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PREFACE 

International business is a compound name for all commercial transactions that occur 

between two or more regions, countries and nations beyond their political confines. All 

business activities that involve cross border transaction of goods, services, and resources 

between two or more nations are classified as international business. Generally, the sole aim 

of private companies engaging in business transactions is profit making. On the other hand, 

governments engage in business transactions for both profit and political reasons. 

International business involves transactions of economic resources which includes capital, 

skills, people, etc. in order to produce international physical goods and services such as 

finance, banking, insurance, construction, and so on. Tourism is also involved in international 

business and its importance and advantages. In terms of international business, tourism is an 

export product which generates a lot of revenue for Thailand. Also, tourism significantly 

contributes to the economy of Thailand and the national GDP. Tourism also paves the way 

for foreign exchange which is an impetus to national development. Again tourism combats 

unemployment by creating jobs for people in tourism-related sectors. The constant growth 

and increased diversification experienced in tourism has made it one of the fastest growing 

economic sectors in the world. Development is the key in modern tourism with many new 

destinations being introduced into tourism from time to time. These have all helped to make 

tourism a very important force that influences socio-economic progress. 

 In terms of international business, international tourism (as an export product) refers 

to tourism that crosses national borders. In the wake of globalization, tourism has evolved as 

a recreational or relaxation activity. According to the World Tourism Organization, tourists 

are people “traveling to and staying in places outside their usual environment for not more 

than one consecutive year for leisure, business and other purposes”. Estimates from the 

World Health Organization (WHO) reveal that up to 500,000 people are in flight at any given 

moment. 

Russian tourists in Thailand tend to open a great opportunity of big market. It can be 

observed that there is more than 143 million of Russian population in the kingdom and it has 

an inclination to increase. This increase of travelling for the Russians had long been started 

since their administrative transformation to democracy in the year 1992. Thailand is one 

among the 20 countries that Russian tourist preferred to visit.  With this, more than 93,000 

Russian tourists per year come to visit Thailand during the period of 2002 – 2004.  The 
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percentage calculation of increase shows that there is an increase of 31% per year.  In the 

year 2015, it had been recorded that there were $2,005.22 million receipts from Russian 

tourists with a recorded population of 877,120. With the high purchasing power of Russian 

tourists, Thai tourism – Russian Federation is one the new target of market for Thai tourism. 

Moreover, considering the figures recorded and mentioned above, to support the expansion of 

Russian tourist will provide a great impact and income generating opportunity to the kingdom 

of Thailand. 

 Many studies have been carried out on the factors that influence destination loyalty in 

tourism. The results of some studies reveal that the revisit intention is explained by the 

number of previous visits. Apart from being familiar with a destination, tourist revisit 

intention concerning a destination is also influenced by the overall satisfaction experienced 

by tourists in that destination. Other studies carry out more exhaustive research on factors 

that influence tourists’ revisit intentions. In the model used for this study, perceived value and 

satisfaction are used as explanatory variables that explain tourists’ return intentions towards 

Thailand destinations. The study investigates the causal relationship among perceived value, 

satisfaction and revisit of Russian tourists visiting Thailand using a mixed-method approach. 

Based on a structural equation model, this study investigates perceived value and satisfaction 

in relation to revisit of tourism products in Thailand by sampling 100 Russian tourists. A 

questionnaire which was designed to include all constructs of the proposed model was used 

as the survey tool to investigate the hypothesis of interest. The questionnaires were given to 

Russian tourists correspondents. The results obtained in this study affirm the vital role played 

by tourist satisfaction and perceived value as determinants of destination revisit. The results 

of this study further proves the hypotheses that perceived value has direct effects on revisit, 

satisfaction has direct effects on revisit, and perceived value has indirect effects on revisit 

through satisfaction. The models obtained from the literature review point out in-depth 

investigative support for the framework. This study also includes discussion on what the 

results connote on the managerial level. In terms of application, the analyses from this study 

can be used as a foundation for proper planning of future tourist marketing strategies. 
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