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ABSTRACT 

The purpose of this study is to understand how 
foreign college students perceive or understand images 
of Thailand and to determine how the media’s 
influence in terms of viewing a movie might affect 
their perceptions.  The National Tourism statistics 
show an increased number of foreign student travelers 
to Thailand from 1998 to 2000; consequently, college 
students are considered a growth market for Thailand’s 
tourism promotion.  However, little is known about 
how Thailand is perceived among foreign student 
travelers. 

The movie The Beach, which was filmed in 
Thailand, is used in this study to find out how   
watching the movie affects the sample group’s 
perception of and their likelihood to visit Thailand.  
The findings of this study indicate that the knowledge 
of Thailand is very limited among foreign college 
students.  In addition, the movie, time factor, gender, 
and class standing are variables that are related to the 
perceptions of Thailand’s features.   

Overall, foreign college students agree that 
Thailand is a place where food, architectural styles, 
culture, and lifestyles differ from their own and where 
beautiful natural sceneries and good beaches exist.  
Despite the positive perceptions foreign college 
students have of Thailand, their likelihood to actually 
visit Thailand is low and remains low even after 
viewing the movie.  The movie is found to be in- 
effective in inducing college students to want to visit 
Thailand. Different viewing times do not change the 
students’ likelihood to visit Thailand. Positive impacts 
are more obvious among female respondents as the 
movie helps accentuate positive images of Thailand.  
The movie seems to have a stronger impact on 
freshman and sophomore male students by its 
associating of some negative images, especially drugs, 
about Thailand.   
 

OBJECTIVE OF THE STUDY 
This study aims at determining the foreign 

college student travelers’ perceptions of Thailand and 
how a medium such as movies can impact them.  
According to the Federation of International Youth 
Travel Organization (FIYTO), young people represent 
20% of international tourism.  The student market 
worldwide accounts for nearly 4 million airline 
tickets, 5 million train tickets, 10 million travelers, 

and 30 million overnight stays annually, just among 
the members of FIYTO (FIYTO Website, 2002). 

In addition, the tourism statistics from the 
Tourism Authority of Thailand indicate that the 
percentage of student travelers has increased every 
year over the last four years. The statistic implies that 
student travelers are a viable and growing market 
segment.  In order to effectively promote Thailand 
tourism among this group, it is necessary to know 
how they perceive Thailand and how the media can 
affect their perceptions. 

Although several studies have found that movies 
can help increase tourism in many countries, previous 
research has not paid attention to the effect a movie 
can have on an image of a filmed destination.  Since it 
is widely accepted that a destination’s image can play 
a major role in the destination selection process, a 
focused study regarding the effects of movies on the 
destination image will support and strengthen the 
existing knowledge of movie-induced tourism and the 
measurement of the destination image.  Furthermore, it 
will also provide meaningful destination marketing 
guidelines that will benefit Thailand’s tourism in the 
future. 

 

LITERATURE REVIEW 
The components of a destination image have been 

modeled by Echtner and Ritchie (1991). Their con- 
ceptual framework is portrayed by three continuums of 
image components.  These continuums are identified 
from a fragmented image to a holistic image; common 
components of many destinations to unique compo- 
nents of a specific destination; and finally, functional 
characteristics to psychological or more abstract 
characteristics of destinations.  It is suggested that a 
study of a destination image should capture all of these 
three components.  

The importance of a destination image is men- 
tioned in several tourism literature reviews.  An 
image differentiates tourist destinations from each 
other and is an integral and influential part of a 
traveler’s decision process (Baloglu & Brinberg, 
1997).  Several researchers indicated that a des- 
tination image is a powerful factor within the travel 
decision-making process for potential travelers in the 
anticipation stage (Gartner, 1993; Ho & Ritchie, 
1993; Tapachai & Waryszak, 2000).  In the tourism 



marketing literature, the role of the destination image 
in marketing strategy or market segmentation has 
been identified as critical (Crompton, 1979; Baloglu 
& Mangaloglu, 2001). 

In tourism marketing, several studies have 
identified the image of the destination as a dominant 
aspect of promotional strategies (Hunt, 1975; 
Goodrich, 1978).  Since it is found that locations with 
positive images are more likely to be considered and 
chosen in the travel decision process, an appropriate 
image or a representation of the place is needed to 
emphasize the destination to the consumer markets 
(Goodrich, 1978; Woodside & Lysonski, 1989).  
Accordingly, a destination image plays an indispens- 
able role in the traveler’s decision-making process, 
and consequently, is a prime component of destination 
marketing. 

Cinematic literature suggests that people can 
experience a destination vicariously by identifying 
with the characters in a film and thus experiencing a 
place through the experiences of those characters 
(Metz, 1982).  This implies that a movie can affect 
the audiences’ perception of the destination seen on 
screen and may influence the decision-making 
process to travel to that destination. 

Kim and Richardson (2002) conducted a study    
to determine how a movie affects perceptions of a 
place depicted in the film and the relationships to  
other tourism decision-making variables.  The results 
indicates that a movie could be an effective tool to 
change place images and affect the audiences’ interest 
in visiting the place.  

The notion of movie-induced tourism has been 
acknowledged within the community of film com- 
missioners, tourism promoters, and media writers 
(Steinberg, 1995; Lyall, 1995; Miller, 1995).  Although 
the primary intention of a movie production is not to 
induce people to visit locations, major motion pictures 
enhance the awareness, appeal, and profitability of 
locations by filming in these destinations.  Furthermore, 
motion pictures are linked to a series of current events 
through their re-release through different media such as 
cinema, video, laser disks, television and cable networks 
(Riley, Baker, & Doren, 1998). Their shelf life is longer 
than the initial viewing and could have a longer lasting 
effect than other promotion media. 

The influence of popular motion pictures (i.e., 
made-for-TV movies, theatrical movies) upon the 
formation of a destination image has received attention 
in the tourism literature.  A number of empirical 
studies that have been reported depict the effects of 
movies on increased visitation to places. (Beeton, 
2001; Hill, 2000; Riley & Doren, 1992; Riley, et al., 
1998; Tooke & Baker, 1996; Cousins & Anereck, 
1993; Workman, Zeiger, & Caneday, 1990; Croy & 
Walker, 2001; Busby & Klug, 2001.)  
 

 

TOURISM VISITATION TO THAILAND AFTER 
THE RELEASE OF THE BEACH 

According to the Government Public Relations 
Department, more than 200 films were shot in 
Thailand between 1995 and 1998. Despite a large 
number of movies filmed in Thailand, only a few can 
be used to induce tourism since most of the movies 
did not make a specific reference to Thailand. The 
Beach, the movie based on the top selling novel 
published in 1996 by Alex Garland, seems to be the 
one that could have the most impact on Thailand’s 
tourism because the movie features Thailand’s 
beautiful beach locations. The Beach invites the 
viewer to follow the narrator and protagonist, 
Richard (starring Leonardo DiCaprio), in his search 
for an extraordinary experience in Thailand.  As a 
young American backpacker, Richard describes 
Bangkok, his first destination, as “beautiful, exciting, 
dangerous, a good time city, and a gateway to 
Southeast Asia.” The scenes in Bangkok portray the 
famous area for backpackers, Kao Sarn Road, where 
plenty of cheap guesthouses can be found as well as 
good shopping deals. Nevertheless, the images 
presented in this part also include unpleasant scenes 
of crowding, dirty accommodations, and some com- 
munication difficulties due to language barriers. 

On his journey with friends in search of, The 
Beach, a legendary paradise, Richard mentions that 
the trip is a “good deal” (traveling 500 miles for less 
than 400 Baht-an equivalent of $9.30 U.S dollars).  
The scenes of The Beach also enhance Thailand’s 
beautiful scenery.  However, negative images of 
drugs and violence are also presented in some scenes.  
There are several scenes that depict shootings, 
killings, and illegal marijuana plantations. 

Some of the major scenes of The Beach were 
filmed during January 1999 to April 1999 on Phi Phi 
Island, Krabi Province, Thailand.  The movie was 
released the following year, in February 2000.  After 
the movie was released, the number of Thai tourists 
visiting Krabi increased by 5.1% while the number of 
foreign tourists increased by 25.7%.  Nevertheless, in 
the following year, the number of Thai tourists 
dropped by .21% while the number of foreign tourists 
continued to increase by 20.8%.  Overall, the number 
of foreign visitors increased by over 20% each year 
after the filming or from 420,200 in 1999 to 638,300 
thousand in 2001.  Tourism visitation exceeded one 
million visitations for the first time in 2000.  
Furthermore, in 2000, the number of foreign visitors 
exceeded the number of domestic visitors for the first 
time since the last decade. 

Nevertheless, it should be noted that the Tourism 
Authority of Thailand (TAT) had launched the 
“Amazing Thailand” promotional campaign covering  
 

 
 
 



the 1998-99 periods and commemorated the “Celebra- 
tions on the Auspicious Occasion of His Majesty the 
King's 6th Cycle Birthday Anniversary” on December 
5, 1999 to target foreign tourists.  Hence, the increase 
in the number of tourists could be a result of these 
other TAT’s campaigns as well.   

No empirical study was conducted at that time to 
find out whether those tourists who visited Krabi 
province were induced by The Beach or other 
promotional campaigns.  Therefore, the possible 
assumption for the present study is to presume that if 
The Beach helps induce people to visit the filmed 
location, it should enhance positive images of 
Thailand among the movie viewers.  This assumption 
is based on the previous research findings in the area 
of a destination image that places with positive 
images are likely to be chosen (Goodrich, 1978). 

 

METHODOLOGY 
The data collection process for this study is 

divided into two phases: 1) an initial survey 
administration and 2) a controlled study and survey 
administration.  In the first phase, a convenience 
sample is used.  Questionnaires were administered to 
undergraduate and graduate students enrolled in 
classes at the University of Massachusetts.  Since the 
purpose of this study is to find out the image of 
Thailand as perceived by foreign student travelers who 
are considered to be a potential growth market for 
Thailand’s tourism, the sample from the University of 
Massachusetts students is selected to serve as a 
convenient sample of foreign student travelers.  The 
class selection was based on the diversity of students 
and the time available to administer the surveys and 
watch the movie during class periods.   

The Socio-demographic profile, traveler profile, 
movie-induced tourism awareness, and the destina- 
tion image of a group of 80 people who have seen 
The Beach (group 1) and another group of 80 people 
who have not seen the movie (group 2) are analyzed 
in the first phase. In order to get a deeper under- 
standing of the movie effects on the destination 
image among foreign student travelers, a second 
phase of the study is then conducted. 

The second phase of the study focuses on the 
change in perceptions after viewing the movie. 
Accordingly, the study was conducted in a controlled 
environment. Only the respondents from Group 2 
complete the post-test questionnaire. Questionnaires 
identical to the one used in the first phase are used in 
the second phase. After completing the initial 
questionnaire from the first phase (pre-test), Group 2 
respondents are asked to complete the questionnaire 
after they are shown the movie (post-test) to find out 
how the movie affects their perceptions about 
Thailand. Data from Group 2’s pre-test are referred 
to as “Group 2B” while those from Group 2’s post-
test are referred to as “Group 2A.” 

This study uses both unstructured and structured 
questions. The analysis of the data comprises two 

parts: 1) analysis of open-ended questions and 
analysis of attribute-based items; and 2) comparisons 
of pre-test versus post-test attribute rating results of 
the effect of movie viewing on the country des- 
tination-Thailand, experienced through the viewing 
of the movie, The Beach. 

For the analysis of open-ended questions, 
various descriptions provided by respondents are 
classified and labeled and then frequency analyses 
are used to determine the holistic and unique images 
of Thailand.  As for the analysis of attribute-based 
items, the mean of the attribute ratings between 
group 1 and group 2 are compared. 

A T-test analysis is applied to determine whether 
any significant difference exists at the .05 level of 
significance between those who have seen the movie 
and those who have not seen the movie.  In order to 
determine the relationship between the time lapse 
between each viewing and its effect on destination 
image, the results gained from the people who saw 
the movie in the second phase (post-test result) were 
compared to those from the people who saw the 
movie in the first phase.  Since the movie was 
officially released in February 2000, the viewing 
time could vary up to three years.  The compared 
results are solicited to identify whether the viewing 
time affects foreign students’ perceptions of 
Thailand. 

 

RESEARCH QUESTIONS 
The purposes of this study are to provide the 

answers to each of the following research questions: 
1.  What are the differences in the mean attribute 

ratings of Thailand’s features between those who 
have seen The Beach and those who have not? 

2.  What are the differences in the mean attribute 
ratings of Thailand’s features within the control 
group before and after seeing The Beach? 

3.  Will the likelihood to visit Thailand within 
the control group increase after viewing the Beach? 

4.  Will the mean attribute ratings of Thailand’s 
features be affected by the lapse of time since 
viewing The Beach? 
 

FINDINGS AND DISCUSSIONS 
The movie The Beach is not effective in 

providing a clear image of Thailand.  Among those 
who have seen the movie (Group 1), only 17.5% of 
the survey respondents have a better perception of 
the filmed location, 28.8% have the same perception, 
27.5% have a confused perception and 26.3% still 
have no perception. Furthermore, most of the 
respondents (67.5%) are not aware that the movie 
was filmed in Thailand. 

More than half of the survey respondents have 
never visited any television or actual movie locations 
(57.5%). The mean (on a five-point scale: 1= very 
unlikely to 5 = very likely) of the likelihood to 
consider visiting any television or movie location 



while on vacation is 3.02 and the mean of the 
likelihood to seek more information about the place 
seen on a television show or movie is 3.01.  The 
respondents are asked whether they agree that  
viewing a television program or movie encourages 
them to want to travel to the area to see and experience 
the location and the mean value on a seven-point   
scale (1 = strongly disagree to 7 = strongly agree) is 
4.24.  This implies that, in general, viewing a movie or 
television show is only a marginally important factor 
that affects their decision to travel to the location seen 
in a movie or television show. 

However, gender does seem to have an impact 
on the opinion regarding the movie-induced tourism 
phenomenon.  T-test analysis (2-tailed, at 95% con- 
fidence level) indicates that there is a significant 
difference in the mean of the likelihood to visit a 
television or movie location while on vacation 
between male and female respondents.  On a five-
point likelihood scale (1=very unlikely to 5 = very 
likely), the mean of the male group is 2.83 while that 
of the female group is 3.21. This implies that females 
are more likely to visit a television or movie location 
than males.  However, their overall intentions or 
likelihood are not high. 

There is also a significant difference between 
male and female agreement levels regarding the 
effectiveness of a television program or movie in 
encouraging a viewer to visit the filmed location.  
Females seem to have a stronger agreement that 
viewing a movie encourages a visit to the filmed 
location. The mean on a seven- point scale (1 = 
strongly disagree to 7 = strongly agree) is 4.55 for 
females and 3.94 for males.   

The functional-holistic, psychological-holistic, 
and unique components of Thailand’s image can be 
obtained through the use of three open-ended ques- 
tions: 

1)   When you think of Thailand, what comes to 
mind? 

2)   What kinds of moods or feelings you would 
expect to experience while visiting Thailand? 

3)   Please name any unique tourist attractions 
you can think of that are located in Thailand.  

The structure of this portion of the survey is 
designed to capture the image of Thailand in two 
different periods: before and after the respondents see 
the movie.  Descriptive analysis is used to determine 
the first three most frequently mentioned answers.  
Then, the results from Group 1 and Group 2 are 
compared to see how the perception changes before 
and after the subjects watch the movie.   

The first question “When you think of Thailand, 
what comes to mind?” measures the functional-
holistic component of Thailand’s image. The results 
indicate that viewing the movie enables the subjects 
to have more specific images of Thailand.  Before 
seeing the movie, most respondents only have a 
general perception of Thailand, and their perceptions 
are based on their geographical knowledge.  Thai- 
land is perceived merely as a country in Asia with 

tropical settings.  Thai food is another thing people 
commonly associated with Thailand. After viewing 
the movie, the image of Thailand as a country with 
beautiful beaches is emphasized and recognized by 
61.3% of the respondents.  Nonetheless, negative 
images such as crowdedness in the city and drugs are 
also brought up after the subjects are exposed to the 
movie. (See Table 1) 

The second question “What kinds of moods or 
feelings you would expect to experience while visiting 
Thailand?” measures the psychological-holistic com- 
ponent. The most frequently mentioned descriptions 
are summarized in Table 2. 

With regard to the findings from question one, 
the respondents express a very limited knowledge of 
Thailand.  Accordingly, when being asked what they 
would expect to experience while visiting Thailand, 
many respondents are not able to imagine the moods 
or feelings they should expect because they do not 
know much about the country.  Many respondents 
mention that since they do not really know much 
about Thailand, they have no idea what a vacation in 
Thailand would be like.  This response is categorized 
as “no idea”. 

In Group 2, the experimental group, “relaxed” is 
mentioned most often in both pre-test and post-test 
surveys.  A substantial increase in the recognition of 
the “beach” image is found in Group 2 (from 12.5% 
to 61.3%) respondents after viewing the movie. This 
is probably due to the inevitable impact of the 
controlled environment.   

Since Group 2 is the control group, they know in 
advance that they are about to see the movie The 
Beach.  It may be possible that “relaxed” is men- 
tioned most frequently because the respondents 
associate their moods with the movie’s name and the 
relaxing mood of watching a movie. 

Negative feelings like “confused” or “nervous” 
also appear more frequently after the subjects watch 
the movie (from 15% to 21.3%).  One possible 
explanation is the influence of the movie contents.  
The audience might associate their feelings with the 
movie context, such as imagining themselves in the 
same situation as the main characters who are 
foreigners and are unwelcomed by the locals.  More- 
over, discovery and confusion are common feelings 
travelers in a strange place often have and the movie 
reinforces these feelings.  

The third question “Please name any unique 
tourist attractions you can think of that are located in 
Thailand” measures the unique components of 
Thailand.  It is determined from the first two open-
ended questions that the majority of the survey 
respondents do not have much knowledge about 
Thailand.  Accordingly, it is difficult for them to 
specifically name unique tourist attractions, and is 
not surprising that most respondents cannot name any 
unique tourist attractions in Thailand.  Table 3 
contains the results. 

There is a difference in the results between 
Group 1 and Group 2 post-test survey.  Although 



these two groups both saw the movie, their responses 
are quite different.  Interestingly, the vast majority of 
Group 1 still has no idea about the unique places in 
Thailand even though they already saw the movie.  
However, the subjects in Group 2 are better able to 
recall specific attractions in Thailand after seeing the 
movie.  Since the subjects of the study viewed the 
movie in four different time periods (three years ago, 
two years ago, last year, and just recently), it is very 
likely that the perceived differences between Group 1 
and Group 2 are the result of a recency effect -- the 
time factor impacting the respondents’ ability to 
recall specific details.  Time effects are tested and are 
discussed in detail in a later section of this study. 

The crosstabulated data indicates only slight 
differences in the results when taking the gender 
variable into account. By comparing three most 
frequently used descriptions provided by males and 
females, only minor differences are found.    

There is an overall agreement by gender on these 
perceptions.  The first and second most frequently 
mentioned items for each question are identical, 
while minor differences are found in the third most 
frequently mentioned items for each question by 
gender.  Male respondents seem to have a more 
negative image of Thailand, mentioning drugs more 
often than female respondents. 

When comparing the results among different 
class standings, only slight differences are found. Of 
the numerous differences mentioned by class 
standing, it is interesting to find that the drugs image 
appears most often among freshman and sophomore 
students.  Also, they seem to recall Thailand from the 
media they are exposed to and associate it with 
movies or music videos.   

The survey respondents are also asked to   
indicate their level of agreement on a seven-point scale 
on a pre-developed set of statements, representing 
different tourist features of Thailand.  Means of 
attribute ratings of each group are computed and are 
presented in Table 4.  The following seven-point type 
Likert scale is used for the attribute ratings (1 = 
Strongly disagree to 7 = Strongly agree).   

In general, the respondents’ agreement levels are 
higher after they watch the movie.  In addition, the 
mean ratings of those who saw the movie recently  
(G 2A) is higher than those who had previously seen 
the movie (G1).  Thus, the differences in the mean 
ratings may be associated with time effects.  A more 
profound study regarding the time effects and mean 
differences among different groups is discussed in 
detail later. 

The three continuums of an image consist of     
1) attribute-holistic, 2) functional-psychological, and 
3) common-unique. Based on Echtner and Ritchie’s 
Model of destination image components (1993), 
functional and psychological characteristics may be 
perceived as individual attributes or as more holistic 
impressions.  

The open-ended questions help draw out the 
holistic and unique components of a destination image.   

The responses to Question 1 provide detailed and 
distinctive functional impressions of Thailand 
(holistic-functional component), where as Question 2 
prompts the respondents to produce a description of 
the atmosphere or mood of the place (holistic-
psychological component).  Question 3 determines 
whether the respondents are able to supply examples 
of unique tourist attractions of Thailand (unique-
functional and unique-psychological components). 

The scale items help add the common, attribute-
based components of Thailand’s image, and supply 
the data for attribute-functional, attribute-psycho- 
logical, common-functional, and common-psycho- 
logical components. Thus, in order to obtain the 
complete image of Thailand, the results from the 
qualitative approach (open-ended questions) and 
quantitative approach (scale items) are combined.  
Tables 5-7 present the combined perceptions from 
both the open-ended questions and the Likert 
statements, representing the complete Thailand’s 
image perceived by Group 1, Group 2B, and Group 
2A, respectively.   

The mean scores and percentages provided in the 
table are taken from the attribute ratings and the 
descriptive analysis of the open-ended questions.  
Please note that the data shown in the table are 
selected from those items rated higher than 5 from 
the attribute ratings analysis and those that are 
mentioned by at least 10% of the respondents from 
the open-ended questions.   

The movie seems to emphasize that the unique 
components of Thailand are Bangkok and beaches as 
these features are mentioned more after the 
respondents viewed the movie.  Moreover, the movie 
also brings up negative images such as drugs.  
However, for those who previously saw the movie, 
negative images are not frequently cited, as the 
respondents appear to be unable to recall specific 
details.  One common component, i.e shopping, is 
mentioned but the percentage is too low to be 
regarded as a good representation (mentioned by 
3.8% of Group 1 and 1.3% of Group 2A) and thus is 
not presented in the tables.  

Statistical testing methods are undertaken to 
analyze whether significant differences exist in the 
mean ratings by different groups, gender, and class 
standings.  T-tests and One-Way ANOVAs are per- 
formed according to the type of variables tested.  All 
the tests are 2-tailed, at 95% confidence level.  Five 
research questions are examined and relationships are 
tested. 

“What are the differences in the mean attribute 
ratings of Thailand’s features between those who  
have seen The Beach and those who have not”?  To 
test this research question, the results of mean ratings 
of Group 1 and Group 2 pre-test are compared.  After 
running a T-test analysis, significant differences in 11 
out of 18 attributes are found.  Significant differences 
are found in all attribute categories: atmosphere, 
tourist activities, cultural differences, and language 
and communication.  Before seeing the movie, Group 



2B rate the following six attributes significantly higher 
than Group 1: interesting places, adventure, natural 
scenic beauty, shopping, and differences in food and 
architecture styles.  When compared to people who 
had seen the movie from Group 1, Group 2 agrees less 
on the following five attributes: pleasant weather, 
safety, good night life, friendliness of the locals, and 
the locals’ ability to speak English. 

This study provides a better knowledge of the 
pure perceptions (without being influenced by any 
medium) that foreign college students have about 
Thailand and how viewing the movie affects those 
perceptions.  Overall, the perceptions Group 2 has 
about Thailand are positive (rated above 4) except for 
the safety attribute, the only attribute with a negative  
rating (3.74).  The agreement levels are highest (rated 
higher than 5) on the following features: differences in 
lifestyles and custom (5.38), food (5.25), architecture 
styles (5.2), and natural scenic beauty (5.01).  

The movie seems to help create positive 
differences.  Significant increases in the mean ratings 
are found on the pleasant weather (+1.23), friendly 
locals (+1.13), good night life (+1.11), English 
speaking (+1.10), and safety attributes (+0.64).  On 
the other hand, the movie also creates significant 
decreases in the mean ratings on the adventure          
(-2.45), interesting places (-2.43), difference in food 
(-1.0), architectural styles (-0.95), shopping (-0.54), 
and natural scenic beauty attributes (-0.45). 

People who previously saw the movie hold 
positive images of the following attributes: natural 
scenic beauty, differences in food and architectural 
styles.  However, their ratings on these attributes are 
significantly lower than those of Group 2B.  More- 
over, they hold more negative images of the 
interesting places, adventure, and shopping attributes.   
Possible explanations to the low ratings on these 
features could be that, agreement levels on the safety, 
tourist information, different foods, and architecture 
styles attributes are more on a neutral side (rated 
lower then 4.5), and respondents may have concluded 
that Thailand is not a good place to shop or to 
experience adventures.   

Since respondents in Group 1 are more impacted 
by not having seen the movie recently, their recall of 
any specific details may have been affected or 
clouded.  Therefore, another test is conducted to find 
out how these perceptions could change right after 
viewing the movie. 

To test the research question “What are the 
differences in the mean attribute ratings of Thailand’s 
features within the control group before and after 
seeing The Beach, a controlled experiment is con- 
ducted.  In order to get the before-movie viewing 
perceptions, the control group is asked to complete 
the pre-test survey.  Then, they are asked to watch 
the movie and complete the post-test survey, which 
provides the after-movie viewing perceptions.   

After performing a paired sample T-test, 
significant differences in the mean ratings for 13 out 
of 18 attributes are found. The language and 

communication category is the only category where 
significant differences are not found.  Since the mean 
scores are taken from the same group of people, the 
differences in the mean score have to be attributable 
to the movie contents. 

Next, the research question “Does viewing The 
Beach have any effect on the likelihood to visit 
Thailand” is examined.  The respondents are asked 
to state their likelihood to visit Thailand in the next 
five years on a five- point scale (1 = not at all likely 
to 5 = very likely).  The majority of the respondents 
are not likely to visit Thailand as the mean of the 
three groups are all lower than 3.0 (2.1 for Group 1, 
1.88 for Group 2B, and 1.89 for Group 2A).  T-tests 
are used to determine whether significant differences 
in the means exist. 

The first test is performed within Group 2, 
comparing the likelihood to visit Thailand before  
and after the respondents in Group 2 view the   
movie.  The T-test result indicates no significant 
difference.  The second test is the comparison of the 
likelihood between Group 2B and Group 1 who also 
saw the movie but not as recently as Group 2A.  No 
significant difference is found in the second 
comparison.  This confirms that viewing the movie is 
not an important factor that induce people to visit 
Thailand.  

The next research question, “What are the 
differences in the mean attribute ratings based on 
how long ago the respondents saw The Beach, 
determines how different periods of viewing the 
movie affect the respondents’ perceptions.  It should 
be noted that, for this test, the number of people who 
recently saw the movie and those who saw the movie 
last year are combined due to the small number of 
people in the former group (1.3%) and thus put into 
“currently viewed” category.  

The survey respondents are put into four 
different groups in accordance with four different 
viewing times (three years ago, two years ago, one 
year ago, and currently viewed).  All the respondents 
in Group 2 are put in the last currently viewed 
category.  One-way ANOVA is used to determine if 
differences exist and the statistical results indicate 
significant differences in 10 out of 18 attributes.  It is 
found that the mean ratings of the respondents who 
currently viewed the movie are generally higher than 
those who saw the movie previously.  Also, the more 
recent they see the movie, the higher they rate the 
relaxation, pleasant weather, good beaches, shopping, 
nightlife, tourist information, friendly locals, and 
English speaking features.  

The “quality restaurants and hotels” attribute 
receives the opposite rating, the more recent the 
respondents see the movie, the lower they rate the 
feature because the movie stresses the negative image 
of the low quality hotels.  Most of the highest ratings 
of Thailand’s features could be found in the “currently 
viewed” group.  The highest rated features within this 
group are natural scenic beauty, beaches, interesting 
places, pleasant weather, adventure, and low cost 



travel (with the mean score of 6.13, 5.86, 5.55, 5.35, 
5.30, and 5.28, respectively).   

Among all the attributes with significant 
differences, the most significant differences are found 
in the interesting places, natural scenic beauty, 
pleasant weather, and low cost travel features of 
Thailand.  Two categories in which significant 
differences are not found are cultural differences and 
language and communication.   

This study also tests the effects of demographic 
variables such as gender and class standing on the 
respondents’ perception of Thailand and the 
likelihoods to visit the country.  In general, among all 
these factors, gender is the only variable found to     
have impact on both the respondents’ perceptions      
and likelihood to visit Thailand.  The class standing 
variable only has minimal impact on the attribute 
ratings.  T-test results how that females are found to 
have significantly higher likelihood scores to visit 
Thailand than males. 
 

CONCLUSION 
An important insight gained from this study is 

that the knowledge of Thailand is limited among 
foreign college students.  Thailand is merely known 
as a country in Asia with tropical settings and a warm 
climate.  Few of them are aware of any unique tourist 
attractions in Thailand.  Surprisingly, only a small 
percentage of the respondents know about the most 
well-known place -- Bangkok (mentioned by 10% of 
the subjects in Group 2B).  Although, after watching 
The Beach, more people get to know Bangkok 
(mentioned by 55% of the subjects in Group 2A), but 
it is forgotten as time goes by (mentioned by only 5% 
of the subjects in Group 1).  Overall, the students’ 
perceptions of Thailand are either neutral or only 
slightly positive. 

Interestingly, college students do not mention 
those commonly known negative images of Thailand 
(e.g., drugs and prostitution) as often as expected.  
Also, it is found that the gender and class variables 
influence the perceptions on selected attributes.  
Despite the positive perceptions college students 
have of Thailand, the likelihood to actually visit 
Thailand is low.  Distance, time, costs, and 
unfamiliarity with the place might be possible factors 
that affect their likelihoods to visit Thailand.  The 
results of this study imply that, for Thailand, movies 
might not be as effective in inducing tourism as for 
other destinations.  However, one useful finding with 
regard to the gender variable indicates that, for 
Thailand tourism promotion, females seem to be 
more receptive to marketing messages and more 
likely to visit Thailand than males.  The positive 
features of Thailand were more highly recognized 
among females. 

The findings of this study suggest watching or 
seeing a movie about Thailand does not induce travel 
to the country.  While the sample surveyed in this 
study does travel, they are unlikely to consider 

Thailand as a travel destination.  Distance and 
language barriers may be possible threats to inducing 
travel.  Nevertheless, the movie does enhance 
positive images of Thailand, especially features 
important to college students such as differences in 
culture, architecture, lifestyle, food, beautiful natural 
scenery and beaches, interesting, relaxing yet 
adventurous places, and pleasant weather.  However, 
the effects of the importance of these differences 
appear to fade away easily over time. 

College students in this study do not consider 
viewing a movie as an important factor that 
encourages them to visit the filmed location. This is 
well supported by the findings from the controlled 
group.  The likelihood to visit Thailand for the 
control group does not change even after watching 
the movie. 

One major limitation of this study is the overall 
low likelihood of travel by this particular student 
market to Thailand.  Additional factors may have 
limited their consideration.  The location and 
motivation factor to travel to an Asian country is one 
likely factor.  This limitation could be overcome or 
different conclusions reached had the sample been: 1) 
comprised of more highly motivated college students 
seeking to visit Asian countries; 2) comprised of 
college students living along the west coast of 
U.S.A.; or 3) comprised of college students living in 
other Asian countries where travel distance would 
not be as prohibitive.  Likewise, other factors may 
have contributed to the low likelihood of visitation at 
this time including: 1) threats of terrorism; 2) overall 
lack of confidence in foreign travel; 3) impending 
war in Iraq; 4) threats to Americans in general; and 
5) overall downturn in the interest in foreign travel in 
2003 and an overall economic downturn. 

Evidence of movie-induced tourism suggests 
that chances that the filmed locations will benefit 
from movie-induced tourism are only when those 
movies experience phenomenal success, or they have 
received an outstanding recognition from the 
markets. Accordingly, the benefits Thailand can get 
from movie-induced tourism cannot be guaranteed 
since the successes of these movies are largely 
beyond Thailand’s controls. 

To capture the student travelers market, we need 
to understand their travel behaviors and the factors  
that motivate or affect their decision-making.  Movies 
can be utilized as a supplement to promotional 
strategies to plant desired perceptions into the 
consumers’ minds as well as influence perceptual 
changes necessary. 
 

RECOMMENDATIONS FOR FURTHER STUDY 
Based on this study, although viewing a movie 

cannot be considered as an important factor to 
encourage people to visit the filmed destination, it 
does help enhance positive features of Thailand and 
this could be beneficial to domestic tourism.  One 
interesting area of future study would be to determine 



the impact of movies on domestic tourism within 
Thailand.  

Since the results of this study are obtained from 
one specific group, it is possible that effects of the 
movie on Thailand’s image may vary by different 
demographic groups.  To gain a wider scope of study, 
subjects of the study could be expanded to include 
non-students or students from other countries.  

This study finds that a movie gradually loses    
its impact over time.  This finding also recommends 
the importance of timing.  For future studies, it is 
recommended that data be collected at least three 
years after a movie’s release date in order to 
determine how long the movie impact will last and to 

support and confirm the existing findings of the 
impact.   

Another possible area of future study that would 
be beneficial to Thailand tourism is to determine why 
young travelers are unlikely to visit.  In addition, it is 
also interesting to find out whether unfamiliarity with 
the country is the main factor or other factors like 
distance, time, costs, cultural and/or language barriers 
also play equally important roles.  

Moreover, it is interesting to determine what 
motivates college students to travel in general and 
what factors are being considered in their decision-
making process specifically to countries like 
Thailand.   
 

 
 
Table 1: Students’ perceptions of the functional-holistic component of Thailand. 

Group 1 
Seen Movie 

(n=80) 

Group 2B 
Before seeing movie 

(n=80) 

Group 2 A 
After seeing movie 

(n=80) 

  Feature n (%)   Feature n (%)   Feature n (%) 

  Beach 18 (22.5)   An Asian country 23 (28.8)   Beach 49 (61.3) 

  Tropical/rain forest 16 (20.0)   Food 13 (21.3)   Drug/weeds 20 (25.0) 

  Crowdedness 13 (16.3)   Tropical/rain forest 17 (16.3)   Food 13 (16.3) 
 
 
Table 2: Students’ perception of the psychological-holistic component of Thailand. 

 
 
Table 3: Students’ perception of the unique component of Thailand. 

Group 1 
Seen Movie 

(n=80) 

Group 2B 
Before seeing movie 

(n=80) 

Group 2A 
After seeing movie 

(n=80) 

  Feature n (%)   Feature n (%)   Feature n (%) 

  No idea 68 (85.0)   No idea 65 (81.3)   Bangkok 44 (55.0) 

  Other 5 (6.3)   Bangkok 8 (10.0)   Island filmed 21 (26.3) 

  Bangkok 4 (5.0)   Temple/Other 4 (5.0)   Beach 16 (20.0) 
 
 
 
 
 
 
 

Group 1 
Seen Movie 

(n=80) 

Group 2 B 
Before seeing movie 

(n=80) 

Group 2 A 
After seeing movie 

(n=80) 

  Feature n (%)   Feature n (%)   Feature n (%) 

  No idea 19 (22.8)   Relaxed 17 (21.3)   Relaxed 25 (33.3) 

  Excited 18 (22.5)   No idea 14 (17.5) 
  Discovery/ 
  New experience 18 (24.0) 

  Pleasant/happy 15 (18.8)   Pleasant/happy 13 (16.3)   Confused/nervous 16 (21.3) 



Table 4: Comparison of the means of attributes rating among respondent groups. 

Attributes (7-point scale) G1 
(n=80) 

G2B 
(n=80) 

G2A 
(n=80) 

Atmosphere: 
Thailand has many interesting places to visit 2.10 4.53 5.55 

A holiday in Thailand is a real adventure 2.10 4.55 5.30 

Everything in Thailand is different and fascinating 4.54 4.45 4.95 

Thailand is a restful and relaxing place 4.71 4.49 4.97 

Thailand has lots of natural scenic beauty 4.56 5.01 6.13 

Thailand has pleasant weather 5.41 4.18 5.35 

Thailand is a safe place to visit 4.38 3.74 4.00 
Tourist Activities: 
Thailand has many quality restaurants and hotels 4.50 4.24 3.76 

Thailand has good beaches 4.39 4.66 5.86 

Thailand is a good place to shop 3.66 4.20 2.61 

Thailand offers good night life 5.21 4.10 4.99 

Thailand provides good tourist information 4.39 4.21 4.41 

Thailand provides low cost travel 4.55 4.22 5.28 
Cultural Differences: 
Food in Thailand is different from food I normally have 4.25 5.25 5.89 
Architecture styles in Thailand are different from what I normally 
see 4.25 5.20 5.39 
Lifestyle and customs in Thailand are different from mine 5.53 5.38 5.76 
Language & Communication: 
Many people speak English in Thailand 5.15 4.05 4.25 

Local people are friendly 5.46 4.33 4.45 
Note:  G1 – Saw movie in past 
           G2B – Did not see movie 
           G2A – Same group, but ratings after seeing movie 
 
 
Table 5: Image of Thailand perceived by Group 1 (previously seen movie). 

 3. Functional Mean/% 3. Psychological Mean/%
  1. Attribute-Holistic        
  Attribute   Pleasant weather 5.41   Different lifestyles & customs 5.53 
    Good night life 5.21   Many people speak English 5.15 
       Friendly local people 5.46 
  Holistic   Beach 22.5%   Exciting 22.5% 
    Tropical 20.0%   Pleasant 18.8% 
   Crowdedness 16.3%   Relaxed/Confused 15.0% 
   Food 13.8%   Peaceful 13.8% 
   Asia 12.5%   Discovery 10.0% 
   Warm weather 10.0%   
  2 Unique-Common     
  Unique     
  Common   Pleasant weather 5.41   Different lifestyles & customs 5.53 
   Good night life 5.21   Many people speak English 5.15 
     Friendly local people 5.46 



Table 6: Image of Thailand perceived by Group 2B (before seeing movie). 
 3. Functional Mean/% 3. Psychological Mean/%
  1. Attribute-Holistic       
  Attribute   Natural scenic beauty 5.01   Different food 5.25 
       Different lifestyles & customs 5.38 
       Different architectural style 5.20 
  Holistic   Asia 28.8%   Relaxed 21.3% 
   Tropical 16.3%   Pleasant 16.3% 
    Food 21.3%   Confused 15.0% 
    Beach 12.5%   Discovery 13.8% 
   Culture 11.3%   Exciting 10.0% 
   Rural 10.0%   
  2 Unique-Common      
  Unique   Bangkok 10.0%   
  Common   Natural scenic beauty 5.01   Different food 5.25 
     Different lifestyles & customs 5.38 
     Different architectural style 5.20 
 
Table 7: Image of Thailand perceived by Group 2A (after seeing movie). 
 3. Functional Mean/% 3. Psychological Mean/%
  1. Attribute-Holistic         
  Attribute   Interesting places  5.55 Real adventure 5.30 
    Natural scenic beauty 6.13   Different food 5.89 
    Pleasant weather 5.35   Different architectural style 5.39 
    Good beaches 5.86   Different lifestyles & customs 5.76 
   Low cost travel 5.28   
  Holistic   Beach 61.3%   Relaxed 3.3% 
    Drug 25.0%   Discovery 24.0% 
    Food 16.3%   Confused 21.3% 
   Tropical 15.0%   Fun 16.0% 
   Movie/Music Video 12.5%   Exciting 14.7% 
     Wild 12.0% 
  2 Unique-Common     
  Unique   Bangkok 55.0%   
   Island filmed 26.3%   
    Beach 20.0%   
  Common   Interesting places  5.55   Real adventure 5.30 
   Natural scenic beauty 6.13   Different food 5.89 
   Pleasant weather 5.35   Different architectural style 5.39 
   Good beaches 5.86   Different lifestyles & customs 5.76 
   Low cost travel 5.28   
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