on 4 provinces of Lao PDR, which are the Vientiane
Capital City, Vientiane, Luang Prabang and Oudomxay Provinces. A total of 400 samples were collected using a questionnaire in
both Thai and Chinese. Explanatory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) were used alongside Structural
Equation Modeling (SEM) to verify the structural correctness of latent variables and analyze model consistency using WarpPLS 7.0.
The results found that: 1) Demographic factors affect both push factors (e.g., experience, cultural exchange needs) and pull factors
(e.g., tourist attraction atmosphere). These factors significantly influence the travel motivation of Thai and Chinese tourists. 2) The
tourism image factor consists of four elements: Environmental image of natural attractions; Cultural environmental image; Social
environmental image; and Tourist attraction infrastructure. Tourism image and motivation factors positively affect the decision to
revisit, with tourism image having a stronger influence. Enhancing Lao PDR’s tourism image is important for attracting repeat
tourists. According to the results of the study, tourism in Lao PDR is reflected in Thai and Chinese tourists who decide to travel to
Lao PDR. In addition, the main factor in travelling to Lao PDR, that is the motivation of tourists, comes from the demographic
factors of the tourists themselves. Creating a good tourist image of the Lao PDR in all tourism-related structures. It is a very
important variable that will bring a response to the intention of travelling again. For this reason, authorities should have
guidelines or measures to develop and promote the country's image in all dimensions. This is to encourage Thai and Chinese
tourists, who are the main tourist groups, as well as tourists from other countries, to meet the demand for repeat tourism in Lao PDR.
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* * * * * *

INTRODUCTION

The COVID-19 pandemic crisis had a severe impact on the global economy and society, which has caused changes
in human daily routines, including tourism. According to statistics, in 2020, the global tourism industry has shrunk by
more than 49.1 percent, and in mid-2022, people will begin to return to normal life. The tourism industry's GDP is
expected to grow by 36.8%, followed by the Asia-Pacific region with a rate of 36.3 percent (Tatreview, 2022).

At the same time, one of the most attractive countries in terms of tourism for the Asia-Pacific region is the Lao
People's Democratic Republic (Lao PDR or Laos), which has re-opened high-speed rail services after the COVID-19
crisis has improved on May 2022, resulting in an increase in the influx of tourists to Lao PDR.

The COVID crisis has begun to improve, resulting in an increase in the influx of tourists to Lao PDR. The
construction of high-speed trains such as the Laos- China Railway connecting the Bo Han checkpoint. Thai Ethnic
Autonomous Region or Xishuangbanna (China), and Laos at Boten, passing through Luang Prabang and ending in the
capital Vientiane (Figure 1). The Laos- China Railway opened on December 3, 2021, there are many tourists who are
very interested in traveling in Laos using high-speed trains to travel, with 731,754 Thai and Chinese tourists entering
Laos in 2022 (Vientiane Times, 2023). For the beginning of 2023 (January-March), there were 344,405 Thai tourists and
143,312 Chinese tourists entering Lao PDR (Table 1). The Laos-China high-speed railway line runs through various
districts, with the main important station being Vientiane Capital Station. Vang Vieng Station, Luang Prabang Station,
and Mueang Xay Station, each of which has important tourist attractions and is the target of tourists travelling to Lao
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PDR. In addition, Lao PDR aims to attract 1.4 million foreign tourists in 2023, with revenue from the tourism sector of

about 340 million USD (The Laotian Times, 2023). It must create incentives for tourists to travel.

Table 1. Number of tourists entering Lao PDR during 2022 — 2023 (Source: The Laotian Times, 2023)

Tourist Groups Number of Surfers Travel in 2022 Number of tourists in 2023 (January-April)

Thailand 731,754 454,001
Vietnam 359,721 244,174
China 45,573 210,188
South Korea 26,008 53,785
United States 18,447 22,157
others 112,835 130,645

Total 1,294,338 1,114,950

Including creating a unique image of tourist attractions. The opening of the Laos-China high-speed train service with routes
passing through major tourist spots of Lao PDR, will incentivize old tourists to return to travel again or to attract new tourists to
attract interest. Motivating tourists is important (Nonthapot, 2020; Sihabutr et al., 2025). One of the important things is the
image. However, no studies have been made on the motives of tourists and the image of such places. Therefore, this research
intends to study the motivation of tourists to visit, including the image of tourist attractions, so that tourists decide to return to
visit and to make new tourists interested in visiting Lao PDR. And it will also increase the nation’s income from tourism.

China-Laos Railway [ 1
‘ 4

Vientaine to Boten: 414km

Figure 1. Laos-China high-speed rail route: a.Vientiane Capital Station, May 17, 2024; b. Vang Vieng Station, May 17, 2024;
c. Luang Prabang Station, May 19, 2024; d. Muang Xai Station, May 20, 2024, respectively (Source: Positioning, 2024; and researchers)

LITERATURE REVIEW

The general context of the concept of motivation has been used to describe many tourism incentives. For the reason, it is an
important factor in stimulating tourism, the motivation is divided into 2 types: 1. Internal motivation (intrinsic motivation) is a
drive from within a person, which may be caused by thoughts, attitudes, interests, etc. 2. External motivation (extrinsic
motivation) is a force pushed from outside the person that stimulates behavior (Uysal & Hagan, 1993). It is consistent with the
concept of the push factor and the pull factor (Push - Pull Factors) (Dann, 1977; Pearce, 1993). That explains that when people
want to travel to satisfy their desires. These are desires that arise from the basic driving force that makes people want to travel
and the concept of a pulling factor that tourists are attracted to tourist attractions that are designed or have various activities,
which are external factors that influence people to travel to meet their needs.

However, travel is not only a motivation, but also a tourism image is also a factor that affects the travel of tourists. Tourism
Image is the sum of thoughts, beliefs, and feelings. Therefore, a person's expectations and impressions of a place or object
(Baloglu & McCleary, 1999). When the image of tourism is good, it shows famous places. It is beautiful. On the contrary,
tourists will avoid traveling to places with a bad image (Kotcharee et al., 2021). Tourism is caused by the tourism experience
of tourists, both directly and from the words of others, including perception from four advertisements, public relations of
tourism organizations (Tsiotsou & Goldsmith, 2012). Impressions that accumulate from knowledge and experience together to
create awareness from what appears in the mind (Saeho, 2016) which Weaver & Laura (2002) said that returning to travel
Demonstrate satisfaction with previous travel experiences. The effect of motivation has been studied (Tang et al., 2022).

The image of the destination and the satisfaction with the willingness of tourists to return to rural tourism were studied.
Travel Incentives, destination image and the satisfaction of coming back again. It was found that motivation to learn and
entertain the natural, social environment, and tourist satisfaction have a direct and positive effect on a traveler's willingness to
visit (Image of returning trips and motivation). These is the same studies of Nopsuwan & Chansri (2021); (Kotcharee et al.,
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2021) studied the image factors of tourist attractions to the loyalty of tourists. It was found that the factors that affect the
loyalty of tourist attractions are environmental factors, access the infrastructure, and cultural heritage are affected on return
tourism. It was found that the factors that affect the loyalty of tourist attractions are environmental factors, access to
infrastructure, and cultural heritage, which influence return tourism (Jirawattanaphan & Sukserm, 2021; Chou et al., 2023).
Moreover, motivation and satisfaction significantly affect tourists' intentions to revisit (Tavitiyaman et al., 2022).

From the above, tourism motivation is influenced by pushing and sucking factors. This is a consequence of demographic
factors. However, when tourism incentives are generated, it will affect repeat travel, but that is not the only factor. There are
also tourism image factors that may bring revisit of tourist results and created in Figures 2 and 3 in the topic 3.2.
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Figure 2. Conceptual research framework | Figure 3. Conceptual research framework I1

METHODOLOGY

1. Population and sample

This research is quantitative research in which the population is Thai and Chinese tourists travelling to the Lao PDR
using the Lao-China high-speed train service. This study focuses on 4 provinces of Lao PDR, which are the Vientiane
Capital City, Vientiane, Luang Prabang and Oudomxay Provinces. The sample is the number of tourists travelling in Laos
using the Lao-China high-speed train on the trip because the exact population is unknown. Therefore, the sample was
calculated using an unknown population formula 95%, which uses the formula of Cochran, 1977.

2
Formularn = Ze#

When n is the number of samples; p is the chance of the sample using the service, set to 0.5; g is the chance of not using
the service, which is equal to 1-p in the case of the group; Z is the desired confidence level (95%); e is the acceptable
tolerance ratio (5%). When represented in the formula by a given confidence level of 95%, Z = 19.6 and an acceptable
margin of error in estimating the total population proportion is 5% with e=0.05.

1.96)2(0.5)(1-0.5
Yes. n = ()(# = 384.16
0.052

When calculating the number of samples, the number of samples is 384 observations. In to increase the accuracy of data
analysis, 400 samples are collected. This is in line with the study of Sihabutr & Nonthapot (2021), which is divided into the
number of Thai tourist groups is 282 samples, Chinese tourists are 118 samples. According to Table 2, divide the data for
each area in proportion to the number of hotels, guest houses, restaurants, restaurants & entertainment venues in each
province. The sample size is as shown in Table 3, using a convenient sampling method. For collecting the questionnaire,
the researchers got permission from the Ministry of Culture, Culture and Tourism of Lao PDR.

Table 2. Proportion of Thai and Chinese tourists in Lao PDR (Source: The Laotian Times, 2023)

Tourist Groups Number of tourists in Lao PDR Laos 2022 Ratio Number of samples
Thai tourists 344,405 70.6 282
Chinese tourists 143,312 29.4 118
Total 487,717 100.0 400

Table 3. Proportion of sample sizes in Lao PDR by number of hotels, guesthouses, resorts,
restaurants and entertainment venues in 2022 (Source: Tourism Development Department, 2023)

. . Sample Size
Provinces Amount Ratio Thai Chinese
Vientiane Capital 1,222 30.8 87 36
Vientiane Province 1,455 23.7 67 28
Luang Prabang Province 1,592 28.2 80 33
Oudomxay Province 893 17.3 49 20
Total 5,162 100.0 282 118

2. Data Analysis

The researcher conducted a theoretical study and related research to create a questionnaire as a tool for data collection
by dividing it into 6 parts with 50 questions, which are as follows: Part 1: General information of the respondents (6
questions), Part 2: Demographic opinion level that affects travel decisions (6 questions), Part 3: Opinion level about
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internal and external factors in travel decisions (17 items). Part 4: Opinions on the motivation of tourists to make travel
decisions: 4 questions, Part 5: Opinions on the image of tourist attractions, 12 questions, and Part 6: Opinions on tourists'
return visits, 5 questions. When the data is collected, descriptive statistical analysis is performed. Descriptive Statistics was
used to analyze the general data of the respondents in Part 1 to analyze the general data, and inferential statistics were
analyzed to analyze the data in Parts 2, 3, 4, 5 and 6 of the questionnaires to answer objectives 1 and 2 by analyzing by
Structural Equation Modeling (SEM), which is an analysis of Explanatory Factor Analysis (EFA) and Confirmatory Factor
Analysis (CFA) to verify the structural integrity of the latent variables and to analyze the conformity of the model. This
analysis employed the using the WarpPLS 7.0 software that is suitable for development model based on SEM-variace base
(Hair et al. 2010, Sihabutr and Nonthapot (2021). The model shows as shown in Figure 2 and 3 respectively.

When required to: Rev is Returning to travel, Dem is demography; Mot is tourism motivation; Ima is image of the
tourist attraction or Tourism image; Imal is environmental image of natural attractions; Ima2 is cultural environment;
Ima3 is social environment Image; Ima4 is tourist attraction infrastructure; Push is the push factor; Pull is the pull factor.

The study hypothesis is set out as follows:

H1: Demographic factors affect the push factor.

H2: Demographic factors affect the pull factor.

H3: Driving factors affect tourism motivation factor.

H4: Attraction factors affect tourism motivation factor.

H5: tourism motivation affects the return of repeat trips.

H6: The image of tourist attractions affects the return of repeat trips.

RESULTS

The objectives of this study were 1) to study the pushing and pulling factors that affect the motivation of Thai and
Chinese tourists to travel and 2) to study the factors that affect the decision to revisit by high-speed train of Thai and
Chinese tourists in the Lao PDR area. After studying the research and related theories, the researcher created a research tool
and tested the content conformity index CVI) of 5 experts. After that, the test was conducted before collecting actual data
from 30 samples and analyzing the reliability value of 0.83, which is considered to be highly reliable (Nasoontorn et al.,
2023; Nonthapot et al., 2024). Lao PDR, including Luang Prabang, Oudomxay, Vientiane Provinces and Vientiane Capital
City. The results of the data analysis were divided into 2 parts according to the objectives, as follows:

Part 1: Pushing and pulling factors that affect the motivation of Thai and Chinese tourists to travel to the Lao PDR
by WarpPLS 7.0

Part 2: Factors that affect the motivation and image that affect the decision to return by high-speed train of Thai and
Chinese tourists to the Lao PDR with WarpPLS 7.0

1. General information of the respondents

The sample in this study was 400 people. It was found that most of the tourists were female, accounting for 52 percent,
aged between 31-40 years, accounting for 34 percent, a diploma/bachelor's degree, accounting for 63.50 percent. Most of
them were employed as employees of private companies, accounting for 35.80 percent, and earning 30,001-50,000
baht/month, Accounting for 30.80 percent, as shown in Table 4.

Table 4. Number and percentage of general information of respondents

amount percent
male 184 46.00
Sex female 210 52.50
other 6 1.50
Total 400 100.00
18-20 years 4 1.00
21-30 years old 59 14.80
31-40 years old 136 34.00
Age 41-50 years 98 24.50
51-60 years 57 14.20
61 years and older 46 11.50
Total 400 100.00
Primary Education 10 2.50
Education Secqndary Education/Equivalent 27 6.80
Level Diploma/Bachelor's Degree 254 63.50
Postgraduate 109 27.30
Total 400 100.00
student 10 2.50
Employees of private companies 143 35.80
Government Officials/Employees of State Enterprises 82 20.50
Occupation Trading/Business Owner 115 28.70
General Contractor 29 7.20
other 21 5.30
Total 400 100.00
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Below 10,000 Baht/month 13 3.30
10,001-15,000 THB/month 38 9.50
15,001-30,000 THB/month 117 29.30
Income 30,001-50,000 THB/month 123 30.80
50,001-100,000 THB/month 75 18.80
More than 100,000 Baht/month 34 8.50
Total 400 100.00

2. Pushing and pulling factors that affect the motivation of Thai and Chinese tourists to travel to the Lao PDR

According to a study of the pushing and pulling factors that affect the motivation of Thai and Chinese tourists to travel
in Lao PDR. In this study, demographic factors (Dem) affect the push factor (Push) and pull factor (Pull). In addition, the
push and pull factors affect the motivation factors (Mot) for making travel decisions. The analysis is carried out in the form
of structural equations (Structural Equation Model: SEM) with the program Warp PLS 7.0. It was found that the weight
value of the elements (Cross-Loading). It represents the value of the relationship between the latent variable and the
observable variable of this structural equation. Values from 0.63-0.88 This is considered more valuable than 0.60 and
significant (Henseler et al., 2012) as shown in Table 5. From the analysis, it is found that the reliability of the structural
equation has statistical values that show the accuracy of the gauge in the equation as follows: The average path coefficient
(APC) = 0.599, P<0.001 shows the average degree of influence of the equation, and the statistical significance is less. The
Average R-squared (ARS) value = 0.616, P<0.001 assumes that the level of ability to explain the mean of the MOT
variable of the equation, which is greater than 0.20, is within the acceptable threshold and the statistical significance level is
less than 0.05 (Kock, 2017). Average full collinearity VIF (AFVIF) = 2. The Tenenhaus GoF (GoF) = 0.614 is above 0.36,
indicating that the explanatory power of the model is considered acceptable (Cohen's, 1988).

Table 5. Cross-loadings (Source: From calculation)

Demograph Tourism
Factors (ng)ID Y| push | pull motivation (IMot)
Entering Retirement Age (DEM1) 0.80
Empowering Women to Lead in Tourism (DEM2) 0.85
Your Income (Dem3) 0.85
Your level of education (Dem4) 0.73
Your Education Level (Demb5) 0.70
Your Nationality (DM6) 0.77
Your Past Travel Experiences (Pushl) 0.75
Your past travel behaviors (Push2) 0.78
Your own desire to travel (Push3) 0.81
Unique experiences to get from a travel trip (Push4) 0.75
Entertainment from travel (Push5) 0.71
The need to exchange and learn about your culture with other cultures. (Push6) 0.70
The need to meet people. (Push7) 0.70
Your financial liquidity (Push8) 0.73
Need to relax (Push9) 0.63
Finding information about the tourist attractions you are going to visit (Push10) 0.70
The atmosphere of the attraction (Pulll) 0.70
Service at tourist spots (Pull2) 0.82
Attraction Safety (Pull3) 0.85
Transportation Facilities (Pull4) 0.78
The marketing strategy of the services of the tourist attractions that you perceive (Pull5) 0.76
A new experience for you to shop for souvenirs at the attraction (Pull6) 0.79
Advertising to invite tourists from the government and various agencies. (Pull7) 0.81
Tourist attractions (Mot1) 0.80
Personal motivation (Mot2) 0.88
Emotional (Mot3) 0.88
Public Relations (Mot4) 0.67
Table 6. Latent variable coefficients (Source: from calculation)
Diagnostics Dem Push Pull Mot
R? 0.68 0.51 0.65
Adjusted R? 0.68 0.50 0.64
CR 0.91 0.92 0.92 0.89
Cronbach’s alpha 0.88 0.90 0.90 0.83
AVE 0.62 0.52 0.63 0.67
VIF 2.76 3.30 2.69 291

From Table 6, it is found that the decision coefficient (R?) of demographic factors (Dem) influencing the push factor
and pull factor R2 = 0.68, 0.51, respectively, the deck of push and pull factors influence the tourism motivation factor
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(Mot) R? = 0.65, adjusted R? has values ranging from 0.50 to 0.68, CR = 0.89 to 0.92, and Cronbach's alpha = 0.83 —
0.90, which is greater than 0.7 (Kock & Lynn, 2012). AVE = 0.52 — 0.67 is greater than 0.5, which is considered to be a
valid latent variable relationship (Henseler et al., 2015; Fornell & Larcker, 1981; Kock & Lynn, 2012), and VIF = 2.76—
3.30, which is less than 3.30 (Kock, 2015c; Kock & Lynn, 2012), showing that the variables are correlated at an
acceptable level, resulting in a reliable model and leading to the estimation results shown in Figure 4.

From Figure 4, when testing, the statistics are appropriate and within acceptable values. It was found that the
demographic factor (DEM) influenced the push factor and the pull factor, which are the transmission variables between
the DEM and MOT factors, with § values of 0.83 and 0.72 respectively. There is a statistical significance of less than
0.01 for the pushing factor. The pushing factor influences the tourism motivation factor (MOT) of f = 0.44 and has a
statistical significance of less than 0.01 (99%), and the pull factor had effect on the tourism motivation factor of =
0.41, which is statistically significant less than 0.01.

R?=0.65

Figure 4. Analysis of conceptual framework |

3. Factors affecting the decision to visit by high-speed train of Thai and Chinese tourists in the Lao PDR area

Based on the study of factors that affect tourism motivation. Therefore, the researcher has studied the motivation factors
in tourism that affect the return of travel according to the second conceptual research framework (Figure 3). The
independent variable is defined as a factor. Image of the tourist attraction and tourism motivation factors. The following
variables are the factors of returning to travel. The researcher studied the elements of the image factor of tourist attractions
to confirm the composition of the factors. The image of the tourist attraction is appropriate. By analyzing the survey
elements. (Exploratory Factor Analysis: EFA). Analysis of the elements of the image of tourist attractions, which is an
analysis of the Exploratory Factor Analysis (EFA) is 0.85, Bartlett's Test of Sphericity Equal to 1613.81, df is 66 and the P-
value is less than 0.01. It means that the information obtained is appropriate (Hair et al., 2010) as shown in This Table 7.

Table 7. KMO and Bartlett's Test (Source: From calculation)

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.85

Bartlett's Test of Sphericity Approx. Chi-Square 1613.81
df 66

Sig. 0.001

Then, considering the eigenvalues using the Varimax axis rotation method, it was found that there were 4 values above
1.00, as shown in Table 8, which shows that the image indicators of tourist attractions can be grouped into 4 factors.

Table 8. Total variance explained (Source: From calculation)

Component Initial Eiger_walues _ Extraction Sums of S_quared Loadings _
Total % of Variance Cumulative % Total % of Variance Cumulative %
1 4,518 37.648 37.648 4,518 37.648 37.648
2 2.035 67.819 67.819 2.035 67.819 67.819
3 1.667 13.894 51.542 1.667 13.894 51.542
4 1.049 8.742 60.284 1.049 8.742 60.284
5 .943 7.856 68.140
6 .660 5.502 73.642
7 .588 4,903 78.545
8 .558 4.652 83.197

When considering the factors, each variable has a loading value of more than 0.70 (Table 9) to represent the
grouping of factors of the variables. Cultural Environment The image of the social environment and the infrastructure of
tourist attractions can be classified into the same group and the latent variables are named to reflect the meaning of the
overall factor, namely the image of the tourist attraction.
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Table 9. Results of loading analysis

Component
1 2 3 4
The security and safety of buildings in tourist attractions such as buildings, stairs, etc. 0.77
The road layout is appropriate and accessible. 0.84
Cleanliness within tourist attractions 0.79
Unique natural uniqueness 0.81
There is a variety and richness of the landscape. 0.84
It has a beautiful ecological environment and abundant waters. 0.82
It has a highly recognizable traditional architecture. 0.83
Having local cuisine with an identity 0.81
There are activities of the traditional agricultural lifestyle. 0.76
Interaction of local people 0.81
Having a positive attitude of the overall tourism provider. 0.86
Reasonable pricing of goods and services 0.85

Questions

After studying the elements of the image factors of tourist attractions and studying the factors that affect the
motivation to travel, the factors that affect the return of Thai and Chinese tourists by high-speed train in Lao PDR are
analyzed from the image factors of tourist attractions (Ima). This includes 4 variations comprising the environmental
image of natural attractions (Imal), Cultural Environment Image (Ima2), Social Environment Image (Ima3) and Tourist
attraction infrastructure (Ima4). Then we took the whole of 4 factors to test the impact on the decision to visit again
(Rev). This is a factor combined with the mativation factor in tourism (Mot) that affects the Rev factor.

According to the model as shown in Figure 3, the analysis was carried out in the form of a Structural Equation Model
(SEM) with the program WarpPLS 0.7. The results of the estimation showed that the weight of the elements (Cross-
Loading It represents the value of the relationship between the latent variable and the observable variable of this
structural equation. Values from 0.67-0.90 This is considered more valuable. 0.60 and significant (Henseleret al., 2012)
as shown in Table 10. From the analysis, it is found that the reliability of the structural equation has statistical values
that show the accuracy of the gauge in the equation as follows: The average path coefficient (APC) = 0.674, P<0.001
shows the average degree of influence of the equation and is less statistically significant. 0.05. Average R-squared
(ARS) = 0.641, P<0.001 assumes that the level of ability to explain the mean of Mot variable in the equation, which is
greater than 0.20, is within the acceptable threshold and is less than 0.05 (Kock, 2011c).

Table 10. Cross-loadings (Source: From calculation)

Factors Imal | Ima2 | Ima3 | Ima4 | Rev Ima Mot

Environmental Image of Natural Tourism Sites (Imal) 0.76

1. Unique Nature (Imal.1) 0.81
2. Diversity and Landscape Integrity (Ima.2) 0.89
3. It has a beautiful ecological environment and rich water ( Imal.3). 0.72
Cultural Environmental Image (Ima2) 0.79
1. It has a highly recognizable traditional architecture (Ima2.1). 0.86
2. Having Local Food with Identity (Ima2.2) 0.87
3. Traditional agricultural lifestyle activities (Ima2.3) 0.82
Social Environmental Image (Ima3) 0.85
1. Local Human Relations (Ima3.1) 0.82
2. Overall Positive Attitude of Travel Providers (Ima3.2) 0.87
3. Reasonable Pricing of Goods and Services (Ima3.3) 0.79
Tourist Infrastructure (Ima4) 0.71
1. Stability and safety of buildings in tourist attractions such as 087
buildings, stairs, etc . (Ima4.1) )
2. The road layout is reasonable and accessible (Ima4.2). 0.90
3. Cleanliness inside tourist attractions (Ima4.3) 0.84
1.If you want to travel again, you will choose to travel to Laos first. (Revl) 0.84
2. You wants to travel to Lao PDR more. (Rev2) 0.89
3. You intends to introduce Lao PDR’s tourism to his family. (Rev3) 0.84
4. You intends to recommend Lao PDR tourism to friends and others. (Rev4) 0.81
5. You intend to review and share news. (Revb) 0.80
1.Tourist attractions (Mot1) 0.80
2.Personal motivation (Mot2) 0.88
3.Emotional (Mot3) 0.88
4.Public Relations (Mot4) 0.67

Average full collinearity VIF (AFVIF) = Inf. This is because the variable analyzed is redundant, which can occur if
the secondary latency variable is generated from the first-level latency variable. Sympson's paradox ratio (SPR) = 1.00
shows that there are no cases of Simpson's paradox in this model, and the R-squared contribution ratio (RSCR) = 1.00,
which means that there is no negative R-squared value, and the statistical suppression ratio (SSR) = 1.00 and the
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nonlinear bivariate causality direction ratio (NLBCDR) = 1.000, which is higher than the threshold of 0.7 (Kock,
2021). Table 11 shows that the decision coefficient (R2) of the image factor (Ima), which is measured by the factors
Imal, Ima2, Ima3, and Ima4, R®> = 0.60, 0.64, 0.73, and 0.52, respectively, while the Ima factor, the Mot factor,
influences the Rev R2 = 0.71 factor, the Adjusted R? has values ranging from 0.52 to 0.73, the CR value ranges from
0.86 to 0.92, and Cronbach's alpha = 0.75 — 0.90, which is greater than 0.7 (Kock & Lynn, 2012).

Table 11. Latent variable coefficients

Diagnostics Imal Ima2 Ima3 Ima4 Rev Ima Mot
R® 0.60 0.64 0.73 0.52 0.71
Adjusted R 0.60 0.63 0.73 0.52 0.70

CR 0.86 0.89 0.87 0.91 0.92 0.86 0.89

Cronbach’s alpha 0.75 0.81 0.78 0.84 0.90 0.80 0.83

AVE 0.67 0.73 0.70 0.76 0.71 0.62 0.67

VIF Inf Inf Inf Inf 3.64 Inf 2.90

The VIF value of the Rev factor is 3.64, which is less than 5 (Hair et al., 1987; 2009; Kline, 1998; Kock, 2014a;
2021a), and the VIF value of the Mot factor is 2.90. which is less than 3.3 (Kock, 2015c; Kock & Lynn, 2012).

From Figure 5, when the statistics are tested, they are appropriate and within acceptable values. It was found that the
image factor of tourist attractions (Ima), which is the second measurement factor, was measured from 4 factors: the
environmental image of natural tourist attractions (Imal), § = 0.77, which was statistically significant less than 0.01, the
cultural environmental image (Ima2), B = 0.80, which was statistically significant less than 0.01, and the social
environmental image (IMA3), B = 0.86 has a statistical significance of less than 0.01, tourist attraction infrastructure
(Ima4), B = 0.72 has a statistical significance of less than 0.01, where the Ima factor has resulted in a Rev factor of =
0.47, a statistical significance of less than 0.01, and for the Mot factor that affects the Rev factor, the value of p = 0.42
has a statistical significance of less than 0.01.

Figure 5. Analysis of conceptual research framework Il

DISCUSSION AND CONCLUSIONS

Based on the study of the motivations of Thai and Chinese tourists in the Lao People's Democratic Republic, after the
opening of the Laos-China railway service, by collecting questionnaires from Thai and Chinese tourists in the four
provinces of Lao PDR, traveling by Laos-China high-speed rail, 400 people, most of whom are female, have a
diploma/bachelor's degree, and have a career as an employee.

A Study of factors Affecting the Motivation of Tourists to Travel in Lao PDR found that demographic factors included
Entering the retirement age, Giving women leadership in tourism, and Increasing the number of women in tourism, Income,
Education level, Single status, and Nationality affect the motivation of Thai and Chinese tourists to travel to Thailand. In
addition, there are pushing factors such as: Travel experience, The need to travel, The need for cultural exchange and
learning, and pulling factors such as: the Atmosphere of tourist attractions, Transportation Facilities, The safety of tourist
attractions (coefficient = 0.41) is a passing variable between demographic factors and the motivation of tourists to travel.

There are opinions about the image of tourist attractions for Thai and Chinese tourists in Lao PDR. The results are
found that the image of tourist attractions is divided into 4 aspects, which tourists pay attention to in each aspect. As
follows: 1. Environmental image of natural tourist attractions, which pay great attention to all aspects, namely the
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uniqueness of nature, the diversity and richness of the landscape, and the beautiful ecological environment and fertile
waters. 2. Tourists pay a lot of attention to highly recognizable traditional architecture. 3. Social environmental image
Tourists attach great importance to the human relations of the locals and the positive attitude of the tourism provider as a
whole and 4. Tourists pay great attention to the security and safety of buildings at tourist attractions in Lao PDR.

These variables are then considered in conjunction with motivation by studying the motivational factors and image
factors that affect the decision to repeat the visit by high-speed train of Thai and Chinese tourists in the Lao PDR area. We
found that the variables are: environmental image of natural attractions. Cultural environment. The image of the social
environment and the infrastructure of tourist attractions can be classified into the same group as one factor, namely the
image of tourist attractions. This affects the intention of returning to traveling again. Together with tourism motivation
factors, such as incentives from tourist attractions. Motivation from individuals or incentives from the publicity of tourist
attractions that affect tourists' intention to return to visit again. The image factor of tourism in the Lao PDR has a positive
influence on repeat tourism rather than motivation and the cultural environment.

Based on a study of the level of opinion on the image of tourist attractions of Thai and Chinese tourists traveling by the
Laos-China high-speed train in Lao PDR, we found that tourists pay attention to the image of tourist attractions, whether it
is the natural identity and the unique landscape of tourist attractions. Traditional archite cture in tourist attractions This is
in line with the words of Nopsuwan & Chansri (2021), who said that the image of a tourist attraction is important for the
decision to visit both in the past and in the future. Therefore, tourists pay attention to the image of tourist attractions.
Those who related to tourist organization should have good management to create good memories for those who come to
visit and so that the image of the tourist attractions makes an impression on those who visit.

Push and pull factors that affect the motivation of Thai and Chinese tourists to travel to the PDR. It was found that
demographic data affects the driving force and pull off tourists to travel because different genders, ages, education
levels, and income levels will affect different tourism motivations. In addition, this study shows that the difference in
age, gender, education level, or even the income of tourists affects transmission factors such as driving factors and
pulling factors of tourists, which affect the motivation of tourists to visit, by pushing factors such as experience, desire
to travel, or even the desire to get new experiences from tourist attractions, and for pulling factors such as atmosphere,
service at tourist spots, and safety of tourist attractions, it will result in tourists having motivation to decide to travel
which consistent the study of Boontham & Busapruek (2021); Ngondo et al. (2024) It was found that the main driving
factor that motivates tourists is relaxation and new experiences to get from tourism.

Factors affecting the decision to visit by high-speed train of Thai and Chinese tourists in Lao PDR are found that the
image factor of tourist attractions affects the return of tourists due to the unique natural identity of tourist attractions, the
diversity of landscapes, or the security of buildings in tourist attractions. As a result, tourists are impressed and returni ng
to the tourist attractions supports the study of Kotcharee et al. (2021) by those who found that the return trip of tourists
is based on the image of tourist attractions, such as good beaches. Attractive local food, suitable accommodation, and
the motivation factors for tourism in this study also affect the return of tourists.

Due to the attractive tourist attractions. Personal motivation to travel for leisure or new experiences. The mood of
tourists or even the publicity of tourist attractions will affect the return of tourism (Um et al., 2006). Therefore, the
impact on the return of tourists depends on the motivation of tourists in tourism to relieve stress, to learn about the
culture, or even to motivate them because of the publicity of tourist attractions.

According to the results of the study, tourism in Lao PDR is reflected in Thai and Chinese tourists who decide to
travel to Lao PDR. In addition, the main factor in travelling to Lao PDR, that is the motivation of tourists, comes from
the demographic factors of the tourists themselves. Creating a good tourist image of the Lao PDR in all tourism -related
structures. It is a very important variable that will bring a response to the intention of travelling again. For this reason,
the relevant agencies, especially in Lao PDR, should have guidelines or measures to develop and promote the country's
image in all dimensions. This is to encourage Thai and Chinese tourists, who are the main tourist groups, as well as
tourists from other countries, to meet the demand for repeat tourism in Lao PDR.
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