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Abstract

Purpose: Ayutthaya is one of Thailand’s most important cultural and historical tourism destinations
and has long been popular among Chinese tourists. However, a review of the existing literature indicates
that systematic empirical research in Thailand examining the relationships among Chinese-language
service levels at tourist attractions, perceived quality, service satisfaction, and behavioral intentions
of Chinese tourists remains limited, particularly studies grounded in a specific destination context.
Accordingly, this study adopted Ayutthaya, Thailand as the research setting and focused on Chinese
tourists who have visited the destination with the aim to examine the effects of tourist-perceived quality
on Chinese language service satisfaction at tourist attractions and tourists’ behavioral intentions, as well
as to further test the mediating role of Chinese language service satisfaction between perceived quality
and behavioral intentions, thereby addressing the research gap in the field of Chinese-language tourism
services in Thailand.

Study Design/Methodology/Approach: This study employed a purposive sampling approach and
collected data through an online questionnaire survey. The sample consisted of 198 Chinese tourists who
had previously visited Ayutthaya, Thailand, primarily including students majoring in Chinese from China
and those enrolled in International Chinese Language Institutes. Data analysis was conducted using SPSS
26.0 for descriptive statistics and 95% Confidence Interval (95% CI) analysis. In addition, Confirmatory
Factor Analysis (CFA) was performed using Mplus to assess the reliability, validity, and model fit of the
research constructs.

Findings: The results indicate that perceived tourism quality has a significant positive effect on
tourists’ behavioral intentions and also exerts a significant positive influence on Chinese language service
satisfaction at tourist attractions. Furthermore, Chinese language service satisfaction has a significant
positive effect on tourists’ behavioral intentions. Mediation analysis revealed that Chinese language
service satisfaction partially mediates the relationship between perceived quality and behavioral
intentions, suggesting that perceived quality can enhance tourists’ behavioral intentions by improving

their satisfaction with Chinese-language services.
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Originality/Value: By conducting an analysis in Ayutthaya, Thailand, this study empirically
verified the mechanism through which perceived tourism quality influences the behavioral intentions
of Chinese majors from China via Chinese language service satisfaction at tourist attractions. The
findings contribute to filling the theoretical and empirical gap in research on Chinese-language services
in non-English-speaking tourism destinations and provide practical managerial implications for tourism

practitioners in Thailand.

Keywords: Chinese Tourists, Perceived Quality, Chinese Language Service Satisfaction, Behavioral

Intentions, Ayutthaya
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FEREZART, 6T F E 3 B Ui 5t m PO I 5539 = FE AR SRt AT B A IR . H i,
CHMIV R EEED T 28040 (Wat Traimit) FAIRF (Xu, 2018), P24 &L
(Wei et al., 2024). Huang (2018) f5Hi, & fh=FHIDGEIRS-FAER N 138, BT “AHE"
Ko Ik, BB URNIR I AR eI s i AT R S5 R I . 7R R AR 5
B2 R 5 R, 3 X AT B AL RO AR 55 T R 5 S [ 2 ] 2 [ 44 S5 sl o ) i R
BRTRIEIARSS . BRI, ASCANA BDERET REFAMDOERS, REFEN HARET HEE
5l R BRI, AT 2R BRI L AETE 5 k55 5 88 SCAL R T AR e S RF 5 S 2% .

AR 22 1 i Ui s B Y, OKIBURT g sk 8 el o B R A SO 5 I sk gt k. 14 % 18 4],
RIIFENZRE KL 417 . EHERE, ERERZ L smd, K2Rz E
iAW H B2 — (Huang, 2018), B T8 SR I, IR I 77 TH] R B -0 i 2% 7K~
3G n e SC PR A DOE PR R ECR, DURTH T R AR . 2R B RTIR, ARBEITIAA,
RIRF CA LR JE (4 7 S0 R 25 SO (B R R 3038 2 R 51 R & v B %, K0T g sk 8 [
(Ayutthaya Historical Park Office) & ZH X il 5% I B B4 Rk, AWFFT LA 1T
A FER A ARG, R R X o R AR AR, B TR AT, BRI
] 897 75 1) SR R R A DB IR S5 i R R &R

ARk, BEARERR O AL TR RN R R SRR AT N2 5K
ZRIWFF (Tran & Le, 2020; Won & Kim, 2020), {HA&FX}Z iRl 5 i, JH & RIWURF iR 24T
N BRSSO E Z . Hu et al. (2020) £F3E T 11 ANSFRARA - B A TR, FIX
W BB Z WA R, HAURE B R X NS, SORRRIE . IR, R RS
FAFERFEZ AT, X5 AT R R0 T & 32 8 34 Han (2015) fe i, HATE
X F L Ui AR R IR EI B . TR SIREAT N R RIBE A, AR F#HIRA
G HT 2 I ORI AR BRI B DU IS5 R B 5 h [ ik 2 A7 A B A AR LA .- Chou
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(2025). Luo I Chou (2025) #45 H REREIEZE PITREY 9K, 58 8 DOEAH O Tl 19 531 2 1,
SR ASHIF 78 R IAE o B AR Fe, L [ 8 DO AR O B b 2 AR AR Ay it i S AU 72 0 R B A
R R ERYE . PR 5 2R BRI I ST 2 R T — b B R B AR, A DUE
TV A B RREAT o e I R A O DA S ot o S R 55 R JEE IR AR FEAR R R 2 o B
ARHETE B AR AN — RIS, RGIRIT 2R B ORI RN B DU R 55 1 3 B x
T EEE R AT AR E MR, A DGR SR R XA R R 2

B E

B 5E, AHE T B AR IR 28 B IO I s 2 el P9 A R i e 00T R 55 R 5 LR AT
AR50 2R o S I 20 M I 2 oF SRR 5 S A 2 i b AT TR DU IR 5 R, 3k — PR DB
JEE 2 AR 50 o R 72 B R IR IR AT N Rk, AW T4 R e 9 %8 B ik i AT M AR DU i
S5 07 ISR, USRI P B R A0 SO KR T I ST e itk 2 ik i 22 5 X K e
(]I R AR 27 AR 9% T 168 T 2 SRR o e 0 KR D v e 5536 35 B R AT T L 2 1

SCHRSRR

D F A

5 R FHAFFE (Affective Events Theory, AET) = BLER T 53 TE A i 48 b (1) 175 S 4,
FWF T IX LR A AT e A LS 54T, NI 51 R A L RARAT  (Weiss & Cropanzano,
1996). A T8I FH 12 FE AR KAy 3 77 U 2 140 JR 0 o 2 AR O TR 45 i A B2, R LA IR 55 o D il 7%
ITREERXR.

BEE XL

ik %47 A=K (Tourism Behavioral Intentions): ASHF 7Tk Fishbein Al Ajzen (1975)
IR, R AT 9 R JE 7 AR X R S AT N T B L P B, R AN ZAT A I T
RE AT o

i (Perceived Quality): ASHE 7K HE Hu et al. (2020) %€ X, %05 & A il
FAEHRRE IR H 5 T SR AR b, XSt IX AR A 1 % DU 55 S I R AT SR A M VAN 1
U H

PUE RS = 5 (Chinese Language Service Satisfaction): X4l Zeng et al. (2014) []5E X,
AT TR DB e 55 T 2 B S R e A AE o R o, LU A P 5 SR A3 0396 A2 ) i A 1 A 150, %
Z 5 R

RIS

AT AT FH P B ] BRI X RS (K, AT s/ #R 4 & (Tbrahim & Borhan,
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2020). BLAh, BFFUHR BB R B = O R —— AR TR RIS S B R R AT
(Jietal., 2016). H. Perugini et al. (2001) $i& tH 3k T3 i SR AT IME = 52 iR AT s BRIk, AR5
R, A oo P R R O 5 2 B v e o A B DR IR S5 R B, BRI 4R = HOR & AT N, Sun et all
(2020) 145 MR AME IE 2R AT s T RIRSCHR, A FUHE B SR 1

HI: i R 0 o B0 iR 24Ty i L A e 2 IE 1] B

Chaturvedi (2009) UF SE i e & ENAME 1E [7) 52 W i 23 =5 Sun et al. (2020) .75 H & 51
M IE A 520 R . Han (2015) PLTGE R LSt X ORI 78 XA, 78 il 5 VR B SR HUJi 22 47 A B afe
fBEat b, 9 BB (B 23 TE S M AR AT NI A0 TRk, AR AT, e ik
TP AR 2 Bt v e 2 1 JRR R DA I 95k A FEE o D o R U R O I 55 i 738 JEE A P 9 v R,
WA TR T AN B W AR HED, AR FU4R AR K 2:

H2: it e a0 o s R T R 45 T i P 7 AR A IR T B

Ryu et al. (2012) F8H, U & SR IR AT A= AR IE TR M, 2 TR 2547 4 1) E 22
FEhRo Tran A1 Le (2020) JEiL 5t 220 44 Wi 2 A7 VA B 45 TR0, IR 55 5 a3 gk gt 20 7 0 ik %%
A7 A R A1 IR 1R 520, B g s il S il iR AT VB . Won AT Kim (2020) 45 H
T AR, WK RS BT IR SCER, A FUHE TS B IR 55 R R e
AT R EFAERAE RN, JER R AR 3

H3: JRENDUE IR 55 09 B R R AT i B AR R A IE T 52

B4, Chaturvedi (2009) fif Hi iR R ME B, S 8, BEMIR m Bt MR & AT A
Bl Mo et al. (2022) KN, W& RS IREAT NERIZ I BATIER K R. 1EAE, Sun et al.
(2020) 53E T W &R ANME SR BEAT N Z I OC R, 45 HBHMNME IE 17 500 3 5

Han (2015) 76 H G Tkl OB AIME . TR SIREAT R KRBT, e BB R
SRR EERIREAT N Zhao et al. (2025) F1 Wang et al. (2025) i 72 B 45 Hi B {12
o U R R, TR B RR AT N, DRI, MR O B (R, SE AT AT AR AE
B DO IR A5 B IRAF IE RS, AR T HDOE RS B 45 AR, AREEFEiN N, A
TEX BT RS R P AR IR T s, HEfIR mR AT AR BT BIRSCER, AHF SR T
1Bis 4:

H4: JRENDCTE R 55 196 8 FE AR i B T it 5 i AT v DR RN B b AR

MR SCHRZER, AR R BR I aR . AR ERR E I 1 AR,
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Figure 1 Conceptual Model Diagram

LIRS

FEA R B

A TR M R AL, T 2024 RN 8 240 53 KR 3 s 2 el it i 1) i R 2 AT R
KL RIS, RORLS W 2R 2R B R v R Ui (32 By vl [ DU AR Ol A ] B o
SRR TR, St 230 AR EEEDGERIBCE A LR AR IR, BRI
32 f, FEEWCH RS 198 . HR4E Tinsley F1 Tinsley (1987) HIBF AL, 185 A 3%
FHCZ R 1:10 R EAG HIARAE . AT IR E WSS 17 AN, Bk, HREE 170
WA NG AR 7198 I B A, 765 E ZRIIFRME (Tinsley & Tinsley, 1987).

AW FEL R REEAS 197 4o FESFR AT, 18-24 B2 Ui 3H 142 N, 15 72.08%;
25-30 B 29 N, 15 14.72%; 31-40 A 10 N, [75.08%; 41-50 %89 N, 54.57%:; 518K
PLER 7 N, b 3.55%. fEMERIHE, BYHZUiEILH 60 N, 30.46%; LA 137 A,
5 69.54%. X T AR R IR T SUIRS BibR s 2 B S R ERIEH R B, HE
BT MZUIEILE 196 N, 5 99.49%; [HI% T MZUIE 1A

WETE

R FAR R RERIE TN S, HREAP RN =, 7 FidB8%, wF:

LRI EER, BAAENAES% Hu et al. (2020) $2H 09 11 ASBRE1 R & 20
bR, SEFWR, AROPFN AT T BB, IgmbI e 11 MR EEE . ERAE
RN RIRT () KCIBURT 1 B0 2 I P58 2 e ELOGE & S 27 L S R IBURT I R3URT g sk A [l
SOUMRE HAEAS—F 27 5 RN RIRRT (¥ KI8T 7 sk 28 I 1A 5t AN R B it v v HL 7
fn 27 £ i)

2. WHBIRS W EIEER, BHITESHE Mo et al. (2022) HIEZR, FEHRIE RIURGHG 2
BARNEOUESL T DOE RS ERE =B H . DOBIRS RN &S H S “FE RN 7 52 Al

N
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2, PUE IR S5 AEFRGEAFARIE . “AE RIS A R OB RS, IREZ” 5§ “7EXR
$0RF 7 58 A el it Y AT A P 0T A 25 B o I AR A7 55 1) R
3. IEATNEEESR, AWF5H Mo et al. (2022) 5 Evanschitzky et al. (2006) &%,
TRBAT AR B S = TR gs Hofh N7 23X ORI RS “FRs Al N Rl iR
KR 5 AR AT IR -
KT ERBIRA T 5 il Likert B3, MRIEWHEEAT N “BAWHE" 8 “BaAR
R, MEEEN S 5 AR B 1 CREAHE.

BrRER
BT SRR Rk

AT 5K F Mplus £15%F 17 N8 H AT IGUEYE R 7. S5 3RC R WnE 1 5% 2.

Table 1 Descriptive Statistics, Reliability, and Correlations among Variables

Variable Mean SD 1 2 3
Chinese Language Service Satisfaction 4.672 0.641 0.885
Behavioral Intentions 4.591 0.740 0.643%* 0.953
Tourism Perceived Quality 4.606 0.587 0.705%%* 0.653%%* 0.955

Remarks: *p <0.05, ** p <0.01

1M, BT ALN AVE PR, YIRTFMHEREUE, AW & B SR T 5
HATHER G 0T, 45 R B RDOE RSB E R FMEN 4.672, iRETNEEPFEMEN
4.591, RSN BB 1A N 4.606. TEARSPINEUE AL 4.50 DL, BT A S VRN

Table 2 Model Fit Indices

Indices %2 df P y/df TLI CF1
Recommended Criteria - - >0.05 <3 >0.8 >0.8
Results of This Study 775.334 116 0 6.684 0.846 0.869

B2, ARWFFRA Mplus SR G HRPRBEAT 200, BT A S A Fe AR SRR
G i (Schumacker & Lomax, 2004), H CFI > 0.8 (Zhang & Zheng, 2012), TLI > 0.8 (Ullman,
2001).
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Table 3 Average Variance Extracted (AVE) and Composite Reliability (CR)

Variable AVE CR
Chinese Language Service Satisfaction 0.783 0.975
Behavioral Intentions 0.909 0.968
Tourism Perceived Quality 0.912 0.969

#3, AW 3 ABERN AVE EHARED 0.5, H CRAWIE 0.7, RRAH AL R
I SRA R

IR LI g LR, AT ARSZEMN VIF EAT 1.974-2.297 Z 1A, f&TH A
WrksdE 5 (I 72 0% (Tolerance) N+ T 0.435-0.507, Ui FIAHE SRR AAF 46 B & 1 % &
SEERIE R AR, W] HE— D AT R E AT

EIPEEA IR S

AW TS HT Rl SPSS 26.0 34T 95% CIL 43 #rs 3% 4 NEIESHT 45 3.

Table 4 Regression and Mediation Analysis Results

95% CI
Path Effect SE z/t )4
Lower Upper

Tourism Perceived Quality (X) — Chinese 0.326 0.129 0.406 0.070 4.661 0
Language Service Satisfaction (M) —

Behavioral Intentions (Y)

Tourism Perceived Quality — Chinese 0.768 0.658 0.878 0.056 13.749 0
Language Service Satisfaction

Chinese Language Service Satisfaction — 0.425 0.261 0.589 0.083 5.119 0
Behavioral Intentions

Tourism Perceived Quality — Behavioral 0.490 0.311 0.668 0.091 5.403 0
Intentions (Direct Effect)

Tourism Perceived Quality — Behavioral 0.816 0.681 0.951 0.068 11.913 0

Intentions (Total Effect)

Remarks: CI = Confidence interval; SE = Standard error. All effects are significant at p <.001

H B 4 550, 1% X->M=0.768 (p<0.00D), #HEM-Y = 0425 (p<0.00D), R
= 0.816 (p < 0.00D), EFEMN = 0.490 (p < 0.001) NEH, VNI HA, FIHEE 1
P& 4 or. HHast RAE 20T 2.
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Total Effect: B =.816***

Direct Effect: B=.490***

Chinese Language

B=.768"** Service Satisfaction (M

B =.425%*

Tourism Behavioral
Perceived Quality: s s o oo e Intentions (Y)
(X)

iy
-

Remarks: *** p <0.01

Figure 2 Result of Conceptual Model Diagram

MR ER I T3 5.

Table 5 Summary of Hypothesis Testing Results

Hypothesis Description Result
H1 Tourism perceived quality has a significant positive effect on tourists’ behavioral intentions. Supported
H2 Tourism perceived quality has a significant positive effect on Chinese language service Supported
satisfaction.
H3 Chinese language service satisfaction has a significant positive effect on tourists’ behavioral Supported
intentions.
H4 Chinese language service satisfaction mediates the relationship between tourism perceived Supported

quality and tourists’ behavioral intentions.

wHig
AW FEZ DI B3R AT SR SCHF,  BoR B SO AT R AP RO RE 7). o, BFFu4s

RSB o B I 2 TR AT R R B B IR R, ELJBR o R 7 S I ) S U I 55
B, KI5 Han (2015) FIBFFCEE 1 — 20 120 FUH8 R 16 B b A0 R o Bl il 4
THF s e, B b et YT EIR S HERE T . BEAh, Ni (2024) DLz R WL i WO BF 5T
XGRS, SRR N AR G SR R R AOR B R . ST, AT
TN, AR AR (g B ORI ) R4S & i R AR A I, T RERE— D R
Xt H ) S A D[R] B S T
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[FIF, AHFFELE RIR S Bai 1 Guo (2010) A FE AR, 0 i 5T & ik i Al 95 AL RE
BEAR T2 I AR I IR Z, I RE3 s 2 %t H R I B 45 5 c i A B sk, JEIm A il &%
PR RIS S IRV R AT R o EIR S IR R SCRE TR B AR ARIEAT R T IO
MO o ASHI FEIGAIE T R 55 6 T O A SRR T A 5 i AT D B ) BT R 4 R A £
RN T AR AR AT R I, IR AE S BRI R DU IR S i AR, [
SEAL AT R S RIUERN T ORI A0 AU B L R DU IR 55 BIL 1) B S UE R 58 Bk 1,
I RL T HESEE AR H A3 TS S RS I R AT R AR

BeAh, ABFFRIEIE 99% Hh EEENF R (LADUBM T4 RN FoR ki 2
T REDOEIRS, REES RS RIRATRIFARLS b B AL R ZIEH S R —E
(K198 5 1 L g S AV RE /g, DUE R SS I R R BETD AR oA AT e B B 2 e TR R
WA REoR, W BRI B, HORDGE IR S5 R SRR B N ey, 3 PR AR SR EL iR
SRR HERE IR T BE P . AW TV T B — B SRS Ak, Bl i i B 7 ]
e 2 J 2R AT = A S AR HL 2 I

4

ASHIE T VA2 B R IBURF N BIE FEIG 58, SEIEARR I IR0 BT B . DU RS B 5 R AT N
IR 2R, BEA R Bon BRI B R AT R B A B IR AR, HDPGE R S5 R A
HorpoR R R AR, OIEAN 7 ORIWOR A AR B FC A SRS (1, IR %R kil AE
W RT3 /1308 .

MWEBRRRE, T ERABREXT BRI E R LR, ABEFAN, KR
FISCAESE . (RIS BN SRS (U RS, BLURIER Hoed i DA SR
Wite, WA B TR EW AR IR T Hu et al. (2020) MIFFFEEIL, RIRRAE SRk
R BT M SE OO A B SRR, DAA R T L 2 (R AR

AT T VORI HiR il e 2 3 5 S ik 16t 5 Ot B A s, 0 BT M 2R AR 1k
SAEP b (LA 2% 830, MRS B, JF 3R m BRI A B 0 5] ) 5 A7 d
RIS, G LR B PRI & 530 IR S, nrh SO iR Ss R B M SOl R RG0S . B Ry
BARTE iR R AR R, KR A R Dl EA T % R DUEM R T2
AT e L, BT A FE 9 BE B 51 77 1 R Bk e H P o
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