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has significantly reshaped the landscape of global tourism, and as the world
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:Eifz a renaissance. The aim of this research is to explore the connection between
perception, anxiety, attitude, perception, and revisit intention to Phuket, Thailand. Data
feyisitintention’ collection was gathered through an online survey consisting of 3,194 responses
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all over Thailand, during October and November 2021.This paper presents the
Structural Equation Model (SEM) in analyzing the relationship between the
variables. The results of causal relationship model analysis of the connection
between variables showed the consistency index of the model based on the
Chi-squared test values (3> = 499.034, df = 172, ¥*/df = 2.901, p value = .000,
RMSEA = 0.024, RMR = 0.022, GFI = 0.986, NFI = 0.991, and TLI = 0.986).
This holistic perspective contributes to the theoretical framework surrounding
tourist behavior and mental health by illustrating how these constructs
interact in the context of travel. However, the key finding from this research
demonstrated that anxiety influences the opposite direction to revisit intention;
anxiety exists only in the crisis situation.
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Introduction

Tourism continues to be a driving force in preserving
natural and cultural heritage and ensuring that these
legacies are enjoyed by future generations (Pololikashvili,
2021). In the early 21st century, tourism has become
a global phenomenon and remains a powerful driver
of economic development, shaping the identity of
many countries worldwide (Hall, 2019). However, the
emergence of the Covid-19 pandemic since late 2019 has
led to a continuous decline in global tourist numbers. In
the first quarter of the year 2021, there was an 83 percent
decrease when compared to the same period in 2020
due to the ongoing travel restrictions and low consumer
confidence resulting from the widespread coronavirus
outbreak. This was followed by an unprecedented 73
percent decrease in international tourist arrivals in 2020,
marking it as the worst year on record for international
tourism. In the Asia and Pacific region, the issue of
declining international tourist numbers remained a
significant concern, with a 94 percent decrease in the first
quarter of 2021 compared to the same period in 2020
(The World Tourism Organization, 2020).

In Thailand, the abundance of natural resources,
both on land (mountains and forests) and in the waters
(sea, rivers, lakes, and reservoirs) has attracted people
from both within and outside the country to come and
experience them (OpenDevelopmentThailand, 2017).
Once experienced, these resources create fascination
and a desire to return, as well as the inclination to
share their experiences with others. This holds great
significance for the development of Thailand’s tourism
industry. The Tourism Authority of Thailand (TAT,
2024) has designated tourism as the largest sector within
various industries, with numerous connections to other
businesses. Tourism plays a substantial role in generating
income for the country. Therefore, the government
has used tourism as a tool to shape policies and create
strategies for national development.

Phuket province is in the southern part of Thailand
and is a significant tourist destination for the country,
often referred to as the “Pearl of the Andaman Sea”
(Sarwono & Vionita, 2023). This is due to its remarkable
natural beauty, with pristine white sandy beaches meeting
the clear blue sea. Additionally, Phuket is known for
its distinctive culture and architecture, especially the
Sino-Portuguese style, which creates a unique blend
of “East Meet West” where the East meets the West
(Khoopongsakorn et al., 2022). It is a modern and
international city while preserving its own art and culture.
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Phuket is also a renowned centre for sea tourism on a
global level.

Before the pandemic, Phuket was one of Thailand’s
premier tourist destinations and a bustling hub for
international travellers. The tourism situation in Phuket
in the period before the pandemic crisis was characterized
by a steady increase in the number of visitors, both
tourists and day-trippers. In the first five months of 2020,
the number of foreign tourists was 3 million (Thaicharoen
et al., 2023), while generally there are more tourists
visiting Phuket such as 12 million travellers in 2023 (The
Nation, 2023). The pandemic significantly impacted the
tourism sector worldwide, including Phuket, leading to
travel restrictions, closures, and a drastic reduction in
tourist arrivals (Chuenniran, 2023). However, tourism in
Phuket during the first half of 2024 is recovering strongly,
with a total of 4.3 million foreign tourists, which is only 7
percent lower than pre-Covid levels. For the second half
of the year, it is expected that foreign arrivals will exceed
2.7 million (Bangkokbiznews, 2024). These visitors were
divided into Thai nationals, accounting for 25.6 percent,
and foreign nationals, accounting for 74.4 percent of the
total (Phuket Provincial Statistical Office, 2024).

Recently, numerous studies has emphasized tourist
crises, particularly during and after the Covid-19
pandemic which have caused enormous damage to the
local and global tourism industry (Bhati et al., 2020;
Novelli et al., 2018). The topic of tourists’ intention to
revisit has received much scholarly interest in the travel
and tourism literature over the past 10 years (Zulfiqar
et al., 2024) as it is considered vital to contribute to the
profitability and sustainability of the tourism industry
(Alves etal., 2019). Yet previous studies have been shown
to study the antecedents of tourists’ revisit intention,
tourists’ experiences and satisfaction on revisit intention
(Zhang et al., 2021), the role of revisiting the destination
(Choo & Petrick, 2014; Ranjbarian & Pool, 2015). Prior
published literature in tourism emphasizes on destination
image, service quality, satisfaction, and perceived value
affecting revisiting a destination, while rarely studying
the way these factors help predicting intention to revisit
(Abbeasi et al., 2021).

To fill this gap, the aim of this research is to explore
the connection between anxiety, attitude, perception, and
implications for revisiting Phuket, Thailand. Hence, the
research objectives include: to explore factors influencing
the revisit intentions to Phuket province, to analyse the
causal relationships of anxiety, attitude, and perception
towards the intention to revisit Phuket province, and to
provide recommendations for tourism marketers and
stakeholders in Phuket to enhance tourists’ perceptions
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and reduce anxiety, thereby increasing revisit intentions.
The unique contribution of the study lies in its focus
on the psychological dimensions of tourist behaviour
during crises, its practical implications for enhancing
tourism recovery strategies, and sustainable tourism post-
Covid-19.

Literature Review

People commonly experienced anxiety during
the Covid-19 pandemic, which influenced them to
adopt behaviour to protect their health (Akdeniz et al.,
2020). When people misunderstand a disease, they may
develop negative perceptions that can create social and
psychological problems, including stigma, which in turn
can trigger excessive anxiety (Yeni et al., 2018). Anxiety,
attitude, and perception are three intertwined facets of
the human psyche that wield a profound influence on
one’s confidence to act on something (Ajzen, 1991). This
section explains each variable, including perception,
attitude, anxiety, and revisit intention, followed by the
hypothesis, and the relationship between these variables.

Perception is a subjective norm, which directly
influences tourists’ psychology and decision-making
processes (Jiang et al., 2022). Knowledge perception
refers to a tourist’s ability to recognize and understand
risks related to tourism and Covid-19, which can enhance
their sense of control in uncertain situations (Zhang et
al., 2021; Zhu & Deng, 2020). Tourists who feel more
knowledgeable are likely to engage in travel activities
as they believe they can better manage risks (Tassiello
& Tillotson, 2020). However, when travellers face
difficulties during their trips, they quickly develop risk
perceptions that can lead to dissatisfaction and decreased
intentions to revisit (Khasawneh & Alfandl, 2019;
Rindrasih, 2018). Various risks can hinder tourist flows
and affect destination perceptions, with the Covid-19
pandemic being a prime example of this phenomenon
(Peri¢ et al., 2021).

Attitude pertains to an individual’s overall assessment
of engaging in a particular behaviour. Attitude comprises
cognitive, affective, and behavioural components which
describe the tourists’ psychological tendencies expression
of positive or negative when engaging in certain
behaviours. According to Liu et al., (2018), tourists’
attitude toward destination has a significant influence on
travel intention while destination image impacts tourist
attitude. The concept of attitude is considered a crucial
factor in predicting behaviour, especially in the context
of purchasing behaviour. People’s approach to Covid-19

was reflected in how willing they were to comply with
government-mandated quarantine and social distancing
measures (Roy et al., 2020).

In the light of the Covid-19 pandemic, the tourism
industry must adopt strategies to mitigate and alleviate
tourist anxiety (Jamal & Budke, 2020). Anxiety is a
crucial factor influencing travel behaviour; as anxiety
levels rise, the inclination to avoid risky behaviours also
increases (Allen et al., 2019). Dealing with uncertain
situations can heighten anxiety levels, especially when
there is a perceived risk of mortality. This can lead both
healthy and vulnerable individuals to adopt protective
behaviours (Shigemura et al., 2020). Anxiety is often
overlooked when examining factors influencing travel
intentions, although anxiety levels did not relate to travel
intentions (Sengel et al., 2023). Kovaci¢ et al. (2019)
found that while perceived risk raises travel anxiety, it
lowers the intention to travel.

Revisit intention refers to a tourist’s likelihood
of returning to a destination, reflecting loyalty and
potentially enhancing economic benefits for that location
(Gyte & Phelps, 1989). Despite its importance, there
is a notable lack of research on factors influencing
revisit intentions (Li et al., 2018), making it crucial for
developing marketing and management strategies in
tourism. Various factors have shaped the intention to
revisit Phuket post-pandemic, including health and safety
protocols, Phuket Sandbox Model, vaccination status,
digital marketing, sustainable tourism initiatives, flexible
booking options, and government support. The proactive
management of the pandemic has fostered trust among
tourists, particularly through Phuket Sandbox initiatives.
Additionally, the Thai tourism industry’s resilience and
gradual reopening have helped restored confidence in
Thailand as a safe destination. Effective communication
about safety measures has further encouraged travellers
to consider returning, however, individual intentions
to revisit vary based on health concerns and the global
situation. Overall, Thailand’s commitment to safety and
its allure as a tourism destination significantly contribute
to rebuilding visitor confidence. From reviewing the
related literature, the proposed hypotheses are (Figure 1):

H1: Perception has a positive relationship with
anxiety.

H2: Perception positively influences attitude.

H3: Anxiety positively influences attitude.

H4: Perception positively influences revisit intention.

HS: Anxiety positively influences revisit intention.

H6: Attitude mediates the relationship between
perception and anxiety on revisit intention.
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Figure 1 The proposed conceptual model

Relationship between the variables

The Theory of Planned Behaviour highlights
subjective norms as a crucial factor influencing
behavioural intentions, reflecting how individuals
perceive the views of their reference groups (i.e.
family and friends) (Belanche et al., 2019). Research
shows that tourists’ intentions to revisit are shaped
by their attitudes, subjective norms, and perceived
behavioural control (Han et al., 2020). Additionally,
tourists’ perceptions of travel destinations significantly
impact their revisit intentions (Hasan et al., 2017). While
tourist anxiety can negatively affect travel intentions by
navigation of potential travellers away from anxiety-
inducing destinations, this effect has diminished since
the Covid-19 pandemic. Although perceived risks still
generate anxiety, they no longer necessarily discourage
travel intentions (Kovaci¢ et al., 2019; Sengel et al.,
2023). Revisit intentions are influenced by consumers’
perceptions and anxieties regarding safety standards
and control measures at destinations. The relationship
between perception and anxiety is mediated by attitude,
which can directly or indirectly influence the intention
to revisit. Covid-19 has acted as a stressor, triggering
significant anxiety responses that can lead to behaviour
changes (Malesza & Kaczmarek, 2021). Tourists face
various uncertainties related to hygiene, transportation,
cultural differences, security, and language barriers,
shaping their risk perceptions before travelling. However,
these perceived risks do not essentially affect their
intention to revisit a destination (Hasan et al., 2020).

Methodology

This is a quantitative research project where the
researchers distributed a survey via Google Forms online,
consisting of 3,194 respondents who have previously
traveled to Phuket province. Hair et al. (2010) noted that

contemporary sample sizes are adaptable and depend
on the nature of the data being analyzed. Most of the
measurement scales utilized are interval scales, often
incorporating aspects of Rensis Likert’s scale which
typically ranges from 1 to 5. However, Boomsma (1985)
stated that a minimum sample size of 100 or 200 is
required for structural equation modeling (SEM). Data
collection occurred during October and November
2021 after the Phuket Sandbox project by the Tourism
Authority of Thailand on June 29, 2021, believing that the
sandbox approach could revive tourism. The researchers
aimed to analyze whether there was interest from tourists
following the confirmation of plans to reopen Phuket.
Additionally, Phuket was the only location (by that time)
under trial, allowing vaccinated individuals to travel.
This research employed a systematic data collection
procedure with multi-stage sampling stratified by regions
and provinces (Makmee et al., 2024; Prasertcharoensuk
et al., 2020). The process of collecting data from
questionnaires involves several steps, including (1)
developing metrics: creating measurement standards
and criteria, (2) distributing the questionnaires through
an online system, (3) statistically processing the data
using a structural equation model (SEM), (4) analyzing
the results comprehensively and providing additional
recommendations based on the research findings obtained
from the closed-ended questionnaires. The statistical
presentation of data covers all aspects studied, enabling
clear numerical analysis of relationships and differences.

The researcher conducted a thorough review of
the literature and relevant research works to develop
a framework and guidelines for constructing the
questionnaire. The questionnaire was divided into three
parts; Part 1 includes personal information of the survey
respondent, Part 2 includes information on anxiety,
attitude, and perception to revisit Phuket in the form
of multiple-choice questions. These questions are in a
survey format, and they use a 5-Point Likert Scale, where
5 indicates the highest level of agreement, and 1 indicates
the lowest (Likert, 1970).

Participants: The research was conducted in Thailand
to investigate customers’ intentions to return to Phuket,
as Thailand’s most popular province generating large
income into a country. Respondents were selected
through a convenience sampling method. The sample
population included Thai people with various age groups
who had lived or visited Phuket. The questionnaire
was posted on social media such as Facebook page of
a traveling group and Pantip.com in Blueplanet group.
A total of 3,308 questionnaires were sent out and 3,274
questionnaires were returned. However, after cleaning
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invalid and missing data in the questionnaires, 3,194
valid questionnaires were obtained. The sample size met
the minimum requirement of at least 385 according to the
appropriate sample size for a 95 percent confidence level
(Cochran, 1977).

Data were analyzed by examining personal
data, residence, chance to visit Phuket province, and
intention to revisit Phuket province by descriptive
statistics, which is the mean and standard deviation.
Upon obtaining the data, SPSS was used for descriptive
statistics throughout this study. The Structural Equation
Modelling (SEM) using AMOS was employed to validate
the questionnaire’s rationality, which primarily tests the
data’s reliability and validity (Hair et al., 2012).

Reliability and Validity Analysis: The researchers
ensured the reliability and validity of the constructs
by evaluating internal consistency by using composite
reliability and Cronbach’s alpha (a). Hair et al. (2012),
noted that when measuring internal consistency, the
accepted reliability of above 0.70 is required. The
researchers conducted a pilot test with 30 people where
the Cronbach’s alpha was 0.890. The purpose of this pilot
study was to evaluate the content validity of the research
instrument using the Item-Objective Congruence method
with three experts in the field of management, tourism,
and statistics. The IOC score was 0.85. Convergent
validity was confirmed by assessing inter-correlations
among indicators within the same constructs using
factor loadings and average variance extracted (AVE).
All constructs in the measurement model demonstrated
highly significant factor loadings exceeding 0.5
(p value < 0.001), indicating robust reliability and strong
associations with their respective constructs (Sarstedt et
al., 2017). The average variance extracted (AVE) values
of the variables were 0.701 (perception), 0.707 (anxiety),
0.650 (attitude), and 0.648 (revisit). Thus, this research
successfully proves convergent validity.

Results and Discussion

The demographic characteristics of the participants in
the study are presented below (Table 1 and Figure 2):

Data shown in Table 2, factor loading indicate the
strength of the relationship between each indicator and
its corresponding construct, where values above 0.70
are generally considered acceptable, meaning that the
construct explains more than 50 percent of the variance
in the indicator. Cronbach’s alpha (o)) assesses internal
consistency reliability, showing each variable is related to
its own group. For instance, values of 0.933 in perception,

0.923 in anxiety, 0.874 in attitude, and 0.926 in revisit all
indicate acceptable reliability. Average variance extracted
(AVE) measures the level of variance captured by a
construct in relation to the variance due to measurement
error. Value above 0.50 suggests the construct explains
more than half of the variance in its indicators. The
constructs show an AVE of 0.701 (perception, 0.707
(anxiety), 0.650 (attitude), and 0.648 (revisit) indicating
good explanatory power. Finally, all the composite
reliability (CR) values above 0.70 are considered reliable.

All constructs demonstrate discriminant validity
according to the Fornell-Larcker criterion since the
square roots of their AVEs are greater than their
respective correlations with other constructs. Table 3 and
Figure 3 illustrate that each construct (revisit, perception,
anxiety, and attitude) is distinct from one another, thereby
confirming their individual contributions to the overall
research model without excessive overlap.

Table 4 compared the model fit statistics of the initial
model and the modified model. The modifications made
to the model resulted in substantial improvements across
all fit indices, indicating that the modified model provides
significantly better data compared to the initial model.
This suggests that the adjustments made during the
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Table 1 The characteristics of the participants

Characteristics n=3,194 Percentage
Gender
Male 1,173 36.7
Female 2,021 63.3
Age
20 years or below 387 12.1
21-30 years 832 26
31-40 years 525 16.4
41-50 years 697 21.8
51-60 years 576 18
More than 60 years 177 5.5
Occupation
Freelance 403 12.6
Government officer 1,323 41.4
Selling goods 49 1.5
Company’s employee 386 12.1
Private enterprise 207 6.5
Others 826 25.9
Income
Below 10,000 Baht 932 29.2
10,001-20,000 Baht 529 16.6
20,001-30,000 Baht 391 12.2
30,001-40,000 Baht 467 14.6
40,001-50,000 Baht 307 9.6
More than 50,000 Baht 568 17.8
Residence
Not living in Phuket 3,194 100
Hometown
North 522 16.3
South 297 9.3
Central 1,858 58.2
Experienced to Phuket
Yes 1,633 51.1
No 1,561 48.9
Interested in revisiting Phuket
Yes 594 18.6
No 1,913 59.9
Not sure 687 21.5

modeling process were effective in enhancing its validity
and reliability. The results of causal relationship model
analysis of the connection between anxiety, perception,
attitude, and revisit Phuket, Thailand with AMOS
program showed the consistency index of the model as
follows: Chi-squared (?) is 499.034, Degrees of freedom
(df) is 172, Chi-squared ratio and the degrees of freedom
(x¥/df) is 2.901. The p value of the test statistic is <.001
The root mean square error of approximation (RMSEA)
is 0.024. The root mean square residual (RMR) is 0.022.
The goodness of fit index (GFI) is 0.986. The normed fit
index (NFI) is 0.991. The Tucker-Lewis index (TLI) is
0.986. The compliance index meets the specified criteria:
Chi-squared (?) is less than 3, RMSEA, RMR less than

0.05 and GFI, NFI, and TLI more than 0.95 (Schumacker
& Lomax, 2016). Therefore, it can be concluded that
the causal relationship model of the connection between
anxiety, perception, attitude, and Phuket revisit intention
that developed is in line with empirical data and the
details of the analysis.

The results of hypothesis testing (Table 5) for all the
specified variables mostly support where the perception,
anxiety, attitude can concurrently explain the variance of
revisit at 0.05 percent. The hypothesis test results mean
that perception has a direct effect on anxiety (0.710),
followed by attitude (0.648) and revisit (0.159). Anxiety
has a direct effect on attitude (0.185). Attitude has a direct
effect on revisit intention (0.115). Except for hypothesis
5 (H5) where anxiety positively influences revisit,
which has supported negative relationship (-0.180). The
research results are inconsistent with the hypothesis,
suggesting that as anxiety increases, the revisit intention
decreases. Thus, anxiety levels affect the travel behaviour
in the wake of Covid-19 pandemic (Sengel et al., 2023;
Williams, 2015). This confirms the theory of anxiety/
risk reduction management stating that when people
experience high levels of anxiety and perceived risk, they
have low confidence and tend to avoid that environment
(Gudykunst & Hammer, 1988). However, anxiety
influencing the revisit intention to Phuket province only
exists during the period when the Covid-19 situation
occurred. When the situation recovers, people tend to
visit the destination.

The results of this study confirmed the hypotheses
(H1-H6, whereas H5 was not supported), these findings
aligned with Srisuwan (2019), who specified that trust in
individuals, based on their knowledge and understanding,
involves perception, feelings, as well as outward
demonstrations of intentional behaviors, acceptance of
loss, and positive expectations towards individuals or
something under certain circumstances. This also aligned
with Phansuma and Boonruksa (2021), who indicated
that the sources of pandemic information are related to
knowledge, attitudes, and behavior. The sample group

Perception

Intention

Anxiety

Figure 3 The final conceptual framework
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Table 2 Reliability and validity of construct indicators

Constructs Labels Factor Loading Cronbach’s Alpha (o) 1;‘;::5;2(?23}; Reﬁ;’:il lli)tOySl(téR)
Perception Per2 0.814 0.933 0.701 0.933
Per3 0.868
Per4 0.802
Per5 0.844
Per6 0.827
Anxiety Anx1 0.842 0.923 0.707 0.924
Anx2 0.837
Anx3 0.893
Anx4 0.804
Anx5 0.827
Attitude Attl 0.871 0.874 0.650 0.880
Att2 0.890
Att3 0.740
Attd 0.709
Revisit Revl 0.651 0.926 0.648 0.927
Rev2 0.799
Rev3 0.675
Rev4 0.886
Rev5 0.905
Revo6 0.865
Rev7 0.816

received pandemic information primarily through the
internet/online social media, followed by television.
The positive relationship between perceiving Covid-19
information online and preventive behaviors against
Covid-19 is evident. Receiving information online helps
raise awareness and encourages the public to collaborate
in adhering to disease prevention measures. However,

Table 3 Discriminant validity through the square root of
AVE with the Fornell-Larcker criterion

Revisit ~ Perception  Anxiety Attitude
Revisit 0.805
Perception 0.136 0.837
Anxiety -0.003 0.647 0.841
Attitude 0.124 0.767 0.619 0.806

addressing the issue of fake news and inaccurate online
information is crucial as it may lead to misunderstandings,
stress, and excessive anxiety regarding the pandemic. It is
also noted that there is a positive effect of Phuket’s brand
image on repeat patronage as in line with Singh et al.
(2023).

Conclusion and Recommendation

This research addressed the underexplored causal
relationships between anxiety, attitude, and perception
regarding the intention to revisit Phuket post-Covid-19.
By examining factors that contribute to anxiety and
perception, this study aims to enhance understanding
of public responses to health threats (Cao et al., 2020).

Table 4 The comparison of model fit before and after the modification

Model fit of the first model

Model fit after the modification

Chi-squared = 1,845.599
Chi-squared/df = 9.092

Degrees of freedom = 203

p value =.000

GFI = 0.947

NFI = 0.966

RMR = 0.027

RMSEA = 0.050

The Tucker-Lewis index (TLI) = 0.966

Chi-squared = 499.034

Chi-squared/df = 2.901

Degrees of freedom = 172

p value =.000

GFI = 0.986

NFI = 0.991

RMR = 0.022

RMSEA = 0.024

The Tucker-Lewis index (TLI) = 0.986
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Table 5 Hypothesis testing results

Hypothesis Path Path coefficients p values Remark
H1 Perception — Anxiety 0.710 HrE Accepted
H2 Perception — Attitude 0.648 ok Accepted
H3 Anxiety — Attitude 0.185 Hrk Accepted
H4 Perception — Revisit 0.159 ok Accepted
HS5 Anxiety — Revisit -0.180 Hokk Unaccepted
H6 Attitude — Revisit ok Accepted

Findings indicated that perception positively influences
both anxiety and attitude, while anxiety has a moderate
positive effect on attitude but negatively impacts the
likelihood of revisiting. Although most hypotheses were
supported, it was noted that pandemic-related anxiety is
not permanent; it decreased over time due to habituation
and increased tolerance to uncertainty (Costa et al.,
2022). The results align with Huabcharoen and Thongorn
(2021), emphasizing that tourists prioritize safety
measures when making travel decisions during crises.
This involves temperature checkpoints, handwashing
stations, adequate alcohol gel service points, and
complete Covid-19 vaccination of service providers and
certification of tourist destinations by the Safety and
Health Administration (SHA) standards. Confidence
in these safety measures significantly influences travel
choices during pandemics. Additionally, state-led tourism
promotion projects such as “We Travel Together” and
“Half-Half” enhance tourist interest in travelling. It is
recommended that local businesses, including shops and
hotels in popular areas and major tourist attractions in
Phuket actively engage in these promotional initiatives.

Therefore, it is advised that the government
officially announce measures to elevate screening for
inbound travel to Phuket province following strict
prevention and control measures for Covid-19 to prevent
unauthorized entry of the virus into Phuket. This should
be accompanied by rigorous enforcement of screening
measures at all entry and exit points of Phuket to prevent
the infiltration of the virus into the province, in tandem
with adhering strictly to the D-M—H-T-T-A preventive
measures. D means Distancing, where people maintain
distance between individuals, avoiding physical contact
with others. M means Mask, where people always wear
medical masks. H means Hand washing frequently and
ensuring ample availability of hand sanitizing stations.
T means Temperature: check body temperature before
entering facilities to screen for unwell individuals. T
means Testing for Covid-19. A means Application: install
and use “ThaiChana” and “MorProm” applications each
time before entering and leaving premises.

This study contributes to the relationships between
perception, anxiety, attitudes, and revisit intention in
the tourism context. The findings indicate that positive
perceptions can enhance intention and mitigate anxiety
among tourists and residents alike, thereby influencing
their willingness to revisit destinations like Phuket.
Importantly, the study underscores the necessity of
accurate information dissemination and proactive safety
measures to foster a secure environment for travelers.
The researchers provided the practical implications for
tourism stakeholders in the way that Covid is a newly
emerging disease that only appears during a specific time.
Its prevention and management by the government and
tourism sectors are to take personal precautions where
individuals must follow the advice of relevant agencies.

Recommendations for future research

The interconnected dynamics of anxiety, attitude,
perception, and revisit intention may employ Structural
Equation Modeling (SEM) to examine the relationships
among these variables and understand how they
collectively influence individuals’ decisions to revisit
or avoid Phuket. By employing SEM, researchers can
model the complex interplay of psychological factors and
identify the key drivers affecting the destination’s image
and perceived safety. Given the implications of these
outcomes, further research is recommended to explore
the long-term effects of psychological factors on tourism
behavior in post-pandemic contexts.

Future studies could investigate how various
demographic factors influence perceptions and attitudes
toward safety in tourism settings. Additionally, examining
the impact of misinformation on traveler confidence and
behavior could provide valuable insights for policymakers
and tourism operators. By understanding these dynamics
more deeply, stakeholders can develop targeted strategies
to enhance visitor experiences and ensure sustainable
tourism growth in the region. The future scope for
improvement might include a comparative analysis with
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other tourist destinations with similar context, such as
Chiang Mai or Chonburi provinces.
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Appendix

Table 1 Instrument source

Constructs  Items Questions References
Perception 7 1. The Covid-19 situation makes me more careful, vigilant, and protective of my well-being. Malesza &
2. T actively search for management strategies to prevent Covid-19 transmission for myself and Kaczmarek, (2021);
my close contacts. Puspitasari et al.
3. I strictly follow government measures to prevent Covid-19 spread. (2020)
4. 1 understand and recognize challenges posed by multiple waves of Covid-19.
5. The greater the impact of Covid-19, the more attention I pay to related issues.
6. I encourage others to be mindful, aware, and cooperate in efforts to prevent the spread of
Covid-19.
7. 1regularly exchange opinions about issues related to Covid-19 situations.
Attitude 8 1. actively stay informed about Covid-19 situations. Upadhana et al.
2. I regularly evaluate the Covid-19 situations. (2022); Svenningsson
3. I share accurate Covid-19 information with others. et al. (2021);
4.1 independently analyze Covid-19 data beyond media reports. Puspitasari et al.
5.1 inform my own views about Covid-19 based on multiple sources. (2020)
6. 1 can propose solutions to Covid-19 when given the opportunity.
7.1 have a clear vision of post-pandemic recovery.
8. I understand how Covid-19 affects various social aspects.
Anxiety 5 1.1 feel anxious about Covid-19 situations in my surrounding environment. Roy et al. (2020);
2. I am concerned about personal and family economic systems due to Covid-19 situations. Malesza and
3. I worry about the physical and mental health of myself and my family due to the effects of =~ Kaczmarek, 2021
Covid-19.
4.1 have concerns about my relationships with my family and others as a result of the Covid-19
situations.

5. 1 am anxious about social recovery once the Covid-19 crisis comes to en end.

Revisit 7 1.
intention

I feel more inclined to revisit destinations that have implemented robust health and safety

measures post-Covid-19.

2. I support the government’s initiatives aimed at ensuring a safe travel environment, which
influences my intention to travel again.

3. I am eager to participate in tourism programs, such as Phuket Sandbox, to support recovery
efforts.

4. 1believe that effective measures taken by destinations will reassure me and encourage my
return to travel after the pandemic.

5.1 am confident that the government policy will help resolve economic issues caused by
Covid-19 situations.

6. The reputation of a destination affects my intention to revisit in the aftermath of Covid-19.

7. A positive image of country’s tourism services influence my intention to revisit after the

Covid-19 recovery.

Abbasi et al. (2021);
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