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wihfu 0.895 A1 Eigen value agj3¥1319 1.169 - 8.263 wazAinesiUsEney (Factor Loading)
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Abstract

The research’s purpose of this quantitative research was to combine and confirm
factor analysis (CFA) of digital content creation to form travelling motivation in Thai tourist.
The samples were Thai tourists, who are social media users, having viewed pictures, text, video
clips of tourist attractions, accommodation, restaurants and other related services in the
tourism business and services through social media and decided to travel after viewing that
tourism contents. The sampling indicated 420 samples collected by using online questionnaire.
The data collected were statistically analyzed by using the Confirm Factor Analysis (CFA)
method. The results showed that an exploratory component analysis of 21 variables could
be grouped into 4 new components: Digital Content Format; Mode and Tone, Communication
Chanel, and Tourist Destination Image. All factors had Kaiser-Meyer-Olkin (KMO) of 0.895, with
Eigen value between 1.169 - 8.263 and with all Factor loading between 0.470 - 0.786. All
variables had a positive relationship with each other at a statistical significance level of 0.001,
aligning with the content creation guidelines to create travel incentives for Thai tourists. The
findings on communication components can be beneficial to entrepreneurs, designers,
marketing communicators, influencers, and content creators to apply to digital content
creation and design conducive to effectively form traveling motivation in tourists in the future.

Keywords: Factor Analysis, Digital Content Creation, Tourists Travel Motivation
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3nwIre 9 (19) 3Unm (Photo) nistiauameguniwealy 9 (20) Sealnidasumud (Real Time
Content) Yriausdoyaniunszualen (21) 37le (Video Content) uay Viog tiausizassionin
indeulwishedungiouees

nsnvFeuRnAiesiie lnsuuuasunuilldunmsaaeuailemsmeaiom
(Content Validity) 9ngifeiviayduau 3 viu finanuaenadsswssdiaiu (10C) winfu 0.86 way
wenduUszaviswean (Cronbach’ Alpha Coefficient) Sfnsewing 0.796- 0.873 Ineiflanuidodiu
sy 0.762 Feflaun@efiouazanunsanuvasuasluiiudoyals

{AdelE3smsiAusiusmsegisuuazain (Convenience Sampling) lungutinvisaifien
y1lveiifiavadaslalunisreunuuasuausumnsesulal (Goosle Form) Tnedfanudnnses
psnausinTIARE 4 Ussdy euunisrouuuuaeuaiy

nsiasevideya

v 4

wdsnafiunsiiusivsindeyaldasudiu fidldmhdeyaunasinaesuaruauysalves
WUU@aUNNNBUNMTIATIEVToYa UsEnaume N15IATeniaiAilianssaiun (Descriptive Statistics)
shelusunsud3aguneada liun nmsuanuasaud Aede A¥esas mdudsnuunmsgu ua
mTAesesiteyaesdusEnauveIsai R uMUAioai usgdlslunsvieaios [Wadnieses
29AUTENDURIET9 (Exploratory Factor Analysis: EFA) Lﬁaﬁﬁ’muamzqmﬁﬂisﬂauﬁmmm
a5UIEANUANTUSTEN IS TARNA aﬂﬁ;léﬂaﬂghLL‘U‘ﬂMﬂugﬂ‘U@ﬂ@ﬂﬁﬂizﬂav waEMTATIZVIRNA
Usenoudiedudu (Confirmatory Factor Analysis: CFA) GzJENmsa%ﬁnﬁ%ﬁamumu@ﬁaa%ﬂangﬂfa
Tumsvieaiilen Ingriauerinnsgiuma 7 Wi X/df<2, GF1>0.80, AGFI>0.80, NFI>0.80, TLI>0.80,

RMR<0.05, RMSEA<0.05 [20-21]
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dyuna

NAM T3 TnUsTAAT 1 uansHamseseviasduszneuBsdhavesmsaisidvianeumus
iieasausagdlalumsvieaiisnvesinvieaiisrvnilvg wuin fuusinwmnensausadadi
osfUsznauldlml 4 asusenou 21 Fuusdune Tnslassadsimuainadmiminesdszney
(Factor Loading) aejszwing 0.470 - 0.786 FsiieinilduddnlumeUfod uasduunssdusznauls
4 93AUsznav Eigen value 08581314 1.169 - 8.263 lun asAUsznaususULuuMsiLauefivia
ABUMLA (G_PHIC) dmuu 5 fudsdann ssdusznausuyadnamnisdeas (M TONE) iy
7 fudsdune asdUsEneuiudnunzYem1an1sieats (C_ONLINE) S1uiu 6 faudsdunm uay
93AUsENOUMMUAMENYRIgAMNEUAENIINSYieafied (I MAGE) $1uau 3 fudsdann uang
MeaziBondmed 1

Namimmaau%gaﬁwm KMO (Kaiser-Meyer-Olkin Measure of Sampling Adequacy)
Fuduenfldinnnumnzanvastoa wuin KMO = 0.895 Faannnin 0.80 uansingasudsilily
miﬁﬂma%’aﬁﬁmmmmsaﬂuizﬁumm LASNANITNAADU Bartlett’s Test of Sphericity Wun
Fuusing q fanuduiudtuegrefiteddymeadaiisedu 0.00 wansinduadifianumnya
ansnliesgesduszneudidudulidely (e 2)

Table 1. Component Matrix of Creating in Digital Content to Motivate in Traveling

Component

1 2 3 4

Rotated Component Matrix®

The design is easy to access that not complicated or difficult oy
to interpret. (grapic4) ‘

The proportions of the picture and text is easy to read. (grapic3) 782

Choose to use digital content that responds to the perception and 231
access to the media of the target group appropriately. (grapic5) ‘

The structure and content are harmonious with society and 661
culture or keep up with the current of change. (grapic2) '

The colors chosen must attract attention and add value to the 641
tourist destination. (grapic1) '

Tourist attractions or accommodation or tourism services is 761
in trend. (images2) ‘

Entertaining content such as interpolation of jokes or entertaining 29
captions. (digital2) ’

Tourist attractions or accommodations have flexible service 696
policies, such as being able to change travel plans. (images7) '
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Table 1. Component Matrix of Creating in Digital Content to Motivate in Traveling (continued)

Component

1 2 3 4

Rotated Component Matrix®

Real time content presents information according to popular 652
trends or the creation of various special campaigns. (content10) .

Text is a presentation of text messages. Including articles, symbols, 545
hashtags, etc. (content7) '

Tourist attractions or accommodations pay attention to safety 495
standards in using services. (images6) '

Content that touches emotions, feelings, and encouragement,
such as describing feelings when traveling that encourage 470
travelling for Work-Life Balance. (digital5)

The content shows tourism information, product details, and
travel services such as Time to open, expenses, travel seasons. 748
(digital3)

A tourist attraction or accommodation has a distinctive, famous €37
and interesting atmosphere. (images1) '

Useful educational and storytelling content, such as travel
itineraries, nearby attractions, straightforward travel experience. .586
(digital1)

Video Content and VLOG present stories with video content, 577
reviews, live broadcasts. (content9) '

Sale promotional content such as promotions, discounts- 555
exchange-giveaways. (digitald) '

Photo presentation with beautiful pictures. It can be a single image
of a person, product, place, or a collection of multiple images. In .489
addition, able to presentation as an infographic. (content8)

Tourist attractions or accommodations with facilities sufficient 734
basic utilities. (images3) '

Able to easily access tourist information or accommodation or 718
travel services. (images5) '

Tourist attractions or accommodations have price and worth 694
for money. (images4) '

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
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Table 2 KMO (Kaiser-Meyer-Olkin) and Bartlett’s Test for the items of Creating in Digital Content

to Motivate in Traveling

Test Results
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.895
Bartlett’s Test of Sphericity Approx. Chi-Square 4267.875
df. 210
Sig. 0.000

NPT TngUsasd 2 wanwanFinneiesdusznoudsdusuresnsaisiianey
muﬁlﬁaa%’mngﬂﬁﬂumﬁviaqLﬁﬁwaﬁﬂviamﬁmmﬂm WU NANITATIVADULUUTIADINITIA
fAnesussnouNnsg (Standardized factor loading) vadusiazswUsdunmlatiAnszning 0.53 - 0.81
Audeiiudeesiusenau (Composite Reliability: CR) fildniadeunnuidesiuvesruaanndas
nelu (Interal Consistency Reliability) wuin yndudsilengandt 0.70 uanadynsawlsnani
arudeiiusunnudenadesnisly wazainnsuseiumnniismnsenenisusydiuanuiismse
\Begi (Convergent Validity) wud1 ApuuUsUTuaaeTianal (Average Variance Extracted: AVE)
49131 0.30 Yneuds ﬁ&ﬂfuuﬁm’hﬂﬂﬁﬁLLUiﬁﬂﬁWﬂJLﬁﬂﬂmiﬂL%ﬂ@jL%ﬂ HANTTIATILNANUATUTITUUN
(Discriminant Validity) 9esnasinsieaisniidewesnunlsusunioveusasfaudsudeds

ISP '

fAngandmduyseantandusiug (Correlation) seninaiuusuneidy 9 fiu fuususladu q Faile

oefsrring 0.635 - 0.798 fvdulunadnanidafiaumsadasiuun uasieuduiudideuansoriu

MnmTeneiesRUsznouidsBuuresianlsi 4 fuls T ssfusznauduztuuy
mMaiaueRivaneumud (G PHIC) asduszneusuyadnamnisdeans (M TONE) eaduszneu
sudnuniztamianisdeans (C_ONLINE) uagesdusznousuamanuaianmneaiemsnisvisadien
(I_MAGE) nui1 wadwéves CFA Wlousuguuvumsinauldmdvifleglunasiunmsgruuegss
Tnedlan X?/df = 3.703, P = 0.000, CFl =0.919, GFI = 0.912, AGFI = 0.866, NFI = 0.894, TLI = 0.891,
RMR = 0.028, RMSEA = 0,081 Jaifudunnsgiugs uanad sunuumsinesduszneudsdusunes
fuvsmsaisassandvianeumuiiiioainaussgslalunsiesiisvesinviendisarilne fany
donndasiulayalieUsedndlusedud uazfiansananuduiussenineiuwdsusleseninegiy wuh
yndudsiinnuduiudretudeuanesaiissfutoddymeadian 0.001 wansneaziBendanmd 1

ca

vallannnsfinenideilunsfnulugunewestdnvieafisaninensadvassAnivianou

@

wudieasuseplalunsifiumasieniien iliiAnesianusinineivesdussnaudAgiivenis
aSassAnIviareumug iawsadidenguiinvisaienthmngldegramunzay (1w 2)

Parichart Journal Factor Analysis of Digital Content Creation to Form
Vol. 36 No. 4 (October - December 2023) Traveling Motivation: Perspectives of Thai Tourists




Graphic1

A1
T Graphic2
&0
G_PHIC | Graphic3
69
Graphicd
G c
7 Grophics
il Images2
T Digital2
52 IrmagesT
M_TONE I
80 - -
&7 Content1
54 Content?

o6
63

.79
55 Digital3
68 Imaae1
57 .
C_OMLINE Digitall
> - Contentd
nten
64 onte
6o | Diditol4
75
Content8
o7 Imace3
&7
I_MAGE Imoae5
62
Imoaed

Figure 1. Measurement model for research constructs
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—  Factor of Creating in Creating in Digital Content to Motivate in Traveling

p
Characteristics of

selling points or
of destinations
- Facilities
- Worth the money
- Sale Promotion

and forwarding

- Attract attention's
colorful

- The content is in
harmony with society
and culture or keep

- Able to convey
emotions to or
entertain

- Lifestyle's tourists

- Reliable

Destination Digital Content
. Mode & Tone communication
Images Presentation
channels
- Highlights or - Easy accessibility - Influencer - Platform Online

such as Facebook,
Instragram,
YouTube, Pinterest
- Receiver device
such as computer
Smartphone, IPad

up with the current
of change

- VDO or Photo or
Real Time Content

Figure 2 Factor of Creating in Creating in Digital Content to Motivate in Traveling
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n1sanuIena
IINMIAATIERRIAUTENOUNMIATINETIARATIaRDUmMUAaas tusatlalunsvieuiien
vostinvieaie v lng annsadineviesiuseneuld 4 s laun ssduseneusugUiuunstiiEue

aa o s

fdvianoumus asdUsznausuyadnamAnsEoans ssdustneufudnuuLtesvINsEeans ey
asAUsENOUMUNMWaNEaigavsnEMesnsioadien Swndusiaadiuddetudsuineeal
seuieddiynsadiafl 0.001 aenndosriudadds Tunquiusagdle dananfetladoniouenidl
dunszdulifnmdnauladerdeliuins sstszneuis 4 dherhlinisadsreumudidanms
vieafieniivsraninmauindeiu dagliinvieufinaunsonsuteganounisdadulafumevie
enlduinissng q WduanudAniilalumaienauduasuimslérasiu detnvioafienanardde
Uszaudgmmssinauladendeldenn viesmaulalilinasiumsille dafumsiaueneums
finsuaguuardinnerenguihvanessdelimsinadladululinetu 22, 25] Saenndosfunuama
N3as9ARUIMUAYEY The Digital Tips [11] na17131 Msasnaewmudldduiussmaasseglsln
7 wauely usazdoadenlesensuaivesifiausuasguliiululufirmadeiu MWasussenels
AnBunuing iy manafaguiednuney saui ndu des Judu uenandduondenunanesu
fdeulostunsnanléiineg wu AeleBeaiifie uaznsidoruiinsgalasne 9nuamsiduanunsa
adueladsuazasunanisenuse il

awdnwalgavaneyaeniamsvisadien ludimsieansieairsusegdlalunisviondien
favens ufuseadnlalunménualiesgemineamevsnisvieadion Wesmnamanualmemsviesiiten
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%LfJuENﬁﬂizﬂauﬁﬁﬁﬂumia%qmi%’uifmmﬁﬂviaaLﬁmﬁiawéwiamﬁm FUALAZUINIAIUNIT
viewflen [24-25] Inslawznagndnisaanaiiyjdlrienuddnyfuesusiazanuidnvesinviondien
Huddey é’aﬁ?umﬂﬁ%fuwiwuﬁayjaﬂmmsﬁmﬁuLma'wiml,ﬁm S'TiaﬁmwLLazLﬁawﬁa;ﬂaﬁLﬁs’rﬁaq
fumseniiennsrasegmuunasdoyarin q du Suduladeireliinnsiuiuasussdunals
lunsfiumsvieadiodldiduesned (22 uenaniinsideyareadvrosuladfninende:
uazanyaragvsIavswaludedsausoulay Wu udonines ans1 Burligieuies dumasenisnauny
vieaifienvestinvieadlen [26-27) wu msihisteya maSeudisudeyavieniiss anuduevessen
msiauegauiiianle wionunawioadiedlndidss S1ue1mns Al uaziivin egnersuiiu ALY
Tufunmsaaieiunsevielustudu uazsulovnesunsuimsigavguiieduntesdionseummanle
vosinvieaflenlifusgrsivztivaiusgdlalunisvieaiionlsd
sUwuumsiausadvianeumud uduusznavddaiasliidunsesdie toahuseile
Tunsvieaiien %ﬂﬁjﬁﬂﬁ’]i foadsHaLazoDNLUUENS (Message) Msonawud (Content) lillanwaly
fidhFsuazderioldde lidudou s1udie Asganuaula dnvnslassaduandomnauniuivda
uazmusTIL vieviusiensuamsiasuulas enauaussn1siuiuazindsreumudvasngu
vanede uonaniluniswanAavianeuwmug fen anile (291 Idnarufudut msndndendvtanou
wudluteqiu $ududeadentitfdansimnzan famnudvaluansuasdnuuzarsiidens
deoonly viseenaiidnuaeiilndiAvsiunguidmnenseriuas ielvdsensuazifuansazananse
dravta uaznonsidldnsaty nsdearstulensdszaueudide Wy nstiauedeidle (video
Content) %38 Vlog ﬁgﬂﬁ%auawu@wwém%’mmﬁﬂ (Facebook) gvu (YouTube) dugnunsy
(Instragram) waz Tiktok azfidnuamdhiinle wwudy q fililemiinszdu awmaaﬁé’uﬁaﬁﬁgﬂmi@
nsils uaznseumugiuvdossidlnegimils Tasnguiinviesiiontmunendnde naufldde
ooulatilonsaeasludinusedriu wu nguiesu Soviou uasTonBon Wudu maiauede
sUn ™ (Photo content) dndluafldnsieanssneguninans o fgaragela wioussnysfiiisensus]
wazdwigldrnudedsnuenlatiig 4 uielimsiiauadudulingfinfld ludeyadovniGermg
waznsueninBessniifulselon) visuanstoyauazeavidonduduazuimssumsvionde
Wy Uszaumsainisvieadios FunalnUn mldde qaniavieadien Wusu Tnevfomvienoumus
Wy 9 ordunsiiausiuiyana dud aauil wiensmusiuvans sUsuuddeiufle
yadnamlunsieas (Mode and Tone) wioensuailunsdoans Wumaianisaiis
rnalslureumud Afdsansdesnmsdeasludslfuas Ssavdesagiiounmanuaivesqgamang
Uanemsmsvieadisauarluvaziforiuazdoansyadnam Whisensual anunsaliutinislauay
asaussgdlaluniadumeteadidldanigdansindn fuoisunivesdmns wasnoumu
Fududeafinwaenndesludugiuas Taensldnagnsnisdeasitoaiisussyslalunsvieadien
B M3\FenlHA lenansfiaypdnnmueundsieailen vidonguinvieaieatmne mslidurgeuees
Suduyarafifidvinalunguinvisiisinasilddelndoaiiioluog1smnn Wioseneno1sualves
PmNgUmEnImsisnisnuyaanamvstiinaus [22] 1wy thides Fygm vievima Litenszdu
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Tiinreadivaroanmssenidunmsufumanumesssesvasioniivrtumuesusifigndienen
11 uenmniinathiauetoyafifuealndaeumus (Real Time Content) ilouandlsifiufamnnsal
AAntusse a nantu 9 WislvgFuansiinanuidedie Whisesual viewielsimatuiiisils
AonARBatU dun MauAIM LaTAs FINTIASENA [25] WUT MSHeANSNIAANAUUYIANNIS
Tnsnsdaaiumsredaiigdadiolfiinnisindulateduduaruints naensunseaindsiansss
waznsaanUdutuS Aetinnsiuiuazidile uazdeageruadatunduimneliiuasuntas
viruad videiRansdndulaiiunsvieaiioy

dnunzvastaamenisiosns deadenlimnzauiunginssunislidevesnguitivune
wazmeliladfidsuluoinsmnds Mvianeumudidnuaseiy fo madhiwavdwedeyalfine s
wardiTiangn aunsnauelaiatormy o Fes videaduifle fufulidsns (Senden Fesulusios
Gonldians (Message) Tiiwnzauiu sesmuiSede (Channel or Media) Tlasvhwihillunsdeansluss
FFuansuaswgAnssunsudese venaniiaduddylunsdeanslisvaunadide ol
welulaBluirsessuansiudouly Wy aofiawmes Insdiliefie wiuidn Tewna Wusu Sufugmnm
yosdyaaduneddniinniiuasaaounguenviai dawaiﬁ@%’umimmmL%’Wﬁasdmmamﬁmﬁ
Isawansind uazfiaunsadensude uazans Anuosesnsld aonadesiu szamed Ainwaus
way dnsiles whwuelatey [29] uasvgiie Jayaisnszna wazafu Jeyayismsena [30] na1ah
dondviamiadn iudenadlumsthfengunimnefiaulsludufuasUnsvesueu Aldsuades
avan nnduenddddheninivled defudomuiorounuiludeifsioadu nsedu suam
wierdUddleusznoudeninu Tnendudmuneaunsafunsudeyatnaswazainsatlugnis
Auvndeyauuguuuuiidoriuledle

LRIGILITE

1. 9nuamsifelsisiui fusznounis theenuuy dndeansnanata Sugiouiwes uas
AU ATIeWMBF (Content Creator) ansviaaifisn msdflsfanmsadassneumusiianuse
viausluBsgUsssy Wy nmdnwalviegasuresuvasiondisd Adrnmnuazain Aanssuns
vieuflen WWudu dnluBsuwsssudaiiausnuAnainsassd asseadenyadnamlunisieansi
Whisensuaivesnauithvane wu yadnamuesdurigeuwes uas & Wosliusznaulunsumusiing 9
Jusiu mwjiﬂﬁmia&mqmiﬁamsﬁmmsamﬁuLwiazl,ﬂfam uazgmsanguidmang

2. frugUuuuesneumudnsiidomanusudisaugfumslianug faundeioves
Foya ilslyifFunoumud vienguidmnedlaldie nmsandwasuistuluaanis

3. lumsfinwadaoly msfumiuUsdommemeirnsuasinindudomsiiiadl
wardianuiuadioiefunsiaudeniveeoumudiioduaiunsviendedldinanniu wu
nsAansnsaaaLUUYsANS WeansainuedasionmsUssnduiusuasduaiunsviondie)
Tfnsenguiiving wasldfoyaiifienundendaausnndeiu
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