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Chapter One

1. Introduction

Numerous studies prove that Taiwan is ranked as one of the most important world
tourism generator countries in the world (World Tourism Organization, 2007). The
Taiwanese Outbound Travel Index in recent years had a significant growth
(International Tourism Forecast). According to the Bureau of Tourism of Taiwan in
2007, almost 9,000,000 tourists travelled abroad. This is showing an increase of 56.88
% in the last ten years. (See Appendix 3: Outbound Departures of Nationals of the
R.O.C. by Gender, 1980~2007)

The governmental annual report on tourism 2006 indicated that Taiwan citizens made a
total of 8,671,375 overseas trips in 2006; this was 463,250 more than the year before,
for a growth of 5.64%. Their top destination (based on the first stop of their flight) was
Asia, with 7,248,944 arrivals accounting for 83.60% of the total. America followed
with 687,038 travelers, accounting for 7.92% of the total; Europe was third with
258,263 travelers accounting for 2.98%; Oceania was fourth with 124,604 travelers
accounting for 1.44%; and other areas accounted for 352,526 travelers, or 4.07% of the
total number. Ranked by country or area, the top destination for Taiwan's outbound
travelers was Hong Kong/Macau with 4,225,549. Japan followed with 1,214,058, the
United States with 593,794, South Korea with 396,705, and Thailand with 379,275.

For these reasons this research was focused on identifying the actual market potential

and destination choice factors of the Taiwanese overseas travelers.

1.1. Motivation of research

Tourism is one of the primary wealth-generator in a country’s economy (United
Nations World Tourism Organization, 2007), therefore is vital for many countries, due
to the income generated by the consumption of goods and services by tourists, the taxes
levied on businesses in the tourism industry, and the opportunity for employment in the
service industries associated with tourism. These service industries include

transportation services such as cruise ships and taxis, accommodation such as hotels,



restaurants, bars, and entertainment venues, and other hospitality industry services such
as spas and resorts.

The researcher motivations were focused on identifying and analyzing the patterns of
behavior of the Taiwanese Overseas travelers and determinant characteristics that will
make a Taiwanese overseas traveler to choose one country instead of another. This is
the first motivation of the study.

If Peru wants to promote the country as a destination for Taiwanese Overseas travelers,
IS necessary to understand the market potential and factors which underlie destination
choices of Taiwanese outbound tourists. There is a positive impact of tourism on
society and particularly on economic development. Promoting inbound tourism in Peru
constitutes a good opportunity to improve social and economic development, taking in
account that Peru is internationally known because of its cultural, history and natural
resources. Nowadays Machu Picchu (Cusco, Peru) is recognized as one of the “New
Seven Wonders of the World” (The New 7 Wonders of the World announced during the
Official Declaration ceremony in Lisbon, Portugal on Saturday, July 7, 2007) and
“World Heritage Site” (UNESCO, 1983) therefore Peru is an important tourist
destination worldwide and particularly for Taiwanese travelers. In this way promoting
Peru as a tourist destination will generate economic development not only in Peru but

also in Latin America. This is the second motivation of the study.

1.2. Importance of research

The importance of this study is to provide useful and actual information about factors
that Taiwanese overseas travelers consider when they make their decisions about their
choice of destination, based on the five choice dimensions: Facility/Safety, Attraction,
Practical Accessibility, Quality, and symbolic Accessibility. Knowing these important
factors that determine how the Taiwanese overseas travelers choose their touristic
destination, will provide useful information to build a better offer and tourist packages
that will best suit their preferences and satisfy their demand.

The information provided will be an important knowledge to generate better and solid
bilateral business relations between tourist Agencies and Governmental-related
departments in Taiwan and Peru. In this way, it will enhance the economic growth on
the tourist-receiving country (Peru) with an emerging market economy.

This research has an important significance because it will provide updated information



about the destination choice factors of the Taiwanese overseas travelers, considering
the fact that the traveler’s choice factors change frequently, affecting consequently the

tourist destination options.

1.3.  Purposes of study

One of the main purposes in this study is to identify the market potential and
destination choice factors of Taiwanese overseas travelers. Besides, there is a specific
purpose that is to find out whether or not the Taiwanese outbound travelers have the
intention to visit South America. Which are their motivations to choose South America
/ Peru as a destination? If they are interested in traveling to South America, which
countries they would prefer to visit, for how long and how much money they would be
willing to spend for a trip like that. The motivation behind this analysis is that
consumers are heterogeneous and therefore prove that different consumers perceive
different value within the same attribute.

The other purpose of this study is to provide useful information to the destination
marketers in order to promote their services and products to the Taiwanese market
effectively. Understanding the market potential factors which underline destination
choices is noteworthy in the outset of marketing campaigns focus on the consumer’s
behavior, knowing this, the marketer will be able to embrace the business future and
provide better and more interesting tourist packages for the Taiwanese overseas

travelers.

Generally speaking, the researcher set three purposes of this study.

The first one is: “ldentify the market potential and destination choice factors of
Taiwanese overseas travelers”.

The second one is: “Provide useful information to the destination marketers in order to
effectively promote their services and products to the Taiwanese market”.

The third one is: “Find out whether or not the Taiwanese outbound travelers have the
intention to visit South America and which are their motivations to choose South

America as a destination”.

1.4.  Questions of study

Choices of destinations are affected by a number of socio-demographical variables (i.e.,
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age, gender, educational level, employment status, income).

Question 1: Which dimension of attributes (facility/safety, attractions, practical
accessibility, quality and symbolic accessibility) result to be the most valuable for the
Taiwanese who travelled abroad?

Question 2: Which are the main characteristics of the recent pleasure travel information
of Taiwanese who travelled abroad?

Sub-question 2.1: How many trips did Taiwanese who travelled abroad do in the past
five years?

Sub-question 2.2: Where did Taiwanese travel on their last trip?

Sub-question 2.3: How many days did Taiwanese traveling abroad spend on their last
trip?

Question 3: Which are the main characteristics of future trip information of Taiwanese
traveling abroad?

Sub-question 3.1: Where do Taiwanese travelers prefer to travel in the next two years?
Question 4: Are Taiwanese traveling abroad interested to visit South American
countries in future trips?

Sub-question 4.1: Which are the motivations to choose South America as a destination
to travel?

Sub-question 4.2: For how long would Taiwanese travelers visit the South American
countries?

Sub-question 4.3: How much money would Taiwanese travelers be willing to spend for
a trip to visit South American countries?

Question 5: Which are the socio-demographic characteristics of the Taiwanese
traveling abroad and how this variables influence the travel characteristics, the

preference for future travel and the destination choice factors?

When making decisions Taiwanese travelers evaluate different attributes such as for
example: Facilities, Safety, Practical Accessibility, Quality, and Symbolic Accessibility.
In that evaluation some attributes result of major importance but some others are not
crucial. This information provided by this research will allow marketers to know the

characteristics and the potential Taiwanese market to travel abroad.
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1.5. Key Words

Tourism

Traveler

Destination choice factors
Consumer Behavior

Consumer Preferences
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Chapter Two

2. Literature Review

In this chapter the researcher discussed the concepts of tourism, perception of
destination, traveler and the relation with consumer behavior and the different
motivations of consumers. As well as how they can match in the creation of the

researcher’s concept and make clearer our understanding about this research.

2.1. Tourism

In this part the definition of tourism, conditions, history of tourism and kinds of
tourism, will be developed.

2.1.1. Definition of tourism

Hunziker and Krapf, in 1941, defined tourism as "the sum of the phenomena and
relationships arising from the travel and stay of non-residents, insofar as they do not
lead to permanent residence and are not connected with any earning activity." In 1976
Tourism Society of England defined it as "Tourism is the temporary, short-term
movement of people to destination outside the places where they normally live and
work and their activities during the stay at each destination. It includes movements for
all purposes.” In 1981 International Association of Scientific Experts in Tourism
defined Tourism in terms of particular activities selected by choice and undertaken
outside the home environment.

The World Tourism Organization defines tourists as people who "travel to and stay in
places outside their usual environment for not more than one consecutive year for
leisure, business and other purposes not related to the exercise of an activity
remunerated from within the place visited".

The United Nations classified three forms of tourism in 1994 in its Recommendations
on Tourism Statistics: Domestic tourism, which involves residents of the given country
traveling only within this country; Inbound tourism, involving non-residents traveling
in the given country; and Outbound tourism, involving residents traveling in another
country.

In sum and for our concept “tourism is all the people who travel to and stay in different
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places outside their usual environment, for a short period of their life, for leisure,

business, religion and other purposes”

2.1.2. Conditions about tourism

Before people are able to experience tourism they usually need discretionary income
(i.e. money to spend on non-essentials); time off from work or other responsibilities;
leisure time tourism infrastructure, such as transport and accommodation; and legal
clearance to travel.

Individually, sufficient health is also a condition, and of course the inclination to travel.
Furthermore, in some countries there are legal restrictions on travelling, especially
abroad. Certain states with strong governmental control over the lives of citizens
(notably established communist states) may restrict foreign travel only to trustworthy
citizens. The United States prohibits its citizens from traveling to some countries, for

example Cuba. Visas are also sometimes required.

2.1.3. History of tourism

Wealthy people have always traveled to distant parts of the world to see great buildings
or other works of art, to learn new languages, to experience new cultures, or to taste
new cuisine. As long ago as the time of the Roman Republic places such as Baiae were
popular coastal resorts for the rich. The word tourism was used by 1811 and tourist by
1840. In 1936 the League of Nations defined foreign tourist as someone travelling
abroad for at least twenty-four hours. It successor, the United Nations amended this

definition in 1945 by including a maximum stay of six months.

The history of European tourism can perhaps be said to originate with the medieval
pilgrimage. Although undertaken primarily for religious reasons, the pilgrims in the
Canterbury Tales quite clearly saw the experience as a kind of holiday (the term itself
being derived from the 'holy day' and its associated leisure activities). Pilgrimages
created a variety of tourist aspects that still exist - bringing back souvenirs, obtaining
credit with foreign banks (in medieval times utilizing international networks
established by Jews and Lombards), and making use of space available on existing
forms of transport (such as the use of medieval English wine ships bound for Vigo by

pilgrims to Santiago de Compostela). Pilgrimages are still important in modern tourism
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- such as to Lourdes or Knock in Ireland. But there are secular equivalents - Graceland

and the grave of Jim Morrison in Pere Lachaise Cemetery.

During the 17th century, it became fashionable in England to undertake a Grand Tour.
The sons of the nobility and gentry were sent upon an extended tour of Europe as an
educational experience. The 19th century was the golden age of the Grand Tour, and
many of the fashionable visitors were painted at Rome by Pompeo Batoni. A modern
equivalent of the Grand Tour is the phenomenon of the backpacker, although cultural

holidays, such as those offered by Swann-Hellenic, are also important.

2.1.4. Different types of tourism

In tourism researcher had different types of tourism such as: health tourism, creative

tourism, leisure travel, winter tourism, extreme tourism, archeological tourism.

2.1.4.1. Health tourism

Health tourism has long existed, but it was not until the eighteenth century that it
became important. In England, it was associated with spas, places with supposedly
health-giving mineral waters, treating diseases from gout to liver disorders and

bronchitis, (Joan c. Henderson).

2.1.4.2. Creative tourism

Creative tourism has existed as a form of cultural tourism since the early beginnings of
tourism itself. Its European roots date back to the time of the Grand Tour, which saw
the sons of aristocratic families traveling for the purpose of (mostly interactive)

educational experiences. (Association for Tourism and Leisure Education)

2.1.4.3. Leisure travel

Leisure travel was associated with the industrialization of United Kingdom — the first
European country to promote leisure time to the increasing industrial population.
Initially, this applied to the owners of the machinery of production, the economic

oligarchy, the factory owners, and the traders. These comprised the new middle class.
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Cox & Kings were the first official travel company to be formed in 1758. Later, the

working class could take advantage of leisure time.

The British origin of this new industry is reflected in many place names. At Nice, one
of the first and best-established holiday resorts on the French Riviera, the long
esplanade along the seafront is known to this day as the Promenade des Anglais; in
many other historic resorts in continental Europe, old well-established palace hotels
have names like the Hotel Bristol, the Hotel Carlton or the Hotel Majestic - reflecting

the dominance of English customers.

Many tourists do leisure tourism in the tropics both in the summer and winter. It is

often done in places such as Cuba, The Dominican Republic and Florida.

2.1.4.4. Winter tourism

Winters sports were largely invented by the British leisured classes, initially at the
Swiss village of Zermatt (Valais), and St Moritz in 1864. The first packaged winter
sports holidays took place in 1902 at Adelboden, Switzerland. Winter sports were a

natural answer for a leisured class looking for amusement during the coldest season.

The Fun Ski & Snow Festival, which has been organized annually by Korea tourism
organization since 1998 and participated by about 10,000 tourists from Asia, is one of
the most successful winter tourism products in Asia. The festival provides a variety of
events such as ski and sled competitions, ski and snow board lessons, performances and
recreational activities. Majority of the event participants are foreign visitors who come
from countries with a warm climate that have no snow. The event offers them
opportunities to enjoy winter and winter sports in Korea. In addition, southern South
American countries making up the Patagonia region in Chile and Argentina attract

thousands of tourists every year. Skiing is extremely popular in the mountainous areas.

2.1.45. Extreme tourism

Extreme tourism or shock tourism is a type of niche tourism involving travel to
dangerous places (mountains, jungles, deserts, caves, etc.) or participation in dangerous

events. Extreme tourism overlaps with extreme sport. The two share the main attraction,
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"adrenaline rush™ caused by an element of risk, and differing mostly in the degree of

engagement and professionalism.

Extreme tourism is a growing business in the countries of the former Soviet Union
(Russia, Ukraine, Azerbaijan, etc.) and in South American countries like Peru, Chile
and Argentina. The mountainous and rugged terrain of Northern Pakistan has also

developed into a popular extreme tourism location.

While traditional tourism requires significant investments in hotels, roads, etc., extreme
tourism requires much less to jump-start a business. In addition to traditional travel-
based tourism destinations, various exotic attractions are suggested, such as flyovers in
MiGs at Mach 2.5, ice diving in the White Sea, or travelling across the Chernobyl zone.

2.1.4.6.  Archeological tourism.

Archaeotourism or Archaeological tourism is an alternative form of cultural tourism,
which aims to promote the passion for historical-archaeology and the conservation of
historical sites.

Like Ecological tourism (or Ecotourism), Archaeological tourism is promoted to
encourage the development of cultural associations, and companies and cooperatives
can be found that dedicate themselves to offer this type of service.

The best definition of archaeotourism can be found in the words of its founders:

The passion for the past is something inherent to the human being. As the saying:
“Town that does not know from where town comes that does not know to where it
goes”.

The Archaeotourism or archaeological tourism is ideal because they look for a higher
knowledge and sublimates, tie to the meditation and the relaxation, in perfect syntony
with the surroundings or ecosystem that is, integration with the Mother Nature, but
always in old places, next to the ruins of the “enigmatic missing civilizations"; sites and
places magician-monks or asylums; from the most remote prehistoric times; from the
era of the dinosaurs to the Medieval Age. In order to develop its activities it has a
nourished group of authentic experts in each one of the matters.

Therefore, archaeologists, paleontologists, anthropologists, historians and specialists in
trips will unite their knowledge under a same objective: to offer to the traveler a
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wonderful and unforgettable experience, an intensive course and of introduction to each
one of these manifestations of the human knowledge. This way the visitor will not be a
simple traveler, will be in addition an apprentice in sciences to the past.

Sometimes will feel a paleontologist discovering tracks of dinosaurs and others will
feel like Indiana Jones in the Damn Temple, mainly when penetrating in the mysterious
caverns and artificial caves that long ago served from temples our ancestors. Enigmatic
places loaded of an atmosphere of magic and mystery that, sometimes, surpass to all
fiction created by the cinema.

2.2.  Consumer Behaviour

Consumer behaviour is the study of how people buy, what they buy, when they buy and
why they buy (for example why they choose specific travel destinations). One of the
most fundamental questions about consumer behaviour is, “Why do people buy?” The
answer to this question is found in an understanding of consumer motivation.
Consumers are motivated to purchase and to consume products or services to satisfy
their needs.

In 1954 the psychologist Abraham Maslow put forward his classic “hierarchy of needs”
which is shown in Figure 1. This hierarchy is now central to much thinking in buyer
behaviour.

Physiological needs are concerned with self preservation and these are the basic needs
of life involving those elements required to sustain and advance the human race.
Safety needs relate to protection against danger and deprivation. Once the more basic
needs have been satisfied behaviour is influenced by the need for belonging,
association and acceptance by others. In many texts the next two needs are put together,
but here we followed Geoff Lancaster’s point of view. So respect and self esteem are
defined in terms of confidence, competence and knowledge and achievement is defined
in terms of qualifications and recognition above this.

The final need is what Maslow termed “self actualisation” which means self-fulfilment
in terms of becoming all that one is capable of being and one has reached the pinnacle

of personal potential (Buyer Behaviour by Geoff Lancaster).
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FIGURE 1: HIERARCHY OF NEEDS (FROM A.H.MASLOW)

Achievement

qualifications
Respect and self-
esteem

Social needs - recognition

and belonging

Safety needs - protection

and security

Physiological needs - hunger,
thirst and shelter

It is argued that when more basic needs like hunger and thirst have been satisfied, then
individuals will move towards satisfying higher order needs towards the apex of the
pyramid and look increasingly for satisfactions that will increase status and social
acceptability. When the apex of the pyramid has been reached and other satisfactions
have been achieved the prime motivation is then one of acquiring products and
accomplishing activities that allow self expression. This can be in the form of hobbies
which may have been desired for a long time, but have been neglected until the lower
order needs have been satisfied.

Consumers have a variety of needs. Some (physiological, safety and health) are
fundamental to survival. Others (financial security, pleasure, and giving to others) may
be less essential for existing but are critical to the consumer’s sense of well being.
These concepts are fundamental because understanding consumers’ needs, there is a
greater chance of attracting and retaining customers.

Some of the most important constructs in consumer behaviour are beliefs, feelings,
attitudes and intentions. Efforts to forecast future consumer behaviour typically rely on
what consumers have done in the past. When using past behaviour as a predictor is not

possible or inappropriate, what consumers intend or expect to do will be the most
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potent predictor available. At the same time, however, intentions possess limited
diagnostic power. Is possible to predict what consumers may or may not do based on
their stated intentions, but intention measures do not tell why consumers hold such
intentions. To understand the reasons why consumers hold particular intentions is
necessary to dig deeper and look at their attitudes, beliefs, and feelings. (Blackwell,
Miniard and Engel, 2006)

According to Philipp Kotler and Gary Armstrong in the “Principles of Marketing”,
consumer purchases are strongly influenced by cultural, social, personal, and

psychological characteristics.

2.2.1. Definition

Consumer Behaviour is defined as "the dynamic interaction of affect and cognition,
behaviour, and environmental events by which human beings conduct the exchange
aspects of their lives." More generally, Consumer Behaviour is the psychology behind
marketing and the behaviour of consumers in the marketing environment. Two major
psychological disciplines come into play when observing and trying to explain
Consumer Behaviour. The first is Cognitive Psychology. Cognitive Psychology is the
study of all knowledge related (mental) behaviours.

The second psychological discipline that has theories to explain certain phenomenon of
Consumer Behaviour is Social Psychology.

Social Psychology is "the study of the manner in which the personality, attitudes,
motivations, and behaviours of the individual influence and are influences by social

groups" (Britannica Online).

2.2.2. Behavioural approaches

Behavioral approaches suggest that tourists are motivated by a number of factors to
collect information about different alternatives, which may meet their needs. The
individual assesses and eliminates these alternatives to reach a final decision (Mansfeld,
1992). Behavioral models, in general, assume utilitarian decision-makers who can
evaluate outside information to which they are exposed, search for additional
information to make better decision, create alternatives in their minds and make a final
choice from those alternatives. The main purpose of behavioral models is to identify
the decision stages decision-makers pass through and illustrate this process by
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identifying the inside and outside factors influencing this process. Choice-set models
attempt to illustrate the same process in a different way, while implicitly accepting the

main assumptions of the behavioral models.

2.3.  Perception of destination

Perception of destination is also very important. “It has been long recognized that
perception of destination affects destination choice. Mill and Morrison (1985) stated
that a travel purchase is made based on the extent to which an individual perceives the
purchase will satisfy his or her needs” (Mok & Armstrong, 1995, p.100) contented that
destinational “pull” factors are specific attractions of the destination which induce the

individual to go there once the decision to travel has been made.

2.4. The destination choice model

Crompton in 1992 examines the decision process and suggests that decisions are
sequential in nature and are comprised of sets. This model also promotes the use of
multiple decision strategies. Choice-set approaches propose that a tourist first
"develops an initial set of destinations, widely known as an awareness set, then
eliminates some of those destinations to form a smaller late consideration or evoked set
and finally selects a destination from the late consideration set" (Crompton, 1992, pp.
421-422). In other words, a potential traveler generates a series of choice sets with an
ever-decreasing number of remaining alternatives in a funnel-like process over time,
until a final choice is determined.

Choice-set models possess practical advantages over behavioral models by, for
example, allowing destination marketers to identify the market potential, while
segmenting the target market based on the choice sets of target population.

2.5.  Tourism Decision-making

Choice-set models have received substantial attention in tourism decision-making
literature because of their practical use for destination marketers. The concept of choice
sets was first introduced by Howard (1963) in consumer behavior literature. Howard
and Sheth (1969), Narayana and Markin (1975), Brisoux and Laroche (1981), and
Spiggle and Sewall (1987) elaborate the concept. According to the theory, a potential

traveler first develops a set of destinations from his/her early consideration or
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awareness set. The destinations are chosen from a large number of destination
alternatives, comprising of all the destinations available, which is also known as the
"total set." The number of alternatives is then reduced to shape his/her late
consideration or evoked set. Finally, one resort is selected from the evoked set as the
final choice. One criticism that can be levied against the choice set theory is that they

may tend to be deterministic in nature (Ben-Akiva & Bruno,1995).

Howard (1963) introduces the concepts of awareness, unawareness and evoked sets. He
suggests that all brands belong either to the consumer's awareness set or unawareness
set. An awareness set is comprised of all brands, or alternatives, that the buyer may be
aware of at any given time, while unawareness set encompasses all the brands that the
buyer is unaware. Howard defines the evoked set as the collection of brands the buyer
actually considers in his purchase decision process. Howard and Sheth (1969) further
refine the evoked set as the brands that the buyer considers acceptable for his next
purchase. Narayana and Markin (1975) redefine the evoked set and included all brands
that maybe in the buyer's awareness set. Narayana and Markin introduce the concepts
of inert and inept sets. An inert set is made up of the brands that the consumer has
neither positive nor negative evaluation. The inept set encompasses the brands that the
buyer has rejected from his purchase consideration, either because he has had
unpleasant experience or because he has received negative feedback from other sources.
Spiggle and Sewall (1987) contribute an important extension to the concept of choice
sets. They present a model for retail decision-making that built upon and extended the
evoked-set concept previously investigated by Narayana and Markin (1975). Spiggle
and Sewall's model includes five new choice sets, which were hypothesized as being
the subsets of an evoked set. The new sets include the (1) action set, (2) interaction set,
(3) inaction set, (4) quiet set, and (5) reject set. Action set was defined as "all stores
toward which a consumer takes some action—she or he goes at least as far as making a
visit to the store site” (p. 99). The interaction set includes "all of the stores in which a
consumer allowed himself or herself to be exposed to personal selling. The inaction set
comprises of all the stores in evoked set that a consumer does not visit. Quiet set
composes stores that consumers visit and leave before interacting with a sales clerk.
The reject set is made up of the stores that are originally in the evoked, action, or

interaction sets and toward which a consumer's evaluation is transformed from positive
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to negative during purchase deliberation” (p. 101).

The choice set approach in the destination choice process was initiated as an alternative
and more practical perspective to behavioral approaches, which were generally
criticized as being too complex and difficult to test empirically. Rather than being
strong theoretical exercises, choice-set research seeks to bring to light more applicable
results to destination choice behaviors. The work of Woodside and Sherrel (1977) was
the first attempt to conceptualize choice sets for leisure travel. Woodside and Sherrel
define choice sets in a tourism setting and confirm the categorization of destinations in
potential travelers' minds. Arguing their particular usefulness in tourism, they introduce
the awareness-available and awareness-unavailable sets instead of a complete
awareness set. The available set included the destinations, which the traveler believes
he or she has the ability to visit during some period (i.e., a year). Furthermore, they
propose that determining the available sets might be more reasonable because of the
large number of destinations in the awareness set. Their study, at a South Carolina
Welcome Center, indicated that the average number of vacation destinations is 3.4 in
evoked sets, 1.4 in inept sets and 0.9 in inert sets of the subjects.

Um and Crompton (1990) propose a theoretical framework for the destination choice
process using choice-set structure. This approach is simpler and more theoretically and
methodologically sound compared to many other approaches in tourism decision
research. Um and Crompton's framework asserts that destination selection is a three-
stage process including (1) composition of awareness set, (2) evoked set, and (3) final
destination selection, where the latter is a condensed form of the former. The awareness
set of destinations in the potential traveler's mind is formed through passive
information from the outside environment, whereas the evoked set emerges with the
active information searching from external sources including past experience, media,
family, friends and others. The active choice process starts after an awareness set is
developed with the influence of internal inputs that comprise the socio-psychological
set of the traveler (i.e. motives, values, attitudes). At this point, situational constraints
play an important role before the traveler creates his/her evoked set.

This framework is useful for assessing the role of attitudes in the decision process -
where attitudes are operationalized as the difference between perceived facilitators and
inhibitors, measured with 17 instruments on a total of 100 respondents. A difference

between facilitators and inhibitors was hypothesized to show a positive attitude toward
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selected destination(s) in the evoked set. The role of situational constraints was also
tested via their consideration as part of the inhibitors. The research was conducted
using a longitudinal approach, which measured the magnitude of the differences
between perceived facilitators and inhibitors, before and after the actual destination
selection. Results of the study suggest that the attitude toward a destination is an
important indicator of whether a potential traveler will select a particular destination
from the awareness set or not. The study is unique in the sense that it attempted to
measure the effectiveness of attitudes in an actual choice situation.

Crompton (1992) provides a further analysis of choice sets along with an extensive
literature review. Crompton reorganizes the functions of choice sets, re-conceptualizes
the awareness-available and unavailable sets, and adopts some newly proposed sets
from the marketing literature, such as action, inaction, and interaction sets into tourism
literature. Crompton and Ankomah (1993) provide a series of propositions related to
the early consideration set, late consideration set (also known as awareness and evoked
sets) and final decision. To widen the span of choice-set study in tourism, the authors
develop testable propositions based on conceptualizations from empirical studies in
marketing and management. Early consideration propositions dealt with the size of set
and the relationship between the level of awareness and probability of selection of the
destinations in the set. Late consideration set propositions questioned the size and the
factors that affect the size of the late consideration set. Final propositions focus on
decision rules and other factors that influence the selection of a particular destination
over others.

Ankomah, Crompton, and Baker (1996) analyze the influence of cognitive distance on
the allocation of vacation destinations in different choice sets. They define cognitive
distance as an individual's mental representation of a physical distance from one point
to another, which is influenced and shaped by internal (memory and beliefs) and
external sources (society and culture, destination-related factors). They test the effect of
cognitive distance on the assignment process as one of the situational constraints. Their
findings suggest that individuals regard cognitive distance as an important factor in a
decision process. In addition, study respondents' distance estimates to destinations in
the late set were more accurate than those destinations in the reject set. The distance to
destinations in the action set was more underestimated than the destinations in the

inaction set.
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According to the model exposed by Philip Kotler and Gary Amstrong in the Principles
of Marketing, consumer purchases are strongly influenced by cultural, social, personal,
and psychological characteristics.

Cultural factors:

Cultural factors exert the broadest and deepest influence on consumer behavior. The
marketer needs to understand the roles played by the buyer’s culture, subculture, and
social class. Culture is the most basic cause of a person’s wants and behavior. Growing
up in a society, a child learns basic values, perceptions, wants, and behaviors from the
family and other important institutions.

Subculture - each culture contains smaller subcultures, or groups of people with shared
value systems based on common life experiences and situations. Nationality groups
such as the Irish, Polish, Italians, and Hispanics are found within larger communities
and have distinct ethnic tastes and interests. Racial groups such as the blacks and
Asians have distinct culture styles and attitudes. Many of these subcultures make up
important market segments, and marketers often design products and marketing
programs tailored to the needs of these segments.

Social class - almost every society has some form of social class structure. Social
classes are relatively permanent and ordered divisions in a society whose members
share similar values, interests, and behaviors. Social class is not determined by a single
factor such as income but is measured as a combination of occupation, income,
education, wealth, and other variables. In this research we are interested in social class
because people within a given social class tend to exhibit similar behavior, including
traveling behavior.

Social Factors:

A consumer’s behavior is also influenced by social factors, such as the consumer’s
small groups, family, and social roles and status. Because these social factors can
strongly affect consumer responses, companies must take them into account when
designing their marketing strategies.

Groups - a person’s behavior is influenced by many small groups. Groups which have a
direct influence and to which a person belongs are called membership groups.
References groups are groups that serve as direct or indirect points of comparison or
reference in the forming of a person’s attitudes or behavior. Marketers try to identify

the reference groups of their target markets.
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The importance of group influence varies across products and brands, but it tends to be
strongest for conspicuous purchases.

Family - family members can strongly influence buyer behavior. We can distinguish
between two families in the buyer’s life. The buyer’s parents make up the family of
orientation. From parents a person acquires an orientation toward religion, politics, and
economics and a sense of personal ambition, self-worth, and love.

The family procreation -the buyer’s spouse and children- exert a more direct influence
on everyday buying behavior. The family is the most important consumer buying
organization in society, and it has been researched extensively. Marketers are interested
in the roles and relative influence of the husband, wife, and children on the purchase of
a large variety of products and services.

Roles and Status - a person belongs to many groups- family, clubs, and organizations.
The person’s position in each group can be defined in terms of both role and status. A
role consists of the activities people are expected to perform according to the persons
around them. Each role carries a status reflecting the general esteem given to it by
society.

Personal Factors:

A buyer’s decisions are also influenced by personal characteristics such as the buyer’s
age and life-cycle stage, occupation, economic situation, life style, and personality and
self-concept.

Age and Life-Cycle State - people change the goods and services they buy over their
lifetimes. Buying is also shaped by the stage of the family life cycle- the stages through
which families might pass as they mature over time. Marketers often define their target
markets in terms of life-cycle stage and develop appropriate products and marketing
plans.

Occupation - a person’s occupation affects the goods and services bought. Marketers
try to identify the occupational groups that have an above-average interest in their
products and services.

Economic Situation - a person’s economic situation will greatly affect product choice.
Marketers of income-sensitive goods closely watch trends in personal income, savings,
and interest rates. If economic indicators point to a recession, marketers can take steps
to redesign, reposition, and reprise their products.

Life Style - people coming from the same subculture, social class, and even occupation
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may have quite different life styles. Life style is a person’s pattern of living as
expressed in his or her activities, interests, and opinions. Life style captures something
more than the person’s social class or personality. The life-style concept, when used
carefully, can help the marketer gain an understanding of changing consumer values
and how they affect buying behavior.

Personality and Self-Concept - each person’s distinct personality will influence his or
her buying behavior. Personality refers to the unique psychological characteristics that
lead to relatively consistent and lasting responses to one’s own environment. Many
marketers use a concept related to personality -a person’s self-concept.

Psychological Factors:

A person’s buying choices are also influenced by four major psychological factors -
motivation, perception, learning, and beliefs and attitudes. Motivation - a person has
many needs at any given time. Some needs are biological, arising from states of tension
such as hunger, thirst, or discomfort. Other needs are psychological, arising from the
need for recognition, esteem, or belonging. Most of these needs will not be strong
enough to motivate the person to act at a given point in time. A need becomes a motive
when it aroused to a sufficient lever of intensity. A motive is a need that is sufficiently
pressing to direct the person to seek satisfaction. Motivation researchers collect in-
depth information from small samples of consumers to uncover the deeper motives for
their product choices.

Perception - a motivated person is ready to act. How the person acts is influenced by
his or her perception of the situation. Two people with the same motivation and in the
same situation may act quite differently because they perceive the situation differently.
Perception is the process by which people select, organize, and interpret information to
form a meaningful picture of the world. People can form different perceptions of the
same stimulus because of three perceptual processes: selective exposure, selective

distortion, and selective retention.

2.6. Characteristics of Tourism Service Offerings

In the 1980s, four key characteristics distinguish the production, consumption, and
evaluation of services from manufactured goods: intangibility, inseparability,
heterogeneity, and perishability (Zeithaml, Parasura-man, & Berry, 1990). Services are
mostly intangible in that they are not physical objects rather they are performances or
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experiences. The implications of this view are that the values offered cannot be
communicated easily by the tourism service provider, evaluating a service in terms of
its potential to fulfill identified needs is difficult for potential travelers. However,
according to Crozier and McLean (1997), services may not have to be entirely
intangible. Very few pure services exist; most of them can be positioned on an
intangible dominant (e.g., travel agency services) or tangible dominant continuum (e.g.,
restaurant meal) to reflect the extent to which the service element is essential to the
product. Second, services are heterogeneous; they differ substantially across providers
because of human inconsistencies involved in providing the service. This characteristic
of service makes it challenging for providers to deliver consistent quality of service.
Third, services are inseparable, which means that the purchase and consumption of
services occur at the same time. Managing the traveler mix and quality control can pose
challenges for the management. Fourth, perishability of services means that services
cannot be stored and consumed at a later point in time, so selling the service as soon as
it is produced becomes a priority; otherwise revenue is lost (Zeithaml, Parasuraman, &
Berry, 1985). Tourism services have unique features that often differentiate them from
non-tourism services. For example, tourists purchase and consume a service at a
different location from where they live (Sirakaya, McLellan, & Uysal, 1996).

Consumption of a tourism service, for example, a vacation in the mountains, takes a
longer time than the consumption of many other service offerings; tourists often receive
no tangible return on their investment except souvenirs and the purchase frequently is
not spontaneous but requires preplanning. Moreover, Wahab et al. (1976) note that the
perceived risk often is high in tourism purchase decisions, which suggests that tourists
will be relatively highly involved in information search in order to reduce uncertainty
involved in the purchase. The ultimate choice of a final destination depends more or
less on the quality and quantity of information available to and used by the tourist
(Fodness & Murray, 1997, 1998; Gitelson & Perdue, 1987; Raitz & Dakhil, 1989;
Snepenger, Meged, Snelling, & Worral, 1990; Snepenger & Snepenger, 1993; Van
Raaij, 1986; Etzel & Wahlers,1985; Perdue, 1985). Consumer information search
strategies can be grouped into three sets (Fodness & Murray, 1998): where, when, and
how the search takes place. In decisions related to tangible-dominant services,
information search may include pre-purchase trial or observation of others, but

intangible-dominant services such as tourism require different risk-reduction strategies
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(Guseman, 1981; Crozier & McLean, 1997). These search behaviors include reliance
on testimonials, endorsements and personal recommendations (Murray, 1991).
Evidence from the service marketing literature indicates that these characteristics of
tourism service offerings also necessitate a different, at least an emphasis, shift of
decision-making process. For example, information search seems to be more important
and different and some stages might be omitted if there is not much information
available on the alternatives. While the traditional six-stage decision-making process
(recognition, formulation, alternative generation, information search, judgment or
choice, action, and feedback) is common to many consumer decision-making models,
more recent knowledge about how decisions for purchases of services differ from
manufactured goods challenges this traditional approach. View many of the traditional
models and their derivatives with some skepticism since none of them are confirmed
empirically (Crozier & McLean, 1997). Moreover, the traditional models of consumer
behavior as adapted to tourism have not accommodated differences between the
purchase of products and services (Cowell, 1991).

Barnes (1986) suggests that a four-step decision process was applicable in the context
of services: (1) problem recognition, (2) limited personal source search, (3)
purchase/consumption, and (4) evaluation of service. Subsequently, Gabbott and Hogg
(1994) conceptualized the consumer decision-making process in the context of real-
estate services as having three broad steps: information search, comparison of
alternatives, and post-purchase evaluation. Both of these models recognize that
consumers engage in limited personal source search and put more emphasis on post-
purchase evaluation, since they often "lack information on price, amount of time
needed to secure the service, or even the environment in which the service is delivered
is like" (Barnes, 1986, p. 42). Because of the unique characteristics of services (e.g.,
lack of standardization and difficulty in quality control), the perceived financial and
emotional risks associate highly with many service decisions. In these high-risk
situations, word-of-mouth or personal information sources are more influential than
impersonal media sources in decisions. Unlike product-based decisions where many
alternatives may be generated for possible purchase, according to Barnes (1986) and
Crozier and McLean (1997), the known alternatives for service offerings are fewer.
Indeed, in a tourism context, Woodside and Lysonski (1989) identify this set to be a

small set of alternative destinations, usually ranging from 3 to 5 destinations with an
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average of 4.2 destinations. However, Crompton (1992) argues that a relative small set
of alternative is typical of findings in products also. Many times, consumers are
unaware of service alternatives; therefore they may skip alternative evaluation stage
and put more emphasis on post evaluation (Crozier & McLean, 1997). Since many
tourism destination-choice models have been derived from traditional consumer
behavior models (grand models), they failed to incorporate all these unique
circumstances of services (e.g., intangible dominant products, differences in steps in
decision-making) in modeling travelers' decisions. Accordingly, a call for unique
approaches for modeling tourist decisions is long overdue.

The consumer and tourism research literatures support the view that a strong negative
relationship occurs between prior experience and the extent of information search
(Moutinho, 1987; Urbanyet al., 1989; Perdue, 1985). However, additional theoretical
work and empirical reports are needed to help understand heavy search behavior by
visitors with extensive prior travel behavior experiences to the destination areas that
they are about to visit, as well as non-search behavior exhibited by some leisure first-
time visitors to a given destination area. The exceptions to the significant negative main
effect between experience and search are too numerous to ignore theoretically and

practically.

2.7. Market Potential of Taiwanese Overseas Travelers

Lai-Hsin Lai and Alan R. Graefe’s study, “Identifying Market Potential and Destination
Choice Factors of Taiwanese Overseas Travelers” found that most respondents
(metropolitan Taiwanese international travelers) reported they had taken an
international pleasure trip during the past five years (1991-1996) and the peak seasons
for them to travel were mainly in summer and spring. In terms of destination by
country visited, USA was the most favorite one, followed by Japan; if examined by
area, however, Asia (especially East Asia) represented the most popular regional
destination. Spouse and children were considered the two primary travel companions.
Participants also pointed out that the vast majority of trips taken were no more than 15
days. Furthermore, they were more inclined to take a package tour. With respect to the
relationship between socio-demographic variables and travel characteristics, all of
socio-demographic variables studied except age were significantly related to at least
one travel characteristic. First, both gender and marital status were significantly related

30



to travel companion. Moreover, a significant relationship also existed between gender
and season of trip taken. Next, individuals’ education level was found to be
significantly related to their travel destination. Distinct employment statuses also
differed significantly regarding number of days spent on the trip. Five destination
choice factors emerged for Taiwanese traveling overseas for pleasure. These factors,
were facilities/safety, attractions, practical accessibility, quality, and symbolic
accessibility. Among them, “facilities/safety” was the foremost factor with the
strongest consensus among participants opposed to ““symbolic accessibility”” the least
important one with the weakest agreement among those taking an international pleasure

trip.
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Chapter Three

3. Methodology

This chapter presents the method, procedure used to explore, investigate and evaluate
the Taiwanese travelers’ preferences and attributes to choose travel destinations such as
for example: Facilities, Safety, Practical Accessibility, Quality, and Symbolic
Accessibility. The methodology specifically describes the research model, research

instruments, data collection process, and the procedure for the data analysis.

3.1.  Research model: Conceptual Framework Design

The conceptual framework design was based on the Philip Kotler and Gary Amstrong
model and Lai-Hsin Lai and Alan R. Graefe’s study about destination choice factors of
Taiwanese overseas travelers. According to Kotler and Amstrong the consumer
purchases are strongly influenced by cultural, social, personal, and psychological
characteristics (explained in chapter two).
On the other hand, the first purpose of this study mentioned on chapter one is to
“Identify the market potential and destination choice factors of Taiwanese overseas
travelers”.
Likewise the questions that guided the research were:
Question 1: Which dimension of attributes (facility/safety, attractions, practical
accessibility, quality and symbolic accessibility) result to be the most valuable for the
Taiwanese who travelled abroad?
Question 2: Which are the main characteristics of the recent pleasure travel information
of Taiwanese who travelled abroad?
Question 3: Which are the main characteristics of future trip information of Taiwanese
traveling abroad?
Question 4: Are Taiwanese traveling abroad interested to visit South American
countries in future trips?
Question 5: Which are the socio-demographic characteristics of the Taiwanese
traveling abroad and how this variables influence the travel characteristics, the
preference for future travel and the destination choice factors?

FIGURE 2: CONCEPTUAL FRAMEWORK DESIGN
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3.2.  Research Hypothesis

The first question that guided this research was about which dimension of attributes
(facility/safety, attractions, practical accessibility, quality and symbolic accessibility)
result to be the most valuable for the Taiwanese traveling abroad. This question and the
first hypothesis are based on the Lai-Hsin Lai and Alan R. Graefe’s study, “Identifying
Market Potential and Destination Choice Factors of Taiwanese Overseas Travelers”.
They defined five destination choice factors for Taiwanese traveling overseas. These
factors were: facility/safety, attractions, practical accessibility, quality and symbolic
accessibility. On their research they found that among these factors “facilities and
safety” was the foremost factor with the strongest consensus among participants
opposed to “symbolic accessibility” the least important one with the weakest agreement
among those taking an international pleasure trip.

Therefore the first hypothesis was defined in this way:

Hypothesis 1. The destination choice factors “facilities and safety”, “attractions”,
“practical accessibility”, “quality” and “symbolic accessibility” will influence the

decision of Taiwanese travelling abroad.

The second question that guided this research was about which are the main
characteristics of the recent pleasure travel information of Taiwanese traveling abroad.
The third question was about which are the main characteristics of future trip
information of Taiwanese traveling abroad. The fifth question was about which are the
socio-demographic characteristics of the Taiwanese traveling abroad, and how this
variables influence the travel characteristics, the preference for future travel and the
destination choice factors. These questions and the second, third and fourth hypotheses
were based on the Lai-Hsin Lai and Alan R. Graefe’s study, Philip Kotler and Gary
Amstrong findings in the “Principles of Marketing” and Abraham Maslow classic
theory about the “hierarchy of needs”. Kotler and Amstrong mentioned that consumer
purchases are strongly influenced by cultural, social, personal, and psychological
characteristics. Maslow established the pyramid of needs. Physiological needs are the
basic needs of life and are concerned with self preservation. Safety needs relate to
protection against danger and deprivation. Once the more basic needs have been
satisfied behaviour is influenced by the need for belonging, association and acceptance
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by others. The final need is what Maslow termed “self actualisation” which means self-
fulfilment in terms of becoming all that one is capable of being and one has reached the
pinnacle of personal potential.

Lai-Hsin Lai and Alan R. Graefe’s study, with respect to the relationship between
socio-demographic variables and travel characteristics, found that all of socio-
demographic variables studied except age were significantly related to at least one
travel characteristic. First, both gender and marital status were significantly related to
travel companion. Moreover, a significant relationship also existed between gender and
season of trip taken. Next, individuals’ education level was found to be significantly
related to their travel destination. Distinct employment statuses also differed
significantly regarding number of days spent on the trip.

Therefore the second, third and fourth hypotheses were defined in the following way:
Hypothesis 2: The socio-demographic profile of Taiwanese traveling abroad is
significantly related to the different travel characteristics.

Sub-Hypothesis 2.1: The income level has correlation with the number of trips taken in
the past five years.

Sub-Hypothesis 2.2: The gender is significantly related to the travel destination.
Sub-Hypothesis 2.3: The educational level has correlation with the travel destination.
Sub-Hypothesis 2.4: The employment status is significantly related to the number of
days spent on the trip.

Sub-Hypothesis 2.5: The educational level is significantly related to the number of days
spent on the trip.

Sub-Hypothesis 2.6: The age is correlated with the type of tour.

Hypothesis 3: The socio-demographic profile of Taiwanese traveling abroad is
significantly related to the preferences for future trips.

Hypothesis 4: The socio-demographic profile of Taiwanese traveling abroad is
significantly related to the different destination choice factors.

The fourth question that guided this study was asking if Taiwanese traveling abroad
were interested to visit South American countries in future trips. As it was indicated in
chapter one Taiwanese overseas travelers are increasing importantly. But in order to
analyze future tendencies and preferences, related to South America, was necessary to

include the fifth hypothesis in the following way:
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Hypothesis 5. South America as regional market destination will perform a high

potential growth market for Taiwanese traveling abroad.

3.3.  Research Sample

During 2008 May, questionnaires were given to Taiwanese travelers (self administered
survey), at the Taiwan Taoyuan International airport, at the Taipei Main Station and
different Taiwanese’s Institutions like Sun Yan Set Oncologist Hospital and Min
Chuang University. Those questionnaires distributed at the Taiwan Taoyuan
International airport were specifically given to travelers in the departure area, because
in this area the travelers are waiting and they have more time to answer the survey.

Only completed questionnaires were analyzed and evaluated.

3.4. Instruments

A survey questionnaire was developed as the instrument to collect data. This
questionnaire was based on the research of Lai-Hsin Lai and Alan R. Graefe 1996.

The survey included some questions about behavioural data, for example inquiring
about the intention to travel or not to South America, and motivations. In case of being
interested next inquiry was about which specific countries, how long they were willing
to stay and how much they were willing to pay for that trip.

For better results the questionnaires were translated into Traditional Chinese (Mandarin)

language, in order to obtain a better understanding of the Taiwanese travellers.

The first section measured the destination choice criteria for Taiwanese international
tourism. In this section the criteria and attributes relevant to choose a destination travel
had been analyzed. 20 destinations attributes were borrowed from Lai and Graefe
(1996) that include five dimensions: accessibility, attractions, safety/security, quality
and range of facilities. A 5-point Likert scale ranging from “1: not at all important” to
“S: extremely important” was applied to measure how important each attribute was to a
Taiwanese in selecting a destination travel. The 20 attributes evaluated were:
willingness to provide information for tourists, ease of communication, transportation
within the region, availability of accommodations, good for the whole family, sport,
recreation and educational facilities, level of personal and material safety, political

stability, social characteristics, natural beauty, cultural characteristics, practical barriers
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due to customs and security inspections, ease of access to the region, climate, price of
the trip, quality of accommodations, friendliness of local people, shopping facilities,

destination distance from place of residence and time involved in reaching.

The second section has recently pleasure travel information and preferences for the
future trips. This section would found information related to: whether or not taken a
trip in the past, if never travelled but planning to travel in the next two years, the
number of trips taken during the past five years, which season of the year choose to
travel, destinations, number of days spent on the trip, travel companion, children age if
travelling, type of tour, destination preferences for future trips, interest to visit some
south American countries and motivations to visit South American countries, as well as
how many days they would like to spend on the trip and how much money they would
be willing to spend for a trip to South America.

In this part the research included nine of the most important touristic South-American
countries, such as Brazil, Peru, Argentina, Chile, Colombia, Bolivia, Ecuador, Paraguay
and Venezuela. And nine different motivations to visit South America were evaluated.

The third section includes socio-demographic characteristics. In this section the items
intended to define the socio—demographic profile of the Taiwanese travelers, including
gender, age, marital status, professional status, degree of education level, employment

status, job position, and monthly family income.

The forth section was an open question for comments and remarks of an ideal trip and
activities to perform in that ideal trip. Even though open questions are very difficult to
analyze, this section was included in order to get some creative information about and
ideal trip for Taiwanese travellers.

The questionnaire included dichotomous questions, multiple-choice questions, rating
questions and free-response questions, always trying to awaken interest and stimulate
motivation to participate.

The questions like age, income and job position were included at the end of the survey,

because are easy to confront with the interest in answering the survey.
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3.5.  Data collection process

Before the data collection process the validity and reliability of the questionnaire were
assessed.

The collection of Data, was done in May of 2008 in the Taoyuan International Airport,
Sun Yan Set Oncologist Hospital, Min Chuang University and Taipei Main Station.

The people assisting were five students of Min Chuang University who had been
previously trained, in order to perform their role accurately. Before going to make the
collection, 300 copies of the survey had being previously prepared to gather the
information. Three teams were set up. Two persons each team to handle, ask, and
provide the necessary information to the travelers being surveyed; the whole process of
surveying took 30 hours divided in 3 days of sampling.

3.6. Data analysis method, statistics

A multivariate model analysis and analysis of variance (ANOVA) were used to
examine the relationships between socio-demographic variables, travel characteristics,
and destination choice factors of Taiwanese travellers travelling abroad for pleasure.
Cross tabulation analysis and Pearson chi-square were applied for estimating whether
two variables were independent or not.

T-test analysis was used in order to compare means and importance of the different
destination choice factors for Taiwanese travelling abroad.

Regression lineal model was used in order to identify the relation of independent and
dependent variables of the study.

SPSS software was used to perform all the previous mentioned statistics functions.

3.7.  Procedure for data analysis

In order to assess validity and reliability and to improve the questionnaire results, a pre-
test was done.

The assessment of the instrument before starting the survey was made over 10 % of the
surveys.

The pre-test was done with the intention of discovering ways to increase participant
interest, check questions content, wording, sequencing questions and finally exploring

ways to improve the overall quality of survey data.
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The pre-test of this study had the following results:

Attribute Cronbach’s alpha
Facility and safety .810
Attractions 635
Practical accessibility 735
Quality .686
Symbolic accessibility .938

For this pre-test 25 questionnaires were analyzed using SPSS software.
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Chapter Four

4. Results and Findings

This chapter presents the results of data analysis collected in a survey among
Taiwanese travelling abroad. The statistical analysis includes: description of the survey
participants, analysis of socio-demographic characteristics, travel characteristics,
preferences for future travel, interest and motivations to visit South America,
dimension of destination choice criteria, relationship between socio-demographic
variables and travel characteristics, relationship between socio-demographic variables
and preferences for future travel, relationship between socio-demographic variables and
destination choice factors.

The second part of this chapter refers to the findings about hypothesis testing.

4.1.  Preliminary Data Analysis

A total of 300 questionnaires were distributed. Among the 300, 254 complete the

questionnaire and 46 did not do it.

4.1.1. Socio-demographic profile

The socio demographic characteristics of the sample including gender, age, marital
status, educational level, employment status, job position and monthly average family

income, are shown in the following table.

Table 4.1: Socio-demographic profile of respondents

Characteristics Frequency Percent

Gender (n=241)

male 94 39.0
female 147 61.0
Age (n=243)

18 5 21
18-25 34 14.0
26-35 89 36.6
36-45 72 29.6
46-55 31 12.8
56-65 3.7
66 and more 1.2
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Characteristics Frequency Percent
Marital Status (n=244)
married 108 44.3
single 130 53.3
widow 3 1.2
divorced 3 1.2
Educational Level (n=244)
less than high school 10 4.1
high school 39 16.0
college and Graduate school 153 62.7
Master & PhD 42 17.2
Employment status (n=245)
Part time work 13 5.3
Full time work 191 78.0
Student 18 7.3
Retired 7 2.9
Housewife 16 6.5
Job Position (n=220)
managerial 27 12.3
professional/technical 74 33.6
clerical / sales 9 4.1
blue collar 5 2.3
service worker 65 29.5
other 40 18.2
Monthly Average family income (n=228)
29,999 or less 23 10.1
30,000 - 59,999 71 311
60,000 - 89,999 58 25.4
90,000 - 119,999 35 154
120,000 - 149,999 18 7.9
150,000 or more 23 10.1

Female constituted 61% of the participants while males accounted for the remaining 39%.
66.2% of the respondents fell between the ages of 26 and 45 years, but the largest age
group (36.6%) was those between 26 to 35 years old.

Approximately 53% of the participants were single, while 44.3% were married and less
than 2.5% were widowed or divorced.

62.7% of the respondents reported attending college and graduated school; 17.2% indicated
having completed master and PhD programs; 16% reported attending high school. Ten

people (4.1%) had less than high school education.
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Of the 83.3% of the respondents who reported that they were employed, 78% had full time
work and 5.3% had part time work. One in every ten participants indicated that they were
retired or a housewife. None reported that they were unemployed.

Of the 83.3% of respondents who reported that they were employed, over one third (33.6%)
of them were professional or technical; 29.5% reported to be service workers, 12.3% had
managerial position, 4.1% clerical or sales positions and 2.3% blue collar occupations.
More than half of the respondents reported having a monthly average family income
between 30,000 NT and 90,000 NT. 33.4% of the respondents reported having a monthly
average family income over 90,000 NT and 10.1% under 30,000 NT. (See table 4.1).

4.1.2. Travel Characteristics

The travel characteristics investigated included: whether or not a trip was taken in the past,
number of trips taken during the past five years, season of the trip, destination of the trip,

number of days spent on the trip, travel companion, children age if traveling and type of

tour. (See table 4.2)

Table 4.2: Travel Characteristics

Travel characteristics Frequency Percent
Taken atrip in the past (n=249)
Yes 233 93.6
No 16 6.4
Number of trips in the past 5 years (n= 225)
Less than 2 56 24.9
Between 3 and 5 105 46.7
6 or more 64 284
Season of the last trip (n=227)
Spring 67 29.5
Summer 82 36.1
Fall 35 15.4
Winter 43 18.9
Destination for the last trip (n=226)
Japan 50 221
USA and Canada 23 10.2
China and Hong Kong 50 22.1
Other Asian Countries 80 35.4
Western Europe 5 2.2
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Latin America 2

Other Country 16 7.1

Number of days spent on the last trip (n=227)

4 days 31 13.7
5 days 76 335
6 days 17 7.5
7 days 33 145
8 days 10 4.4
9 days 6 2.6
10 days 24 10.6
11-15 days 15 6.6
16 or more 15 6.6

Travel companion (n=220)

Spouse & Children 45 20.5
Friends 82 37.3
Alone 17 7.7
Work Associates 18 8.2
Children 13 5.9
Relatives 16 7.3
Spouse, Children, & Relatives 12 55
Friends & Relatives 8 3.6
Children and relatives 4 1.8
Other combinations 5 2.3

Children age, if travelling (n=105)

under 5 21 20.0
between 5 and 12 46 43.8
between 13 and 17 17 16.2
18 or more 21 20.0

Type of tour (n=226)

package tour 122 54.0

non package tour 104 46.0

Nine of ten respondents took at least a pleasure trip in the past, less than 10% did not take
any. The most frequent number of trips taken by respondents was between 3 and 5
(46.7%). The majority of trips were taken in summer (36.1%) and spring (29.5%).
Participants were much less inclined to take a trip during the winter or fall (18.9% and
15.4% respectively). 22.1% of the participants indicated taking the most recent trip to
Japan, followed by China (13.7%), Thailand (11.5%), Hong Kong (8.4%) and USA (7.1%).
Asia, the largest regional market in terms of destination (by area), comprised 79.6% of the
market share. North America (USA and Canada), consisting of 10.2% of the destination
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market, was the second biggest regional market. Western Europe was 2.2% and Latin
America less than 1% of the destination market.

More than one third of the respondents (33.5%) spent five days away from their home
country on the most recent trip. 86.8% of participants spent 10 days or less in their last
international trip. The majority of respondents (93.4%) took trips of not more than fifteen
days. 37.3% of participants related traveling with friends while 20.5% did it with spouse
and children on their most recent trip.

If children (n=105) were participants’ travel companions, 43.8% were between 5 and 12
years old, 20% under 5 years old, 20% 18 years or more and 16.2% between 13 and 17
years old.

Finally, when examining type of tour, 54% of the individuals took a package tour and 46%
a nonpackage tour.

4.1.3. Preferences for future travel

The analysis of preferences for future travel includes choices of destination travel in the
next two years, as is shown on table 4.3.

Table 4.3: Where would you like to travel in the next two years?

Preference for future Frequency Percent
destination
Japan 40 15.8
USA - Canada 39 154
China - Hong Kong 38 15.0
Other Asian Countries 36 14.2
Australia 33 13.0
Western Europe 35 13.8
Latin America 27 10.7
Other country 5 2.0
Total 253 100.0

Asia (Japan, China-Hong Kong and other Asian countries) was the biggest regional market
in terms of destination choice for the next two years (45%). USA and Canada, consisting of
15.4% of the destination market for the next two years, was the second biggest regional
market; followed by Western Europe (13.8%), Australia (13%) and Latin America (10.7%)
(See table 4.3).
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414, Interests and motivations to visit South America

Table 4.4: Interest to visit South America

Country N Mean Std. Deviation
Argentina 244 3.10 1.148
Bolivia 243 2.59 1.115
Brazil 246 3.18 1.193
Chile 241 2.88 1.143
Colombia 241 2.64 1.083
Ecuador 241 241 1.069
Paraguay 242 2.44 1.050
Peru 246 3.14 1.297
Venezuela 236 2.50 1.135
Others 127 261 1.176

(1:not interested at all — 5:strongly interested)

Taiwanese travelling abroad reported to be interested to visit Brazil, Peru and Argentina

(means of 3.18, 3.14 and 3.10 respectively). The interest to visit other South American

countries was not so strong showing means under 3.0 points (see table 4.4).

Table 4.5: Motivations to visit South America

Motivation Mean Std. Deviation
Historical-cultural 244 3.90 1.055
Scenery 249 4.03 1.073
Business 241 2.97 .957
Language 241 3.09 1.063
Exhibitions 238 2.93 .980
Medical 242 3.05 1.124
Adventure 240 3.33 1.072
Education 240 2.96 1.026
Leisure 240 3.64 1.111
Others 132 3.13 1.094

(1:not important at all — 5:strongly important)

Scenery is the strongest motivation to visit South America, followed by historical-cultural,

leisure, adventure and language. Medical, business, education and exhibitions are not so

strong motivations to visit South American countries (see table 4.5).
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Table 4.6: How many days would you like to spend on the trip to Latin America?

Days to spend in a Frequency Percent
future trip to Latin
America

7 days 65 27.7
8 days 12 5.1
9 days 11 4.7
10 days 57 24.3
11 to 15 days 56 23.8
16 or more days 34 145
Total 235 100.0

More than 60% of respondents reported that they would like to spend 10 or more days in a

trip to South America (see table 4.6).

Table 4.7: How much money would you be willing to spend for that trip?

Amount of money to spend Frequency Percent
in a future trip to Latin
America
60000-80000 NT 116 49.6
80001-100000 NT 77 32.9
100001-150000 NT 33 14.1
150001 NT and more 8 3.4
Total 234 100.0

Almost 50% of participants indicated to be willing to spend between 60,000 and 80,000

NT for a trip to South America. While 32.9% of respondents reported to be willing to
spend between 80,001 and 100,000 NT. Less than 20 % reported to be willing to spend
100,001 NT or more (see table 4.7).

4.1.5. Dimension of destination choice criteria

Table 4.8: Destination choice factors

Facility and Attractions Practical Quality Symbolic
safety accessibility accessibility
N 254 254 254 254 254
Mean 4.0645 4.0709 4.0433 4.0157 3.8150
Median 4.1250 4.0000 4.0000 4.0000 4.0000
Mode 4.50 4.00 4.00 4.00 4.00
Std. Deviation .63092 .65688 .68877 .69487 .88197

The participants

evaluated the destination choice factors ranking them from 1 (not
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important at all) to 5 (extremely important) in Likert scales.
Factor 1 was named “facilities and safety” because it contained attributes related to both
safety and range of facilities. These attribute statements were “willingness to provide

2 13 bh) 13

information for tourists”, “ease of communication”, “transportation within the region”,
“availability of accommodations”, “good for the whole family”, “sport, recreation and
educational facilities”, “level of personal and material safety”” and “political stability”. This
factor exhibited an item mean of 4.06, showing that it was the second most important
destination choice factor for Taiwanese traveling abroad. The standard deviation for factor
1 was 0.63, showing the greatest amount of agreement on this factor among Taiwanese
undertaking international travel.

Factor 2 “attractions” included three features, such as: “social characteristics”, “natural
beauty” and “cultural characteristics”. This factor presented an item mean of 4.07, showing
that it was the most important destination choice factor for Taiwanese traveling abroad and
a standard deviation of 0.65, showing the second biggest amount of agreement.

Factor 3 “practical accessibility” included four features, such as: “practical barriers due to
customs and security inspections”, “ease of access to the region”, “climate” and “price of
the trip”. The item mean of factor 3 was 4.04 and the standard deviation 0.6887.

Factor 4 “quality” was composed of attributes such as “quality of accommodations”,
“friendliness of local people”, and “shopping facilities”. The item mean of factor 4 was
4.02 and the standard deviation 0.6948.

Factor 5 “symbolic accessibility” was comprised of items like “destination distance from
place of residence” and “time involved in reaching the region”. Factor 5 presented the item
mean of 3.81 showing that it was the least important destination choice factor for
Taiwanese traveling abroad. The standard deviation for factor 5 was 0.88, the largest
among the five different factors.

The Cronbach’s alpha for these five factors was 0.7941 and the standardized item alpha
was 0.8021, showing the internal consistency for these factors.

The Cronbach’s alpha for the twenty different attributes was 0.8948 and the standardized
item alpha was 0.8969 showing a higher level of reliability because is a higher number of

variables (see table 4.8).

4.1.6. Relationship between socio-demographic variables and travel characteristics
(cross tabulation)

The following tables summarize the results of cross-tabulation analysis of socio-
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demographic variables and travel characteristics.

Table 4.9: Gender and Number of trips taken during the past five years - Cross-tabulation

Number of trips taken during the past
five years
Less than | Between
2 3-5 6 or more Total
Gender male Count 16 41 24 81
0,
% of 7.4% 18.9% 11.1% 37.3%
Total
female Count 37 61 38 136
% of
17.1% 28.1% 17.5% 62.7%
Total
Total Count 53 102 62 217
% of
24.4% 47.0% 28.6% 100.0%
Total
Pearson Chi Square: 1.564 df: 2 P.value: .45
Table 4.10: Gender and Season of the last trip - Cross-tabulation
Season of the last trip
Spring Summer Fall Winter Total
Gender male Count 27 28 12 15 82
% of
12.3% 12.8% 5.5% 6.8% 37.4%
Total
female Count 38 51 21 27 137
0,
% of 17.4% 23.3% 9.6% 12.3% 62.6%
Total
Total Count 65 79 33 42 219
0,
% of 29.7% 36.1% 15.1% 19.2% 100.0%
Total
Pearson Chi Square: .670 df: 3 P.value: .88
Table 4.11: Gender and Destination of the last trip - Cross-tabulation
Destination of the last trip
USA and China and | Other Asian Other
Japan Canada Hong Kong Countries Countries Total
Gender male Count 16 6 23 27 10 82
0,
'Iéogl 7.3% 2.8% 10.6% 12.4% 4.6% 37.6%
female  Count 33 15 25 50 13 136
0,
'I@o?e]\cl 15.1% 6.9% 11.5% 22.9% 6.0% 62.4%
Total Count 49 21 48 77 23 218
0,
'I@o?e]\cl 22.5% 9.6% 22.0% 35.3% 10.6% 100.0%
Pearson Chi Square: 3.967 df: 4 P.value: .41
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Table 4.12: Gender and Type of tour - Cross-tabulation

Type of tour
Package non package
tour tour Total
Gender male Count 39 42 81
0,
% of 17.9% 19.3% 37.2%
Total
female Count 78 59 137
0,
% of 35.8% 27.1% 62.8%
Total
Total Count 117 101 218
0,
% of 53.7% 46.3% 100.0%
Total
Pearson Chi Square: 1.580 df: 1 P.value: .20

More than 60% of respondents were female. From them, 28.1% had taken between 3 and 5

trips during the past five years, 23.3% reported to travel in summer, 22.9% chose “other

Asian countries” as destination and 35.8% decided to take a package tour.

Less than 40% of respondents were male. From them, 18.9% had taken between 3 and 5

trips during the past five years, 12.8% reported to travel in summer, 12.4% chose “other

Asian countries” as destination and 19.3% decided to take a non package tour.

Table 4.13: Age and Number of trips taken during the past five years - Cross-tabulation

Number of trips taken during the past
five years
<2 3-5 6> Total
Age 25o0rless  Count 11 19 2 32
% of Total 5.0% 8.7% .9% 14.6%
26-35 Count 18 40 21 79
% of Total 8.2% 18.3% 9.6% 36.1%
36-45 Count 18 28 22 68
% of Total 8.2% 12.8% 10.0% 31.1%
46-55 Count 6 10 13 29
% of Total 2.7% 4.6% 5.9% 13.2%
56 and Count 1 5 5 11
more % of Total 5% 2.3% 2.3% 5.0%
Total Count 54 102 63 219
% of Total 24.7% 46.6% 28.8% 100.0%
Pearson Chi Square: 15.179 df: 8 P.value: .05




Table 4.14: Age and Season of the last trip - Cross-tabulation

Season of the last trip
Spring Summer Fall Winter Total
Age 25o0rless  Count 9 11 4 8 32
% of Total 4.1% 5.0% 1.8% 3.6% 14.5%
26-35 Count 25 34 7 14 80
% of Total 11.3% 15.4% 3.2% 6.3% 36.2%
36-45 Count 18 23 12 15 68
% of Total 8.1% 10.4% 5.4% 6.8% 30.8%
46-55 Count 9 8 6 6 29
% of Total 4.1% 3.6% 2.7% 2.7% 13.1%
56 and Count 4 3 5 0 12
more % of Total 1.8% 1.4% 2.3% 0% 5.4%
Total Count 65 79 34 43 221
% of Total 29.4% 35.7% 15.4% 19.5% 100.0%
Pearson Chi Square: 14.298 df: 12 P.value: .28
Table 4.15: Age and Destination of the last trip - Cross-tabulation
Destination of the last trip
Other
USA and | China and Asian Other
Japan Canada | Hong Kong | Countries | Countries Total
Age 25 or Count 7 2 10 8 4 31
less 0
% of 3.2% .9% 4.5% 3.6% 1.8% 14.1%
Total
26-35 Count 17 5 15 34 9 80
0,
% of 7.7% 2.3% 6.8% 15.5% 4.1% 36.4%
Total
36-45 Count 19 8 14 22 5 68
0,
% of 8.6% 3.6% 6.4% 10.0% 2.3% 30.9%
Total
46-55 Count 5 4 6 10 4 29
0,
% of 2.3% 1.8% 2.7% 4.5% 18% | 13.2%
Total
56 and Count 2 3 3 3 1 12
more 0,
% of 9% 1.4% 1.4% 1.4% 5% 5.5%
Total
Total Count 50 22 48 77 23 220
0,
'?o?afl 22.7% 10.0% 21.8% 35.0% 10.5% 100.0%
Pearson Chi Square: 12.055 df: 16 P.value: .74
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Table 4.16: Age and Type of tour - Cross-tabulation

Type of tour Total
non
packaged | packaged

tour tour
Age 25 or less Count 17 15 32
% of Total 7.7% 6.8% 14.5%
26-35 Count 39 40 79
% of Total 17.7% 18.2% 35.9%
36-45 Count 36 32 68
% of Total 16.4% 14.5% 30.9%
46-55 Count 18 11 29
% of Total 8.2% 5.0% 13.2%
56 and more Count 8 4 12
% of Total 3.6% 1.8% 5.5%
Total Count 118 102 220
% of Total 53.6% 46.4% 100.0%

Pearson Chi Square: 2.244 df: 4 P.value: .69

Approximately one third of respondents were between 26 and 35 years old and another

third were between 36 and 45 years old. From those who are between 26 and 35 years old,

18.3% had taken between 3 and 5 trips during the past five years, 15.4% reported to travel

in summer, 15.5% chose “other Asian countries” as destination and 18.2% decided to take

a non package tour. From those who are between 36 and 45 years old, 12.8% had taken

between 3 and 5 trips during the past five years, 10.4% reported to travel in summer, 10%

chose “other Asian countries” as destination and 16.4% decided to take a package tour.

Table 4.17: Marital Status and Number of trips taken during the past five years - Cross-tabulation

Number of trips taken during the past
five years

less than 2 3-5 6 or more Total
Marital Married Count 23 46 35 104
Status % of Total 10.5% 21.0% 16.0% 47.5%
non Count 31 56 28 115
married % of Total 14.2% 25.6% 12.8% 52.5%
Total Count 54 102 63 219
% of Total 24.7% 46.6% 28.8% 100.0%

Pearson Chi Square: 2.397 df: 2 P.value: .30
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Table 4.18: Marital Status and Season of the last trip - Cross-tabulation

Season of the last trip
Spring Summer Fall Winter Total
Marital married Count 31 40 16 18 105
Status % of Total 14.0% 18.1% 7.2% 8.1% 47.5%
non Count 34 39 18 25 116
maried o4 of Total 15.4% 17.6% 8.1% 11.3% 52.5%
Total Count 65 79 34 43 221
% of Total 29.4% 35.7% 15.4% 19.5% 100.0%
Pearson Chi Square: .863 df: 3 P.value: .83
Table 4.19: Marital Status and Destination of the last trip - Cross-tabulation
Destination of the last trip
Other
USA and | China and Asian Other
Japan Canada | Hong Kong | Countries | Countries Total
Marital married Count 24 11 21 38 11 105
Status % of
Total 10.9% 5.0% 9.5% 17.3% 5.0% 47.7%
non Count 26 11 27 39 12 115
married % of
Total 11.8% 5.0% 12.3% 17.7% 5.5% 52.3%
Total Count 50 22 48 77 23 220
0,
?o?zjl 22.7% 10.0% 21.8% 35.0% 10.5% 100.0%
Pearson Chi Square: .433 df: 4 P.value: .98
Table 4.20: Marital Status and Type of tour - Cross-tabulation
Type of tour
non packaged
packaged tour tour Total
Marital married Count 60 45 105
status % of Total 27.3% 20.5% 47.7%
non Count 58 57 115
maried o4 of Total 26.4% 25.9% 52.3%
Total Count 118 102 220
% of Total 53.6% 46.4% 100.0%
Pearson Chi Square: .993 df: 1 P.value: .31

Almost 50% of respondents were married and around 52% were non married. From those

who were married, 21% had taken between 3 and 5 trips during the past five years, 18.1%

reported to travel in summer, 17.3% chose “other Asian countries” as destination and

27.3% decided to take a package tour. From those who were non married, 25.6% had taken
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between 3 and 5 trips during the past five years, 17.6% reported to travel in summer,

17.7% chose “other Asian countries” as destination and 26.4% decided to take a package

tour.

Table 4.21: Educational Level and Number of trips taken during the past five years - Cross-tabulation

Number of trips taken during the past
five years
less than 2 3-5 6 or more Total
Educational less than high Count 3 2 4 9
Level school % of Total 1.4% 9% 1.8% 4.1%
high school Count 10 19 6 35
% of Total 4.6% 8.7% 2.7% 16.0%
Graduate and Count 41 81 53 175
post graduate o of Total 18.7% 37.0% 24.2% 79.9%
Total Count 54 102 63 219
% of Total 24.7% 46.6% 28.8% 100.0%
Pearson Chi Square: 4.749 df: 4 P.value: .31
Table 4.22: Educational level and Season of the last trip - Cross-tabulation
Season of the last trip
Spring Summer Fall Winter Total
Educational less than high Count 1 2 2 4 9
level school % of Total 5% 9% 9% 1.8% 4.1%
high school Count 8 18 2 7 35
% of Total 3.6% 8.1% .9% 3.2% 15.8%
Graduate and Count 56 59 30 32 177
postgraduate o of Total 25.3% 26.7% 13.6% 14.5% 80.1%
Total Count 65 79 34 43 221
% of Total 29.4% 35.7% 15.4% 19.5% 100.0%
Pearson Chi Square: 10.740 df: 6 P.value: .09
Table 4.23: Educational level and Destination of the last trip - Cross-tabulation
Destination of the last trip
USA China and Other
and Hong Asian Other
Japan Canada Kong Countries | Countries Total
Educational less than Count 1 0 3 3 2 9
level high
chhool % of Total 5% 0% 1.4% 1.4% 9% 4.1%
high Count 2 5 9 10 9 35
school % of Total 9% | 2.3% 4.1% 4.5% 41% | 15.9%
Graduate  Count 47 17 36 64 12 176
and post o4 of Total
graduate 0 21.4% 7.7% 16.4% 29.1% 5.5% 80.0%
Total Count 50 22 48 77 23 220
% of Total 22.7% | 10.0% 21.8% 35.0% 10.5% | 100.0%
Pearson Chi Square: 20.448 df: 8 P.value: .00
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Table 4.24: Educational level and Type of tour - Cross-tabulation

Type of tour
non packaged
packaged tour tour Total

Educational less than high Count 4 4 8
level school % of Total 1.8% 1.8% 3.6%
high school Count 19 16 35
% of Total 8.6% 7.3% 15.9%
Graduate and Count 95 82 177
post graduate o4 of Total 43.2% 37.3% 80.5%
Total Count 118 102 220
% of Total 53.6% 46.4% 100.0%

Pearson Chi Square: .049 df: 2 P.value: .97

Almost 80% of respondents were graduate from college/university or postgraduate. From

them, 37% had taken between 3 and 5 trips during the past five years, 26.7% reported to

travel in summer, 29.1% chose “other Asian countries” as destination and 43.2% decided

to take a package tour.

Table 4.25: Job Position and Number of trips taken during the past five years - Cross-tabulation

Number of trips taken during the past

five years
less than 2 3-5 6 or more Total
Job Position managerial Count 2 6 15 23
% of Total 1.0% 3.1% 7.7% 11.7%
professional/te Count 15 37 18 70
chnical % of Total 7.7% 18.9% 9.2% 35.7%
blue collar, Count 34 42 27 103
f)?rllifsand % of Total 17.3% 21.4% 13.8% 52.6%
Total Count 51 85 60 196
% of Total 26.0% 43.4% 30.6% 100.0%
Pearson Chi Square: 18.548 df: 4 P.value: .00
Table 4.26: Job Position and Season of the last trip - Cross-tabulation
Season of the last trip
Spring Summer Fall Winter Total
Job position managerial Count 10 8 5 2 25
% of Total 5.1% 4.0% 2.5% 1.0% 12.6%
professional/te Count 17 24 9 20 70
chnical % of Total 8.6% 12.1% 4.5% 10.1% 35.4%
blue collar, Count 30 39 16 18 103
f)?r']ifsand % of Total 15.2% 19.7% 8.1% 9.1% 52.0%
Total Count 57 71 30 40 198
% of Total 28.8% 35.9% 15.2% 20.2% 100.0%
Pearson Chi Square: 7.146 df: 6 P.value: .30
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Table 4.27: Job Position and Destination of the last trip Cross-tabulation

Destination of the last trip
China
USA and Other
and Hong Asian Other
Japan | Canada | Kong | Countries | Countries | Total
Job managerial Count 8 3 4 8 2 25
position % of
4.1% 1.5% 2.0% 4.1% 1.0% | 12.7%
Total
professional/technical Count 13 8 16 24 9 70
% of 6.6% 4.1% 8.1% 12.2% 46% | 35.5%
Total
blue collar, sales and Count 24 10 21 38 9 102
others % of
Total 12.2% 5.1% 10.7% 19.3% 46% | 51.8%
Total Count 45 21 41 70 20 197
?I{Oo?afl 22.8% | 10.7% 20.8% 35.5% 10.2% | 100.0%
Pearson Chi Square: 3.070 df: 8 P.value: .93

Table 4.28: Job position and Type of tour - Cross-tabulation

Type of tour
non packaged
packaged tour tour Total

Job position managerial Count 12 13 25
% of Total 6.1% 6.6% 12.7%

professional/te Count 32 38 70

chnical % of Total 16.2% 19.3% 35.5%

blue collar, Count 60 42 102

f)f‘rllifsand % of Total 30.5% 21.3% 51.8%

Total Count 104 93 197
% of Total 52.8% 47.2% 100.0%

Pearson Chi Square: 3.126 df: 2 P.value: .20

More than 50% of respondents were blue collar, sales and other while more than 35% of
respondents were professional or technical. From those who were blue collar, sales or other,
21.4% had taken between 3 and 5 trips during the past five years, 19.7% reported to travel
in summer, 19.3% chose “other Asian countries” as destination and 30.5% decided to take
a package tour. From those who were professional or technical, 18.9% had taken between 3
and 5 trips during the past five years, 12.1% reported to travel in summer, 12.2% chose

“other Asian countries” as destination and 19.3% decided to take a non package tour.
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Table 4.29:

Monthly family income and

Number of trips taken during the past five years - Cross-

tabulation
Number of trips taken during the past
five years
less than 2 3-5 6 or more Total
Monthly 29,999 or Count 7 8 3 18
family less % of Total 3.5% 4.0% 1.5% 8.9%
income
30,000 - Count 23 24 16 63
59,999 % of Total 11.4% 11.9% 7.9% 31.2%
60,000 - Count 13 24 12 49
89,999 % of Total 6.4% 11.9% 5.9% 24.3%
90,000 - Count 7 17 9 33
119,999 % of Total 3.5% 8.4% 4.5% 16.3%
120,000 or  Count 3 17 19 39
more % of Total 1.5% 8.4% 9.4% 19.3%
Total Count 53 920 59 202
% of Total 26.2% 44.6% 29.2% 100.0%
Pearson Chi Square: 17.015 df: 8 P.value: .03
Table 4.30: Monthly family income and Season of the last trip - Cross-tabulation
Season of the last trip
Spring Summer Fall Winter Total
Monthly 29,999 or Count 5 11 0 2 18
family less % of Total 2.5% 5.4% .0% 1.0% 8.8%
income
30,000 - Count 21 17 14 13 65
59,999 % of Total 10.3% 8.3% 6.9% 6.4% 31.9%
60,000 - Count 13 18 7 11 49
89,999 % of Total 6.4% 8.8% 3.4% 5.4% 24.0%
90,000 - Count 10 13 4 6 33
119,999 % of Total 4.9% 6.4% 2.0% 2.9% 16.2%
120,000 or Count 12 14 4 9 39
more % of Total 5.9% 6.9% 2.0% 4.4% 19.1%
Total Count 61 73 29 41 204
% of Total 29.9% 35.8% 14.2% 20.1% 100.0%
Pearson Chi Square: 12.028 df: 12 P.value: .44
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Table 4.31: Monthly family income and Destination of the last trip - Cross-tabulation

Destination of the last trip
Other
USA and | China and Asian Other
Japan Canada | Hong Kong | Countries | Countries Total
Monthly 29,999 or Count 2 1 5 7 2 17
family less % of Total 1.0% 5% 2.5% 3.4% 1.0% 8.4%
income
30,000 - Count 16 7 16 17 9 65
59999 o of Total 7.9% 3.4% 7.9% 8.4% 4.4% | 32.0%
60,000 - Count 8 4 9 24 4 49
89,999 o of Total 3.9% 2.0% 4.4% 11.8% 20% | 24.1%
90,000 - Count 6 5 7 12 3 33
119,999 o4 of Total 3.0% 2.5% 3.4% 5.9% 15% | 16.3%
120,000 Count 13 1 7 16 2 39
ormore o4 of Total 6.4% 5% 3.4% 7.9% 1.0% 19.2%
Total Count 45 18 44 76 20 203
% of Total 22.2% 8.9% 21.7% 37.4% 9.9% 100.0%
Pearson Chi Square: 15.422 df: 16 P.value: .49
Table 4.32: Monthly family income and Type of tour - Cross-tabulation
Type of tour
non packaged
packaged tour tour Total
Monthly 29,999 or Count 10 8 18
family less % of Total 4.9% 3.9% 8.9%
income
30,000 - Count 35 29 64
59,999 % of Total 17.2% 14.3% 31.5%
60,000 - Count 24 25 49
89,999 % of Total 11.8% 12.3% 24.1%
90,000 - Count 16 17 33
119,999 % of Total 7.9% 8.4% 16.3%
120,000 or Count 19 20 39
more % of Total 9.4% 9.9% 19.2%
Total Count 104 99 203
% of Total 51.2% 48.8% 100.0%
Pearson Chi Square: .738 df: 4 P.value: .94

More than one third of respondents reported to have a monthly family income between

30.000 and 59.999 NT while around 24% of respondents reported to have a monthly family

income between 60.000 and 89.999 NT. From those whose monthly family income were
between 30.000 and 59.000 NT, 11.9% had taken between 3 and 5 trips during the past five

years, 10.3% reported to travel in spring, 8.4% chose “other Asian countries” as destination

and 17.2% decided to take a package tour. From those whose monthly family income were
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between 60.000 and 89.999 NT, 11.9% had taken between 3 and 5 trips during the past five
years, 8.8% reported to travel in summer, 11.8% chose “other Asian countries” as

destination and 12.3% decided to take a non package tour.

4.1.7. Relationship between socio-demographic variables and travel characteristics
(regressions)

From the socio-demographic variables investigated, particularly “job position”, “monthly
family income” and “educational level” were significantly related to at least one travel

characteristic.

Table 4.33: Socio-demographic variables and “number of trips” Coefficients(a)

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t value P value
1 (Constant) 1.606 118 13.663 .000
P7 .133 .032 .287 4.102 .000

(a) Dependent Variable: Number of trips taken during the past five years
P7: Monthly family income

Pearson Chi Square: 17.015 df: 8 P.value: .03

Table 4.34: Socio-demographic variables and “destination of the last trip” Coefficients(a)

Unstandardized Standardized
Model Coefficients Coefficients t value P value
B Std. Error Beta
1 (Constant) 8.227 1.444 5.698 .000
P4 -1.166 474 -177 -2.459 .015

(a) Dependent Variable: Destination of the last trip
P4: Educational Level

Pearson Chi Square: 20.448 df: 8 P.value: .00

Table 4.35: Socio-demographic variables and “number of days spent on last trip” Coefficients (a)

Unstandardized Standardized
Model Coefficients Coefficients t value P value
B Std. Error Beta
1 (Constant) 9.111 .960 9.491 .000
P4 -.679 .315 -.155 -2.155 .032
2 (Constant) 10.169 1.077 9.444 .000
P4 -721 .313 -.164 -2.301 .022
P6 -.265 126 -.150 -2.099 .037

(a) Dependent Variable: Number of days spent on the last trip
P4: Educational level
P6: Job position
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The socio-demographic variable “monthly family income” was found significantly related
to the number of trips taken during the past five years.

There was a significant relationship between “educational level” and “destination on the
last trip”.

“Educational level” and “job position” were significantly related to “number of days spent

on the last trip”.

4.1.8. Relationship between socio-demographic variables and preferences for future
travel

Table 4.36: Socio-demographic variables and “Amount of money willing to spend if traveling to South
America” Coefficients(a)

Unstandardized Standardized
Model Coefficients Coefficients t value P value
B Std. Error Beta
1 (Constant) 1.240 123 10.115 .000
P7 .146 .034 .285 4.252 .000

(a) Dependent Variable: Amount of money willing to spend if traveling to South America
P7: Monthly family income

“Monthly family income was significantly related to “amount of money willing to spend if

traveling to South America”. (See table 4.36).

4.1.9. Relationship between socio-demographic variables and destination choice
factors

Table 4.37 reports the results of multivariate analysis of the relationship between individual

socio-demographic variables and overall destination choice factors.

Table 4.37: Multivariate Tests(b)

Effect | Value F P value
Intercept Pillai's Trace 400 | 26.547(a) .000
Gender Pillai's Trace .003 .116(a) .989
Age Pillai's Trace .058 2.435(a) .036
Marital Status Pillai's Trace .065 2.771(a) .019
Educational Level  Pillai's Trace .053 2.225(a) .053
SEtr:tEI;)yment Pillai's Trace 013 532(a) 752
Job position Pillai's Trace .033 1.361(a) .240
Monthly famil Pillai's Trace

incomey y 108 | 4.840(a) .000

a Exact statistic
b Design: Intercept+P1+P2+P3+P4+P5+P6+P7
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The results revealed that four of the socio-demographic characteristics: “age”, “marital
status”, “educational level” and “monthly family income” were significantly related to
destination choice factors of Taiwanese traveling abroad.

The results of the relationship between these four socio-demographic variables and the
individual destination choice factors are summarized in tables 4.38, 4.39, 4.40 and 4.41.
“Age” was significantly related to “symbolic accessibility”; “marital status” was
significantly related to “facilities and safety”; “monthly family income” was significantly

related to “quality” and “symbolic accessibility”.

Table 4.38: ANOVA Dependent Variable “Symbolic Accessibility” (SA)

Sum of
Model Squares df Mean Square F P value
1 Regression 3.004 1 3.004 3.947 .048(a)
Residual 183.461 241 761
Total 186.465 242
a Predictors: (Constant), P2: Age
Table 4.39: ANOVA Dependent Variable “Facility and Safety” (FS)
Sum of
Model Squares df Mean Square F P value
1 Regression 1.855 1 1.855 4.699 .031(a)
Residual 95.531 242 .395
Total 97.387 243
a Predictors: (Constant), P3 Marital Status
Table 4.40: ANOVA Dependent Variable “Quality” (QU)
Sum of
Model Squares df Mean Square F P value
1 Regression 2.770 1 2.770 5.680 .018(a)
Residual 110.226 226 488
Total 112.996 227
a Predictors: (Constant), P7: Monthly family income
Table 4.41: ANOVA Dependent variable “Symbolic Accessibility” (SA)
Sum of
Model Squares df Mean Square F P value
1 Regression 4.420 1 4.420 5.840 .016(a)
Residual 171.031 226 757
Total 175.451 227

a Predictors: (Constant), P7: monthly family income
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4.2.  Hypothesis Testing

Hypothesis Testing
Hypothesis 1: The destination choice factors “facilities and safety”,
“attractions”, “practical accessibility”, “quality” and “symbolic NOT
accessibility” will influence the decision of Taiwanese travelling REJECTED
abroad.
Hypothesis 2: The socio-demographic profile of Taiwanese traveling NOT
abroad is significantly related to the different travel characteristics. REJECTED
Sub-Hypothesis 2.1: The income level has correlation with the number NOT
of trips taken in the past five years. REJECTED
Sub-Hypothesis 2.2: The gender is significantly related to the travel
destination. REJECTED
Sub-Hypothesis 2.3: The educational level has correlation with the NOT
travel destination. REJECTED
Sub-Hypothesis 2.4: The employment status is significantly related to
the number of days spent on the trip. REJECTED
Sub-Hypothesis 2.5: The educational level is significantly related to the NOT
number of days spent on the trip. REJECTED
Sub-Hypothesis 2.6: The age is correlated with the type of tour.

REJECTED

Hypothesis 3: The socio-demographic profile of Taiwanese traveling NOT
abroad is significantly related to the preferences for future trips. REJECTED
Hypothesis 4: The socio-demographic profile of Taiwanese traveling NOT
abroad is significantly related to the different destination choice REJECTED
factors.
Hypothesis 5: South America as regional market destination will NOT
perform a high potential growth market for Taiwanese traveling abroad. REJECTED

The first hypothesis was “not rejected” because it was found that the five destination
choice factors were important for Taiwanese overseas travelers when deciding about
traveling. All of them shown means over 3.8 while the Likert scale to evaluate each

attribute was ranked between 1: “not important at all” and 5: “extremely important”. The




item means are exposed in table 4.8 being “attractions” the most important destination
choice factor for Taiwanese traveling abroad. This factor presented an item mean of 4.07.
“Facilities and safety” was the second most important destination choice factor and
exhibited an item mean of 4.06. “Practical accessibility” presented an item mean of 4.04.
“Quality” presented an item mean of 4.02 and “symbolic accessibility” presented an item
mean of 3.81 showing that it was the least important destination choice factor for
Taiwanese traveling abroad.

The second hypothesis was “not rejected” because in general terms it was found that the
socio-demographic variables were significantly related to some travel characteristics.

The Sub-Hypothesis 2.1 was “not rejected” because the data analysis results showed that
the socio-demographic variable “monthly family income” was significantly related to the
number of trips taken during the past five years, with a Pearson Chi Square of 17.015 and P
value of 0.03 (see table 4.33).

The Sub-Hypothesis 2.2 was “rejected” because there was no significant relation found
between gender and travel destination.

The Sub-Hypothesis 2.3 was “not rejected” because there was a significant relationship
between the socio-demographic variable “educational level” and “destination on the last
trip” with a Pearson Chi Square of 20.448 and P value of 0.00 (see table 4.34).

The Sub-Hypothesis 2.4 was “rejected” because there was no significant relation found
between employment status and the number of days spent on the trip.

The Sub-Hypothesis 2.5 was “not rejected” because the socio-demographic variable
“educational level” was significantly related to “number of days spent on the last trip” with
a P value of 0.03 (see table 4.35).

The Sub-Hypothesis 2.6 was “rejected” because there was no significant relation found
between age and the type of tour.

The third hypothesis was “not rejected” because it was found that the socio-demographic
variable “monthly family income” was significantly related to “amount of money willing
to spend if traveling to South America” with a P value of 0.00 (see table 4.36).

The fourth hypothesis was “not rejected” because the results revealed that four of the
socio-demographic characteristics: ‘“age”, ‘“marital status”, “educational level” and
“monthly family income” were significantly related to destination choice factors of
Taiwanese traveling abroad (see tables 4.38, 4.39, 4.40 and 4.41).

The fifth hypothesis was “not rejected” because there are 10.7 % of Taiwanese travelling
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abroad interested to visit South America and at the same time the governmental data about
Taiwanese overseas travelers indicated that almost 9,000,000 people had traveled overseas
in 2007 showing an increase of 56.88% in the last ten years. (See Appendix 3: Outbound
Departures of Nationals of the R.O.C. by Gender, 1980~2007).

When asked about preferences for future travel destinations 10.7% of Taiwanese overseas
travelers reported to be interested to visit South America. This percentage is ten times
higher than the percentage of Taiwanese who already traveled to South America on their
last trip (see Figures number 3 and 4).

FIGURE 3: DESTINATION TRAVEL ON THE LAST TRIP
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FIGURE 4: PREFERENCES FOR FUTURE TRAVEL DESTINATIONS
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Chapter Five

5. Conclusion and Recommendation

Various statistics have indicated Taiwan to be a tourist-generating country, therefore
understanding the market potential, market characteristics and destination choice factors of
Taiwanese participating in international trips, is a must for those marketing tourist
destinations where Taiwanese are traveling.

In this chapter were summarized general conclusions, research limitations and future

research suggestions.

5.1.Conclusion

Most respondents in the sample reported that they had taken an international trip in the past
five years (93.6%). Almost 50% of participants reported to have done from 3 to 5
international trips in the last five years. The peak seasons for them to travel were summer
and spring.

Concerning to travel destination, 22.1% of the participants indicated taking the most recent
trip to Japan, followed by China, Thailand, Hong Kong and USA. Asia, the largest regional
market in terms of destination comprised 79.6% of the market share. North America (USA
and Canada), consisting of 10.2% of the destination market, was the second biggest
regional market. Western Europe was 2.2% and Latin America less than 1% of the
destination market.

The majority of participants (86.8%) spent 10 days or less in their last international trip.
Regarding to type of tour, 54% of the individuals took a package tour and 46% a
nonpackage tour.

With respect to the preferences for future trips, Asia was the biggest regional market in
terms of destination choice for the next two years (45%). USA and Canada, consisting of
15.4% of the destination market for the next two years, was the second biggest regional
market; followed by Western Europe (13.8%), Australia (13%) and Latin America (10.7%).
With respect to the relationship between socio-demographic variables and travel
characteristics particularly “job position”, “monthly family income” and “educational level”
were significantly related to at least one travel characteristic.

The socio-demographic variable “monthly family income” was found significantly related

to the number of trips taken during the past five years. There was a significant relationship
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between “educational level” and “travel destination on the last trip”. “Educational level”
and “job position” were significantly related to “number of days spent on the last trip”.
Regarding to the preferences for future travel, the socio-demographic variable “Monthly
family income” was significantly related to the amount of money willing to spend if
traveling to South America.

Five destination choice factors: “facilities and safety”, “attractions”, ‘“practical
accessibility”, “quality” and “symbolic accessibility” were evaluated. Factor 2:
“attractions”, including “social characteristics”, “natural beauty” and “cultural
characteristics”, presented the highest item mean (4.07), showing that it was the most
important destination choice factor for Taiwanese traveling abroad.

The second most important destination choice factor for Taiwanese traveling abroad was
facilities and safety with an item mean of 4.06 and a standard deviation of 0.63, showing
the greatest amount of agreement among Taiwanese undertaking international travel.
“Practical accessibility” and “quality” followed with item means of 4.04 and 4.02,
respectively. “Symbolic accessibility” presented the item mean of 3.81 showing that it was
the least important destination choice factor for Taiwanese traveling abroad.

Regarding the relationship between socio-demographic variables and destination choice
factors, the results revealed that four of the socio-demographic characteristics: “age”,
“marital status”, “educational level” and “monthly family income” were significantly
related to destination choice factors of Taiwanese traveling abroad. “Age” was significantly

99, <6

related to “symbolic accessibility”; “marital status” was significantly related to “facilities
and safety”; “monthly family income” was significantly related to “quality” and “symbolic
accessibility”.

By recognizing such specific relationships, marketers may develop a proper marketing plan
and promotions.

Finally regarding to South America as regional destination market and the possibility of
performing a high growth potential market, it was observed that there were 10.7% of
Taiwanese overseas travelers who reported to be interested in visiting South American
countries in the next two years. This is an important percentage (more than ten times higher)
compared to those who already traveled to South America in their last trip (less than 1%).
This fact plus the value that Taiwanese gave to the destination choice factor “attractions”
may promote and influence positively the possibility of South America performing as a
high growth potential market.
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Regarding to the interest to visit the different South American countries, Taiwanese
overseas travelers assessed all of them in a Likert scale from 1: “not interested at all” to 5:
“strongly interested”. It was found that Brazil, Peru and Argentina were the three most

important countries in terms of interest to be visited (see table 4.4 and figure number 5).

FIGURE 5: INTEREST TO VISIT SOUTH AMERICAN COUNTRIES

(1: not interested at all - 5: strongly interested)

Regarding to the motivations to visit South American countries it was found that “scenery”
and “historical/cultural” were the two most strongest motivations for Taiwanese overseas

travelers (see table 4.5 and figure number 6).

FIGURE 6: MOTIVATIONS TO VISIT SOUTH AMERICA
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(1: not important at all - 5: strongly important)
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Based on these findings it was assumed valid the hypothesis suggesting that South America
as regional market will perform as a high growth potential market in the future for

Taiwanese overseas travelers.

5.2. Research limitation

During the data collection was observed that Taiwanese women have a stronger positive
attitude in order to answer the questionnaire compared to Taiwanese men. This situation
determined that in the research sample female constituted 61% of the participants while
males accounted for the remaining 39%. This information differed from the governmental
data of the tourism bureau about Taiwanese overseas travelers by gender. Therefore the

data about gender in the sample cannot be generalized for the population.

5.3. Future research suggestions

Further study examining if there is an interactive effect of socio-demographic variables on
destination choice factors is appropriate as well as the perception and knowledge of

Taiwanese travelers about South American countries as tourist destination.
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Appendix 1: Questionnaire (in English)

Dear friend:

Thank you in advance for taking time to fill this questionnaire. The purpose of this marketing
research is to analyze the Taiwanese tourist market. There are no correct answers, please just answer
what you feel is according to your real situation.

This is an anonymous questionnaire for academic purposes only. Please answer each of the
questions.

With our full-hearted appreciation and thanks for your time.

Ming Chuan University
International Master in Business Administration
Student : Christian Ladron Guevara

1. Using the scale below, please indicate the importance of the following
attributes when choosing a destination travel

Considering 5 extremely important and 1 not important at all.

1 3 4

Facility and Safety
1. Willingness to provide information for tourists
. Ease of communication
. Transportation within the region
. Availability of accommodations
. Good for the whole family
. Sport, recreation, and educational facilities.
Level of personal and material safety.
8. Political stability.
Attractions
1. Social characteristics
2. Natural beauty
3. Cultural characteristics
Practical accessibility
1. Practical barriers due to customs and security
inspections.
2. Ease of access to the region.
3. Climate.
4. Price of the trip.
Quality
1. Quality of accommodations.
2. Friendliness of local people.
3. Shopping facilities.
Symbolic Accessibility
1. Destination distance from place of residence.
2. Time involved in reaching.

RSINe NV O OCIINS
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2. Travel Experience

Have you taken a trip in the past? CI¢y) CI(N)

(If no) Never traveled but planning
to travel in the next two years? CIey) (N
(continue on question 8)

(If yes) Number of trips taken during
the past five years [12orless [13to5 [16 or more

C1(Spring ) L1(Summer
Season of the last trip (Spring ) LI( )

C(Fall) CI(Winter)

3. Destination on your last trip

[JJapan [JU.S.A. [IChina [1Hong Kong [1Singapore [lThailand [JIndonesia
[JAustralia [IMalaysia [1Canada [1S. Korea [1Western Europe
[JOther Southeastern Asia area [1Peru [1Brazil [JArgentina [JColombia

[JOther South American Country []Other country:

4. Number of days spent on the trip

17 08 [0Oo9 [0 i1 -15 [J16 and more

5. Travel Companion

[Spouse & Children  [Friends  [Alone ClWork associates  [1Children(s)
[IRelatives [ISpouse, Children, & Relatives [IFriends & Relatives

[IChildren & Relatives = [1Other combinations

6. Children Age, If traveling

[Junder 5 []5-12 [113-17 [Jover 18 [ under 5 & 5-12

[_1Other Combinations

7. Type of tour

[] Package tour [ Non-Package tour
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8. Where would you like to travel in the next two years (choose the one
you wish to stay for longer period).

oJapan oU.S.A. oChina oHong Kong oSingapore
oThailand olndonesia oAustralia oChina oMalaysia
SWestern oOther South
oCanada oS. Korea Eastern Asia oSouth America
Europe area

oOther country (please indicate which one):

9. Using the scale below, please indicate your interest to visit the following
South American countries.
Considering 5 strongly interested to visit and 1 not interested at all.
5 4 3 2 1
Argentina O [ [ ] O
Bolivia L] L] L] ] O]
Brazil O [ [ ] ]
Chile O O [l O O
Colombia O L [ O O
Ecuador O L [ O ]
Paraguay L] ] ] O O
Peru l ] ] [l O
Venezuela 0o O 0O o 0O
Others L] L] L] ] O]
10. Using the scale below, please indicate the importance of the

following motivations to visit South America?

Considering 5 strongly important and 1 not important at all.

5 4 3 2 1
Historical-cultural ] ] O O O]
Scenery L] L] L] ] O
Business [ ] ] O O
Language O ] ] [l O
Exhibitions [l L] [l O O
Medical ] ] ] O O
Adventure [l ] O O O
Education [l L] [l O O
Leisure ] ] ] O O
Others [l ] O O O
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11. How many days would you like to spend on the trip to South
America?

(J7 0Os8 [Oo9 [0 [J11-15 [J16 and more

12. How much money would you be willing to spend for that trip?

[1 60,000 - 80,000 NT  [180,000 — 100,000 NT [] 100,000 — 150,000 NT

[1 150,000 — 200,000 NT ~ [lover 200,000 NT

13.Sociodemographic Characteristics

Gender ] (M) ] (F)

A [Junder 18 []18-25 [126-35 [136-45
ge

[146-55 [156-65 [ 166 and over 66

_ |:|Single [[IMarried [IDivorced
Marital Status

[] Separated Cwidow

Highest educational level [] Less than high School [ High School
obtained.(grade)

[] College [] Graduate School ~ [] Master & PhD

[] Student

[] Employed
Un-employed

Employment status

L]
[] Retired
]

Housewife
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Job position, if employed

|:|Manageria| [ 1 Professional / Technical
[]1 Clerical / sales [ Blue collar

[] service Worker [ ] other

Monthly Family Income
Average

[Less than 29.999 NT
[JFrom 30.000 - 59.999 NT
[JFrom 60.000 - 89.999 NT
[JFrom 90.000 - 119.999 NT
[CJFrom 120.000 - 149.999 NT

[IMore than 150.000 NT

14. comments and
remarks about your
ideal trip
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Appendix 2: Questionnaire (in Chinese)

BRI ASEAT

BRSSP EHE I G - B0 TITSERYERE - HAVIER WL & BN B R R
s - INIEERE | JEEFELOTVEERER - METIEEER BRIV EEREK
SR -

BE G AE 2 T e i - CFTe iR (EHESEM 2 > SEa2 WES - SR OB R &R
AERTFeaER 2 Il > SEREBEE IR | R ARG R SR B ) |

i

fREELEE ~ LEERRY PR R A S E ST P
TEEEIY B FE TR
24 . Christian

1. SEHTE NEIEEAVEREY: > RIE R E IREHEREE H AT &5 @ AR ?

I AFRIFHEAEE, S RFIEF EHE.

1 2 3 4 5
i A
1. AR REER O o o 0o O
2. BESNEEGES LESRE) OO o 0o o
3. EHIEIEIRN O o o 0o O
4. (EfEEAE OO o 0o o
5. BiexRENEEIEE (/) S ERVIREEHIES) O o o 0o O
6. BRI IE S R N e N
7. (EASFSEREH T2 O o o 0o O
8. BUaZLEE I e I B N S
5 2R
1. thERHE(, AR R RIE ) O o o 0o O
2. HAFRE N e N
3. Xt O o o 0o O
REERISRE
1. J7{EHEEHE AR O o o 0o O
2. EEMRESEAZME e e N
3. SR O o o 0o O
4. [HiZ I T I B I
=]
1. EEmE I I B I B
2. EMWANRLERE e e N
3. Y5 N I I B I B
EARE T
1. HAyHA R (=AY 7B 5= B PR EE) O o o 0o O
2. EHR A SR T R f LR R ] oo o o o
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2. AL
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(AR REER) BER AN
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Ll20)HEE%:
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5. HteaE (=] H
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Lleysme - L@ - %+ &g - UE@)RE HE - L(9)%T& 5

LI(10) e
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s oo » Oe-12 > Oi13-17 > O18pl k- HEpias
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OWehmearE - OQ)EskET
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8. 1E#E NI e 7 2 A R R R T
O@)A4 O2)xE O@G) e O@)&:s CI(5)wrhns
L1(6)z=E O@)egems | L@)ExkEsE | DOmsr | Do)
. . I Cl(14) & = &= -
LI(11)kRs L1(12)pge CI(13)r5Em e CI(15)RE2E 0
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EffAbhEs O O O O O
EAES O O O O O
B O O O O O
e (D L ) O O O O O
BRI O O O O O
oA O O O O O
10. ERE T FENRERA - SB5RE T TRV Y B T
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11. JCREEAEAL T EMBERRAVIRTT?

O7 Os [Oo9 [Oio Oi11-15 Oieplrk

12. WREEACZ Ve R | SENTRITHYE F?

[J(1) 60,000 — 80,000 NT - [J(2) 80,001 — 100,000 NT -
[(3) 100,001 — 150,000 NT > [1(4) 150,001 — 200,000 NT >

[1(5) 200,001 NT 2/ I

13.fE AN &R

e Oz - Oeyxw
L) 18 » O@) 18-25 » LI(3) 26-35

i [14) 36-45-  [d(5) 46-55 - [1(6) 56-65
[1(7) 66 & 66 L/ I

J—- Owass - Ok
Oews - O@wms

R Hedeir > U@ s> LE) ki
U@ > et

S Ot -Oeem- OE)emas
U@ ek - Oeyze . Deypk
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ELESIEILUN

[129,999 NT LI F
[[130,000 %] 59,999 NT
160,000 % 89,999 NT
[[190,000 %[ 119,999 NT
[1120,000 %] 149,999 NT
[1150,000 % 180,000 NT

[1180,000 NT 1/ |-

14. B ER AR RS T
AYHAMAE R
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Appendix 3: Outbound Departures of Nationals of the R.O.C.
by Gender, 1980~2007.

BB A B RN A
Cutbound Departures of Nationals of the B_Q.C. by Gender, 1980~2007
B A
f & Year HMale feFemale A &% Total

HOEE ]ORN 257,408 217,733 9. 760 484,901
TOEE198] 298,679 264,395 12463 575,537
TIEE1982 327,760 296,773 16,136 Hi0,660
TIEE 1083
TIE]984 585,083 346,651 18,670 Ta0,404
TAEE 1985 424,541 390,987 22,261 46, 7TRY
THEE 1O8RR 410,938 382,433 19,557 212,928 |
THEEIORT 520,548 500,041 28821 1058410
TTEE198R 838,072 T01,805 42,115 1,601,992
TREE 108D 11164609 045,403 45,941 2107813
TOEE 1940 1,585,482 1,355,301 1,533 20942316
BOEE199] |.817,886 1,546,500 1,590 3,366,076
RIEE1992 2,290,837 1.922 509 1,298 4,214,734
RIEE1093 2,592 302 2,061,728 406 4,654,436
RILE 1004 2,670,349 2,074,085 [ 4,744 434
B4EE 1995 2.936,064 2,252,589 5 5,188,658
RSEE 1996 3,220,647 2,492 RER {0 5,713,535
RREE 1007 3,501,660 2,660,272 {0 6,161,932
BTEE|D0% 3.450,722 2461,655 & 5,912,387 |
REEE1999 3,800,130 2,758,533 {0 2,558,663
ROEE2000 4,255,656 3,073,128 {0 7328784
QUEE01 4,217,337 2035540 {1 L152RTT |
Q1EE2007 4,279,841 3039,625 { 7,319,465
Q2EE003 3,502,264 24M) 808 {0 5923072
Q3EE2004 4,518,972 3,261,680 { 7780652
944F2005 4,761,492 3446633 0 8,208,125
ASEE2006 4,954 647 3,716,728 {0 2,671.375
0542007 5,083,013 3,880,600 0 8,963,712
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