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Abstract— This research aims to study the level of opinions on the
image of tourist attractions of Thai and Chinese tourists who traveled
by the Laos-China high-speed railway for repeat visits after the
opening of the Laos-China railway. The study was conducted with 400
samples using both Thai and Chinese versions of a questionnaire. A
convenience sampling method was used. The analysis was conducted
using Confirmatory Factor Analysis (CFA) with Structural Equation
Modeling (SEM) in the Covariance Based model. The results of the
study revealed that the image of tourist attractions consisted of the
following: 1. The environmental image of tourist attractions and 2.
The infrastructure image of tourist attractions, which affected the
decision to repeat visits in the same direction. From the results of the
study, creating a good image of tourist attractions along the
Laos-China railway route in regard to all structures is a very important
variable that leads to the intention to repeat visits. Therefore, relevant
agencies in the Lao PDR, Thailand and China should give importance
to the promotion of the country's image to encourage groups of both
Thai and Chinese tourists to return to visit the connecting route from
Thailand via Laos to China.

Keywords— Laos-China Railway, Thai - Chinese tourists, GMS,
Tourism image, Repeat visits

I. INTRODUCTION

The World Travel and Tourism Council (WTTC) predicted
that global tourism in 2024 would return to growth (Tatreview,
2023). At the same time, one of the countries of interest in
regard to tourism in the Asia-Pacific region is focusing on
economic recovery using the tourism sector as a driving force
(Nonthapot, 2020; Nonthapot and Watchalaanun, 2024),
through the Laos-China Railway that connects Thailand to
Yunnan Province, China, via the Lao People’'s Democratic
Republic (Lao PDR or Laos). After the opening of the
high-speed train service, the number of tourists visiting Laos
increased. The Laos-China railway route connects China and
Laos at Bohan checkpoint, Xishuangbanna Dai Autonomous
Region, China, with Laos at Boten, passing through Luang
Prabang and ending in Vientiane, and is currently being
connected to Thailand, as shown in Figure 1. As a result, many
tourists are interested in the Laos-China railway route,
especially for tourist attractions in Laos. In 2023
(January-March), 344,405 Thais and 143,312 Chinese tourists
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traveled to Laos (The Laotian Times, 2023).

The Laos-China Railway route runs through various provinces
in Laos and Yunnan province of China. The main stations are
Vientiane Station, VVang Vieng Station, Luang Prabang Station, and
Muang Xay Station. Each station has important tourist attractions
and is a target for tourists traveling to Laos. In addition, Laos aims
to attract 1.4 million foreign tourists in 2023, with tourism revenue
of approximately 340 million US dollars (The Laotian Times,
2023). In order to attract tourists, tourist attractions need to
motivate tourists to travel by presenting their unique identity
(Buhalis, 2000). In addition, the creation of a positive image of a
tourist destination is an important element that directly affects the
travel decisions of tourists in the modern era. The creation of a
good image does not only arise from the presence of natural
resources or outstanding culture but also requires -effective
communication to convey the value and attractiveness of the
destination to the target group (Choi et al., 2007).
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Fig.1. Laos-China high-speed railway route (CGTN, 2019).

In this regard, in the process of image communication, it can
occur both from official marketing media, such as
advertisements, tourism websites, social media, as well as the
words of other tourists through reviews or direct experience.
These factors all significantly affect the feelings, beliefs and
attitudes of tourists towards a tourist destination. Especially in
the digital age, the perception and interpretation of the image of
tourists can change quickly from the information received
through various online platforms. A positive image not only
helps to create motivation to travel but may also affect the
expectations and evaluation of the experience when actually
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traveling. If the experience is consistent with the perceived
image, one of which is the experience of traveling by
Laos-China railway (Sihabutr et al., 2025), because satisfaction
and emotional stimulation will occur, which can lead to other
positive behaviors, such as returning to the same place or
recommending others to visit the same place.

After the opening of the Laos-China railway, the flow of
tourists from various countries has started to expand
significantly. This railway is not only an infrastructure that
facilitates travel, but also an important gate that connects the
tourist attractions of the Laos with China and Thailand
(Sihabutr et al, 2025). The tourist attractions located along the
railway route have attracted more attention, especially the
destinations that are important in terms of culture, history and
nature. Both old and new groups of tourists are likely to plan
trips to visit these areas continuously. However, motivating
tourists to be interested in visiting or returning to visit depends
on the image of the tourist destination as an important factor.
Although the infrastructure is ready, if there is a lack of good
image communication or a lack of understanding of the tourist's
point of view, it may cause some areas not to attract tourists to
their full potential. Currently, studies related to the image of the
tourist attractions of Lao PDR, especially the areas connected
to Thailand via the Lao-China railway route, are still very
limited in terms of space and depth, which need to be paid
attention to develop more sustainable tourism promotion
methods.

This research aims to study the image of tourist attractions,
which affects the decision of Thai and Chinese tourists to
revisit Laos by high-speed train. The results may be useful in
planning and implementing a tourism image policy in regard to
the Laos-China Railway to encourage tourists to return and to
attract new tourists to Laos. This may increase income both
directly and indirectly and lead to the economic development of
each country.

II. LITERATURE REVIEW

A. Image of tourist attractions

Tourism images are considered an important element that
affects the behavior and decision of tourists in choosing a
destination. The image here does not mean only the external
appearance of the place, but it also means all the feelings,
beliefs and perceptions that a person has towards a place.
However, it is caused by awareness, learning and experience
both directly and indirectly accumulated continuously. The
tourism image can be reflected in many dimensions, whether it
is physical dimensions such as the beauty of nature, climate or
buildings that are important symbols of the area, as well as
social and cultural dimensions such as the friendliness of the
local community, safety, cleanliness and comfort in travel. It
also includes the emotional experience that tourists feel when
interacting with the place. Word of mouth from other tourists or
even social media in today's era, which serves as the main
channel for information about each tourist destination, these
influences can create positive or negative expectations and
affect the consumer's decision whether to travel to that
destination, especially in an era where tourists have many
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choices.

Managing the image of tourism can bring great importance
to that tourist attraction. Good management of tourist
attractions must create credibility and recognition for tourists.
It can create experiences and lead to shared experiences from
tourists directly and indirectly. This includes the perception of
four types of advertising and public relations (Tsiotsou &
Goldsmith, 2012). Baloglu & McCleary (1999), asserted that
having a good image in terms of tourism perception consists of
1) an image resulting from perception (Cognitive Image), 2) an
image resulting from feelings or attitudes (Affective Image)
and 3) an overall image (Global Image).

B. Concept and theory of revisiting

Tourism is not only an activity to relax or escape from the
monotony of daily life, but it is also a process related to the
behavior, perception and decision of tourists at any time.
Boontham & Busapruek (2015) stated that revisiting refers to the
intention to revisit. The good experiences that tourists who have
traveled before result in satisfaction from traveling and increase
the willingness to return in the future. Explained that the intention
to return to visit again means the willingness of tourists who have
experienced traveling to a destination before and are satisfied with
the experience that leads to the intention to return to that place in
the future. The important factor affecting this behavior is
satisfaction, which is considered a direct factor that stimulates the
positive feelings of tourists.

According to the concept of Chen and Tsai (2007), tourist
satisfaction is the result of a comparison between pre-existing
expectations and the actual experience received during the trip,
and tends to lead to positive actions such as referrals, referrals
and repeat visits, which, in terms of marketing, keep existing
tourists coming back to use the service is much less expensive
than attracting new tourists.

In addition, humans are rational and use their own information
before deciding to act on their intention to perform such behavior. In
the field of behavioral science, the concept of repeated behavior can
be explained through the theory of planned behavior, which points
out that human behavior, especially decisions about any action, is
often caused by intention (Intention) that is influenced by three main
factors: attitude (Attitude), social norms (Subjective Norms) and
perception of self-control (Perceived Behavioral Control). In the
case of tourists, the decision-making behavior to return to the
original tourist destination is the result of a rational evaluation
process using the information they have, experiences, the opinions
of the people around them, as well as the ability to control their
actions. Hence, tourist behavior reflects the prediction of future
tourism behavior (Baker and Crompton, 2000). While, Tang et al.
(2022) found that destination image was linked with tourists'
willingness to return to rural tourism under structural equation
modeling (SEM) analysis.

In addition, Chunsan et al. (2021) studied the intention to travel
and revisit from the perspective of Western tourists traveling in
Phuket Province, Thailand, by collecting questionnaires from
Western tourists. By using structural equation analysis, it was
found that the most important factors were the image of the tourist
attraction, value for money, and satisfaction, which affected repeat
visits. Therefore, it is proposed to promote the image of the tourist
attraction and increase its potential, develop the highlights of the
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place, and find strategies that give tourists value for money to
maximize satisfaction from travel, which in turn will affect their
return visits in the future. This is consistent with Um et al. (2006);
Alegre & Cladera (2009) who found that tourists' repeat visits
were the result of satisfaction with the destination. For this reason,
the intention of returning tourists is due to a complex process
related to experience, satisfaction, image and a rational
decision-making process. Tourists will choose to return to a place
where they have had a good experience and have impressive
memories. Creating satisfaction and a good image is considered
an important strategy that entrepreneurs and tourism planners
should focus on.

C. Conceptual Framework

From the study of related research articles by Um et al.
(2006); Alegre & Cladera (2009); Chunsan et al. (2021); it was
revealed that tourists' intention to revisit is influenced by the
image of the tourist attractions, where tourists look at the
tourism environment, whether it be the natural environment,
the cultural environment, the social environment or the image
from infrastructure (Tang et al., 2022) as shown in Figure 2.

Environmental image
in tourism

Repeat visit

Infrastructure
image

Fig. 2 Conceptual Framework

I1l. RESEARCH METHODOLOGY

A. Population and Sample

The population is Thai and Chinese tourists who travel to
Laos by using the Laos-China Railway. The sample is the
number of tourists who travel to Laos by using the Laos-China
Railway. Since the population is not known, the sample is
calculated using the unknown population formula at a 95
percent confidence level, which is W.G. Cochran's formula
(Cochran, 1977 cited in Nonthapot et al., 2024). The total
number of samples is 384. To increase the predictive power of
data analysis, a total of 400 were collected. These included 282
Thai tourists and 118 Chinese tourists, and the data were
collected in each area according to the proportion of the
number of hotels, guesthouses, resorts, restaurants, and
entertainment venues in each province. The sample size using a
convenient random sampling method is shown in Table 1. To
collect the questionnaires, the researcher will request
permission from Laos, with a MOA document from the Lao
Ministry of Information, Culture and Tourism, Tourism
Development Department.
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TABLEI
SAMPLE SIZE IN LAOS BY NUMBER OF HOTELS, GUESTHOUSES,
RESORTS, RESTAURANTS AND ENTERTAINMENT VENUES IN 2020

Sample size
Provinces Number Proportion Thai Chinese
tourist tourist
Vientiane 1,222 30.8 87 36
Capital
Vientiane 1,455 23.7 67 28
Province
Luang Prabang 1,592 28.2 80 33
Province
Oudomxay 893 17.3 49 20
Province
3 5,162 100.0 282 118

Source: Tourism Development Department (2023)

B. Instruments used in the study

In this study, the researcher studied theories and related research
to create a data collection instrument, a questionnaire, which was
divided into three sections with 19 items, as follows:

Part 1: General information of the respondents: 6 items,
multiple-choice type

Part 2: Level of opinion on the image of the tourist attraction: 9
items on a 5-point Likert scale, ranging from 1 to 5

Part 3: Level of opinion on tourists' revisiting: 4 items on a 5-point
Likert scale, ranging from 1to 5

3.3 Data Analysis

The general data of the respondents were analyzed in Part 1 and in
Part 2 with mean and percentage. The inferential statistics are
analyzed in Part 2 and 3 of the questionnaires by

Fig. 3 Model of the study When given

Analysis with Structural Equation Modeling (SEM), and
Confirmatory Factor Analysis (CFA), to check the structural
validity of the latent variables and to analyze the consistency of
the model using the M-plus program, which is shown in Figure
3.

rev  is the return visit

imal is the tourism environment image

ima2 is the tourism infrastructure

From Figure 3, the data in Sections 2 and 3 obtained from
data collection will be used to examine the distribution of the
data to confirm that the data is normally distributed (normality
test). When the data are confirmed to be normally distributed,
Structural Equation Modeling (SEM) analysis is performed to
study the opinions on the image of tourist attractions of Thai
and Chinese tourists who traveled by the Laos-China
high-speed railway in the Laos on repeat visits to the Laos after
the opening of the Laos-China railway. The analysis is divided
into two steps as follows:
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Step 1: Overall model testing by considering the test
statistics and the index of harmony, in which the researcher
used the following criteria:

(1) The chi-square value divided by the degrees of freedom
must be less than 5.00 (72/df < 5.00) (Wheaton et al., 1977)

(2) The comparative consistency index must be no less than
0.90. (Comparative Fit Index: CFI > 0.90) (Hu & Bentler,
1999)

(3) The Tucker & Lewis comparative consistency index must
be no less than 0.90. (Trucker — Lewis Index: TLI > 0.90)

(4) Root Mean Squared Error Approximation: RMSEA <
0.08 (Schreiber et al. (2006)

(5) Standardized Root Mean Square Residual: Standardized:
SRMR < 0.05) (Hu & Bentler, 1999)

Step 2: Perform parameter testing by considering the t-test
statistics to explain the meaning of the coefficients and to
perform hypothesis testing as follows:

H1: Tourism environment image affects repeat visits

H2: Tourism infrastructure image affects repeat visits

IV. RESULTS OF THE STUDY

This study aimed to 1) study the level of opinions on the image
of tourist attractions in Laos of Thai and Chinese tourists and to
2) study the factors that affect the level of opinions on the image
of tourist attractions, which in turn affects the decision to revisit
by high-speed train. After studying the research and related
theories, the researcher created a research instrument and tested
it. The content validity index CVI from five experts was equal to
0.95. After that, the test was conducted before collecting real data
from 30 samples and analyzing the reliability value (Reliability),
which was 0.83, which is considered highly reliable (Nasoontorn
et al., 2023). After the research instrument was found to be
appropriate, the researcher collected questionnaires from Thai
and Chinese tourists traveling to Laos, namely Luang Prabang
Province, Oudomxay Province, Vientiane Province and Nakhon
Luang Vientiane, totaling 400 samples. The results of the data
analysis were divided into two parts as follows:

A. Opinions on the image of tourist attractions of Thai and
Chinese tourists in Laos

In this study, 400 people were found to be mostly female,
accounting for 52 percent, aged between 31-40 vyears,
accounting for 34 percent, having an associate
degree/bachelor's degree, accounting for 63.50 percent, with
most of them working as employees of private companies,
accounting for 35.80 percent, and having an income of
30,001-50,000 Baht/month, accounting for 30.80 percent.

B. Analysis of the confirmatory components of tourist
attraction image factors affecting the decision to revisit by
Lao-China Railway of Thai and Chinese tourists.

The results of the overall model testing are in accordance
with the criteria for consideration of the test statistics and the
harmonization index. The chi-square value is 158.991, the free
degree value is 60, and the chi-square value is divided by the
degree of free (D%df). The Comparative Conformity Index
(CFI) is 0.944, the Tucker & Lewis Comparative Conformity
Index (TCI) is 0.927, the Parameter Estimation Margin of Error
(RMSEA) is 0.064, and the Standard Remainder Mean Squares
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Index (SRMRY) is 0.048. Based on Covariance-Based Structural
Equation Modeling (CB-SEM) estimation results from these
statistics, it is confirmed that the overview of the estimation
model is initially appropriate. (Sirimat and Nonthapot, 2025).

All the values are compared with the criteria that determine
that the chi-Square value is divided by degrees of freedom
(L2/df) and must be less than 5.00. The CFI and TLI values
must not be less than 0.90, the RMSEA index value must be
less than 0.08, and the SRMR index value must be less than
0.05, thus making a consistent model fit.

According to the results of the analysis as shown in Figure 4,
when considering the environmental image of tourism (imal),
there are five indicators, namely the diversity and integrity of
the landscape (imal_1), The presence of a beautiful ecological
environment and abundant water (imal_2), the presence of
highly recognized traditional architecture (imal_3), the
presence of local identity food (imal_4), and the presence of
positive attitudes of tourism service providers in general
(imal_5). These were all statistically significant at the 0.01
level to explain the variance of this measurement model.

The presence of local identity food (imal 4) was able to
explain the highest variance in the measurement of opinions on
the image of the environment in tourism (imal), at 63.3
percent, followed by the diversity and completeness of the
landscape (Imal_l), the presence of highly recognized
traditional architecture (imal 3), and the presence of a
beautiful ecological environment and abundant water
(imal_2), which were able to explain the variance of the image
of the environment in tourism (imal), at 62.3, 62.0, and 61.9
percent, respectively.
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Fig. 4 Results of the analysis of the study model
percent, respectively. Thus we can show the final model with

When considering the infrastructure image (ima2), there
were four indicators: reasonable pricing of products and
services (ima2_1), stability and safety of buildings at tourist
attractions, such as buildings and stairs (ima2_2), appropriate and
accessible road layout (ima2_3), and cleanliness at tourist
attractions (ima2_4). All indicators or observable variables can be
used to explain the variance of this measurement model with
statistical significance at the .001 level. The cleanliness in tourist
attractions (ima2_4) can explain the variance of the measurement
of opinions on the infrastructure of tourist attractions (ima2), the
highest at 79.2 percent, followed by appropriate and accessible
road layout (ima2_3), stability and safety of buildings in tourist
attractions, such as buildings and stairs (ima2_2), and reasonable
pricing of products and services (ima2_1), which can explain the
variance of the infrastructure of tourist attractions (Ima2) at 76.8,
68.5, and 50.6 percent, respectively. When considering revisits
(rev), there were four indicators: intention to travel to Laos more
(revl), intention to recommend Laos tourism to family (rev2),
intention to recommend Laos tourism to friends and others (rev3),
and the intention to review and share news (rev4).

All indicators or explanatory variables can be used to explain
the variance of the model. This measurement is statistically
significant at the .001 level, with the intention of recommending
Laos tourism to friends and others (rev3), being able to explain the
variance of the measure of opinion by revisiting the highest, at
77.0 percent. Followed by the intention to recommend Laos
tourism to families (rev2), intention to travel to Laos more (revl),
and intention to review and share news (rev4), which can explain
the variance of revisiting (rev) at the levels of 72.3, 69.7, and 61.2
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latent variables as shown in Figure 5.

536

355

Fig. 5 Results of the analysis of the study model with latent variables

Table 2 shows the structural equation modeling (SEM)
relationship od the analysis of repeat visits in Laos. After the
opening of the Laos-China Railway, it was found that, according
to the overall model, the environmental image of tourism has a
positive influence. There was a statistically significant positive
influence on repeat visits (DE = 0.536, p < 0.001) and tourist
infrastructure on repeat visits (DE = 0.355, p < 0.001).
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TABLE II
THE DIRECT (DE), INDIRECT (IE) AND OVERALL (TE) RESULTS
FROM INFLUENCE OF THE MODEL

Causal Variables Effect Variables
Repeat visits )Rev)
DE IE TE
Tourism Environmental Image | .536*** - 536***
(imal)
Infrastructure Image (ima2) .355*** - .355***
R? 0.612***

Note: DE: Direct Effect, |IE: Indirect Effect, TE: Total Effect

V. CONCLUSION

From the study of the level of opinions of Thai and Chinese
tourists traveling by the Laos-China high-speed railway in the
Laos on the image of tourist attractions, it was found that
tourists give importance to the image of tourist attractions,
whether it is the natural identity and unique landscape of the
tourist attractions, the traditional architecture at the tourist
attractions, the surrounding environment of the tourist
attractions, or even the infrastructure of the tourist attractions.
This is consistent with Tang et al. (2022) who found that the
image of the tourist attractions is important in regard to the
decision to visit both in the past and in the future. Those who
take care of, or are involved with, the tourist attractions should
have good management in order to create good memories for
tourists and for the image of the tourist attractions to impress
visitors.

The factors affecting the decision of Thai and Chinese
tourists in the Laos area to revisit by high-speed train were as
follows. It was found that the image factor of tourist attractions
in Laos affects the return of tourists due to the unique natural
identity of tourist attractions, the diversity of the landscape, and
the security of buildings at tourist attractions. As a result,
tourists are impressed and return to tourist attractions, which is
in line with the findings of Chunsan et al. (2021), who found
that the return trips of tourists are based on the image of tourist
attractions, such as good beaches, attractive local food, suitable
accommodation, and in this study, the motivation for tourism. It
also affects the return of tourists due to appealing tourist
attractions. Personal motivation to travel for leisure or new
experiences, the mood of tourists and even the publicity of
tourist attractions also affect the return of tourists.

From the results of the study, the positive image is not just a
matter of publicity, but an important strategy that affects the
long-term success of a tourist destination. This has shown that
the tendency of Thai and Chinese tourists to travel to Laos
continues to grow, with several main factors affecting the
decision to travel, such as the ease of travel through modern
transportation systems, geographical proximity and interest in
cultural and natural tourist attractions. However, these factors
alone may not be enough to impress tourists or have the
intention of returning. The tourism strategy plays a very
important role in creating a good image of the Lao People's
Democratic Republic in all dimensions related to tourism,
especially in terms of service, friendliness of local people,
safety, cleanliness and effective management of tourist
attractions. The image in these dimensions has a direct effect on
the perception and feelings of tourists, both in terms of
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impressions and confidence, which will affect their intention of
returning to visit in the future.

Morpver, in order to promote tourism in a good area,
creating a tourist image plays a significant role in determining
the behavior of tourists, both in deciding to choose a place,
evaluating satisfaction and deciding to visit again. Tourism
organizations and stakeholders should focus on creating a good
image continuously, based on the understanding of tourist
behavior, effective communication, and the development of
tourist attractions to meet both physical and psychological
challenges.  Therefore, relevant agencies, especially the
government and tourism organizations of the Lao PDR, should
focus on developing and promoting the image of the country in
all dimensions, especially the social dimension, such as
promoting friendliness, service with a smile, and understanding
the culture of various groups of tourists. There is a feeling of
wanting to visit again and there is positive word of mouth
which will lead to sustainable growth of the tourism industry in
Laos and related neighbor countries.
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