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Abstract

This research is a quantitative research. It is designed to study the tourism image of
Thailand, Singapore, and Malaysia for early adult Chinese tourists. The sample consists of
400 Chinese tourists who are aged between 18-35 years old and live in four municipalities
which are Beijing, Chongging, Shanghai, and Tianjin. Questionnaires and interview are tools
employed to collect data. The results from both techniques are statistically analyzed in
order to find mean (X ) and standard deviation (S.D.) and proceeded to the content
analysis. The research results are as follows:

1. The overall tourism image of the countries which gain prominence on tourism
industry among ASEAN members with respect to the questionnaire respondents’ views is
deemed good (X = 3.93). Consider each of the countries in terms of the tourism image.
All four countries are considered good. Thailand has the best tourism image (X = 3.98)
followed by Malaysia (X = 3.95) and Singapore ( X = 3.86).

2. Compare Thailand’s tourism image with other ASEAN countries which are
perceived as being in competition with Thailand in tourism industry. The mean of
Thailand’s tourism image is the highest followed by Malaysia and Singapore. Consider
each of the countries in terms of the tourism image. The means of all three countries’
tourism image are considerably equal to one another. Compared with that of other ASEAN
countries, Thailand’s tourism image is relatively distinctive in various aspects which are
natural resources (X = 4.32); destination ambience (X = 4.24); and arts, cultures, and
history (X = 4.07). However, the aspect deemed as weakness of Thailand’s tourism image

is economy and politics (X = 3.55).
Keywords : tourism image, Thailand, Singapore, Malaysia, Chinese
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