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FOREWORD 
 

Tourism industry and services are not only money maker enterprises but also promote 
human resource development that brings progress and prosperity to the region in a positive 
way. They can although bring negative effects such as environmental pollution, social and 
cultural conflicts, not to mention the rising cost of living at the touristic places, but the 
overall positive effect is the improvement of both the economy and social conditions of 
the country. The policy on tourism management is therefore included in the National 
Strategic Plan in both developed and developing countries in Asia and also in the world. 
 

The increasing numbers of tourists in all countries bring a tremendous income which 
makes the tourism industry more and more advanced worldwide. Thus, the tourism 
industry and services always have to come up with new knowledge and attractive strategic 
plans to get the competitive edge. Therefore, with the continuing changing global 
conditions in terms of economy, society, technology, communication and transportation 
the tourists have to adjust to these changes. The researches that can find out strategy in 
planning and management are very important in making various organizations and 
countries to get the advantage in the competitive industry. 
 
The International Journal of Asian Tourism Management (ATM) is a peer-reviewed 
journal published twice a year by the School of Tourism Development, Maejo University, 
Thailand. This journal is the second volume (number 1) that publishes original research 
papers, invited review articles, and short communications (scientific publications) 
including research papers as 1) Purchase Intention of Golf Club Certificate – Illustrated 
from Perspective of Customer-Based Brand Equity, 2) The Impact of Ethnicity on 
Recreational Sport Behaviour in the Setting of a College Campus Recreational Sport 
Centre, 3) A Study on Sensation Seeking and Leisure Benefits of Whitewater Rafting 
Recreationists, 4) Leisure Participation, Quality of Working Life, Job Stress and Job 
Performance of the Employees of High-Tech Industry, 5) Obligations of Travel 
Intermediaries, 6) Evolution of Services Marketing Research – “The Technological Era”, 
7) Tourists’ Satisfaction Towards Tourism Activities Management of Maesa Community, 
Pongyang Sub-district, Maerim District, Chiang Mai Province, Thailand, and 8) Exploring 
Tourism-Migration-Immigration relationships: the South Koreans in the Philippines.  
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ABSTRACT  
The purpose of this study is to make use of theory of customer-brand based equity to 

discuss the causal relationship between factors of influence to purchase golf club 
certificate and purchasing intention. Through the theoretical connotation between factors 
of influence and purchasing intention, it is then used to construct each conceptual 
foundation and to render its causal-effect model for substantiation. This study has 
employed questionnaire survey and conducted with substantiation study with 
questionnaire collected at site, while customer of golf course is taken as subject as its 
population. Besides, area of research is of golf courses in Taiwan, using quota sampling in 
conjunction with convenience sampling to base on the ratio of regional distribution of golf 
course in the entire of Taiwan. Hence, it has selected 20 golf courses at northern Taiwan, 3 
golf courses at central Taiwan, and 3 golf courses at southern Taiwan, totaling 26 golf 
courses as its subjects for sampling investigation. The researchers have focused on 
customers at the selected golf courses to carry questionnaire survey, using convenience 
sampling as its sampling investigation. In total, 213 valid copies of samples are obtained. 
Then, causal-effect model of LIESREL statistic software is used to respond to the purpose 
of this study and assumption of substantiation study. As indicated from statistic test of 
structural equation model, the overall fit indicators have all passed threshold theory, and 
result of substantiation study has shown that brand attribute factor and brand benefit factor 
will exert prominent and positive impact upon purchasing intention of customers to 
purchase golf course certificate.  
 
Key words:  Golf club certificate, customer-based brand equity, purchase intention,  
            structural equation  
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INTRODUCTION 
 

Research background and 
motivation 

 
With economic development, ad- 

vancement of technological industry, and 
expansion of international trade of Taiwan 
in recent years, it has conducted rather 
frequent exchanges with countries around 
the world. Besides, our high economic 
development has increased income per 
capital in Taiwan so that the living 
standard of our nationals is largely 
enhanced. When nationals of a country 
exceed US$3,000, it is no longer for them 
to work ceaselessly for life, while the idea 
of recreation has gradually been received 
by the middle-class, and they would place 
much focus on recreation and enter- 
tainment. As for recreation life other than 
work has progressively shown up in their 
mode of life. Moreover, since January 
2001 when the government implemented, 
in full scale, two-day off per week our 
nationals have not only placed attention 
for the content of recreation life the 
participation of which has, indeed, a trend 
and fashion. As a matter of fact, recreation 
refers to individual in conduct of free, 
active, and healthy event that is conducive 
to the physical, psychological, and com- 
munity as a whole. During the process of 
activity, recreational status that individuals 
can then obtain satisfaction, happiness, 
and self-contention is achieved.  

 
As of influence with historical 

background for golf sport in Taiwan, our 
nationals considered that golf course is 
only confined to the limited rich and it is 
believed to be of recreational sport as high 
consumption mode. On the other hand, the  

 
athletic population in participation of golf 
is quite limited. In recent years, since golf 
games are widely broadcast by TV media, 
more people have come to know about 
golf in more specific terms through the 
transmission and information broadcast. In 
addition, the extensive space of golf filed 
and wonderful landscaping environment 
have rendered the sport beyond the 
bondage of age and gender, thus offering 
other added values. As a result, golf sport 
in Taiwan has then received increasing 
love and attention by the mass, whereas 
the population for the sport has displayed 
trend of fast growth and significant 
lowering of age of population engaged in 
the game. Since the population for golf 
sport is getting younger, plebian, and 
secularized, it has then helped to 
demonstrate somewhat different façade 
than times before. 

 
At present, course management can 

be found in enterprise modes as stake- 
holder system, membership system, and 
foundation system. For membership 
system, when individuals have paid their 
membership fees, they would only need to 
pay for expenses for putting green and 
caddy. In fact, the income of golf course in 
Taiwan would mostly rely on turnover 
from membership certificate and putting 
green, while catering service and supply 
station of athletic gears only an amount or 
minority part of the income. At early stage 
of fund recruitment for golf course, it 
would mostly rely on membership to raise 
fund so that it can provide for funding of 
repair and operation. Therefore, member- 
ship certificate has become the primary 
source of income for golf course, and it 
further illustrates the importance of 
intention for purchasing membership certi-  
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ficate. And the motive of this study is to 
find out reasons why customers buy golf 
course certificate, substantiate its causal 
relationship, put forth its management 
connotation, and base research results to 
formulate / develop strategy.  

 
Research purpose 

 
According to the above-mentioned 

research background and motive, the 
objective of this study is to substantiate 
the casual relationship between factors 
that influence toward purchasing golf 
course certificate and purchasing intention 
so that further management connotation 
can be put forth.  
 

Literature review 
 

Theory of customer-base brand 
equity 

 
Customer-based brand equity theory 

(Keller, 1993) draws upon on Aaker’s 
(1991) brand equity theory. Researchers 
stated, “Brand equity has been viewed 
from a variety of perspectives” (Motameni 
& Shahrokhi, 1998, p. 275). From a 
customer perspective, Keller (1993) 
introduced his conceptual theory of 
customer-based brand equity. This theory 
states that the dimensions of brand 
knowledge are composed of two con- 
structs: brand awareness and brand image.  
Six sub-constructs, “brand recall, brand 
recognition, types of brand association, 
favorability of brand associations, strength 
of brand associations, and uniqueness of 
brand associations” (Keller, 1993, p. 4) are 
included in which the first two sub- 
constructs are components of brand 
awareness,   and   the   other   four  

 
sub-constructs are components of brand 
image. 

 
The three types of brand association 

are attributes, benefits, and attitudes 
(Keller, 1993). Attributes are either non- 
product-related or product-related.  Bene- 
fits can be functional, experiential or 
symbolic. The non-product related dimen- 
sion consists of price, packaging, user 
imagery, and usage imagery. The major 
proposition in this theory is that 
“customer-based brand equity occurs 
when the consumer is familiar with the 
brand and holds some favorable, strong, 
and unique brand associations in memory” 
(Keller, 1993, p.1). This theory is signi- 
ficant to marketing for addressing essen- 
tial issues about brand equity from a 
customer perspective. The theory has been 
adapted to consumer behavior, education, 
psychology, market strategy and marketing 
communications. This is the predominant 
theory used to examine brand equity from 
a customer perspective with well-dev- 
eloped propositions and strong empirical 
support. 

 
Brand attribute 

 
Keller stated that “attributes are those 

descriptive features that characterize a 
product or service – What a consumer 
thinks the product or service is or has and 
what is involved with its purchase or 
consumption”  (1993, p. 4). Based on 
Keller’s (1993) concept, Gladden and 
Funk reported that “attributes are typically 
the physical features associated with a 
particular brand” (2001, p.72). In the golf 
sports industry, researchers indicated there 
are several attributes factors that parti- 
cipants associate with a particular golf  
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club: course  management golf,  healthy  
recreation, course reputation, and social- 
economic demands (Bauer, Sauer, & 
Schmitt, 2005; Capella, 2001; Gladden & 
Funk, 2001; Gladden & Funk, 2002; 
Marcum & Greenstein, 1985).  

 
Brand benefit 

 
Keller (1993) stated that “benefits are 

the personal value consumers attach to the 
product or service attributes – that is, what 
consumers think the product or service can 
do for them” (Keller, 1993, p. 4). There 
are three types of benefits: functional, 
symbolic, or experiential. Unlike attributes, 
which consumers associate with physical 
features, benefits are more psychological. 
Based on Keller’s concept, Gladden and 
Funk reported that “benefits represent the 
psychological meaning and value 
consumers attach to the product” (2001, p. 
72). In the golf sports industry, researchers 
found several benefit factors that 
participants associate with a particular golf 
club: These factors are conspicuousness 
‘Uniqueness’ perceived extended-self and 
peer influence and sense of belonging 
(Franck & Johnson, 2004). 

 
Purchase intention 

 
 Purchasing intention refers to the 
transaction behavior generated from the 
integral product evaluation by consumers 
as the psychological commitment gene- 
rated from enterprise product or service. In 
fact, consumer for related product eva- 
luation or brand attitude, in coping with 
stimulation from external factors, has well 
built up purchasing intention among 
consumers. It has been substantiated that 
purchasing intention is  reckoned to  be  

 
important indicator used to predict con-  
sumer behavior, and it can be exploited to 
predict the occurrence of behavior. Most 
of all, such subjective inclination of 
consumer can help marketing personnel to 
accurately predict the purchasing behavior 
of customers. Morwitz & Schmittlein, 
1992   
 

The relationships among brand 
attribute, brand benefit and 
purchasing intention 

  
Based on the perspective of 

customer-based brand equity, brand asso- 
ciation is the core asset of brand benefit, 
and it helps customers to regain or 
re-process information, provide reason for 
customers to purchase, award positive 
feeing or attitude, and further assist 
customers to reach their decision making 
for purchasing (Aaker, 1991). Many 
studies have verified that prominent 
correlation does exist between brand asso- 
ciation and purchasing intention, while the 
primary purpose of brand association is to 
conduct through related brand information, 
such as brand attributes, brand benefit, and 
transmission of attitude, and to transform 
it into belief and attitude of consumers for 
the brand, thus enhancing the purchasing 
intention for the brand (Dodds, Monroe & 
Grewal, 1991; Grewal, Monroe & 
Krishnan, 199).       

 
Research hypotheses 

 
Based on the literature review above, 

we formulate the following hypotheses to 
be tested: 

  
H1: Brand attribute factor will 

positively affect the intention of customer  
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to purchase golf club certificate 

 
H2: Brand attribute factor will 

positively affect brand benefit factor  
 
H3: Brand benefit factor will 

positively affect the intention of customer 
to purchase golf club certificate  

 
 

 
METHODOLOGY 
 

Conceptual framework 
  

Theoretical framework is in Fig. 1 in 
accordance with study purpose, literature 
exploration and theory statement to 
understand factors influencing golf club 
certificate purchasing intention for club 
customers.  

 

 
 

Figure. 1. Conceptual framework 
 

Data collection and sample 
 
The population in this study is golf 

club customers in Taiwan in Quota 
Sampling combined with Convenience 
Sampling. Under proportion of golf club 
distribution in Taiwan, we select 20 clubs 
in northern Taiwan, 3 in central Taiwan 
and 3 in southern Taiwan in a total of 26 
clubs. Questionnaires were given to 
customers at the clubs in convenience 
sampling. From 9 February to 14 March 
2010, 250 questionnaires were given; 236 
were collected. After deduction of 
incompletely answered and regularly 
answered questionnaires, we have 213 
effective ones at the usability rate of 

90.25%. In the respondents’ profile, 83% 
are male and about 37% are aged between 
41 and 50, while 80.9% respondents are 
married and around 61.7% hold a 
university degree and above. 
 

Measurement 
  
The questionnaire is divided into 

basic personal data, brand attribute scale, 
brand benefit scale and purchase intension 
scale. Brand attribute scale is based and 
modified on Team Association Instrument 
(TAI) by Gladden and Funk (2002), 
covering 4 latent variables and 11 
observed variables. Brand benefit scale is 
based on the concept  of  Brand Luxury  
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Index by Franck & Johnson (2004). It 
covers 5 latent variables and 16 observed 
variables; Purchase intention scale is 
based and modified on purchase behavior 
scale by Dodds, Monroe and Grewal, 
(1991), covering 4 observed variables. All 
scales are scored in Likert five-point scale. 
All questions are in closed-end quest- 
ionnaire from strongly agree, agree, no 
comments, disagree, and strongly disagree 
in 5, 4, 3, 2, and 1 scores.   
 

Analysis of measurement model 
 

1. Items Analysis 
 
To understand feasibility and fit for 

ensuing confirmatory analysis, we first 
add up all scores of respondents on 
questions; the top 25% and bottom 25% 
are high and low groups. Analysis is made 
with independent t test to find Critical 
Ration Value. If it is larger than 3 and 
reaches distinctive level in statistics (p< 
0.05), the scale has good discrimination 
(Wang, 2000).   

 
After item analysis test results, brand 

attribute scale CRV is between 4.03 and 
7.23 (p<0.01); brand benefit scale CRV is 
between 3.95 and 11.38 (p<0.01); 
purchase behavior scale CRV is between 
6.55 and 11.82 (p<0.01). All these are 
greater than 3 and distinctive in statistics 
(p<0.01), showing they have good 
discrimination.   
 

2. Confirmatory factor analysis 
 
Confirmatory factor analysis (CFA) 

tests the three scales. Measurement model 
tests scale goodness of fit, composite 
reliability and convergent validity. To  

 
ensure ensuing causal model analysis 
reach rationality of progressive analysis in 
statistics, the researcher sets the scales 
which have sub-constructs as second-order 
factor model and takes average value of 
one-scale potential variables combination 
as observation index to reduce threat of 
inflated evaluation parameters (Bollen, 
1989). 

 
Use of fit indexes is diverse. In 

general, overall model fit measures are in 
three categories: absolute fit measures, 
incremental fit measures and parsimonious 
fit measures. There is no standard value in 
fit measures. We take suggestions from 
Bollen (1989), Jöreskog and Sörbom 
(1993), and Hu and Bentler (1995) on: (1) 
Chi-squire: this tests the hypothesis 
models and actual data fit; the value shall 
be the smaller, the better. (2) GFI: the 
optimal fit measure-value exceeding 0.90 
shows good model fit. (3) Chi-squire/ 
degree of freedom (χ2/df): in general, it 
shall be between 1 and 5. Less than 3 is 
ideal, showing good fit. (4) SRMR: it is 
the measurement of population approxi- 
mation error. Less than 0.08 is considered 
reasonable approximation error. (5) 
RMSEA: the room value of approximation 
error to measure freedom difference.  In 
general, it is lower than 0.08.  Less than 
0.05 is high fit. (6) NFI: fit measure based 
on Chi-Squire value and is between 0 and 
1. Larger than 0.09 is considered sound fit. 
(7) NNFI: adding freedom in NFI—larger 
than 0.09 is considered good fit.  (8)CFI: 
after consideration of sample size-value is 
between 0 and 1.  Equaling to 1 means 
absolute fit; equaling to 0 means unfit. (9) 
PNFI: modification of NFI—it should be 
over 0.5.  (10) PGFI: it is between 0 and 
1. Larger value means more parsimonious  
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model. It should be over  0.5.   

 
We adopt composite reliability; each 

observation variable value shall be over 
0.20 and potential variable validity needs 
to be larger than 0.60 (Bentler & Wu, 
1993).  Composite reliability is the total 
sum of observation variable square of 
standardized parameter sum on potential 
variables to be divided by observation 
value standardized parameter sum square 
on potential variables plus observation 
variable measurement error as in 
following formula:  

 
2

2

 tan _  

 tan _ _ _

s dardized loading

s dardized loading indicatar measurement error

 
 
The test in the study is in convergent 

validity.  Its test is mainly subject to 
standardized load of observation variables 
on potential variables.  The load must be 
over 0.45 and direction must be accurate; t 
value shall be over 1.96.  With all these 
conditions, the scale has sound convergent  
validity (Jöreskog, & Sörbom, 1989).   

  
In brand attribute scale, initial 

measurement model fit does not reach 
threshold. Reviewing with modification 
index (MI), we find some questions have 
higher correlation. After parameter release, 
they still fail to meet threshold. After 
repeated review, we decide to delete 
Questions 4, and fit measures meet 
threshold. This means brand attribute scale 
has good internal structure fit after 
modification. Reliability of observation 
variable is between 0.36 and 0.67; 
composite reliability is 0.73, 0.75, 0.84, 
0.73. The scale has sound composite relia-  

 
bility; in convergent validity, the stand- 
ardized parameters are between 0.60 and 
0.82, larger than 0.45; t value is from5.15 
to 8.66, larger than 1.96. The scale has 
good convergent validity.   

  
In brand benefit scale measurement 

model, initial measurement model fit 
measures fail to pass threshold. Reviewing 
with modification indexes, we find some 
questions (Q3 and Q10) have higher 
correlation. After parameter release, all fit 
measures pass threshold, meaning brand 
benefit scale has sound internal structure 
fit. Reliability of observation variable is 
from 0.22 to 0.76; composite reliability is 
0.75, 0.74, 0.76, 0.72, and 0.71, showing 
that the scale has good composite 
reliability; in convergent validity, the scale 
standardized parameters are between 0.45 
and 0.86, larger than 0.45; t value is 
between 4.82 and 7.74, larger than 1.96, 
showing that the scale has good 
convergent validity.   

 
In purchase intention scale measure- 

ment model, all fit measures pass thres- 
hold.  Purchase intention scale has good 
internal structure fit. Reliability of obser- 
vation variable is between 0.47 and 0.64; 
composite reliability is 0.84, showing that 
the scale has good composite reliability; in 
convergent validity, the scale standardized 
parameters are between 0.69 and 0.80, 
larger than 0.45; t value is from 13.84 to 
16.92, larger than 1.96, showing that the 
scale has good convergent validity.   

 
Scale internal structure fit measures 

abstract shown in Table 1.  
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Table 1.  Goodness of fit of scale internal structure. 
 

 Brand Attribute Brand Benefit Purchase Intention Criteria 
GFI 0.91 0.93 1 > 0.9 

SRMR 0.056 0.06 0.01 < 0.06 
RMSEA 0.07 0.08 0 < 0.08 

AGFI 0.91 0.91 0.99 > 0.9 
NNFI 0.97 0.92 1 > 0.9 
CFI 0.98 0.93 1 > 0.9 

PNFI 0.68 0.73 0.63 > 0.5 
PGFI 0.55 0.60 0.52 > 0.4 
χ2/df 1.49 1.73 1.92 < 5 
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Figure 2. Measurement model of brand attribute scale  
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Figure 3. Measurement model of brand benefit scale  
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y2
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0.36
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Figure 4. Measurement model of purchase intention scale  
 
 
Data analysis 
  

Data analysis and statistics methods 
are: (1) descriptive analysis: fit sample 
composition structure. (2) Item analysis 
and critical ration value: to check if scales 
have discrimination. (3) CFA: SEM 
measurement model tests scales’ internal 
structure fit, composite reliability and 
convergent validity. (4) SEM causal model 
tests overall fit of hypothesis causal model 
and testifies hypothesis. 
 
 
RESULTS AND DISCUSSIONS 

 
Estimation methods 

 
Before LISREL analysis, we must 

first confirm if samples meet structure 
equation model basic hypothesis-whether 
data are in normal distribution to avoid 
affecting model estimation and test results. 
To do so, one shall check sample kurtosis 
and skewness. If absolute value of kurtosis 
exceeds 10, there is something wrong with 
the sample; skewness absolute larger than 
3 is considered an extreme value. The two 
are against basic hypothesis of SEM 
(Kline, 1998). Brand attribute scale ave- 

rage is between 3.37 and 4.39; standard 
deviation is from 0.77 to 1.10; skewness is 
between -1.54 and 0.36, kurtosis is 
between -0.63 and 3.63; brand benefit 
scale average is between 3.04 and 3.89; 
standard deviation is between 0.74 and 
0.95; skewness is between -0.90 and 0.18; 
kurtosis is between -0.17 and 2.0; pur- 
chase intention scale average is between 
3.70 and 4.04; standard deviation is from 
0.77 to 0.88; skewness is between -0.95 
and -0.62; kurtosis is between 0.56 and 
1.59. Such results show our samples are in 
normal distribution. In measurement 
model test, maximum likelihood (ML) is 
appropriate as parameter estimation 
method.   

 
Overall fit evaluation results 

 
In light of all fit measures, the 

hypothesis model in this study is close to 
ideal. Load between potential variables 
and measurement indexes is larger than 
0.45 without great deviation. In absolute 
fit measures, GFI is 0.91; SRMR is 0.056; 
RMSEA is 0.07; AGFI is 0.91; in 
incremental fit measures, NNFI is 0.91; 
CFI is 0.93; in parsimonious fit measures, 
PNFI is 0.70;  PGFI is 0.53; χ2,df is 3.11.  



10

International Journal of Asian Tourism Management                            ISSN: 1906-8654 
Vol. 2 (1): 1-14 April, 2011                                                                              
Purchase Intention of Golf Club Certificate-Illustrated from  
Perspective of Customer-based Brand Equity               Y. T. Lin and H. F. Chang 

 
All fit measures pass threshold. The 
hypothesis model   conforms  to   the  
 

 
empirical study. One can test hypothesis 
and explore the causal meaning. See fit 
measures and threshold values in Table 2.

 
Table 2.  Goodness of fit of casual model. 
 

 Indicators Criteria 
GFI 0.91 > 0.9 

SRMR 0.056  0.06 
RMSEA 0.07 < 0.08 

AGFI 0.91 > 0.9 
NNFI 0.91 > 0.9 
CFI 0.93 > 0.9 

PNFI 0.70 > 0.5 
PGFI 0.53 > 0.5 
χ2/df 3.11 < 5 

 
 
Study hypothesis test results  
 
This study has used γ and β to show 

every presume path of the hypothetical 
structural model in the research. 
Regarding parameters for γ and β, they can 
be exploited to verify if the presume path 
of the hypothetical structural model in this 
research is viable.   
  

H1: As indicated from study result, 
purchasing intention of buyer for golf 
course certificate would be affected by 
“brand attribute factor,” and its stand- 
ardized coefficient (γ1) is 0.76, while t 
value is 8.34, which has reached pro- 
minent level statistically (p<0.05), given 
with positive impact. The amount ex- 
plained for “brand attribute factor” and 
“purchasing intention” is 58% (0.76x0.76

0.58), which explicates customers of 
golf will, indeed, be rendered of positive 
impact of their purchasing intention by 
brand attribute factor, and thus the 
hypothesis stands.  
 

 
H2: As indicated from study result, 

“brand benefit factor” of buyer for golf 
course certificate won’t be affected by 
“brand attribute factor, and its stand- 
ardized coefficient (γ1) is 0.07, while t 
value is 1.23, which has not yet reached 
prominent level (p>0.05) statistically. It 
has explicated that customers of golf 
won’t be created of positive impact as of 
brand attribute factor upon brand benefit 
factor. Therefore, the hypothesis won’t 
stand.    

 
H3: as indicated from study result, 

“purchasing intention” of buyer for golf 
course certificate will be affected by 
“brand attribute factor, and its stand- 
ardized coefficient (γ1) is 0.63, while t 
value is 7.75., which has yet reached 
prominent level (p>0.05) statistically, 
reckoned to render positive impact. The 
total explained of “brand benefit factor” 
and “purchasing intention” is 40% 
(0.63x0.63 0.40), showing that custom- 
ers of golf will, indeed, be rendered of 
positive impact upon purchasing intention  
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by brand benefit factor. Therefore, the 
hypothesis stands.    

 
It is learned from the residual of the 

total explained that recreational attraction 
exerts as much as 45% of the total 
explained regarding direct impact for 
revisit (R2 1-0.55 0.45). It  tells  that  

 
brand attribute factor and brand benefit 
factors are found with high explanatory 
power towards the casual model of 
purchasing intention for golf course 
certificate. The results are found as 
indicated in Figure 2.  
 

 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
Figure  5.  Estimated results of the model 

 
 
CONCLUSIONS   AND 
RECOMMENDATIONS 
 

Conclusions 
 
This study makes use of customer 

-based brand equity and investigate 
reasons why golf customer purchases golf 
club certificate, and it would verify its 
causal effect model. Three conclusions are 
obtained after SEM substantiation study:  

 
(1) Brand attribute factor will 

positively affect the purchasing intention 
of golf club certificate. Scholars have 
pointed that brand attribute factor is the 
external and physical feature disseminated 
from brands so that consumers will 
conduct connection for specific brands  

 
(Gladden & Funk, 2001). This study 
confirms that the stronger the external 
attribute factor consumer senses outside 
golf course their purchasing intention for 
golf club certificate will be then be 
stronger.  
 

(2) This study has discovers that 
brand benefit won’t be affected by brand 
attribute, and they are reckoned to be 
independent aspects. Therefore, it can be 
indirectly deduced that external attribute 
factor won’t induce consumers with 
internal benefit factor so that consumers 
will create connection and emotional 
attachment of consumers for specific 
brands. 
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(3) Brand benefit factor will posi- 

tively affect the purchasing intention of 
customer for golf course certificate. 
Scholars have indicated that brand benefit 
factor is the meaning and value that brand 
bring along to consumer psychologically, 
so that consumer will find connection and 
attachment to that brand (Gladden &Funk, 
2001). This study considers that if golf 
course can render greater psychological 
meaning or value for consumer, it will 
generate greater connection of consumer 
to the course psychologically, thus 
strengthening their purchasing intention to 
purchase golf club certificate.  
 

Recommendations 
 

In practice: In the brand attribute 
factors, physical features were essential in 
customers’ association with a golf course. 
Researchers indicated that the attribute 
factors may result in short-term benefits to 
sport operators (Gladden & Milne, 1999). 
Sports managers may also develop 
marketing tactics to gain short-term 
benefits, such as reinforcing the operating 
quality, increasing golf club’s awareness, 
and building an attractive golf course. 
However, implementing short-term tactics 
does not necessarily guarantee long-term 
and consistent revenue streams (Gladden 
& Milne, 1999). The attribute dimension 
can explain the rational segment of golf 
club customers’ behavior. Customers may 
purchase the golf club certificate because 
it has an outstanding operating quality, 
well-known reputation, and attractive 
facilities. However, it does not explain the 
part of the emotional segment of 
customers’ purchase behavior. This study 
has also found that the attached emotional 
intensity of consumer for certain  product  

 
will affect their decision making for 
purchase. If golf club certificate is taken to 
be of purchasing behavior of consumer for 
luxurious products, some psychological 
factors that seduced consumers, including 
flaunting attitude, sense of unique rarity, 
and cognition for the brand, can become 
important factors of influence that affect 
consumer to purchase golf club certificate. 
As such, the management should deli- 
berate the issue with caution that if golf 
course can effectively stimulate psycho- 
logical demand of consumers that they are 
generated of positive connection such 
mindset should be able to bring forth long- 
term and continuous profit and for the 
operation of golf course.   
 

Suggestions for ensuing researchers: 
establishing golf club customers’ causal 
model involves a wide range of factors. 
We only explore brand attribute factors 
and brand benefit factors. Although the 
findings meet the purpose, to better 
understand golf club customers’ purchase 
behavior model, one needs to explore 
more variables. It is suggested future 
researchers include different variables in 
the influence model to enhance study 
content and width. 
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ABSTRACT 

The purpose of this study aims to examine the impact of ethnicity (Chinese, Korean, 
Japanese, Caucasian, African-American) on recreational sport behaviour in the setting of a 
college campus recreational sport centre. In particular, the on-site interactions and 
communication patterns of multiethnic recreational basketball players when forming 
groups for teams and during games were revealed to enhance our understanding of 
variations of participation within inter-ethnic leisure groups. Methodological triangulation 
of interview, observation and document analysis was used to increase confidence in the 
data analysis. A conceptual model resulting from the findings in this study identified that 
the influence of ethnicity on recreational sport behaviour was influenced by variables such 
as levels of familiarity/friendship, feelings of being part of a certain ethnic group, a sense 
of competing against other ethnic groups, the ratio of diverse ethnic players, and the 
attitude towards recreational sport. Results from this study may help campus recreational 
sport providers to develop a more conducive environment that aims at promoting a 
significant degree of cross-cultural diversity on the college campus.  

Key Words: Ethnicity, recreational sport, grouping, communication  
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INTRODUCTION

The purpose of this study was not to 
examine what factors might determine the 
resultant recreation participation among 
diverse ethnic groups (which was the 
mainstream of the previous ethnic recrea- 
tion studies) but particularly to focus in on 
a scenario where a micro-level of inter- 
action among these groups often occurred 
in a daytime recreational sport setting such 
as a campus recreational sport centre or a 
private sports club. In recent years, 
research efforts have been increasingly 
devoted to the understanding of leisure 
behaviour among diverse ethnic groups 
(Floyd, McMguire, Shinew, & Noe, 1994;
Juniu, 2000; Stodolska, 2000; Winter, 
Jeong, & Godbey, 2004; Ho, Sasidharan, 
Elmendorf, Willits, Graefe, & Godbey, 
2005). In general, studies have shown the 
results of variations in recreation parti- 
cipation (Murdock, Backman, Hoque, & 
Ellis, 1991; O’Leary, & Benjamin, 1982) 
in relation to preferences (Carr, & 
Williams, 1993; Ho, Sasidharan, 
Elmendorf, Willits, Graefe, & Godbey, 
2005), motivations and perceived benefits 
(Gramann, Floyd, & Saenz, 1993; Phillip, 
1997), acculturation, marginality, subcult- 
ural identity, perceived benefits and 
discrimination (Gomez, 2006), and leisure 
satisfaction, happiness, peacefulness and 
quality of life (Spiers & Walker, 2009). 
With some exceptions using qualitative 
methods (ie Hutchison, 1987), most of the 
ethnic recreation studies were conducted 
by means of the survey methodology and 

the results are of value: however, they 
were not sufficient in capturing the 
meaning or significance of interaction 
within a given recreation activity across 
ethnic groups (Carr & Williams, 1993). 
Contrary to this line of research - with their 
analyses based at the individual level - our 
study applied “group level” as the unit of 
analysis in order to reveal on-site inter- 
actions involved in multiethnic recre- 
ational sport behaviour.  

As regards settings studied in previous 
recreation studies on ethnicity, formal 
settings such as parks, forests and other 
outdoor areas are the leading options, 
while daytime and home-centred leisure 
activities have not received equivalent 
research attention (Allison, 1988; Floyd, 
1998). In a major review of research on 
ethnicity and recreation, Floyd (1998) 
suggested that informal (rather than 
formal) activities may deliver insightful 
understandings relating to the behavioural 
patterns of racial and ethnic minority 
group members that were not likely to be 
discovered elsewhere. To fill this gap (as 
yet still to be proved) researchers in this 
study selected for study a recreational 
sport centre located on a college campus 
where multiethnic recreational basketball 
players often checked in on weekdays.  

This research is particularly important 
for the following reasons. As a growing 
trend of people of colour in North America 
had been identified (Statistics Canada, 
2006), more  studies on  this  emerging  
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“racial and social structure” was called for 
(Shinew, Stodolska, Floyd, Hibbler, 
Allison, Johnson, & Santos, 2006). For 
example, the percentage of Asian and 
Pacific Islanders (4% of the United States 
population in 2000) is expected to double 
by 2025 (Cheeseman Day, 2007).  

 As can be expected, issues of the 
quality of recreation within this population 
will become more and more relevant, and 
in order to deal with this anticipated 
challenge it is necessary to consider, in 
race and ethnic leisure research, other 
pertinent variables in addition to 
attendance and participation rates (Floyd, 
1998). Examining the on-site interaction 
of recreational sport behaviour among the 
intra-inter ethnic groups would definitely 
be advantageous. Another reason was that 
findings from this study may help 
recreational sport providers (ie in a 
campus recreational sport centre) to better 
understand the interaction among multi- 
ethnic groups in the leisure setting. Such 
understanding may aid in developing a 
more conducive environment aiming at 
promoting the significant value of 
cross-cultural diversity on the college 
campus.  

Theoretical background 

While empirical research on ethnicity 
in the domain of recreational sport 
behaviour continually accumulates, little 
effort has been made to augment the 
theoretical framework  with   alternative  

explanations of the results. Much of the 
findings on the divergence of minority 
under-participation have been discussed 
within the framework of marginality/ 
ethnicity (Cheek, Field, & Burdge, 1976; 
Dwyer, 1994; Floyd, McMguire, Shinew, 
& Noe, 1994; Johnson, Bowker, English, 
& Worthen, 1998; Stamps & Stamps, 
1985; Washburne, 1978; West, 1989). 
Furthermore, other theories exploring the 
variation in leisure style, preference and 
experience (such as acculturation and 
assimilation) are adopted by a growing 
number of researchers (Carr & Williams, 
1993; Floyd & Gramann, 1993; Juniu, 
2000; Shaull & Gramann, 1998).  

The marginality hypothesis holds that 
variations in recreational sport participa- 
tion are attributed to factors such as 
poverty, lack of access to the desired 
facilities, and discrimination. The basic 
assumption underlying the framework of 
marginality is that if the factors of 
constraints were controlled or removed, 
then there would be no difference between 
minorities and dominant groups 
(Washburne, 1978). Although this theory 
has provided a useful perspective for 
understanding the differences in patterns 
related to recreational sport participation, 
it has failed to empower researchers with 
an effective way to reveal the meanings of 
delicate interactions among diverse ethnic 
groups in a specific recreation activity (for 
example, methods of communication 
among diverse ethnic groups when playing 
a recreational basketball game).  
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The ethnicity explanation emphasizes 
the differences in ethnic recreational sport 
behaviour because of the subcultural 
variations in values, norms and socialisa- 
tion patterns that are considerably different 
from those within the majority population 
(Edwards, 1981; O’Leary & Benjamin, 
1982; Hutchison, 1988; Washburne, 
1978). Indeed, using an ethnicity frame- 
work has provided some explanations of 
the differences in recreation participation 
rates across ethnic groups. However, few 
studies have attempted to conceptualise 
ethnicity or to specify ethnic/ cultural 
characteristics and identify their role in 
creating distinctively ethnic styles of 
recreation participation (Carr & Williams, 
1993; Stodolska & Yi-Kook, 2005, p.54). 
This perspective masks the dynamic 
property of ethnicity in that it could 
change over time through the process of 
assimilation and acculturation (Floyd, 
1998; Hutchinson, 1988; Nagel, 1994).  

While studies utilizing marginality/ 
ethnicity frameworks do not examine the 
effects that assimilation or acculturation 
may have on people’s participation in 
recreational sport, this void is recognised 
by some recent researchers (Floyd & 
Gramann, 1990; Floyd, 1999; Juniu, 2000; 
Winter, Jeong, & Godbey, 2004). 
Assimilation theory is employed in order 
to explain differences in recreational sport 
behaviour on the basis of the levels of 
assimilation among diverse ethnic groups 
into the dominant society, thus providing a 
conceptual  framework  for  the  under-

standing of intra-ethnic recreation 
behaviour (Floyd, 1999; Juniu, 2000). On 
the other hand, acculturation involves loss 
of ethnic traits and acquisition of the 
cultural characteristics of the dominant 
society (Carr & Williams, 1993; Schwartz 
& Zamboanga, 2008). To measure 
acculturation, some distinctive and 
identifiable cultural characteristics are 
often used by the leisure researchers, such 
as language preference and use, and 
generation tenure. For example, in a study 
on outdoor recreation among Asian 
Americans, Winter et al. (2004) assessed 
their linguistic acculturation by enquiring 
as to their preferred language spoken in the 
home versus English, and their preferred 
language when watching TV, listening to 
radio and reading newspapers and 
magazines. To some extent these two 
theories supplemented the weaknesses in 
terms of the usage of framework of 
marginality/ethnicity: but nevertheless, 
there are still some challenges. First, there 
is an implicit assumption that the greater 
the level of assimilation, the weaker the 
ethnic minorities’ connection to ethnic 
ties, and the more similar the ethnic groups 
would be to the dominant society in 
recreation pursuits. This assumption 
contains a white bias and ignores dynamic 
interactions within ethnic minorities. 
Another assumption is that, as sometimes 
it is difficult to identify a distinctive ethnic 
group (specifically “black ethnicity”), the 
application of the assimilation/ 
acculturation perspective to those groups 
will be problematical - such  as  African  
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Americans or Native Americans (Floyd, 
1998; Hutchison, 1988; Shinew et al., 
2006).

Ethnicity and recreational sport  

Research on ethnicity (eg black, 
white, Hispanic & Asian) in recreation- 
related behaviour is quite productive.  
However, only a few have tried to include 
recreational sport as a major dependent 
variable (ie Stodolska & Alexandris, 
2002). Most of them viewed recreational 
sport as part of outdoor recreation 
behaviour. In early studies of black and 
white ethnic differences in outdoor 
recreation, researchers consistently found 
an ethnic variation in preferences for 
participation in recreational sport. 
Washburne & Wall (1980) found that 
blacks tended to be more active in team 
sports (ie basketball) and attended 
spectator sports events more than whites.  

On the other hand, whites tended to 
engage in nature-related recreation 
activities. Additionally, when respondents 
were asked to indicate whether they would 
decide to become involved in activities 
other than those indicated, no significant 
changes were apparent. In other words, 
blacks and whites engaged in different 
recreational activities and varied in their 
activity preferences. This pattern provides 
support for the ethnicity framework and 
was also supported by Klobus-Edwards 
(1981). In the sample, after controlling for 
socioeconomic  status  and age,  blacks  

showed stronger preferences for fitness- 
related activities while whites preferred 
skills classes and nature activities. Also, 
Dwyer (1993) reported that blacks were 
more likely than whites to take part in 
sports but less in recreational activities 
located in remote areas or in undeveloped 
facilities. In a later study, Floyd, Shinew, 
McGuire, and Noe (1994) found identical 
results to this with regard to black-white 
variations in the pattern of recreation 
participation – ie that blacks participated 
more in team sports, fitness activities and 
socialising. Analysing the data from the 
National Survey on Recreation and 
Environment, Cordell, Betz, and Green 
(2002) reported that the most popular 
recreation sport across all racial groups 
was walking: for the individual group, 
whites preferred motor-boating, blacks 
preferred team sports and Hispanics 
preferred hiking. This line of research 
mainly focused on identifying the 
differences in patterns of multiethnic 
recreational sport participation but failed 
to answer the fundamental question of how 
the different ethnic groups interact with 
each other in leisure participation. 

Yu and Berryman (1996) took 
adolescent recent immigrants from China 
as their subjects in order to investigate 
recreation participation and perceived 
barriers to recreation. They analysed the 
favourite leisure activities of these young 
immigrants, their interactions within 
leisure constraints, and their self-esteem 
and acculturation. They found  that, with  
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increased levels of acculturation, 
adolescent immigrants from China became 
more extensively involved in recreational 
sport and affiliated more often with 
recreational clubs. The researchers thus 
conjectured that these young Chinese 
immigrants used recreation activity as a 
tool to facilitate their assimilation into the 
new society. In another study, Stodolska 
and Alexandris (2002) explored the role of 
recreational sport participation in assimila- 
tion and the retention of ethnic identity 
among immigrants from Korea, Mexico 
and Poland. The results revealed that 
cultural constraints were responsible for 
the relatively low participation of middle- 
class Koreans in physical activities 
because Korean culture associates physic- 
cal strength and interest in sports with a 
lack of intellectual capabilities. In 
addition, the researchers also found that 
middle-class individuals - particularly 
those involved in recreational sport in their 
home countries or those who wished to 
participate but had encountered certain 
barriers - increased their sport participa- 
tion after having passed through the initial 
strenuous period of adaptation. 

A few researchers conducted research 
on recreation patterns and preferences 
among whites, blacks, Hispanics and 
Asians. Comparing different ethnic 
groups, Dwyer (1993) found that Asians 
were more likely than blacks to play tennis 
and to go driving for fun but were less 
likely to play baseball. Gobster (2002) 
reported   similarities  and   differences  

between whites, Asians, blacks and 
Latinos in terms of use patterns and 
preferences. It was found that whites 
participated mostly in active individual 
sports (eg walking and jogging) and 
members of minority groups were more 
likely to participate in social activities, for 
example, picnicking. Winter et al (2004) 
examined four Asian American cultural 
groups residing in the San Francisco Bay 
Area (Chinese, Japanese, Korean and 
Filipino) for differences in recreational 
behaviour, including recreational sport, as 
part of their overall participation in 
outdoor recreation. The results showed 
that participation in recreational sport such 
as jogging/running, playing basketball and 
swimming varied significantly by cultural 
group (analysed by income, education, 
gender and linguistic acculturation). Ana- 
lysis of linguistic acculturation revealed 
that cultural groups shared a propensity for 
using ethnic media when watching TV, 
listening to radio and reading maga- 
zines/newspapers.

With the phenomenal interest and 
enthusiasm in daytime recreational sport 
among diverse ethnic groups - and the lack 
of research on the role that ethnicity plays 
in the process of interaction in a 
recreational sport setting - it was thought 
necessary to explore the personal aspects 
of diverse ethnic participants’ recreational 
sport behaviour. In the present study, an 
effort was made to understand the 
influence of ethnicity on basketball 
players’ behavior  in  the  setting  of  a  
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recreational basketball game. Using in- 
depth interviews, observation and docu- 
mentary analysis, two specific research 
questions were examined. Firstly - how 
does ethnicity influence the players’ 
decisions on groupings for each team? 
Secondly - how does ethnicity influence 
the players’ communication while playing 
basketball?  

METHODOLOGY

Epistemologically, this research 
focused on constructionism in order to 
determine our understanding of know- 
ledge. In other words, all knowledge and 
meaningful reality is contingent upon 
human activities: ie the interactions 
between human beings and their world 
being developed and transmitted within an 
essentially social context (Crotty, 1998).  

In this study, the theoretical 
framework of symbolic interactionism was 
selected to deal with issues such as 
language, communication and inter- 
relationships (Crotty, 1998). The focus of 
symbolic interactionism is to understand 
constructed reality by studying how 
individuals interpret objects, events and 
people in their lives and how this 
interpretation leads to behaviour in 
specific situations (Henderson, 1991). 
Given that the main purpose of this study 
was to discover the players’ intentions 
regarding their recreational sport 
experience, constructionism and symbolic  

interactionism were considered to be 
appropriate for framing the research. 

Context for the study 

This research aimed to understand the 
influence of ethnicity on decisions of 
grouping and communication in the setting 
of a recreational basketball game. In order 
to obtain access to the phenomenon of 
ethnic and Caucasian participants playing 
basketball for recreational purposes, it was 
considered appropriate to select as a 
research site some basketball courts 
located at a campus student recreational 
sport centre. As a lover of recreational 
sport, the researcher participated regularly 
three times a week in this centre and found 
that ethnic student groups such as 
African-American, Asian and Caucasian 
participants would frequently utilise the 
facilities housed in this centre. 

There are five standard basketball 
courts in this sport centre with other sports 
facilities such as tracks for walking and 
jogging, swimming pool, squash court, 
badminton court, table tennis and fitness 
rooms. For most of the time, the third 
basketball court served as a volleyball 
court where the two sides were blocked 
with curtains to give the impression that it 
was independent of the basketball courts. 
Thus the first two basketball courts are 
separated from the other two courts but 
they are all passable through the ends of 
the courts.  
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Usually, the first two courts were 
occupied by the sporadic African- 
American and dominant Caucasian basket- 
ball players, whereas Asian players would 
mix into the team during non-busy hours 
such as on Monday nights or Saturday 
afternoons. In the case of the other two 
courts, the salient ethnic players (eg 
Chinese and Korean) and a few Caucasian 
players seemed to prefer the busy hours 
such as on Wednesday and Thursday 
nights.

Data Collection 

(A) Interview 

The interviewees were 25 male 
basketball players ranging from 20 to 35 
years of age, with an average age of 26 
years, who regularly participated in 
recreational basketball games in the 
recreational sport centre. The sample 
comprised 10 Asians (Chinese, Korean 
and Japanese), 7 African-Americans and 8 
Caucasians. All informants had participa- 
ted in playing basketball for at least 5 
years, and had experience of playing 
basketball games with diverse ethnic 
players. Since there was no female who 
regularly played recreational basketball 
game in this recreational sport centre, the 
participants were an appropriate represent- 
ation in terms of gender. 

A specific sampling technique was 
used to gain in-depth information about 
each of the cases (Patton, 1990). Since the  

selection of informants was determined by 
the research questions, the participants 
selected had to meet the criteria of either 
belonging to an ethnic group or being 
Caucasians who regularly participated in 
recreational basketball and who were 
experienced in playing with diverse ethnic 
players: so the informants were classified 
as either Caucasian or belonging to a racial 
group. In all cases the interviewees 
confirmed this classification with their 
own self-definitions. The researcher 
gained access to the informants through 
the campus recreational sport centre, and 
after the initial contacts, the snowball 
sampling technique was employed in 
which the participants were inquired to 
recommend another informant (Denzin, 
1978). For the purpose of this study, 
ethnicity was defined as membership in a 
micro-cultural group on the basis of 
country of origin, language and cultural 
traditions that were different from 
Caucasians in the United States.  

The interviews were conducted over a 
period of about 4 months (from September 
to December 2007) and took place in 
either my home or the sports centre 
lounge. Each interview lasted 1.5 to 2 
hours. The subjects were asked to use 
English during the interviews. Before each 
interview started, the respondent was 
informed about the general purpose of the 
study, the format of the interview and the 
topics that the questions would cover. All 
of the interviews were recorded with the 
consent of  the interviewees. In  addition,  
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field notes (in the form of reflective 
memos) were used as means of recording 
the researcher’s thoughts (Strauss & 
Corbin, 1990). A series of open-ended 
questions was designed to elicit inform- 
ation about informants’ backgrounds, 
social networks and free time leisure 
experiences in their home country or/and 
the United States as well as their 
basketball experiences. Informants were 
also encouraged to elaborate on issues 
regarding the questions as well as to 
express their thoughts about other matters 
that they believed to be relevant.  

 (B) Observations 

The observations were made from 
September to October 2007 in order to 
provide additional information about the 
context and the phenomenon being 
studied, and to provide another source of 
evidence for the study. The study included 
an observational protocol to look for 
certain patterns of grouping along with the 
ways of communication in the setting of a 
recreational basketball game among 
diverse ethnic players. To increase the 
consistency of observational evidence, two 
observers worked together to make an 
observation. Each observation started from 
how the players entered into the court (eg 
with friends or alone) and ended with how 
they left the court. Throughout the data 
collection and data analysis process, 
reflective memos were developed to 
include insights and conclusions from each 
observation.  

 (C) Document Analysis 

The campus student recreational sport 
centre was defined as the context where 
the phenomenon studied could be 
reasonably accessed and analysed in this 
study. In order to obtain the relevant 
documents, the researcher contacted the 
staff and acquired permission by means of 
detailed explanation of the purpose of this 
study. Throughout the process, two 
sources of records were considered to be 
related to the study (ie the 30th anniversary 
recreational sport magazine and the rules 
for participation in playing basketball in 
this centre). Reflective memos were also 
developed and incorporated into the 
memos originating from the observations, 
and the combination of all of these 
documents assisted in understanding the 
context and in turn influenced further data 
collection and analysis.  

 Attempt to Ensure Trustworthiness 

In this study, methodological 
triangulation of interview, observation and 
document analysis were used in order to 
increase confidence in the analysis of the 
data: but for confirmation of the research 
results and to assess the trustworthiness of 
the study, three analytical methods 
(prolonged engagement, referential 
adequacy and member check) were 
applied (Patton, 1990). The first analytical 
method (prolonged engagement) is the 
process of spending sufficient time to learn 
about the culture to be studied, recognising  
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and diminishing the possible distortions 
and cultivating trust between investigator 
and respondents. The investigator of this 
study was then an international doctoral 
student who had been enrolled in this 
university for almost four years. As a lover 
of recreational sport, the investigator had 
participated in playing basketball in this 
centre for almost four years and had had 
the opportunity to play basketball games 
with diverse ethnic players. These 
experiences enabled the researcher to gain 
a better understanding of this centre’s 
reality and context. Referential adequacy 
was the second analytical method. Each 
interview was tape-recorded by the 
investigator, and all of the material was 
transcribed and adopted to test the 
adequacy of the data analysis as well as the 
interpretation of the results. The researcher 
also utilised the third analytical method 
(member check) in which all interviewees 
were asked to read and corroborate the 
conclusions to check that their thoughts 
and opinions were accurately conveyed.

  Analysis 

At the start of the data analysis the 
researcher conducted a systemic content 
analysis, and special efforts were made to 
code the data by applying the constant 
comparison method (Glaser & Strauss, 
1980) to abstract the leading themes 
arising from the different aspects of the 
recreational sport experiences of a diverse 
sample of ethnic players.  This was based 
on transcripts derived from the interviews  

and the combined reflective memos 
developed from both observation and 
document analysis. In constant compari- 
son, the transcripts and information from 
memos were re-read, and themes and 
conceptual categories were abstracted. 
Particular attention was paid to identifying 
consistent patterns and connections among 
three sources of ideas. Following 
identification of the categories, the 
researcher kept track of any statements 
that were identical to the themes, and also 
of any exceptions. Finally, all the relevant 
sources of data were read again to make 
sure that the emerging themes could 
rigorously account for the context and the 
phenomenon studied. 

RESULTS AND  DISCUSSIONS 

Three major themes were developed 
from the analysis of the in-depth 
interviews and the observation and 
document analysis data, and these themes 
helped reveal the meanings of leisure 
experience that the diverse ethnic 
participants experienced in the setting of 
recreational basketball games. The three 
themes were presented with the 
supplementary quotations and evidence 
whenever appropriate. 

The influence of ethnicity on 
recreational sport behaviour 
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Different ethnic groups held unique 
micro-cultural variations in values, norms 
and socialisation patterns that differ 
considerably from that of the majority 
white population, and this had an influence 
on recreational sport behaviour. In 
reflecting on their interaction with diverse 
ethnic players, most of the informants 
indicated that the ethnic variations were 
responsible for some aspects of behaviour 
that they adopted in playing a recreational 
basketball game. The informants were all 
questioned about the specific differences, 
and the common point they expressed was 
that their attitude toward recreational sport 
contributed greatly to the variations in 
their recreational sport behaviour. 
Caucasian and African-American inform- 
ants stated that they regarded very 
seriously a sport in which they were 
interested (even when they just played for 
recreational purposes). However, most of 
the informants from different Asian 
countries indicated a consistent recogni- 
tion or awareness that, when they were 
involved in recreational sport, they simply 
played for fun.  

Some informants described identical 
recreational sport behaviour in playing a 
basketball game with the same ethnic 
players. Andy, a Korean college student 
with experience of playing basketball for 
10 years, explained that while he was 
playing a basketball game with friends 
from the same country he was also 
chatting with them. Other informants 
indicated that playing and  chatting  with  

friends [from the same country] during the 
game was one of the parts they enjoyed 
most during a basketball game. As Daniel 
explained:  

I like to talk to my friends about things 
in my life, like school, sports, and hot 
news. I think I really enjoy this part 
[chatting] . . . Probably that’s why I go to 
play basketball game. I don’t think it’s fun 
if I’m just playing. I get to know my friends 
more whenever I play with them. (Daniel, 
a 26 year-old Japanese with 9 years’ 
experience in playing basketball) 

Many of the informants expressed 
having an intensified perception that 
playing with different ethnic players 
during a recreational basketball game was 
a different experience, and this perception 
contributed to a desire to play differently. 
Often, this different recreational sport 
behaviour was characterised and 
expressed by players applying other modes 
of strategies in response to the different 
ethnic players during the game. For 
example, working with team-mates from 
the same ethnic origin was considered by 
one Asian informant to be the first priority, 
but for another informant who labelled 
himself as Caucasian, reducing teamwork 
and getting points on his own were his 
favourite style. Consistent with the 
descriptions from the informants, evidence 
from the observations also showed that the 
frequency of teamwork within the same 
ethnic players obviously outnumbered the 
teamwork among inter-ethnic players.  
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However, limited teamwork and getting 
points on their own were not the typical 
behaviour of informants who played their 
recreational basketball games in their daily 
lives with the same ethnic players.  

You know that usually I work with my 
friends [from the same country]. That’s my 
first choice. If they don’t get chances, then 
I pass to other team-mates. They [other 
ethnic players] don’t pass the ball to me 
often . . . I don’t play this way in my home 
country . . . So I do passing less here [in 
the United States] than in my home 
country. (Hubert, a 25-year-old Chinese 
with 7 years’ experience in playing 
basketball)

 I don’t play teamwork as I did with 
my friends [Caucasians] . . . I think I am 
stronger, faster and I like to play the game 
seriously . . . I can make it . . . So, you 
know, usually I play inside and just make 
shots. (Michael, a 30-year-old Caucasian 
with 12 years’ experience in playing 
basketball)

 I would like to . . . you know . . . pass 
the ball, but . . . the way they play just . . . 
not aggressive . . . I am serious [in playing 
basketball] . . . I like to play really fast . . 
..I think I can do it. (Jacob, a 28-year-old 
African-American with 14 years’ 
experience in playing basketball) 

Although ethnicity had a significant 
impact on recreational sport behaviour, 
this was not the case for all of the players. 
Three informants indicated that they just 
played the game as it should be played and  

enjoyed it although they knew they were 
playing with people from different ethnic 
origins. In other words, the impact of 
ethnicity on recreational sport behaviour 
tended to be both perceptional and 
behavioural. While the existence of other 
ethnic players made a change in perception 
for most of the players, the changes in 
recreational sport behaviour varied 
slightly from one to another. As Jones 
stated:

I know I am playing with people 
different from where I come from. But I 
don’t see anything wrong playing with 
them. I just go to the court, play the game, 
and have fun. I play with them exactly the 
same as I play with my friends [who are 
Japanese]. (Jones, a 23-year-old Japanese 
with 9 years’ experience in playing 
basketball)

Grouping with the same ethnic 
players as the first priority

Playing a basketball game with 
friends from the same ethnic origin for 
recreational purposes was a daytime 
activity for the informants in this study. 
However, when they played with different 
ethnic players, the recognition that “they 
are different” caused the informants to 
consider how to interact with them and 
what was needed to be done to make 
themselves feel more comfortable if 
necessary. Grouping with whom emerged 
as an issue that they would take into 
account before the game began.  Most  of  
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the informants indicated that grouping 
with the same ethnic players was a higher 
priority for them, and that this made them 
feel comfortable. This tendency was 
further supported by our observations that 
groupings for most of the games showed 
patterns of players from both ethnic and 
Caucasian groups tending to stay within 
their own ethnic groups (salient evidence 
of characteristic differences according to 
country of origin, language, and cultural 
traditions). When they were asked in the 
interviews to elaborate on why they 
preferred to group with the same ethnic 
players, most informants replied that they 
enjoyed the feeling of being part of a 
certain ethnic group and the sense of 
competing against another ethnic group. 
As William explained: 

Ethnicity is not just about the physical 
difference; most important of all, it is 
about unique characteristics one has, like 
values, norms, customs, languages, 
thoughts and cultures . . . Thus, you can 
see why grouping with people from my 
country makes me feel good . . . Whenever 
I group with them, you know I feel I am a 
member of them and I like the feeling of 
competing against other [ethnic] group. 
The feeling drives me to play hard and I 
enjoy it very much. Anyway, I just like to 
group with them. (William, a 25-year-old 
Chinese with 7 years’ experience in 
playing basketball) 

Although each informant observed the 
influence of ethnicity on the  process  of  

grouping for the game, in some interviews 
the informants explained that to some 
extent it depended on how well you knew 
the other players: so it would appear that 
the impact of ethnicity on the grouping is 
partially mediated by familiarity among 
players. For example, John (a 26-year-old 
African-American with 12 years’ 
experience in playing basketball) 
explained that sometimes friendship was a 
higher priority than ethnicity and was an 
important feeling he considered during 
grouping. The importance of friendship in 
grouping became more evident when 
referring to a piece of conclusive evidence 
derived from observations. At times, 
different ethnic players who walked into 
the basketball court in a form of group 
tended to stay close to each other before 
the beginning of grouping for the game 
and this therefore appeared to show that 
they had already grouped themselves as a 
team.  

During the interviews, some inform- 
ants also addressed another point that 
sometimes had an impact on the grouping: 
ie the ratio of players in each ethnic group. 
In some cases where there were groups 
comprising dominant players from the 
same ethnic origin and some players from 
different ethnic origins, then the dominant 
ethnic group would obviously influence 
the groupings. 

I like to be in the same team with my 
friends . . . We know each other well. And I 
think that if we [the same ethnic players]  
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have more people at that time, we just 
assign people different from us to either 
one team or another. (Andy, a 20-year-old  
Korean with 8 years’ experience in 
playing basketball) 

I go there with friends [from the same 
ethnic origin], talking and playing . . . 
Then someone joins us and we group . . . 
we just group together . . . We want 
someone in [our group] . . . We got more 
people. (Andrew, a 29-year-old Caucasian 
with 12 years’ experience in playing 
basketball)

In another situation - where there was 
no obvious dominant ethnic group - some 
informants indicated that their first 
consideration was the possibility of 
grouping with the same ethnic players but 
then, if it failed, they would address the 
suggestion that all of the players would 
shoot for the team in turn, each making 
one shot until five players had made good 
shots.

In some cases, we have people from 
other ethnic groups coming in. Each 
ethnic group has an almost equal number 
of players. Then we shoot for the team. 
Then you know . . . we often have kind of 
mixed players in both teams. (Jordan, a 
31-year-old African-American with 14 
years’ experience in playing basketball) 

 Sometimes, my friends and I just join 
them [Caucasians and African- 
Americans]. We have three and they have 
three white and three black. We shoot for 
the team one by one. As soon as five made  

it, then they group together. (Sunny, a 
25-year-old Chinese with 8 years’ 
experience in playing basketball) 

Different ethnic groups have 
different communication styles 

Another recreational sport behaviour 
influenced by the perception of ethnicity in 
this study was communication between 
players from different ethnic origins. 
According to most informants, their 
method of communication during the 
game depended on who the receiver was. 
In most of the interviews, informants 
indicated that normally they used body 
language rather than oral language to 
communicate with team-mates from 
different ethnic origins because oral 
language itself was considered to be a 
potential constraint. Interestingly, when 
the informants were further asked to 
elaborate on this issue, each informant 
from Asia (China, Korea, and Japan) 
indicated that he preferred to use body 
language (ie body contact) rather than oral 
language as it was a buffer against the 
impact of cultural values imposed on them 
from the dominant society. As Tom 
explained:

Language is not just a tool for 
communication . . . I like to signal my 
teammates different from me with fingers. 
You know, I seldom speak English while 
playing basketball because that makes 
other people consider that I accept 
something they [people  from  dominant  
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society] have, like the way they play or the 
style they value. Using body language 
makes me feel that I have something from 
my own culture. (Andy, a 20-year-old 
Korean with 7 years’ experience in 
playing basketball) 

Whilst the method of communication 
among ethnic players showed a certain 
pattern, communication with players from 
an identical ethnic origin displayed some 
variances for each ethnic group in this 
study. Caucasian players often communi- 
cated with body language whereas Asian 
and African-American players communi- 
cated with oral language. However, as 
some of the informants and evidence from 
several observations indicated that the 
ratio of players from one ethnic origin to 
another sometimes had an impact on the 
method of communication it became more 
evident that this was not the case for all of 
the informants. For example, Alex (a 
33-year-old Caucasian with 12 years’ 
experience in playing basketball) 
explained that sometimes there were more 
team-mates from the same ethnic origin as 
himself, and this encouraged him to utilise 
more oral language in communicating with 
them.  

For informants from Asia, the 
expression of their mother tongue gave 
them an identity of belonging to a certain 
ethnic group and it also made it easier for 
them to communicate with each other. In 
particular they indicated that they tended 
to use their mother tongue to communicate  

with each other even though they could 
speak English quite well.  

Here [United States], I speak my 
mother tongue with people from my home 
country . . . I can speak English as well . . . 
But mother tongue gives me a sense of 
being part of them. I am familiar with 
basketball technical terms in my mother 
tongue. And you know, everything happens 
so fast during the game. So it’s easier for 
me to communicate with them . . . 
However, I usually use body language 
while playing basketball with people 
different from me. (Daniel, a 26-year-old 
Japanese with 9 years’ experience in 
playing basketball) 

Another characteristic of communi- 
cation among diverse ethnic players during 
a recreational basketball game was 
associated with their attitudes towards 
communication in itself. While communi- 
cating with different ethnic players, more 
passive attitudes were adopted by most 
informants in this study in such a way that 
they usually did not interact with other 
ethnic players unless it was unavoidable, 
such as being blocked by two players. 
However, regarding communication with 
the same ethnic players, the informants 
indicated that they were “more active”- 
meaning their willingness to activate the 
communication because of the familia- 
rities and common values they shared (eg 
power-play for the Caucasian and 
African-American, and avoidance of 
body-contact for the Asian). 
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Before we moved into the next 
section, we addressed a conceptual model 
revealing the overall impact of ethnicity on  

players’ recreational sport behaviour 
based on our findings (see Figure 1 
below).

Diverse Ethnicity: 
1. Caucasian 
2. African American 
3. Asian: Japanese, 

Chinese, Korean

Familiarity/ 
Friendship

Feeling of belonging to 
a certain ethnic group 

Figure 1. A conceptual model of the impact of ethnicity on recreational sport  
           behaviour 

Sense of competing 
against other ethnic 
groups 

Ratio of diverse
ethnic players 

Recreational Sport 
Behaviour: 
1. Grouping 
2. Communication 

Attitude towards
Recreational Sport 
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As Figure 1 indicates, the influence 
of ethnicity on recreational sport 
behaviour was determined by various 
factors resulting from multi-ethnic 
interaction in the playing of basketball. 
The intervening variables identified were: 
levels of familiarity/friendship, feelings of 
being part of a certain ethnic group, sense 
of competing against other ethnic group, 
ratio of diverse ethnic players, and 
attitudes towards recreational sport.  

DISCUSSIONS AND SUGGESTIONS 

The recreational sport behaviour of 
each of the players in this study was indeed 
influenced by their interactions with 
different ethnic groups in the basketball 
game. The diverse ethnicities themselves 
influenced the players' perception and thus 
changed their recreational sport behaviour. 
In particular, this ethnic influence 
intrigued the players from Asia by aiding 
an examination of their cultural values and 
self-identity.  

Assertion 1: The differences in 
attitude toward recreational sport made 
informants in this study usually limit 
their team play to the same ethnic 
team-mates.

In explaining how ethnicity has 
changed their recreational sport behaviour, 
most of the players (regardless of different 
ethnic origins) indicated that the main 
reason was the differences in opinion as to 
the meaning of “recreational sport”.  The  

changes were expressed by adopting new 
strategies such as increasing teamwork 
within the same ethnic team-mates. The 
findings here have raised interesting issues 
concerning players’ reactions to different 
ethnic players. Players from the dominant 
society as well as from the ethnic minority 
tended to restrict themselves within their 
own ethnic groups so that they could work 
well with team-mates in the groups. This 
tendency maintained ethnic boundaries 
despite inter-ethnic contact and inter- 
dependence (Barth, 1998). Generally, 
discussions on the process of ethnic 
assimilation and acculturation are dev- 
eloped from perspectives within the 
populations such as immigrants and ethnic 
minority members. However, the players’ 
recreational sport experiences suggest that 
members from the dominant society can 
serve as a catalyst for strengthening ethnic 
boundaries.

Assertion 2: Grouping with players 
from the same ethnic origin 
augmented the players’ ethnic 
identity while friendship provided 
the possibilities for selective 
acculturation.

Specific recreational sport behaviour 
in strengthening ethnic boundaries was 
identical across all ethnic origin groups in 
terms of the process of grouping for a 
basketball game. By grouping with 
members from the same ethnic identity as 
the first priority, players in this study  

  CONCLUSIONS     AND 
  RECOMMENDATIONS
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revealed strong feelings of being part of a 
certain ethnic group and the sense of 
competing against another ethnic group. 
The players expressed their willingness to 
stay with players from the same ethnic 
group: nevertheless, this did not mean they 
did not have other choices in their 
recreational sport experiences. For some 
of the players, friendships are more 
meaningful and important than ethnic 
consideration, and the choice to move 
away from the influence of ethnicity 
provided more meaningful possibilities for 
players to select their own level of 
acculturation by the dominant society as 
compared to their own cultural values. 
These findings supported the Keefe and 
Padilla’s (1987) concept of “selective 
acculturation” which was defined as the 
retention of certain cultural elements such 
as music preferences and leisure 
participation whilst at the same time easily 
accepting the critical traits of the dominant 
society that contribute to their 
socioeconomic success. In this study it 
was also noted that, while members from 
the dominant society could serve as a 
catalyst for strengthening an ethnic 
boundary, in some cases they could 
become a force for eliminating this 
boundary by “encouraging acculturation” 
through valuing friendships in the 
recreational sport setting. However, as 
some implied conflict is identified in this 
study, further research is warranted in 
order to clarify the role of dominant ethnic 
groups in the process of acculturation of 
ethnic minorities.  

 Assertion 3: The players in this 
study used more body language 
than oral language to communicate 
with team-mates from different 
ethnic origins. 

The method of communication used 
by the players also contributed to the 
understanding of the impact of ethnicity on 
recreational sport behaviour. In 
communicating with team-mates from 
different ethnic origins it was found that 
players used more body language than oral 
language because oral language was 
considered to be a constraint. Taking 
language proficiency as an indicator of 
acculturation levels, the results of this 
finding were consistent with other 
research. Juniu (2000) found that language 
proficiency hindered the immigrants’ 
process of integration into America’s 
society and also limited their leisure 
opportunities; therefore they interacted 
mainly with members from the same 
background. In this study it was 
considered desirable to reflect on the 
meanings of body language as described 
by the Asian players in buffering the 
impact of cultural values imposed on them 
from the dominant culture. Stodolska and 
Livengood (2003) found that members 
from an ethnic minority society 
consciously used leisure as a tool to 
prevent acculturation, to promote ethnic 
resilience and to ensure preservation of the 
ethnic-religious group. For these Asian 
players, using body language was a form  
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of ethnic resilience in the interests of 
acculturation, including the acculturation 
of values in recreational sport such as the 
power-play and intensive body-contact of 
the Caucasians and African Americans.  

Assertion 4: The players in this 
study mostly spoke their mother 
tongue while communicating with 
players from the same cultural 
identity. 

The intensified perception of “they are 
different” encouraged the players to speak 
their own mother tongue with players of 
the same cultural identity. The players 
from Asia in this study tended to use their 
mother tongue for intra-ethnic com- 
munication although most of them can 
speak English fluently. The meaning that 
Asian players attached to this tendency 
was the identity of belonging to a certain 
ethnic group and this made them “function 
acceptably as members of that group in the 
activities in which they engaged” 
(Goodenough, 1996, p. 293). The findings 
of this study indirectly support Winter et 
al.’s (2004) investigations in that ethnic 
minority groups shared a propensity in 
using ethnic media when engaging in 
leisure activities. However, our study did 
not investigate the acculturation levels as a 
function of recreational sport behaviour. 
As Yu and Berryman (1996) found a 
positive association between acculturation 
levels and recreational sport participation 
among Chinese immigrants, a study on 
examining  how levels  of  acculturation  

would influence specific recreational sport 
behaviour (ie soccer) among diverse ethnic 
groups seems to be applicable.  

Although the results in this study 
indicated that players from both the minor 
ethnic group and the dominant society 
used the same strategy in maintaining the 
ethnic boundary despite the interethnic 
contact and interdependence, it is also 
possible for them to work well with each 
other if they are “familiar friends.” This 
suggests that campus recreational sport 
providers should take into account the 
issues of how to create a positive and 
interactive environment. Given the 
characteristic of ethnic diversity in this 
recreational sport centre, the possibilities 
are: (a) proactive media campaigns 
enhancing the spirit of civility to be 
provided in such a manner that they are 
readily accessible to recreational sport 
participants; (b) programmes to be aimed 
at promoting interaction among diverse 
groups, and to be designed and delivered 
on a regular basis; and (c) staff to be 
recruited and trained to deal with ethnicity 
issues. 

An examination of the players’ 
recreational sport experiences showed that 
not only members of the minority group 
but also those of the majority society 
showed the same tendency in maintaining 
ethnic boundaries in team play. The results 
suggest a closed dynamic in the process of 
leisure interaction among diverse ethnic 
groups: therefore it is considered that  



34

International Journal of Asian Tourism Management ISSN: 1906 8654
Vol. 2 (1) 15 38, April, 2011
The Impact of Ethnicity on Recreational Sport Behaviour in the
Setting of a College Campus Recreational Sport Centre Shang Min, et. al.

future research on the issue of ethnicity 
and leisure experiences should elicit 
meaningful results by allowing multiple 
voices to tell the story.  

This study has contributed to the 
understanding of how ethnicity influences 
interaction among different ethnic groups 
in the daytime recreational basketball 
game: but there are some limitations to 
these findings. Respondents who 
participated in this study were quite 
homogeneous in terms of their occupation, 
gender and experiences in playing 
basketball with diverse ethnic groups. 
Only one of the informants was not a 
student, and all of them were male. In 
particular there was no special event such 
as would conflict with any other ethnic 
groups in the players’ experiences. Owing 
to the identical backgrounds of these 
informants, the recreational sport 
experiences they revealed in this study 
may be biased and consequently the 
relevance of the findings to other 
recreational sport settings and to players of 
different occupations may be limited. 
Further research is needed to examine the 
leisure experiences of players who are 
much more diverse in terms of their 
socioeconomic status and gender and, 
most importantly, their experiences 
relating to participation in recreational 
sport. In addition, this study investigated 
ethnic interactions only in the basketball 
game setting whereas, in their everyday 
lives, people obviously participated in 
other recreational sport. Therefore, owing  

to a certain lack of understanding of how 
members of an ethnic minority interact 
with the dominant society in daytime 
recreational sport, more studies are 
warranted in a variety of settings and 
characteristics of recreational sport (eg 
team sports versus individual sports). In 
addition, the conceptual model addressed 
in this study needs further clarification 
using the quantitative research method. To 
make this possible, some reliable and valid 
measures should first be developed in 
order to quantify the identified intervening 
variables in the model. 

 Since the research for this study was 
conducted from a constructionism 
perspective it was thought appropriate to 
interview only a small sample of players 
so as to produce a deeper understanding of 
their recreational sport behaviour. 
Certainly not all perspectives or 
epistemologies support the use of small 
samples in order to approach a 
“meaningful reality”, so in order to 
understand the role that ethnicity plays in 
the recreational sport setting it is 
considered necessary to conduct further 
research from different epistemological 
lenses such as post-modernism.
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ABSTRACT 
 
The study examines sensation seeking and leisure benefit of whitewater rafting 
recreationists visiting Lao-Nong River. Unlike canoeing and kayaking, rafting is an 
activity that requires team work, which makes it an interesting subject. Sensation seeking 
is a way to assess an individual’s personality trait. The study postulate that respondents 
with different levels of sensation seeking received different levels of leisure benefit by 
participating in whitewater rafting. The result of the study generally confirms that 
hypothesis. The result potentially suggests that some aspect of leisure benefit is highly 
subjective, thus individuals with different personality may perceive the benefit differently. 
 
Keywords: Whitewater rafting, sensation seeking, leisure benefit 
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INTRODUCTION 
 

The relative danger involved in 
adventure recreation activity allows its 
participants to felt a sense of excitement 
and challenge, which enable them to gain 
self-esteem through the experience. The 
dangerous sensation provided by advent- 
ure recreation activity is perhaps the 
reason for its popularity (Ewert, Galloway, 
& Estes, 2001).  
 

Sensation seeking is a trait that can be 
categorized into the seeking of varied, 
novel, complex, and intense sensations 
and experiences, which an individual is 
willing to take physical, social, legal and 
financial risks to enjoy the experience 
(Zuckerman, 1994). He also suggested that 
an individual with high sensation seeking 
trait is more likely to expose themselves to 
high risk sports (Zuckerman, 1983, 1994).  
In modern society, the high pace of 
lifestyle causes high stress, both physical 
and mentally, for modern citizens and 
therefore they require some way to alle- 
viate the stress. Participate in recreation 
activity is a way for both an individual or 
a group of people to ease that stress 
(Driver, Brown, & Peterson, 1991). 
Adventure recreation activity, in particular, 
possess various benefits including building 
self-esteem, independence, enhancing 
social adoptability, and skill in the activity 
(e.g. rock climbing), which can help one to 
reach physical, mental, and social maturity 
that ultimately leads to better performance 
in   their   daily   life   and   work   

 
(McAvoy, 2001).  
 

The above discussion led the study to 
conclude that adventure recreation activity 
can satisfy one’s need for sensation 
seeking, which affects their subsequent 
experience with the activity and the leisure 
benefit they earned through the experience. 
For example, a rock climber experiences 
the challenge of climbing mountain and 
earned self-esteem through the experience. 
Therefore, the study postulate that a strong 
relationship exist between sensation 
seeking and leisure benefit.  
 

Whitewater rafting is a type of 
adventure recreation activity, which has 
been gaining popularity since 1990 and 
gradually transformed from a niche to a 
mass market (Harrison, 2001). The 
increasing popularity of whitewater rafting 
activity makes it an ideal research subject 
for the study. 
 

Literature review 
 

Whitewater rafting  
 

Whitewater rafting is an activity that 
involves paddling down a tempestuous 
stream with canoe, kayak, or raft. Canoe 
and kayak can only support one person 
while raft can support eight to ten people. 
Therefore, recreationists do not necessary 
need the expertise to enjoy rafting as long 
as there is one professional onboard. As a 
result, entrepreneurs are able to market 
whitewater rafting to the general public.  
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Sensation seeking 

 
Researchers (Schroth & McCormack, 

2000; Zuckerman, 1979) defined sensation 
seeking as a trait where an individual is 
willing to take certain level of risks to 
enjoy an exciting experience. The theory 
of sensation seeking is originates from an 
experiment conducted during 1950 to 
1969 named sensory deprivation. The 
experiment result suggests that every 
individual’s optimal level of arousal is 
different. Excessive or inadequate sensat- 
ion creates negative feelings (Zuckerman, 
1979). Any activities that involves certain 
level of danger, challenge, and competi- 
tion can satisfy people’s need for sensation 
(Zuckerman, 1994), such as skydiving 
(Hymbaugh & Garrett, 1974), mountain 
climbing (Rossi & Cereatti, 1993), 
parachuting (Zuckerman & Neeb, 1980), 
and sports (Hartman & Rawson, 1992; 
Schroth, 1995; Straub, 1982).  
 

Sensation seeking is governed by the 
personality and characteristic of an 
individual, which leads different indivi- 
duals to seek different level of excitement 
(Gilchrist, Povey, & Dickinson, 1995; 
Pizam, et al., 2004). Furthermore, 
Zuckerman (Zuckerman, 1994) suggests 
that individual who seeks high level of 
excitement is more sociable and more 
likely to have marriage issues (e.g. 
divorce). Researchers also suggest that 
socio-demographics of an individual affect 
their sensation seeking. For example, 
Jonah’s (1997)  research  indicates that  

 
males are more likely to seek excitement 
than females, and people’s level of 
sensation seeking decreases as they grow 
older. The study of Zuckerman and Neeb 
(1980) suggests that levels of education 
and personal attribute are related to 
sensation seeking.  
 

Zuckerman, Eysenck, & Eysenck 
(1978) proposed that sensation seeking 
can be classified into four dimensions 
namely trill and adventure seeking (TAS), 
experience seeking (ES), dis-inhibition 
(DIS), and boredom susceptibility (BS). 
The dimensions are later amended as 
SSS-form V (Sensation Seeking Scale, 
Zuckerman, 1990), which is highly 
regarded in terms of its reliability and 
validity (Haynes, Miles, & Clements, 
2000). The measurement is widely 
accepted and has been applied in many 
studies. For example, Campbell, Tyrrell, & 
Zingaro (1993) find that whitewater 
kayaking recreationists are more likely to 
seek for high TAS. Furthermore, the study 
of Diehm and Armatas (2004) shows those 
surfers are more likely to seek for high 
TAS, DIS and ES than golfer. 
 

Leisure benefit 
 

Leisure benefit is defined as an 
individual or a group improved their 
condition or satisfies certain needs through 
a process of utilizing certain resource 
(Driver, 1997). The concept of “improving 
condition” is essential in this definition, 
which means that an individual is prompt  
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by the need to change certain unsatis- 
factory condition to seek the benefit of 
leisure. The need translate to intentions to 
perform leisure activity, which account for 
considerable variance in actual leisure 
behavior (Ajzen, 1991). The actual leisure 
behavior is subject to the influence of 
environment, time, an individual’s emot- 
ion, and activity type, which consequently 
affect the individual’s social, physical, 
psychological, and economic conditions 
(Mannell & Stynes, 1991). The individual 
then evaluate the benefit of the leisure 
activity, which in theory should improve 
his/her condition.  
 

McAvoy (2001) attempts to categorize 
the benefit of participating in outdoor and 
adventure recreation activity, which 
include improve self esteem, recreational 
skill, social adoptability, and independence, 
which can be further categorized into 
psychological, social and mental maturity.  
 

Verduin and McEwen (1984) propose 
six categories including physical, social,  

relaxation, psychological, educational, and  
aesthetics benefits. Nadirova (2000) 
conclude eight benefits including advent- 
ure/skill testing, privacy/escapism, learn- 
ing new knowledge, enjoy family or friend 
bonding, enjoy nature, relaxation, and 
socializing benefits. Although different 
researchers possess slightly different 
views about the constitution of leisure 
benefit, certain aspects of benefit are in 
consensus which includes social, physical 
and psychological benefits.  
 
 
METHODOLOGY 
 

Research framework and 
hypotheses 

 
The study proposed that the 

respondents’ sensation seeking and leisure 
benefit is related to each other, which is 
presented in Figure 1. The framework 
comprised of three parts: (1) sensation 
seeking, (2) leisure benefit, and (3) 
respondents’ profiles.  

Furthermore, the study used levels of 
sensation seeking to classify the 
respondents into two groups with upper 
27% as high sensation seeking (HSS) and 
lower 27% as low sensation seeking (LSS). 
The reason for choosing top 27% and 
bottom 27% is because researchers believe 
these respondents are more representative 
(Kelly, 1939) given the distribution is 
normal. Based on the framework, the 
study proposes the following hypotheses: 

 
H1: levels of sensation seeking can 
be predicted by the respondents’ 
profiles. 
H2: levels of sensation seeking affect 
the leisure benefit of the respondents. 
H3: casual relationship exist between 
sensation seeking and leisure benefit. 
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Sampling method 
 

The subject of the study is Lao-Nong 
River located in Kaohsiung County, 
Taiwan. The entire course is approxi- 
mately 19 kilometers in length, which 
takes about 3 hours to complete. The 
survey site is selected at the downstream 
of the river, thus the respondents have the 
opportunity to experience the whitewater 
rafting before participating in the survey. 
The study distributes 400 questionnaires 
and obtains 396 valid responses (98% 
return rate).  
 

Questionnaire design 
 

The questionnaire comprised of three 
sections: (1) sensation seeking, (2) leisure 
benefit, and (3) respondents’ profile. The 
first section of the questionnaire consist of 
40 questions that are developed based on 
SSS-form V (Zuckerman, 1990), which 

the questions are in form of 5 point Likert 
scale. The questions are design to collect 
information regarding the levels of various 
aspect of sensation seeking of the 
respondents. The second section of the 
questionnaire consists of 22 questions, 
which are also in form of 5 point Likert 
scale. The questions are design to 
understand the leisure benefit of the 
respondents and are developed based on 
the work of Nadirova (2000) and Hung 
(2002). The final section of the 
questionnaire contains 7 questions asso- 
ciated with socio-demographic profiles, 
and 4 questions regarding traveling 
attributes.  
 
 
 
 
 
 

Respondents’ 
Profiles 

Sensation Seeking 

Sensation Seeking 
Segmentation 
High vs. Low 

Leisure Benefit 

Figure 1. Research framework 

H1 H2 

H3 Classified the respondents based on their levels 
of sensation seeking and choose the upper and 

lower 27% 
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Data Analysis 

 
Data reliability and respondents’ 
profile 

 
The Cronbach’s α value for the 

sensation seeking and the leisure benefit 
parts of data is equal to .867 and .954 
respectively. The indices exceed 0.8, the 
proposed criteria for data reliability 
(Bryman & Cramer, 1997), which means 
the data reliability is sufficient to run 
further analyses. Before the advanced 
analyses, the respondents’ profile is 
examined. 
 

The sample consists of 238 male 
respondents account for 60.1% of the 
researched population. Due to the trilling 
nature of the activity, 67.7% of the 
respondents are young between 21-30 
years old, and 83.6% are not married. 
There are 190 respondents possess 
university level of education (48%) with 
40.4% of the respondents earning NT$ 
20,001-40,000 per month. Given the 
location of Lao-Nong River is in 
Kaohsiung County, 81.6% of the 
respondents lived in southern part of 
Taiwan.  
 

In terms of the sample’s travelling 
attributes, 28.8% participate in whitewater 
rafting for the thrill sensation, 73% are 
first time participant, and 94.9% are 
willing to engage in the activity again.  
 

 
Descriptive analysis of sensation 
seeking 

 
The study develops 40 questions to 

evaluate the respondents’ sensation 
seeking level. These 40 questions ask the 
respondents their willingness to participate 
in various types of activities and use it to 
evaluate their sensation seeking aspect of 
psychometric characteristics. In order to 
simplify the result, the study has calculates 
the mean scores of each dimension. The 
mean score of TAS is equal to 3.38, ES is 
equal to 3.17, DIS is equal to 3.50, and BS 
is equal to 2.98. The result indicates that 
the respondents, been a whitewater rafting 
participant, show high level of TAS. BS is 
the only dimension that score mean lower 
than 3 the mid point of scale. This 
suggests that the respondents did not 
engage in whitewater rafting simply 
because they are bored, but because they 
want to release psychological tension 
(DIS=3.50). The result potentially 
suggests that thrill sensation seeking is 
unlike other form of holiday seeking.  
 

Sensation seeking vs. respondents’ 
profiles 

 
The study use Chi-square test to 

examine the relationship between the 
respondents’ profiles and their sensation 
seeking. The result in Table 1 indicate that 
males are more likely to possess high level 
of sensation seeking (80 vs. 57), while 
female are more likely to belong to LSS 
(35 vs. 65). Respondents who  lived  in  

         RESULTS  AND  DISCUSSIONS 

         Descriptive  analysis  of  sensation
         seeking
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Southern part of Taiwan are more likely to 
be LSS (57 vs. 81), while people who 
lived in Middle Taiwan are more HSS (34 
vs. 17). In terms of travelling companions,  
 

 
the respondents who accompanied by 
family are less adventurous (7 vs. 23). 
Based on the result, the study can 
conclude that the hypothesis H1 is 
accurate. 

 
Table 1: Chi-square test of sensation seeking and the respondents’ profiles 

 
Profiles HSS LSS χ2 df Sig. 

Male 
80 57 

12.666 1 0.000 
33.8% 24.1% 

Female 
35 65 

14.8% 27.4% 

Southern 
57 81 

9.642 2 0.008 

24.1% 34.2% 

Middle 
34 17 

14.3% 7.2% 

Northern 
24 24 

10.1% 10.1% 

Family 
7 23 

9.486 3 0.023 

3.0% 9.7% 

Friends 
98 91 

41.4% 38.4% 
Travel 
group 

8 5 
3.4% 2.1% 

Self 
2 3 

0.8% 1.3% 
 
 

Factor analysis of leisure benefit  
 

The study uses factor analysis to 
categorize leisure benefit items into few 
underlying factors. The factor analysis is 
run with Varimax as rotation method, and 
principle component as extraction method. 
The KMO is equal to 0.951 and the 

Bartlett test of Sphericity is showing 
significant indicating the data is adequate 
for factor analysis. Therefore, the analysis 
is commenced result in three factors 
extracted based on Eigenvalues grater than 
1. The three factors explain 64.311% of 
the variance of the original 22 items.  
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Factor A comprised of 8 items, which 

share underlying themes of ease stress and 
bonding. Factor B comprised of 5 items 
and are all related to self advancement. 
Factor C consists of 9 items and are 
associated with building team work and 
self-esteem. The mean scores of the items 
in factor A are higher than the items in 
other two factors. The item with the lowest 

mean is “learn independence”, which is 
not unexpected since whitewater rafting is 
a team activity. 
 

Sensation seeking affecting leisure 
benefit 

 
Table 3 is an independent sample 

t-test that aims to understand the influence  

Table 2: Factor analysis of leisure benefit 
 

 A B C mean Std. d. rank 
02. to ease pressure 0.824   4.23 0.668 1 
03. to relax 0.778   4.20 0.721 4 
05. to release tension 0.784   4.22 0.733 2 
04. to energize self 0.760   4.17 0.699 7 
07. bonding 0.651   4.21 0.717 3 
10. joy 0.659   4.19 0.686 6 
06. family time 0.624   4.04 0.804 10 
11. intimacy 0.567   4.20 0.725 4 
01. improve stamina  0.713  3.90 0.835 15 
21. improve health  0.700  4.07 0.738 9 
18. test athletic ability  0.698  4.02 0.736 11 
08. improve skill  0.693  3.89 0.863 16 
22. learn braveness   0.582  4.11 0.804 8 
13. alleviate mental fatigue   0.750 3.40 1.054 22 
17. support companions   0.644 3.94 0.784 13 
12. build team work   0.631 3.82 0.820 20 
16. learn independence   0.630 3.57 0.956 21 
20. earn trust   0.630 3.87 0.799 17 
19. earn self esteem   0.608 3.87 0.804 17 
15. explore self potential   0.589 3.92 0.815 14 
14. overcome challenge   0.542 4.02 0.795 11 
09. sense of accomplishment   0.475 3.86 0.822 19 
Cronbach’s α 0.922 0.855 0.911    
% of variance explain 23.99 44.24 64.31    
KMO=0.951; Bartlett Test of Sphericity=6169.081 (p<0.000) 
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of sensation seeking on leisure benefits. 
As indicated in the result, all three leisure 
benefit factors are significantly affect by 
levels of sensation seeking with p<0.000.  
 

 
The result is unanimous with HSS score 

higher means than LSS denoting that the 
former receive more leisure benefit. The 
result lead the study to conclude that 
hypothesis H2 is accurate. 

 
Table 3: Sensation seeking affecting leisure benefits 

 

Factors 
HSS LSS 

t p 
Mean Std.d. Mean Std.d. 

A. ease stress & bonding 4.45 0.52 4.06 0.64 -5.092 0.000** 
B. self advancement 4.24 0.64 3.91 0.65 -4.012 0.000** 
C. team work & self-esteem 4.05 0.68 3.67 0.70 -4.296 0.000** 

 
 

The study also uses correlation 
analysis to examine the relationship 
between sensation seeking and licensure 
benefit. The analysis is commenced with 
three leisure benefit factors and four 
sensation seeking factors. The result in 
Table 4 indicates that only BS aspect of 
sensation seeking is not correlated with 
leisure benefits. TAS and DIS show great 

correlation with ease stress and bonding. 
ES correlated most strongly with self 
advancement. TAS and ES correlated 
strongly with team work and self-esteem. 
Although correlation is not a casual 
relationship, the result still indicates a fact 
that different aspect of sensation seeking 
contribute to different types of leisure 
benefit. 

 
Table 4: Correlation of sensation seeking and leisure benefit 
 
  TAS ES DIS BS 

A. ease stress & bonding 
Pearson 0.231** 0.146** 0.273** 0.038 
p 0.000 0.004 0.000 0.450 

B. self advancement 
Pearson 0.124* 0.185** 0.124* 0.096 
p 0.014 0.000 0.013 0.056 

C. team work & self-esteem 
Pearson 0.181** 0.172** 0.120* 0.042 
p 0.000 0.001 0.017 0.409 

 
 
 



48

International Journal of Asian Tourism Management           ISSN: 1906-8654 
Vol.2 (1) 39-51 April, 2011 
A Study on Sensation Seeking and Leisure Benefits of  
Whitewater Rafting Recreationists                           Y. J. Chiang et. al. 

 
In order to understand whether a casual 

relationship exist between sensation 
seeking and leisure benefit, regression 
analysis is commenced with leisure benefit 
as the dependent variable. The F value is 
equal to 15.609 with p=0.000 indicating 
the regression model achieve adequate fit. 

BS is the only aspect of sensation seeking 
that show no significant casual effect on 
leisure benefit, which is consistent with 
the correlation analysis. The adjusted-R2 is 
equal to 0.129 indicating that the four 
sensation seeking factors explain 12.9% of 
the variance of leisure benefit. 

 
Table 5: Regression analysis of sensation seeking affecting leisure benefits 

 
Sensation 
Seeking 

Leisure Benefit 
Beta t p VIF 

TAS 0.171 2.876 0.004 1.595 
ES 0.164 2.850 0.005 1.498 
DIS 0.143 2.306 0.022 1.749 
BS -0.064 -1.229 0.220 1.232 
R2 =0.138; Adjusted-R2=0.129; F=15.609; p=0.000 

 
 
CONCLUSION AND SUGGESTION  
 

The BS aspect of sensation seeking 
scores the lowest mean, albeit still above 3, 
and do not contribute significantly to 
leisure benefit. The result suggests that 
whitewater rafting recreationists are 
primarily seeking for trilling experience 
instead of just something to mitigate 
boredom. That is perhaps because many 
activities can reduce boredom, but only 
adventure activity can provide adrenalin 
stimulating sensation.  
 

The result in Table 4 indicates that the 
respondents with high TAS is more likely 
to build team work and gain self-esteem, 
while respondents with high DIS is more 
likely to ease stress. The result suggests 

that respondents who seek for different 
need is usually end up with what they 
want, albeit participate in the same 
activity.  
 

Based on the discussion above, the 
study can conclude that hypotheses H1 
and H2 are generally supported by the 
evidence. Furthermore, some of the results 
are in consistent with past studies. The 
study discovered that male respondents 
with no family burden are more likely to 
have HSS, which coincide with Jonah’ 
study (1997).  
 

One thing that warrants discussion is 
the relatively low R2 value in the 
regression analysis. The independent 
variables  are derived from SSS-form V,  

 CONCLUSIONS     AND 
 RECOMMENDATIONS
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which is a scale design to assess one 
aspect of human personality. There are, of 
course, other aspects of personality traits, 
not to mention other variables that might 
affect leisure benefits. Therefore, it is 
understandable that sensation seeking, by 
itself, is not an effective predictor for 
leisure benefit. Still, the p value of the 
regression analysis suggests that 
hypothesis H3 is generally proved. The 
result potentially suggests that some 
aspect of leisure benefit is highly 
subjective, thus individuals with different 
personality may perceive the benefit 
differently. 
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ABSTRACT 
 

The purpose of this study is to understand the current situation of leisure participation, 
job stress, quality of work-life and job performance among employees in high-tech 
industry and to further identify the relationships between those variables. Data were 
collected from 336 employees of high-tech industry by a questionnaire. The research 
revealed significant and positive relationship between leisure participation and quality of 
work-life as well as quality of work-life and job performance. In contrast, significant and 
negative relationships were found between leisure participation and job stress, job stress 
and quality of work-life, as well as job stress and job performance. Suggestions based on 
the research findings are made for the human resources planning and management of 
high-tech Industry and future researches. 

 
Key words:  Leisure participation, quality of working life, job stress, job performance 
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INTRODUCTION 
     

With rapid advances of technology, 
high-tech industry has become one of the 
most important and competitive industry 
in Taiwan and the world in the past few 
decades. With the rapid growth and 
competitive nature of high-tech industry, 
employees in high-tech industry are 
required for more responsibility and 
professional knowledge and loaded with 
longer working hours. In consequence, 
they have to endure more stress from their 
job.  
 

Job related stress has been regarded as 
a cause of decreasing personal perform- 
ance, health and job satisfaction. The 
stress may even result in high turnover 
rate and family crisis. Therefore, to reduce 
stress or to cope well with it became 
necessary for both the employers and 
employees. Work stress researchers have 
long recognized the importance of coping 
in the work stress relationship and there is 
now a growing body of literature 
exploring the measurement and classifi- 
cation of coping strategies. To reduce 
job-related stress, leisure is a common 
coping strategy. Leisure usually plays the 
role in coping with work stress, func- 
tioning as a coping strategy and 
contributes to health, well-being and 
work-life balance (Stewart, 2005; 
Trenberth, 2005; Trenberth, & Dewe, 2002, 
2005). Therefore, the purpose of this study 
is to understand the current situation of 
leisure participation, job stress, quality of 
work-life and job performance among 
employees in high-tech industry and to 
further identify the relationships between 
those variables. 
 

Literature review 
 
 Leisure participation and stress 

 
Participating in leisure activities is 

regarded as a good way to cope with job 
stress. Related researches have confirmed 

the positive outcome of leisure in reducing 
job stress. To cope with stress, leisure 
specific strategies can be employed in 
various types, including socialization 
through leisure, deflecting stress-inducing 
thoughts through leisure, feeling 
rejuvenated through leisure, leisure as 
personal space, humor/laughter, spiritual 
coping, altruistic leisure coping, leisure 
travel (Iwasaki, MacKay, & Mactavish, 
2005), pursuing hobbies and leisure 
activities (Graham, Albery, Ramirez, & 
Richards, 2001). 
 

Different types of leisure participation 
can have various functions. For example, 
relaxing leisure was found to be the 
strongest positive predictor of coping with 
stress (stress reduction), while social 
leisure and cultural leisure significantly 
predicted greater mental or physical health 
(Iwasaki, Y; Mannell, R. C.; Smale, B. J. 
A.; Butcher, J, 2005). Another study has 
revealed that having a vacation and relax 
can help in reducing work-related burnout 
and absenteeism caused by job stress 
(Westman & Etzion, 2001). Vacation also 
helps a lot in recuperation, especially 
among vacationers reporting higher levels 
of pre-vacation work strain (Gerhard, 
Barbara, Wolfgang, Cem, & Wolfgang, 
2005).  
 

As we can see from previous studies, 
leisure functions in various ways for 
individuals to cope with job-related stress. 
However, while a range of coping 
activities have been explored, Trenberth & 
Dewe (2002) has suggested that the 
importance individuals give to leisure as a 
means of coping with work related stress 
deserved more complete treatment and 
research. 
 

Leisure participation and quality of 
work-life 

 
Participating in leisure activities has 

also been found to have positive influence 
on quality of work life. Fortune’s  (2006)  
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study has revealed that leisure plays an 
important role in improving quality of 
work life of employees in a Health Care 
Setting. Berger & McInman (1993) also 
suggested that active and physical leisure 
such as exercise helps in improving 
quality of work life. The increasing quality 
of work life can not only reduce job stress, 
but also have advantage in increasing job 
performance and lower turnover rate 
(Efraty & Sirgy , 1990; Miller, 1981) 
 

Stress and performance 
 
Stress affect adversely in many aspects 

of an individual’s life. Its negative effect 
can be about physical and mental health, 
personal performance or satisfaction of 
life. In a study related to students’ aca- 
demic performance, the results revealed a 
negative effect of stress (Shaikh, Kahloon, 
Kazmi, Khalid, Nawaz, Khan, & Khan, 
2004). Work related stress adversely 
affects not only personal performance 
(Hawksley, 2007), but also job perform- 
ance and organizational effectiveness (Chu, 
Lee, & Hsu, 2005). Mughal, Walsh and 
Wilding (1996) indicated that the anxiety 
resulted from work-related stress dimi- 
nished individual’s work performance. 
Another research regarding cancer care 
workers also found that job stress have a 
negative impact on the well-being of 
systemic therapy staff, and may have 
consequences in terms of quality of patient 
care (Grunfeld, Zitzelsverger, Coristine, 
Whelan, Aspelund, & Evans, 2005). There 
are also studies approving that to reduce 
work related stress can elevate work 
performance (Pincherle, 1972; Jex, 1998). 
 
 

 Stress and quality of work-life 
 
Stress is regarded as an important factor 

affecting work life quality (Zautra, Eblen, 
& Reynolds, 1986). Job-related stress, 
such as work overload or role stress, often 
results not only  in  poor psychological  

 
health but also decreasing job satisfaction 
and quality of work-life. For example, 
Pearson (2008) has pointed out that work 
overload was negatively correlated with 
psychological health. There are studies 
revealed the negative relationship between 
work-related burden and job satisfaction. 
In Bovier & Perneger’s (2003) study, it 
was revealed that workload, time available 
for family, work-related stress and 
administrative burden are four factors 
resulting in low job satisfaction. Another 
study found that stress caused by role in a 
job also explained statistically significant 
proportions of job satisfaction (Chen, 
Chen, Tsai, & Lo, 2007; Miller, & Travers, 
2005). In consequence, stress management 
can help in enhancing quality of work life 
(Miller, 1981). On the other hand, 
improving quality of work-life can 
adversely reduce job-related stress. As 
Efraty and Sirgy (1990) suggested, 
improving quality of working life can 
amend employee’s behavior and related 
responses.  
 

Quality of work-life and job 
performance 

 
Besides job stress, quality of work-life 

is another factor influencing employees’ 
job performance. Efforts on quality of 
work-life became necessary because of the 
competitive pressure for improved organi- 
zation performance and the need for the 
innovations approaches (Phillips, 1983). 
To manage work effectiveness or motivate 
for superior performance, controlling and 
improving quality of work-life is also a 
good way (Stein, 1983; Tomkiewicz & 
Tomkiewicz, 1986). A study has found that 
better quality of work-life can reflect on 
decreasing job stress and better human 
resource outcome (Halovic, 1991; Miller, 
1981; Zautra et al., 1986). Quality of 
work-life is also found positive to 
profitability, growing performance and 
employees’ commitment to an organi- 
zation (Hung, Lawler, & Lei, 2007; Lau,  
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2000). Even in very high stress situations, 
it is more appropriate to alter the work 
environment to reduce stressors at work, 
in order to enhance job performance (Siu, 
2003).  

 
Based on above review of previous 

researches (Trenberth & Dewe, 2002; 
Fortune’s, 2006; Berger & McInman, 1993; 
Hawksley, 2007; Chu, Lee & Hsu, 2005; 
Bovier & Perneger, 2003; Siu, 2003), the 
following hypotheses are developed: 

 
H1: the positive relationship between 

leisure participation and quality of 
work-life 

H2: the negative relationship between 
leisure participation and job stress 

H3:  the negative relationship between 
job stress and quality of work-life 

H4: the positive relationship between 
quality of work-life and job 
performance  

H5:  the negative relationship between 
job stress and job performance 

  
 

 

 

 
 
 
 
 

 
Figure 1. Research framework of leisure participation and job performance  
        of the employees of high-tech industry 

 
 
METHODLOGY 
 
 Sampling and measurement 
 

Data were collected from 336 
employees of high-tech industry including 
information companies, telecommunca- 
tion companies, semiconductor companies 
and electronic companies by a question- 
naire. The questionnaire comprised four 
parts. The first part contained 24 state- 
ments reflecting the dimensionality of 
leisure participation. Six types of leisure 
activities include entertainment, active and 
physical leisure, social leisure, knowledge- 
based leisure, hobbies and relaxing leisure. 
The second part contained 12 items 
adapted from Nadler and Lawler (1983) 
and Huang et al., (2007) reflecting the 
dimensionality of quality of work-life. The 
third part contained 20 items adapted from 
Chu, et al. (2005) and Grunfeld, et al. 

(2005) reflecting the dimensionality of job 
stress. The fourth part contained 6 items 
adapted from Siu (2003) and Salgado, 
Moscoso, & Lado (2003) reflecting job 
performance. Respondents were asked to 
indicate their perception about each quest- 
ion with anchors ranging from strongly 
agree (5) to strongly disagree (1) with 
five-point Likert scales. 
 

Analysis 
 
Analysis of study data was conducted 

with descriptive statistics and correlation 
analysis. Descriptive findings indicate the 
current situation of leisure participation, 
job stress, quality of work-life and job 
performance of respondents. Then, cor- 
relation analysis was used to identify the 
relationships between those variables. 
 
 

Leisure 

participation 

Quality of work-life 

Job stress 

H1 

H2 

H3 

H5 

Job 

performance 

H4 
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RESULTS 
 

Respondent profiles 
 

Sixty-one percent (61%) of the res- 
pondents were under the age of 30 years 
and most of them were male (70.2%) and 
unmarried (72.9%). Most of their 
education level is undergraduate and 
above. The average income per month is 
between 1000 and 2000 USD. The average 
years they worked in this company is 4.25  
years.  
 

Leisure participation 
 
 

 
Table 1 presents the means, standard 

deviations, and priority ranking of 
different types of leisure participation as 
reported by respondents. As can be seen, 
the top type of leisure participation was 
entertainment leisure (M= 3.05) including 
movies, music and shopping. Knowledge- 
based leisure (M=2.88, items includes 
reading and education courses), active and 
physical leisure (M=2.21, items includes 
playing balls and hiking) and relaxing 
leisure (M=2.21, items includes taking 
walks and bird-watching) are also types of 
leisure activities that respondents liked to 
involve in. In contrast, hobbies and social 
leisure were types of leisure activities that 
respondents involved rarely. 

 
 
Table 1. Leisure participation of respondents 
 

Variable  Mean S.D.  Variable  Mean S.D. 
Overall leisure participation 2.38 0.48     
Entertainment 3.05 0.71  Physical activities 2.21 0.58 
Movies 2.85 1.06  Balls 2.85 1.21 
Music 3.85 1.16  Martial art 1.23 0.63 
Shopping 3.15 1.01  Hiking 3.08 0.98 
Travel 2.35 1.32  Dance or aerobics 1.66 0.96 
 - -   - - 
Knowledge-based leisure 2.88 0.75  Hobbies 1.83 0.72 
Education courses 2.42 1.13  Photography 2.10 1.19 
Reading 3.78 1.02  Cooking 2.02 1.14 
Financial courses 3.05 1.21  Gardening 1.65 0.93 
Aesthetic courses 2.28 0.92  Musical instruments 1.54 0.83 
 - -   - - 
Social leisure 1.94 0.58  Relaxing leisure 2.39 0.73 
Political activities 1.30 0.68  Taking walks 3.36 1.02 
Religious activities 1.54 0.87  Walking dogs 1.78 1.17 
Volunteer activities 1.77 0.82  Hot spring 2.33 0.93 
Visiting friends 3.14 1.05  Bird-watching 2.10 1.05 

 
 

 
 
 
 
 
 

 
 
 
 
 
 
 

  RESULTS AND DISCUSSIONS
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Quality of work-life 
 
As showed in Table 2, the mean score 

of overall quality of work-life is 3.29. For 
each dimension, “Job Characteristics” 
(M=3.96) is the highest and then 
“Compensation and benefits” (M=3.85), 
“Organization  systems” (M=3.62)  and  

 
 
“Work environment” (M=2.35) ranked 
from high to low. It can be found that 
respondents were satisfied with the team 
work, job security, work environment and 
on- job training. However, they felt their  
work environment affects badly their 
health.

 
 
Table 2. Quality of work-life 
 

Variables  Mean Ranking S.D. 
Overall quality of work-life 3.29  0.63 

Job Characteristics 3.76 1  0.68 

1. My organization provides a good work environment 3.85 2 0.82 
2. My organization provides a good medical aids 3.47 3 0.93 
3. the team work of my organization works well 3.96 1 0.76 

Compensation and benefits 3.28 2  0.83 
1. The on-job training gives me useful knowledge/skill  3.45 1 0.96 
2. The pay and benefits of my current job is reasonable 3.12 3 0.98 
3. My organization cares about employee welfare 3.26 2 1.00 

Organization systems 3.11 3  0.88 
1. The two-way communications work well 3.18 1 0.98 
2. I am fairly rewarded in my organization 3.11 3 0.97 
3. The reward/punishment system is fair 3.12 2 0.93 
4. My organization cares about employee leisure life 3.04 4 1.09 

Work environment 2.99 4  0.56 
1. My work environment affects my health  2.35 2 1.03 
2. The job security of my organization is good  3.62 1 0.85 

 
 
Job stress 

     
As showed in Table 3, the mean score 

of overall job stress is 3.37. For each 
dimension, “Managerial responsibility” 
(M=3.76) is the highest and then “Family/ 
work balance” (M=3.64), “Personal  
responsibility” (M=3.52), “Interpersonal 
relationship” (M=3.41), “Organization 
climate” (M=3.28),  
 

 
“Workload” (M=3.26), “Promotion and 
future perspective” (M=3.20), and 
“Task-related responsibility” (M=2.85) 
ranked from high to low. The most 
annoying situation that respondents felt 
stressed from the job were the lack of a 
sense of security and stability and the 
disruption for family life as a result of 
work. Moreover, managerial responsibility 
and risk of make a mistake were also items 
causing their stress. 
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Table 3. Job stress 
 

Variables Mean Ranking S.D. 
Overall job stress 3.37  0.55 
Workload 3.26 6  0.73 
1. Having too great an overall volume of work 2.65 1 0.98 
2. Having conflict between your task and requests of your 

supervisors 3.48 3 0.83 

3. Disruption of your home life through spending long 
hours at work 3.64 2 0.98 

Interpersonal relationship 3.41 4  0.86 
1. Encountering difficulties in relationships with 

managers/supervisors 3.49 1 0.94 

2. Lack of communication and consultation 3.43 2 1.00 
3. Inadequate training and development 3.33 3 0.95 
Family/work balance 3.64 2  0.82 
1. Lack of emotional support 3.52 3 0.94 
2. Lack of a sense of security/stability for family life 3.81 1 0.96 
3. Disruption of your home life as a result of work 3.59 2 1.02 
Managerial responsibility 3.76 1  1.17 
1. Having to manage of supervise other staffs 3.62 3 2.45 
2. Having business travel all the time 3.79 2 1.20 
3. Having to take on more managerial responsibilities 3.89 1 1.12 
Personal responsibility 3.52 3  0.88 
1. Having risks in results of the work 3.43 3 1.04 
2. Having to make important decisions 3.48 2 0.99 
3. Having to be responsible for mistakes  3.65 1 0.95 
Task-related responsibility 2.85 8  0.84 
1. Having to input new techniques, ideas and challenge 2.85 2 1.01 
2. Having meetings all the time 2.67 3 1.12 
3. Be responsible for the work quality of other staff 3.02 1 1.03 
Promotion and future perspective 3.20 7  0.96 
1. Lack of promotion 3.35 1 1.03 
2. Uncertainty over the future of your unit/institution 3.05 2 1.07 
Organization climate 3.28 5  0.80 
1. Being requested for new ways to work 3.56 1 0.93 
2. Uncertainty of organization morale and atmosphere 3.14 3 0.94 
3. Uncertainty of organization structure 3.15 2 0.93 

 
 

Job performance 
    

In Table 4, we can see that mean score 
of overall job performance rated by 
respondents is 3.71. For each item, “To 
take initiative for cooperation” (M=3.84) 
is the highest and then “Conversance and  
 

 
expertise for the work” (M=3.81), 
“Effectiveness of work” (M=3.70), “To 
take initiative for doing new tasks” 
(M=3.65), “To take initiative for 
knowledge to get the job done and keep it 
up-to-date” (M=3.64), and “Quality of 
work done” (M=3.61) ranked from high to 
low. 

 



59

International Journal of Asian Tourism Management           ISSN: 1906-8654 
Vol.2 (1) 52-64 April, 2011 
Leisure Participation, Quality of Working Life, Job Stress and Job Performance of the 
Employees of High-tech Industry              W. X. Chen et. al. 

 
Table 4. Job performance 
 

Variables Mean Ranking S.D. 
Overall job performance 3.71  0.56 
Conversance and expertise for the work 3.81 2 0.70 
Quality of work done 3.61 6 0.72 
To take initiative for knowledge to get the job done and 
keep it up-to-date 3.64 5 0.76 

To take initiative for cooperation 3.84 1 0.71 
To take initiative for doing new tasks 3.65 4 0.77 
Effectiveness of work 3.70 3 0.69 

 
 

Relationships between leisure 
participation, quality of work-life, 
job stress and job performance 
 
A series of correlational analyses 

revealed the significant relationships bet- 
ween variables tested. All the hypotheses 
are supported. 

 
Linking leisure participation and 

quality of work-life, positive and signifi- 
cant relationship was found. Among 
different types of leisure activities, enter- 
tainment, active and physical leisure, 
social leisure and relaxing leisure were 
correlated with overall quality of work-life. 
As for the relationship between leisure 
participation and job stress, negative and 
significant relationship was found between 
them. Knowledge-based leisure, hobbies, 
social leisure and relaxing leisure are 
negatively correlated with  overall  job  

 
stress (see Table 5). 

 
Negative and significant relationship 

was also found between quality of 
work-life and job stress. The four “quality 
of work-life” dimensions are all signifi- 
cantly and negatively related to overall job 
stress and its three dimensions including 
interpersonal relationship, family/work 
balance and promotion and future (see 
Table 6).  

 
As for the relationships between job 

stress, quality of work-life and job 
performance, quality of work-life is 
significantly and positively related to job 
performance. In contrast, three dimensions 
of job stress (managerial responsibility, 
personal responsibility and task-related 
responsibility) were negatively and 
significantly related to job performance 
(see Table 7). 
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Table 5. Relationships between quality of work-life, job stress and leisure participation 

 
 Leisure Particiaption 

 Overall Entertainm
ent 

Active and 
physical 
leisure 

Knowledg
e-based 
leisure 

Hobbies Social 
leisure 

Relaxing 
leisure 

Quality of Work-life         
Overall 0.19* 0.19* 0.23* 0.09 0.03 0.19* 0.11* 

Job Characteristics 0.16* 0.21* 0.15* 0.12* 0.01 0.13* 0.08 

Compensation and benefits 0.17* 0.14* 0.21* 0.08 0.04 0.19* 0.10 

Organization systems 0.19* 0.18* 0.23* 0.08 0.04 0.19* 0.13* 

Work environment 0.00 0.03 0.09 -0.05 -0.02 0.00 -0.03 

        

Job stress        
Overall -0.17* 0.02 -0.07 -0.19* -0.18* -0.11* -0.21* 

Workload -0.12* 0.03 -0.03 -0.13* -0.12* -0.10 -0.15* 

Interpersonal relationship 0.00 0.08 0.06 -0.05 -0.05 0.00 -0.05 

Family/work balance 0.03 0.08 0.05 0.04 -0.06 0.05 -0.02 

Managerial responsibility -0.14* 0.01 -0.11 -0.12* -0.09 -0.14* -0.14* 

Personal responsibility -0.26* -0.05 -0.18* -0.25* -0.21* -0.16* -0.27* 

Task-related responsibility -0.14* -0.05 -0.07 -0.19* -0.10 -0.09 -0.11* 

Promotion and future 0.01 0.07 0.05 -0.04 -0.07 0.08 -0.03 

Organization climate -0.17* 0.00 -0.06 -0.15* -0.16* -0.13* -0.19* 
 

 
Table 6. Relationship between quality of work-life and job stress 
 

Quality of work-life Overall Job 
Characteristics 

Compensation 
and benefits 

Organization 
systems 

Work 
environment 

Job stress      
Overall 0.24* 0.18* 0.16* 0.22* 0.23* 

Workload 0.13* 0.11 0.08 0.08 0.22* 

Interpersonal relationship 0.58* 0.42* 0.52* 0.55* 0.27* 

Family/work balance 0.25* 0.21* 0.17* 0.22* 0.20* 

Managerial responsibility -0.14* -0.05 -0.18* -0.15* 0.02 

Personal responsibility 0.02 0.07 -0.03 -0.03 0.12* 

Task-related responsibility -0.05 -0.12* -0.10 0.01 0.06 

Promotion and future 0.41* 0.29* 0.36* 0.39* 0.19* 

Organization climate 0.11 0.01 0.06 0.13* 0.17* 
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Table 7. Relationship between quality of work-life, job stress and job performance 
 
 Job performance 
 Overall 1 2 3 4 5 6 
Quality of Work-life         
Overall 0.18* 0.02 0.17* 0.11* 0.23* 0.22* 0.09 

Job Characteristics 0.18* 0.07 0.17* 0.07 0.24* 0.19* 0.09 

Compensation and benefits 0.18* 0.07 0.15* 0.11* 0.20* 0.19* 0.10 

Organization systems 0.14* -0.06 0.13* 0.10 0.18* 0.21* 0.06 

Work environment 0.08 0.07 0.12* 0.03 0.08 0.04 0.04 

        

Job stress        

Overall -0.08 -0.09 -0.06 -0.10 -0.01 -0.02 -0.11* 

Workload -0.08 -0.01 -0.06 -0.12* -0.06 -0.09 -0.03 

Interpersonal relationship 0.14* 0.00 0.10 0.09 0.21* 0.24* 0.00 

Family/work balance 0.08 0.06 0.10 0.01 0.07 0.08 0.06 

Managerial responsibility -0.21* -0.18* -0.13* -0.16* -0.16* -0.16* -0.16* 

Personal responsibility -0.17* -0.09 -0.13* -0.15* -0.10 -0.16* -0.14* 

Task-related responsibility -0.17* -0.14* -0.10 -0.09 -0.15* -0.16* -0.17* 

Promotion and future 0.10 -0.01 0.06 0.05 0.18* 0.21* -0.03 

Organization climate 0.00 0.00 0.02 -0.05 0.02 0.03 -0.02 
 

 
CONCLUSION AND DISCUSSION  
   

The purpose of this investigation was 
to identify the association among leisure 
participation, job stress, quality of work- 
life and job performance of employees 
from high-tech industry. The theoretical 
expectation was confirmed by these data. 
These findings indicated that leisure 
participation was negatively related with 
job stress and positively with quality of 
work-life. Also job stress is found to be 
negatively related to quality of work-life 
and job performance while quality of 
work-life is positively related with job 
performance. 
 

Based on the results, few suggestions 
and managerial implications were made. 
First, due to the competitive nature of 
high-tech industry, employees in high-tech  

 
industry are loaded with more stress and 
longer working hours. We have found that 
job stress and bad quality of work-life are 
causes for decreasing job performance. 
Therefore, to maintain job performance, 
improving quality of work-life and redu- 
cing job stress are necessary for high-tech 
companies. In this study, leisure partici- 
pation is not only a way to cope with job 
stress, but also to improve quality of work- 
life. In congruence with previous research- 
es, leisure functions as an effective coping 
strategy when employees deal with job 
stress. Most respondents reported that they 
need more care about their leisure life 
from their company. Therefore, the com- 
pany can try to hold more activities for 
employees and provide more information 
about leisure for the employees. 

 
 

 CONCLUSIONS AND 
 RECOMMENDATIONS
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Second, as we have found that job  

stress can effect badly on quality of 
work-life, to improve quality of work-life 
can adversely reduce job-related stress on 
the contrary. Based on the results, items in 
quality of work-life that respondents 
reported most unsatisfied were the 
negative effect of their health by the job, 
the rewards and punishments system and 
the pay and benefits of their job. Thus, it 
is necessary for the company to improve 
the physical environment and set up 
reasonable working time for better quality 
of work-life. Moreover, the rewards and 
punishments as well as the pay and 
benefits system were also needed to be 
modified. The more reasonable the 
employees evaluate for the related system, 
the more they will identify with their own 
company and pay more endeavors to their 
job. 
 

Third, for employees, dealing with 
work-related responsibility well and have 
proper arrangement of work and rest is 
important. To deal with work-related 
responsibility well can help in developing 
cognition and identification with their job 
and reducing work-related stress. To have 
proper arrangement of work and rest can 
help in maintaining good health condition 
and balancing between family and work. 
In this study, we found that participating 
adequately in different types of leisure 
activities helped the employees to release 
stress and improve their quality of 
work-life. Thus, they need to arrange 
adequate leisure activities besides their 
work. For example, to involve in activities 
with family member would be a good 
way. 
 

Finally, there were some suggestions 
for future researches. Firstly, in-depth 
interview with employees is suggested to 
understand more about how leisure 
functions as a coping strategy to deal with 
job-stress. Researches can also make 
efforts on other related variables such as  

 
exploring the effects of personal factors 
(for example: personality and achievement 
motivation) and leisure related factors (for 
example: leisure constraints or leisure 
satisfaction). 
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ABSTRACT 
 

The services of online travel intermediaries have thrived on the internet. These 
companies have successfully introduced new channels of distribution for tourism and 
travel products that target the ever growing market of tech savvy travelers. Yet it remains 
important, in fact it may be even more important, for online travel intermediaries to adopt 
policies that reduce their risk exposure to legal liabilities and policies that enable them to 
uphold their legal obligations. In general the nature of tourism and travel makes it an 
industry with more legal contingencies than most other industries. This paper examines 
online travel intermediaries, the legal obligations they bare and the legal liabilities for 
which they must vigilantly watch. This paper also makes suggestions about best practice 
strategies that online travel intermediaries can adopt to reduce their exposure to legal 
problems. Legal exposure inevitably arises in events where the traveler is displeased with 
the travel product they have purchased or even worse where the traveler or the traveler's 
property is harmed by the travel package purchased from an online travel intermediary.     
 
 
Key words: Online travel intermediaries 
 
 

             
 
 
INTRODUCTION 
 

Travel agencies have creatively 
established distribution channels on the 
internet which have expanded their market 
reach and allowed them to remain relevant 
to the tech savvy consumer. Internet 
Travel Agencies (referred to as Online 
Travel Intermediaries in this paper) are an 
asset to the travel industry because they 

boost its overall revenue and facilitate new 
distribution processes for travel and 
tourism packages. Yet, online travel 
intermediaries are also exposed to legal 
risks that traditional brick and mortar 
travel agencies tend to be more insulated 
from. Online travel intermediaries have to 
deal with legal issues arising from 
dissatisfied travelers including travelers 
who  have  received  personal  injuries   or  
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who have had property damaged on a trip 
because of the shortcoming of a travel 
package sold to them online. The nature of 
the internet makes intermediary liability 
relatively more attractive than is the case 
in an offline context.  
 

Section I of this paper provides an 
overview of online travel intermediaries 
and tourism. The section generally dis-
cusses online travel intermediaries and 
examines why tourism is an industry with 
greater liability exposure than many other 
industries. Section II of this paper dis-
cusses the legal exposure of travel inter- 
mediaries. Section III examines strategies 
that online travel intermediaries can adopt 
to reduce their overall risk exposure and is 
followed with the Conclusion and list of 
References for this paper. 
 

Overview of online travel 
intermediaries. 

 
A. Online travel intermediaries. 

 
Traditionally travelers have had two 

choices for planning the different aspects 
of their trips whether it be booking seats 
on a plane, renting a car or reserving a 
hotel room. Travelers can either directly 
approach the service provider or rely on 
travel agents to deal with the service 
providers for them. Travelers have long 
preferred the latter option, relying on 
travel agents, particularly in situations 
where they are separated from service 
providers by distance and where the 
traveler lacks knowledge of the various 
travel options within a given geographic 
location. It has been estimated that travel 
agents book 80% of all seats in air travel, 
30% of all room reservations in hotels, and 
95% of all reservations for cruise ships. 
 

Some scholars believed that the 
advent of the internet would shift the 
preference of travelers from the travel 
agents to the service providers because of 
the  greater  volume  of   information  that  

 
would be available to the traveler about 
locations that may have once seemed 
distant. They believed that the internet 
would facilitate “disintermediation” in the 
travel industry by allowing savvy online 
shoppers to go directly to the source and 
cut out the middlemen like travel agencies. 
However, the opposite seems to be the 
trend. There has been a successful rise of 
online travel intermediaries such as Orbitz, 
Travelocity and Expedia.  
 

Online travel intermediaries enable 
consumers to make travel reservations and 
bookings on the internet. One example, 
Expedia has been tremendously successful 
with its business model based on the 
“merchant model” of the internet. Expedia 
contracts with a wide array of airlines, 
hotels, etc around the world for the right to 
broker the reservation of those services at 
a wholesale rate. Expedia then turns 
around, advertises and sells their products 
to the public through their web site.  When 
a traveler makes a reservation through 
Expedia, the company makes a profit by 
charging a “mark up” greater than the 
wholesale rate. Expedia serves as an 
example of the success that is being 
experienced by various of the travel 
distribution channels available on the 
internet. Online travel intermediaries 
however face certain legal exposures 
because of the nature of the tourism 
industry and the challenges it presents to 
online business.    
 

B. Nature of tourism and online 
travel intermediaries. 

 
Travel intermediaries often run into 
problems because of the intangible and 
perishable nature of the tourism product 
that they distribute to travelers. Travel and 
tourism are a service and so cannot be 
stored and packaged in a fixed state like 
manufactured products. Variables that 
travel intermediaries have little or no 
control over interact on a daily basis in 
ways that lead to different travelers having  
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varied experiences at the same destination. 
This occurs because travelers pay for 
tourism services in the present and 
“consume” those services in the future. As 
a result, a travel intermediary can be 
accurate in its description of a travel 
package at the time of the sale and yet 
things can change when the traveler 
arrives at the destination. 
 

The general challenges created by 
tourism for traditional travel inter- 
mediaries are magnified for online travel 
intermediaries because personal inter-
action with their customers are at a 
minimum. As a result there is no real 
relationship and many travelers have 
issues of apprehension and trust with the 
online travel intermediaries they use. With 
less interpersonal communication taking 
place than with traditional travel agencies 
it becomes more difficult for an online 
travel intermediary to adequately warn a 
traveler about things to avoid in the 
destinations they visit which increases the 
likelihood of legal exposure to customers 
dissatisfied with their travel package. The 
next section of this paper will discuss the 
legal exposure of travel intermediaries.  
  

I. Legal obligations and common    
     liabilities of travel  
     intermediaries. 

 
A. Legal obligations of travel 
intermediaries. 

 
It is important for travel inter-

mediaries to be aware of the legal obli-
gations that they bear. A legal obligation 
arises for a travel intermediary when a 
government regulation is passed and the 
intermediary negligently does not perform 
the duties stipulated by the government 
regulation. In the event that the inter-
mediary's failure to act results in harm, 
this may create grounds on which the 
intermediary can be made liable. To illust-
rate with a hypothetical, suppose a govern-
ment regulation requires intermediaries to  

 
warn travelers of a typhoid risk in a certain 
destination called XYZ country, and a 
travel intermediary does not perform his 
duty to warn his customers about the risk 
in XYZ country. And assuming that 
unfortunately for the intermediary in this 
hypothetical one of his customers travels 
to XYZ country and becomes ill with 
typhoid and thus suffers harm. The harm 
suffered by that customer may be grounds 
on which the intermediary can be made 
liable. 
 

Legal obligations also arise for a 
travel intermediary when he or she enters 
a binding contract with a traveler. Failure 
to uphold the obligations of a contract can 
create grounds on which the intermediary 
is exposed to liability.  For example, in the 
English case, Jackson v. Horizon Holidays 
Ltd., the plaintiff booked a holiday 
package through a travel intermediary for 
himself, his wife and children. The travel 
intermediary contractually agreed to 
provide the plaintiff with a hotel of a 
certain standard and with certain features. 
As a result the contract created a legal 
obligation for the travel intermediary to 
which there was a duty to uphold. 
However, the travel intermediary breached 
the contract by providing the plaintiff with 
a substandard hotel that lacked the features 
agreed to in the contract. In Jackson, the 
court found in favor of the plaintiff and 
ruled that the plaintiff was entitled to 
damages because of the breach of contract. 
Jackson illustrates the need for travel 
intermediaries to operate with care about 
the legal obligations that they create 
through contracts with travelers.  
 

Apart from legal obligations that arise 
specifically out of government regulation 
or contractual stipulation, a travel 
intermediary has to be aware of exposure 
to various tortuous liabilities. 
 

 
 
 

  RESULTS  AND  DISCUSSIONS

  I. Legal obligations and common
      liabilities of travel intermediaries.

  A. Legal obligations of travel                    
  intermediaries.
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B. Common liabilities of travel 
intermediaries. 

 
In the litigious culture that presently 

exists in the United States, travel 
intermediaries in their interactions with 
customers can become exposed to a wide 
range of tortuous liabilities. Travelers who 
have experienced harm during a trip have 
a tendency to include the name of every 
party they can think of in lawsuits in order 
to spread a wide net in the hope that they 
will get legal compensation for their harm. 
Courts can find travel intermediaries to be 
negligent for a variety of reasons. 
 

A court can find a travel intermediary 
to be negligent because of an omission, or 
to have breached a fiduciary duty to a 
special client, to have misrepresented a 
travel product, or to be vicariously liable 
for the conduct of a service provider. For 
example, in the United States, a case was 
brought against Expedia claiming that it 
had omitted to warn the plaintiff that the 
stairway in a hotel in the island of Jamaica 
was dimly lit, lacked a handrail, and that a 
nearby turtle pond contained razor sharp 
blocks. While Expedia prevailed in that 
law suit on summary judgment, the case 
serves as an example of the exposures to 
tortuous liability that a travel intermediary 
has to make plans to address. 
 

Travel intermediaries have legal 
obligations to which they have a duty to 
uphold. Travel intermediaries also can be 
exposed to tortuous liabilities in their 
interactions with customers. As discussed 
in Section I of this paper, online travel 
intermediaries have a greater exposure to 
the legal liabilities discussed in this 
section than traditional travel inter-
mediaries. The following section provides 
recommendations on ways in which online 
travel intermediaries can manage and 
reduce their legal exposure to legal 
liability.  
 
 

 
II. Strategies for online travel   
intermediaries to reduce exposure 
to legal liability. 

 
A. Incorporate disclaimers into 
client contracts. 

 
Online travel intermediaries should 

ensure that strongly worded disclaimers 
are included with client contracts. Courts 
generally uphold disclaimers that disclaim 
both express and implied warranties 
except in rare instances where upholding a 
disclaimer would be unconscionable. The 
typical travel intermediary disclaimer 
disclaims the right of a client to bring a 
law suit against a travel agent for acts of 
negligence that may arise in the duration 
of the contract.  Online travel inter-
mediaries should make sure that their 
disclaimers use clear and unambiguous 
language, and that the client has adequate 
notice of any disclaimer provisions in their 
contractual agreements.   
 

B. Disclose information on website. 
 

Online travel intermediaries should 
take steps to minimize claims by travelers 
that the intermediaries omitted to disclose 
information about a travel package. When 
presenting a travel package online, the 
focus of the presentation should therefore 
not be purely on making a sale. The 
presentation of the travel package should 
also include as much information as 
possible on its website about the travel 
package. The online travel intermediaries 
can also provide follow up emails with 
more details or updates about the travel 
package purchase through the online 
distribution channel. The intermediary 
should also implement a policy of 
updating information on the website as 
frequently as possible. 
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C. Avoid control of the service 
provider's product. 

 
Often online travel intermediaries are 

not liable for changes to the packages that 
they distribute because ownership or 
control of the product or service is not 
transferred from the service provider to the 
intermediary. It is therefore good to keep a 
clear line of demarcation between online 
travel intermediary and service provider. 
Legal liability and danger arises when the 
line becomes blurry and the intermediary 
is viewed as handling tasks normally in 
the domain of the service provider.  At 
common law, the liability for damage 
caused by a premises or product depends 
on the control one has over the 
instrumentality that offends. 
 

To avoid common law liability online 
travel intermediaries can minimize the 
control that they have over the travel 
packages that they distribute. They also 
can enter into clearly worded contracts 
with the service providers with which they 
work. These contracts can define the role 
of online travel intermediaries as purely 
distributors as opposed to providers. 
 
 
CONCLUSION 
 

Online travel intermediaries have 
strengthened the travel and tourism 
industry by introducing new distribution 
channels that are increasing the industry's 
revenue. Contrary to the predictions of 
some scholars, the internet has increased 
the relevance of travel intermediaries as 
opposed to causing a shift towards 
customers dealing directly with service 
providers. 
 

The nature of the tourism and travel 
industry, exposes intermediaries to greater 
legal liabilities than a lot of other 
industries. Intermediaries have legal 
obligations which they must uphold and 
are    exposed   to  a   variety  of   tortuous  

 
liabilities. Online travel intermediaries are 
even more greatly exposed to these legal 
liabilities than traditional brick and mortar 
travel intermediaries because of the 
relative lack of interpersonal interaction 
with customers. Therefore, it is important 
for online travel intermediaries to imple-
ment the suggestions provided in section 
III of this paper such as including legal 
disclaimers within their contracts. 
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ABSTRACT 
 

The purpose of this paper is to review and report the literature evolution of services 
marketing (SM) discipline during the period 2000 – 2009, or as we will call it in this paper 
“The Technological Era”. As most appropriate to the purpose of the study, content 
analysis has been used as the method of research. Using the technique of content analysis, 
the research focuses on correlation of the 418 articles/papers that have been reviewed 
thoroughly from 107 academic journals, according to the different classes of services, the 
research topics of SM, the methods and techniques of conducting research and the annual 
yield of published papers over the last decade. 
 

Research was based on the results that were given by 2 major search engines – 
Emerald and Scirus – that specialize in scientific research and return publications from 
large electronic databases. The authors have been cautious in ensuring that the number of 
research papers being examined is not a small portion or sample of the published 
population, but actually the maximum number of publications of the available electronic 
databases. However, it cannot be claimed that all existing publications have been studied 
without a doubt. 
 

The present research paper aims in serving as a reference tool for the services 
marketing academia. It shows which the priorities of the SM research community are, 
concerning the SM research areas. It can also be supported that quantitative methods and 
techniques are used very widely lately, when most research in the near past was conducted 
with the use of qualitative techniques alone. 
 
Keywords – Services marketing, content analysis, research methods and techniques. 
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INTRODUCTION 
 

Services Marketing (SM) literature 
has grown impressively during the last two 
decades, and mainly after the extensive 
usage of software packages that supported 
quantitative methods of marketing 
research (Mohr, 2000). The previous fact 
in conjunction with the application of 
marketing theory in various different 
sciences (e.g. medicine and health 
sciences) (Bonnici, 2007; Kay, 2007) has 
multiplied the number of journals and the 
published articles in the discipline of SM. 
 

It is thus imperative to review and 
report, using content analysis, the 
literature evolution of SM over industrial 
services classification, over the areas and 
topics of SM being examined and the 
methods of research and techniques that 
have been used by the researchers (Bakir, 
et al., 2000). 
 

“The Development and Emergence of 
Services Marketing Thought” (Brown, et 
al., 1994) is considered as a seminal 
article and very comprehensive to the 
study of SM publications, from 1953 to 
1992, and it presents in detail the work 
that has been published in the three main 
stages of that particular period: Crawling 
Out (pre – 1980), Scurrying About (1980 – 
85), and Walking Erect (1986 – 1993). 
The categorization of the international 
research work in these three chronological 
stages is related to the subjects under 
debate and the growth in number of 
publications.  
 

Other important literature reviews 
prior to the research previously mentioned 
is the bibliographic work by Fisk and 
Tansuhaj (1985). The six-year period 1994 
– 1999 is not included in either the 
previous research studies or in the present 
one. The authors decided to focus on the 
latest of SM literature in order to present a 
current perspective, probably more useful 
for   the   extraction    of   conclusions  for    

 
the future. 
 
 
METHODOLOGY   
 

During the period 2000 – 2009, a 
great deal of literature have been 
published, e.g. textbooks, conference pro-
ceedings, comments, abstracts, research 
notes, book reviews and academic journals 
and articles, in the field of SM (Svensson, 
et al., 2008). The increasing breadth of the 
discipline has incorporated theories from 
other fields as management and positive 
sciences, and the increasing depth, has 
created all new research interests in very 
specific SM issues (Dawes & Brown, 
2000).  
 

The two major scientific electronic – 
internet engines Emerald and Scirus, have 
been our tools on hands and by using the 
research phrase “services marketing” we 
searched the electronic databases of the 
search engines by Publication Title, 
Content Item Title / Article Title, and 
Keywords. We narrowed the results to the 
decade 2000 – 2009, and we have asked 
only for full research articles. Research 
notes, book reviews, comments, theses and 
conference proceedings have been 
excluded.  
 

In total these two search engines have 
returned 418 full articles / research papers 
from 107 different academic journals that 
have an immediate reference on a SM 
subject. If one compares the number of the 
published articles in the ongoing decade 
with the respective total in the 40-year 
period 1953 – 1993, which is 524 (Brown, 
et al., 1994), one understands the growth 
of the discipline in our times.  
 

It should be noted that the selected 
journals differ in terms of dates of 
publication commencement. Others have a 
history of 30 years of publications and 
others are relatively new.      
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The present study adopted a content 

analysis methodology and technique by 
establishing categories and counting the 
number of instances when those categories 
were used in a particular item of text to 
produce descriptive information on 
previous research contents (Baumgartner 
& Pieters, 2003). The content of the 
relevant articles in the 418 journals was 
analyzed in terms of the different classes 
of services, the research topics of SM, the 
methods and techniques of conducting 
research and the annual yield of published 
papers over the last decade. The detailed 
steps undertaken in the content analysis 
follow. 
 

First, each article was summarized in 
a table format divided into columns by 
journal title, classification registry, 
research topics, methods and techniques of 
conducting research, and year of 
publication. On completion, a series of 
content analyses was conducted.  
The first analysis dealt with classifying 
each article in correspondence to the 110 
journal titles that we came across. 
 

Secondly, we have classified the 
articles according to a services 
classification registry, especially built for 
the present research and based on the 
United Nations Statistics Division, registry 
ISIC Rev. 4 (UN-SDR, 2009). This 
nineteen – category classification includes 
eighteen service categories, e.g. 1) Bank-
ing, Financial & Insurance Services, 2) 
Hospitality (HORECA), 3) Non-profit 
Organizations, 4) Legal Services, 5) Real 
Estate, 6) Private Households Activities, 
7) Human Health Services, 8) Tourism, 9) 
Public Administration Services, 10) 
Educational Services, 11) Transportation 
& Storage, 12) Professional, Scientific & 
Engineering Services, 13) Environmental 
Protection Services, 14) Arts, Entertain-
ment & Recreation, 15) Information & 
Communication Services, 16) Commerce, 
17) Industrial & Construction Activities, 
18)   Services   of   Membership   Organi- 

 
zations, plus one called “General” which 
will be the category for the articles that do 
not refer to a specific branch of the 
services economy.  
 

Third, each article was analyzed in 
respect to the main research topics or 
subject areas of it. For this reason, 36 
research topics were identified according 
to the electronic search engines for SM 
discipline, and 35 of them within the 436 
articles of the decade 2000 – 2009.  
 

Here, it is important to note, that in 
the classification registry as well as in the 
research topics content analyses, every 
article does not necessarily corresponds to 
only one entry on the tables. On the 
contrary, there are many articles that may 
refer to more than one classes of services, 
or/and have more than one main research 
topic.  
 

Also, in the research areas/topics 
content analysis, the 36 different cate-
gories are not all of them mutually 
exclusive. Some of them may be 
specialties of other more general areas or 
others may have common grounds each 
other, e.g. Relationship marketing and 
Database marketing. In these cases we 
preferred to report the categories as 
referred by the authors in the papers, 
instead of elaborating on them and trying 
to improve the categorization. 
 

Fourth, the articles were examined in 
accordance to the research methods and 
techniques the authors have used for the 
extraction of conclusions. We have made 
the differentiation between 17 Qualitative 
and Quantitative methods, 9 of which are 
qualitative, 7 quantitative and one can be 
considered as either qualitative or quanti-
tative. Then, 15 quantitative techniques 
have been observed to be in use by the 
authors. In most research papers, the 
authors have made use of more than one 
method or/and technique in order to arrive 
to their conclusions. Thus, there can be  



74

International Journal of Asian Tourism Management             ISSN: 1906-8654 
Vol. 2 (1) 71-85 April, 2011 
Evolution of Services Marketing Research - “The Technological Era”                   N. D. Stylos and C. A. Vassiliadis 

 

 
derived two kinds of relative frequencies: 
one in respect to the total number of 
methods or techniques and one in respect 
to the number of published articles. In the 
second case, we actually conclude to the 
percentage of papers that use a specific 
research method or technique.       
 

Finally, the report of the papers 
production on SM, over decade 2000 – 
2009 and for every single year, can 
provide us with a measure of occupation 
of the researchers in the SM discipline.      
 
 
RESULTS AND DISCUSSION 
 

Academic journals and publications 
on SM subjects  

 
Table 1 shows the absolute 

frequencies of the 107 academic SM 
journals in respect to the two electronic 
search engines. In total, Journal of 
Services Marketing is the most favorable 
among the academics and researchers 
globally, since more than 20% of the 
articles with an SM subject are published 
in this academic journal. The next three 
journals in publication volume are: 
European Journal of Marketing, Industrial 
Marketing Management, and Journal of 
Service Research with an aggregate 
publication volume of less than 20% all 
three of them. Another important aspect is 
that despite the large number of academic 
journals, 89 of them have published less 
than 1% of the total publications during 
the last decade.       
 

Useful conclusions can be extracted 
from the number of publications during 
2000 – 2009. During the period 2000 – 
2004, we observe a steady decline of the 
total number of publications. Then, there 
is gradually an increase and it seems that 
2009 will actually be one of the most 
fruitful years of the last decade according 
to the first seven months of this year. Year 
2004  was the worst one, relatively  to  the  

 
publications production volume, with only 
30 published papers. Detailed References 
section containing all the articles under 
study is supplied at the end (See Table 1). 
 

Services Classes and Sectors of 
special Interest 

 
Table 2 shows the 18 classes of services 

(UN-SDR, 2009) that were used as a guideline 
in order to find those services sectors that 
assemble the interest of the global research 
community. For reasons of plenitude, those 
articles that did not specifically refer to a 
particular service class were grouped under 
the class “General” and those that did refer to 
more than one service classes offered more 
than one entry to Table 2. Banking, Financial 
& Insurance Services come first with a relative 
frequency of more than 16%, followed by 
Wholesale, Retail & Electronic Commerce 
(Trade) with 11,42%, Information & 
Communication Services and Human Health 
System and Social Work Services with a 
relative frequency of about 10% each (see 
Figure 3). On the other hand, the research 
community was not occupied not even once 
with Private Household Activities and 
Services of Membership Organizations.   
 

Figure 2 presents the absolute numbers of 
entries for the services classes and for the two 
search engines individually. Emerald and its 
respective electronic academic journals return 
a greater number of publications in the sectors 
of Banking, Financial & Insurance Services, 
Education, Legal Services and General Class, 
which contains all those articles that do not 
refer to a specific service class. General 
Services Marketing research papers or services 
research questions that are of general concern 
are actually grouped in General class. In the 
rest of the classification registry the dominant 
search engine is Scirus – and its different than 
Emerald electronic databases – which focuses 
more on specific services classes. More 
concretely, in the classes of Wholesale, Retail 
& Electronic Commerce, Human Health and 
SocialServices,Industrial/Manufacturing/Const
ruction Activities and Tourism, it is Scirus 
search engine that provides the research 
community with a lot more of research papers 
than Emerald does (See Table 2).  

  RESULTS AND DISCUSSIONS
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Table 1: Breakdown of the 418 SM papers in respect to the 107 academic journals 
 

       SEARCH ENGINES   

ACADEMIC JOURNAL Emerald Scirus Row total Percentage 
Journal of Services Marketing 86 0 86 20,57% 
European Journal of Marketing 30 0 30 7,18% 
Industrial Marketing Management 0 23 23 5,50% 
Journal of Service Research 0 21 21 5,02% 
Journal of Business Research 0 20 20 4,78% 
Journal of Retailing and Consumer Services 0 19 19 4,55% 
International Journal of Bank Marketing 14 0 14 3,35% 
Tourism Management 0 11 11 2,63% 
Managing Service Quality 9 0 9 2,15% 
International Journal of Research in Marketing 0 8 8 1,91% 
Journal of Consumer Marketing 7 0 7 1,67% 
Library Management 6 0 6 1,44% 
International Journal of Service Industry Management 5 0 5 1,20% 
Journal of Marketing Education 0 5 5 1,20% 
Business Horizons 0 5 5 1,20% 
Journal of Air Transport Management 0 5 5 1,20% 
Journal of Operations Management 0 5 5 1,20% 
International Journal of Information Management 0 5 5 1,20% 
Marketing Intelligence & Planning 4 0 4 0,96% 
International Marketing Review 4 0 4 0,96% 
Journal of Retailing 0 4 4 0,96% 
Marketing Theory 0 4 4 0,96% 
European Journal of Operational Research 0 4 4 0,96% 
Journal of Business & Industrial Marketing 3 0 3 0,72% 
International Journal of Hospitality Management 0 3 3 0,72% 
Home Health Care Management & Practice 0 3 3 0,72% 
Telecommunications Policy 0 3 3 0,72% 
Annals of Tourism Research 0 3 3 0,72% 
Journal of Purchasing and Supply Management 0 3 3 0,72% 
European Management Journal 0 3 3 0,72% 
Computer Law and Security Report 0 3 3 0,72% 
World Patent Information 0 3 3 0,72% 
International Journal of Contemporary Hospitality Management 2 0 2 0,48% 
New Library World 2 0 2 0,48% 
International Journal of Retail & Distribution Management 2 0 2 0,48% 
Research in Social and Administrative Pharmacy 0 2 2 0,48% 
International Journal of Production Economics 0 2 2 0,48% 
Journal of Travel Research 0 2 2 0,48% 
Scandinavian Journal of Management 0 2 2 0,48% 
Optometry - Journal of the American Optometric Association 0 2 2 0,48% 
Health Policy 0 2 2 0,48% 
Geographie, Economie, Societe 0 2 2 0,48% 
American Journal of Preventive Medicine 0 2 2 0,48% 
Women's Health Issues 0 2 2 0,48% 
Forest Policy & Economics 0 1 1 0,24% 
Journal of Management 0 1 1 0,24% 
Journal of Service Management 1 0 1 0,24% 
International Journal of Commerce & Management 1 0 1 0,24% 
Quality Assurance In Education 1 0 1 0,24% 
Cross Cultural Management 1 0 1 0,24% 
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Table 1: Breakdown of the 418 SM papers in respect to the 107 academic journals (CONT.) 
    

 SEARCH ENGINES   

ACADEMIC JOURNAL Emerald Scirus Row total Percentage 
 
European Business Review 1 0 1 0,24% 
Leadership & Organization Development Journal 1 0 1 0,24% 
Journal of Communication Management 1 0 1 0,24% 
Asia Pacific Journal of Marketing & Logistics 1 0 1 0,24% 
Information Technology & People 1 0 1 0,24% 
Management Decision 1 0 1 0,24% 
International Journal of Physical Distribution & Logistics Management 1 0 1 0,24% 

Property Management 1 0 1 0,24% 
Internet Research 1 0 1 0,24% 
Library Review 1 0 1 0,24% 
Benchmarking: An International Journal 1 0 1 0,24% 
Expert Systems with Applications 0 1 1 0,24% 
Physics & Chemistry of the Earth 0 1 1 0,24% 
NASN School Nurse 0 1 1 0,24% 
Preventing Chronic Disease 0 1 1 0,24% 
Public Relations Review 0 1 1 0,24% 
World Development 0 1 1 0,24% 
Card Technology Today 0 1 1 0,24% 
Obstetrics, Gynaecology & Reproductive Medicine 0 1 1 0,24% 
European Journal of Research Methods for the Behavioral and Social 
Sciences 0 1 1 0,24% 
Accounting History 0 1 1 0,24% 
Computers and Operations Research 0 1 1 0,24% 
Telematics and Informatics 0 1 1 0,24% 
Theriogenology 0 1 1 0,24% 
Global Environmental Change 0 1 1 0,24% 
Transportation Research 0 1 1 0,24% 
Consulting Psychology Journal 0 1 1 0,24% 
Maternal and Child Health Journal 0 1 1 0,24% 
Health Promotion Practice 0 1 1 0,24% 
Omega 0 1 1 0,24% 
Journal of the American College of Radiology 0 1 1 0,24% 
Electronic Commerce Research and Applications 0 1 1 0,24% 
Journal of World Business 0 1 1 0,24% 
Journal of Vacation Marketing 0 1 1 0,24% 
Information Development 0 1 1 0,24% 
Social Science & Medicine 0 1 1 0,24% 
Journal of Adolescent Health 0 1 1 0,24% 
Sport Management Review 0 1 1 0,24% 
Journal of Macromarketing 0 1 1 0,24% 
Journal of Health Care for the Poor & Underserved 0 1 1 0,24% 
Business Information Review 0 1 1 0,24% 
Ambulatory Pediatrics 0 1 1 0,24% 
Journal of Quality Management 0 1 1 0,24% 
The Journal of Product Innovation Management 0 1 1 0,24% 
Corporate Environmental Strategy 0 1 1 0,24% 
Preventive Medicine 0 1 1 0,24% 
Long Range Planning 0 1 1 0,24% 
Information and Management 0 1 1 0,24% 
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Table 1: Breakdown of the 418 SM papers in respect to the 107 academic journals (CONT.) 

 SEARCH ENGINES   

ACADEMIC JOURNAL Emerald Scirus Row total Percentage 

     
The International Journal of Accounting 0 1 1 0,24% 
Geoforum 0 1 1 0,24% 
Technological Forecasting and Social Change 0 1 1 0,24% 
International Journal of Operations & Production Management 1 0 1 0,24% 
Journal of International Management 0 1 1 0,24% 
Organizational Behavior and Human Decision Processes 0 1 1 0,24% 
 
 
Computers and Industrial Engineering 0 1 1 0,24% 
Journal of Librarianship and Information Science 0 1 1 0,24% 
Research Policy 0 1 1 0,24% 
Grand total 190 228 418 100% 
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Figure 1: Annual Papers Publication on Services Marketing subjects during decade 
                2000 – 2009. *As of August 01, 2009 
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Table 2: Categorization of the Services Classes and the entries found (as of August 01, 2009) 
    

 SEARCH ENGINES  
CLASSIFICATION REGISTRY Emerald Scirus Total 
Banking, Financial & Insurance Services 43 29 72 
Hospitality (HORECA) 9 9 18 
Non-profit Organizations 1 1 2 
Law Firms/Legal Services 2 1 3 
Real Estate & Rental Services 1 1 2 
Private Households Activities 0 0 0 
Human Health System and Social Work Services 13 29 42 
Tourism 4 17 21 
Government & Public Administration 2 5 7 
Education 9 6 15 
Transportation & Storage 8 11 19 
Professional, Scientific & Engineering Services 10 11 21 
Environmental Protection Services 0 3 3 
Arts, Entertainment & Recreation 4 6 10 
Information & Communication Services 18 25 43 
Wholesale, Retail & Electronic Commerce (Trade) 21 29 50 
Industrial / Manufacturing / Construction Activities 3 24 27 
Services of Membership Organizations 0 0 0 
General 52 31 83 
Total Entries 200 238 438 
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Figure 2: Number of reference entries of the 18 Services Classes observed from 
                scientific search engines Emerald and Scirus for the 18 services classes. 
                (as of August 01, 2009). 
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 Figure 3: Relative frequencies of the categorization of the articles in respect to the  
                 Services Classes (as of August 01, 2009) 

 
SM Research Areas and Topics 
 

As seen on Table 3 there are two large 
SM areas of interest – Service Quality & 
Quality Models, and Consumer Behavior – 
that count up to almost 20% of total topics 
entries. Very high rank on the list is also  
 

observed for Relationship Marketing and 
Customer Expectations & Satisfaction. 
Then, on the fifth place of the list in a 
descending order come three SM areas: 
Marketing Strategy, Media & Com-
munications Marketing and Customer 
retention & loyalty. 
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Table 3: SM Research Areas and the respective entries found in the 418 articles  
               (as of    August 01, 2009) 
    

 SEARCH ENGINES  
Topics/Areas of SM Specialization Emerald Scirus Total 
Service Quality and Quality Models 30 15 45 
Consumer Behavior 33 9 42 
Relationship Marketing 17 17 34 
Customer Expectations and Satisfaction 19 13 32 
Marketing Research & Modelling 10 15 25 
Strategic Marketing / Marketing Strategy 12 10 22 
Media, Advertising & Communications Marketing 14 8 22 
Customer retention and  Loyalty 17 5 22 
Services Encounters and Experiences 7 11 18 
Service (Product) Development 2 15 17 
Marketing Management 10 5 15 
Distribution channels 3 12 15 
Customer Orientation 12 2 14 
Industrial Marketing (B2B) 4 10 14 
International Services Marketing 6 7 13 
Branding 7 6 13 
Service Providers Characteristics 2 10 12 
Pricing 2 9 11 
Marketing Mix Formulation 2 8 10 
Social Marketing and Media 0 9 9 
Purchasing 1 7 8 
Service Recovery / Crisis Management 1 5 6 
Internal Marketing 2 4 6 
Direct Marketing 1 4 5 
Database Marketing 0 5 5 
Word of Mouth Marketing 1 4 5 
Customization 0 4 4 
Dispute / Conflict Resolution 0 3 3 
Telemarketing 1 2 3 
Neuromarketing 2 1 3 
Servitization 3 0 3 
Environmental & Ecosystem Marketing 0 3 3 
Marketing Efficiency and Effectiveness 0 3 3 
Personal Networks 0 2 2 
Benchmarking 2 0 2 
Guerilla Marketing 0 0 0 
Total Entries 223 243 466 
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   Figure 4: The observed SM research areas and the respective paper entries of the 
                   areas under study (as of August 01, 2009). 
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Figure 4 shows in a bar schematic manner, 
not only the total number of paper entries 
of the SM areas under study, but also 
which one of the search engines is 
dominant in every SM area or topic. 
Therefore, in the areas of: 
 
 Service Quality,  
 Consumer Behavior,  
 Customer Expectations & 

Satisfaction,  
 Strategic Marketing, 
 Media & Communications Marketing, 
 Customer Retention and Loyalty, 
 Marketing Management, 
 Customer Orientation, 
 Branding, 
 Servitization, 
 Neuromarketing, and  
 Benchmarking, 

 
the Emerald search engine provide us with 
a lot more published articles than Scirus 
with databases that contain more on: 
 
 Marketing Research and Modeling, 
 Services Encounters and Experiences, 
 Service Development, 
 Distribution Channels, 
 Industrial Marketing (B2B), 
 International Services Marketing, 
 Service Providers Characteristics, 
 Pricing, 
 Marketing Mix formulation, 
 Purchasing, 
 Service Recovery / Crisis 

Management, 
 Internal Marketing, 
 Direct Marketing, 
 Word-of-Mouth Marketing, and 
 Customization. 

 
Methods and Techniques for SM 
Research 

 

Table 4 tabulates all the research 
methods and techniques that we came 
across our content analysis, the nature of, 
the absolute frequencies and relative 
frequencies of each one of them. Again, it 
is important to mention that the total 
numbers of methods or techniques do not 
match the number of papers reviewed, 
because in most cases several of them 
were applied on every article by the 
researchers. A group of 17 methods – 
either qualitative or quantitative – creates 
the first part of the list of Table 4, with 
Literature Review being the most 
frequently used, followed by Self-
Administered Survey (its basic tool is 
Questionnaire), and third comes a 
conceptual form of research. It is also 
important to underline that Literature 
Review and Self-Administered Survey are 
met in almost 7.5 out of 10 research 
papers. In the majority of the articles, 
there is a mixed approach of qualitative 
and quantitative methods in order for the 
authors to reach their research objective. 
In the second part of Table 4, there is a list 
of 15 techniques, with Descriptive 
Statistics (frequencies, cross-tabulations, 
chi-squares, t or z tests) and Reliability 
ranking first, with a large difference in 
absolute or relative numbers from the 
second Factor Analysis, which is met in 
about the 14% of all papers. Other modern 
techniques such as Structural Equation 
Modeling (SEM), Logistic (logit) 
Regression Analysis and Experimental 
Simulation are in a very limited degree, 
instead of their major potential in 
producing solid scientific results.  More 
than 36% of all research papers under 
study are based at least in Descriptive 
Statistics, and most of the total 418 papers 
make use of not only one statistical 
technique. Figures 5 and 6 present the 
percentages of literature that use a 
particular method or statistical technique 
with most of them counting on less than 
1%. 
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Table 4: Methods and Techniques and relative frequencies of usage (as of August 01, 2009). 

 

 
        

   SEARCH ENGINES  
RELATIVE 

FREQUENCY 
 

Methods & Techniques of 
Marketing Research Category Kind Emerald Scirus TOTAL 

Percentage of 
Usage 

Percentage  
to papers 

Literature Review Qualitative Method 63 99 162 28,77% 38,76% 
Self-Administered Survey Quantitative Method 82 68 150 26,64% 35,89% 
Narrative / Conceptual Qualitative Method 25 59 84 14,92% 20,10% 
In-Depth Interviews Qualitative Method 17 28 45 7,99% 10,77% 
Semi-Structured Interview Qualitative Method 25 17 42 7,46% 10,05% 
Case Study Quantitative Method 10 15 25 4,44% 5,98% 
Path Analysis Quantitative Method 12 7 19 3,37% 4,55% 
Content Analysis Qual/Quant Method 7 7 14 2,49% 3,35% 
Focus Groups Qualitative Method 7 3 10 1,78% 2,39% 
Participant Observation Qualitative Method 3 2 5 0,89% 1,20% 
Template Analysis Qualitative Method 1 0 1 0,18% 0,24% 
Root-Cause Analysis Qualitative Method 1 0 1 0,18% 0,24% 
Conjoint Analysis Qualitative Method 1 0 1 0,18% 0,24% 
Game Theory Quantitative Method 0 1 1 0,18% 0,24% 
Meta-Analysis Quantitative Method 0 1 1 0,18% 0,24% 
Tree Analysis Quantitative Method 0 1 1 0,18% 0,24% 
Time-Series Analysis Quantitative Method 0 1 1 0,18% 0,24% 

Methods Totals    254 309 563 100% 100% 
        
Descriptive Statistics and 
Reliability Quantitative Technique 83 69 152 43,30% 36,36% 
Factor Analysis Quantitative Technique 30 30 60 17,09% 14,35% 
Correlations Quantitative Technique 11 21 32 9,12%   7,66% 
Structural Equation Modelling Quantitative Technique 12 13 25 7,12%   5,98% 
Multiple Regression Analysis Quantitative Technique 11 9 20 5,70%   4,78% 
Ordinary Least-Squares Regression Quantitative Technique 9 5 14 3,99%   3,35% 
Principal Components Analysis Quantitative Technique 6 7 13 3,70%   3,11% 
Other Generalized Linear Models Quantitative Technique 1 11 12 3,42%   2,87% 
Cluster Analysis Quantitative Technique 3 3 6 1,71%   1,44% 
Logistic (Logit} Regression 
Analysis Quantitative Technique 0 6 6 1,71%   1,44% 
Hierarchical Regression Analysis Quantitative Technique 3 1 4 1,14%   0,96% 
Experimental Simulation Quantitative Technique 0 3 3 0,85%   0,72% 
Discriminant Analysis Quantitative Technique 1 1 2 0,57%   0,48% 
Partial Least Squares (PLS) Quantitative Technique 1 0 1 0,28%   0,24% 
Data envelopment analysis (DEA) Quantitative Technique 0 1 1 0,28%   0,24% 

Techniques Totals    171 180 351 100% 100% 
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Figure 5: Percentages of academic papers using one or several 
                methods for pursuing research interests. 
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Figure 6:    Percentages of academic papers using one or several 
                Techniques for pursuing research interests. 
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ABSTRACT 

 
The research on “Tourists’ Satisfaction towards Tourism Activities Management of 

Maesa Community, Pongyang Sub-district, Maerim District, Chiang Mai Province, 
Thailand” aimed to do the following:  1) to describe the tourism activities of Maesa 
community, 2) analyze the satisfaction of the tourists toward the tourism activities of 
Maesa community, 3) determine the relationship between personal and socio-economic 
characteristics of the tourists toward the satisfaction on the tourism activities, and 4) 
compare the tourism activities of Maesa community. The respondents of this research 
were tourists who visited all tourism activities in Maesa community during January-May, 
2010. Of the total number of 157 questionnaires distributed only 132 tourists (84.08%) 
filled up the questionnaire and were interviewed. Furthermore, 20 community leaders, 
lineage leaders, and members of Maesa community based tourism were interviewed. 
  

Data collection was conducted by questionnaire, interview and observation. The 
questionnaire was pre-tested for its content validity and reliability (  = 0.960). The data 
were analyzed by the Statistical Package for the Social Sciences: SPSS / PC+. 
  

Results of this research indicated that Maesa community was a Hmong community 
having four main tourism activities as follows: 1) activity on cultural center of Hmong 
tribe, 2) activity on homestay accommodations, 3) activity on batik cloth making and cloth 
embroidery, and 4) Activity on cultural performances of Hmong tribe.  All of these 
activities showed the integrity or identity of Hmong culture and where the tourists got 
more experience and enjoyment. This was observed from the result showing high level of 
tourists’ satisfaction on all four tourism activities. Hmong cultural learning center (Maesa 
community) as the center for local community participation where there are collections, 
donation, or lending of art pieces of Hmong culture and way of life is displayed. 
Homestay is a tourism activity where tourists learn more the culture and unique life styles 
of local people including historical background of Hmong or  Maew,  governance  system,  
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social system, rituals and beliefs, and traditions and culture etc. From the cloth and 
embroidered cloth activity tourists learn handicraft skills as well as the Yai Kan Chong 
cloth making. Lastly, Hmong cultural performance activities included playing traditional 
musical instruments playing, festival dancing and local music. 
 

The relationship between tourists’ demographic and socio-economic 
characteristics, and tourists’ satisfaction of tourism activities was that sex, age, 
educational attainment, main occupation, and annual gross family income were not related 
to tourists’ satisfaction of tourism activities. In case of comparison on the difference of 
tourists’ satisfaction level for all four tourism activities of Maesa community by F-test 
( =0.01) it was found that tourists’ satisfaction was significantly different in all of four 
tourism activities as shown by the descending level of satisfaction on the following 
tourism activities: 1) Hmong cultural center (Maesa community), 2) homestay, 3) batik 
and embroidered cloth handicraft, and 4) Hmong cultural activities. 
 
Key words: Tourists’ satisfaction, tourism activities management 
 
 
INTRODUCTION 
 

The Tourism Authority of Thailand 
and the Thailand Institute of Scientific and 
Technological Research (1997: 16-18) 
revealed that the most important goal of 
tourism development is the sustainable 
tourism development considering four 
items as follows: 

 
1. Should be undertaken within the 

scope of community capabilities, cultural 
traditions,  way of life that is involved 
with tourism 

2. Should be participated by the 
community and its people 

3. Should agree that all sections of 
the area are benefited economically fairly 
from the tourism 

4. Should lead the local people in the 
touristic area in achieving their goals 
 

Thus, it is can be seen that local 
wisdom or local culture can be important 
factors in the progress of the people 
socially and economically. Furthermore, 
the local wisdom can be the basic factor in 
the way of life since the Thai people are 
sensitive and analytical who can easily 
adjust to changes and most of all creative 
in producing new products. At present 

they have products produced locally for 
their own use and for selling. Thai 
souvenirs increase their value due to their 
artistic beauty that can bring income to the 
producers all over the country, including 
the central and local governments and of 
course the local tourist area. Producing 
local souvenirs can bring in income for the 
producers, sellers, and the quality of life of 
the locals are also improved or income 
generating at the grass roots level and in 
line with the government policies 
(Siriratsmee, 2006: 155) which conforms 
to Euawsriwong (1987) as cited in Sinth 
Sarobol et. al., (2003:42) which stated that 
cultural tourism in the community should 
be informative to the tourists and creative 
in tourism activities in order that it can 
financially beneficial to the local people 
and should not disturb the family status, 
roles and responsibilities. The local culture 
should be interrelated with the way of life 
and local wisdom. In another viewpoint, if 
the local culture is a product that is helpful 
to the tourist is asserting the Thai people 
as unique then it is a misunderstanding 
because if the way of life and local culture 
are used for tourism purpose more than for 
its preservation as a way of life then 
cultural preservation fails and denounce 
ownership of the culture. 
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Tourism management answers the 

needs of the tourists and provides services 
that give satisfaction and impression to the 
tourists and lead to making the tourists 
come back again or invite their friends and 
relatives to the tourist destination. As 
stated at first, when it is aimed for the 
satisfaction of tourist tourism management 
is operated by private tour operators 
wherein the some groups are interested 
only in their profits and not taking into 
consideration the environmental effects 
and cultural identity whereby Santisombat 
(2001:197) supported that some tribes 
such as Akha tribe (or long necks) were 
arrested and forced to move scrambled and 
do performances like a human zoo and 
Namsaeng (1993) cited in Sarobol et. al, 
(2003:43) found that this type of tourism 
management give rise to social, economic 
and political problems including ideology 
and ethics and big tour operators are 
interested only in self vested interests and 
not considering the effects on the local 
people in the tourist destination. 
   
 People living / found in Southeast 
Asia are composed of various hill tribes 
mix harmoniously for a long time but 
history “national fad” of Thailand does not 
accept the truth in the past and resulting to 
not knowing oneself and not knowing 
one’s neighbor or friend who has the same 
destiny/ fate in this part or region. The hill 
tribes or many tribes or forgotten tribes 
and different, backward or unprogressive, 
dirty, speak different languages. And 
when everything has changed tourism and 
progress came which Leepreecha (2005) 
stated  that globalization has caused 
changes in every society including the 
Hmong tribe that has also changed fast 
(civilized people) long history, beautiful, 
(civilization)way of life and traditions that 
are becoming unpopular which conforms 
to Sukhothaithamathirat University 
(2005:214) that stated that tourism has 
brought a negative impact to the economy 
of    the    community     such    as    biased  

 
development and dispersed economic 
opportunities, conflict  of interest in the 
community increase land value of the 
tourist destination area. In addition, 
Cheunroongroj (1994) cited in Thongma 
(2005: 41) stated that tourism has affected 
the society and culture by changing the 
way of living, cultural traditions, and 
values of the local people. Conflicts of 
interests between the local people and 
outsiders, problems of swindling the 
tourists, devaluing handicraft art, 
destroying cultural art pieces, sex trading, 
and drug trafficking arose due to influx of 
tourism. Furthermore, William (2002:28) 
has showed the report of the Office of 
Development Projects of the United 
Nations about human development in 
Thailand in 1996 that Thailand has 
experienced losses along with its 
economic progress that is cruel, without a 
future and fame, shifted income benefiting 
only the privileged few. Awareness 
towards the danger of unbalanced 
progress, unfair incomes, environmental 
degradation, when the people in the rural 
areas seek freedom of demonstration of 
their needs, worries, hardships in order to 
have part in the decision-making which 
directly affect survival especially what 
Wongkam (2003: 216) has said that “for 
self-reliance in any management process, 
if the goal is for the rural people or to 
achieve or come up with a decision, these 
people learned in a natural way from what 
they see and hear and cooperatively 
learning with one another.” 
  

Mae Sa community is a community 
where Hmong hill tribe together with 
Hmong Lai and Hmong Kao tribes live in 
the indigenous way especially their 
handicrafts, cloth weaving, clothing, hand 
woven cloth using natural fiber, 
embroidered cloth, silverware, basketry, 
unpolished rice production, play 
indigenous children’s games, top 
throwing, hill tribe wisdom, cultural 
traditions, customs passed on  to  succeed-  
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ing generations and preserving the hill 
tribe’s identity and way of life in the 
community for the succeeding generations 
to learn and study as well as to make 
known the culture to the tourists and 
support and extend rural tourism and also 
include a building of the Learning Center 
of Hmong Tribe Local Wisdom since the 
original Hmong tribe culture has 
deteriorated due to lack of attention and 
care. Nevertheless, the School of Tourism 
Development of Maejo University joined 
with the Social Development Center Unit 
13 of Chiang Mai in developing the 
Learning Center of Hmong Tribe Culture 
by collecting the documents stories and 
implements about the history and culture, 
way of life as well as the handicrafts of the 
hill tribes realizing their value and 
importance of the culture and identity of 
the hill tribes and the need to preserve 
these. Also the tourism activities by 
managed by the hill tribes can help 
preserve their culture and prevent 
deviation due to the behavior of the 
tourists since the succeeding generations 
can be easily influenced by the modern 
trends.  

 
Due to the mentioned reasons, the 

study on tourists’ satisfaction towards 
tourism activities management of Maesa 
community, will serve as information that 
support the beauty and value of the hill 
tribe culture until activities that do not 
satisfy the tourists can be changed or 
modified to be sustainable activities. 
Therefore, the research on “Tourists’ 
satisfaction towards tourism activities 
management of Maesa community, 
Pongyang sub-district, Mae Rim district, 
Chiang Mai province, Thailand,” had the 
following objectives: 1) to describe the 
tourism activities of Maesa community, 2) 
analyze the satisfaction of the tourists 
toward the tourism activities of Maesa 
community, 3) determine the relationship 
between personal and socio-economic  
characteristics  of  the  tourists  toward  the  

 
satisfaction on the tourism activities, and 
4) compare the tourism activities of Maesa  
community. 

 
CONCEPTUAL FRAMEWORK 

 
Rural tourism is traveling in a rural 

community that has a way of life, unique 
and creative identity for amusement and 
learning creative work and local wisdom 
as well as getting an understanding of the 
local culture following principles of 
tourism management and responsibility, 
consciousness in cultural heritage and 
environmental resources preservation. The 
local people have participatory roles in the 
sustainable tourism management which 
conforms to modern trend of tourism 
contrary to the negative impact of tourism 
but instead calling is mass tourism which 
has an effect to destruction of natural 
environment, society or local culture or 
tourist destination areas emphasizing on 
the goals where tourism creates or builds 
up familiarity with the local people, build 
understanding and getting involved or 
impressed with the culture in the locality. 
Thus, in this new form of tourism it does 
not only get the response to the needs or 
get satisfaction of the tourists toward the 
tourism activities that provide knowledge 
exchange of experiences especially local 
wisdom of the people in the tourist 
destination area that could lead to world 
peace through cooperation and 
understanding of peoples around the 
globe. Thus, this research emphasized on the 
satisfaction of the tourists toward the four 
tourism activities at Maesa community as 
follows: 1) cultural activities of the Hmong 
hill tribe, 2) homestay activities, 3) batik cloth 
making and embroidery, and 4) cultural 
performances. By seeking the relationships 
between variables which are the personal and 
socio-economic characteristics of the tourists 
to serve as the guideline in knowing the target 
markets or consumers and also compare levels 
of satisfaction of the tourists toward the 
tourism activities and come up with priorities 
in developing those activities as shown in the 
following conceptual framework: 
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Figure 1. Conceptual framework of the research 
 
 
HYPOTHESES 
 

1. The personal and socio-economic 
characteristics of the tourists have 
relationship with their satisfaction 
toward the tourism activities 
managed by Maesa community. 

2. Levels of satisfaction vary toward 
the management of each aspect of the 
tourism 

    activities.  
 

METHODOLOGY 
 
 The research on “Tourists’ 
satisfaction towards tourism activities 
management of Maesa community, 
Pongyang sub-district, Mae Rim district, 
Chiang Mai province, Thailand,” where 
the Maesa community has been developed 
into a tourist destination for the culture, 

farming, and way of life of the Hmong 
tribe.  A Cultural Center of Hmong Tribe 
has been established that contained 
cultural art pieces/supplies, pieces 
reflecting the good way of life of the 
community and its occupation including 
its historical background which has also 
received financial support (2009 budget) 
from the Social Development Center of 
Chiang Mai Unit 13. Furthermore, more 
support was given by the School of 
Tourism Development, Maejo University 
in terms of training programs and teaching 
the local people how to manage its quality 
tourist destination and certified as 
homestay standard of Thailand in the near 
future. Data of this research were obtained 
from the 132 tourists, who visited Maesa 
community in January to May, 2010. 
 
  

 
 
 
                                                                          
                              
 
 
                                                                   
 
 
 
                                                 
                                               
 
                               
 
 
 
 
 
 
 

 
 
 

 Independent 
variables 

Personal and 
socio-economic 
characteristics 
 
 Sex 
 Age 
 Education 
 Occupation 
 Income 

Relationship 

 Dependent variable 

Satisfaction toward 
management of tourism 

activities 

Activity on cultural 
center of Hmong 
tribe 

Activity on 
homestay 
accommodations 

Activity on batik 
cloth making and 
cloth embroidery 

Activity on cultural 
performances of 
Hmong tribe  

Comparison of satisfaction levels 
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Tool used in the data collection was 

from pre-tested for its objectivity 
interviews of leaders and elders and 
members of tourist clubs of Maesa 
community concerning tourism activities 
of Maesa community and a questionnaire 
used for interviewing the tourist’s 
satisfaction toward the tourism activities 
in Maesa community whereby the 
questionnaire was pre-tested for its 
reliability ( =0.960). Data from the 
questionnaires were analyzed by 
SPSS/PC+ program. 
 
   
RESULTS AND DISCUSSION 
 

The Maesa community is a Hmong 
tribe community that still maintains its 
cultural identity or its traditions from their 
forefathers nevertheless the results of this 
research found that the youth or the young 
men and women has diverted by following 
the ways of modern culture in their daily 
lives more and more which led to conflicts 
and gap between the old and new 
generations until visual changes have 
occurred such as the clothing of the 
Hmong tribe which is suitable for cold 
weather and not the hot climate at present.  
Advertisement through radio and TV 
programs, newspapers including the 
tourists contribute to the changing fashion 
tastes of the young people in Maesa 
community which cannot be prevented or 
stopped which conforms to Wongkam 
(2003: 172) stating that hill tribe 
communities are open to change of their 
way of life following the modern trend or 
appropriate in the present times. When a 
Hmong tribe person begins to wear jeans 
and T-shirt means the beginning of 
forgetting their old traditions and losing 
their confidence in the Hmong tribe 
costume and language. Furthermore, 
Santasombat (2004: 293-294) has 
mentioned that the issue has been taken 
for granted is that how has tourism 
affected the way of life, culture, sacred 
traditions   and   ethnic   identity.  Tourism  

 
may bring progress following the 
modernization theory emphasizing on 
progress, expansion, viewing that culture 
is an obstacle in development and not 
effect of development. Furthermore, in the 
past, the only elderly people in the 
community played tribal music while the 
young people who can speak Thai move to 
the city to work as hired labors to bring 
income to the community which created a 
cultural gap. 
  

In this research it has found that the 
tourists were highly satisfied toward the 
tourism activities in Maesa community 
namely on the following four activities: 1) 
Cultural Center of Hmong tribe (Maesa 
community), 2) homestay accommo-
dations, 3) batik cloth making, 
embroidery, and 4) Hmong tribe cultural 
performances. To summarize,   the tourists 
were very interested in the tourism 
activities in Maesa community due to their 
interest in conservation who seek activities 
that gave diverse experiences on 
environment, nature, local culture and way 
of life in the area, and consciousness in 
nature preservation (Chaegiwong et. al., 
2005: 105). Furthermore, Suwanpimol 
(2005: 184) added that the behavior of the 
tourists is an important item of study as 
well as their basic needs and expectations, 
selling strategy, their intentions, likes, 
dislikes, personality of each tourist group, 
country that keep on changing. The 
behavior of the tourists is a process of 
decision making by an individual or group 
in buying services including ways of 
buying and using services from the 
available market. Tourism starts from a 
process of knowing, liking or disliking 
intentions all the way until various 
external factors such as marital status of 
the tourist, family, society, and 
environment having an effect on the 
various behaviors of the tourists. 
 
 
 
 

  RESULTS AND DISCUSSIONS
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RECOMMENDATIONS 
 

Results of this research generated 
logical knowledge in holding the theory or 
concept about the satisfaction of tourists 
toward tourism activities in a rural 
community where the outcome of the 
research are suggestions to those involved 
or at risk at Maesa community until those 
with roles and duties in making the 
policies or work plan until development 
projects in Maesa community as follows: 
 
1. Chairman and committee of the 
tourist clubs in Maesa community should 
improve and develop the cultural 
performances of the Hmong tribe should 
as a series of steps and systematic manner 
of presentation and there should be a 
master of ceremony or emcee who 
explains the background and importance 
of the cultural number.  Furthermore, the 
performers should pass on the skills to the 
succeeding generations or the youth by 
allowing them to participate in the 
performance since results of the research 
found that only the elderly people in the 
community performed the various cultural 
numbers such as knives dance, play wind 
instrument, dancing, and indigenous 
costumes of the tribes. Thus, the Chairman 
and committee members should encourage 
and motivate to form a group of young 
people in preserving and reviving the 
cultural traditions of the Hmong tribe and 
have role in giving services and doing 
cultural performances for the tourists. 

 
2. Management of the tourism activities 
in Maesa community still lacked a 
coordinator for the tour operators and 
other agencies to attract tourists and the 
tourists club in Maesa community should 
delegate one member to tackle this job of 
promoting the tourism activities in the 
community. Usually, the tourism 
professors from Maejo and Chiang Mai 
universities serve as coordinators bringing 
their students to the community to conduct 
studies    and    improving     the    tourism  

 
activities to be acceptable and appreciated 
by the tourists especially the Cultural 
Center of the Hmong tribe. Therefore, the 
chairman and members of the tourist club 
should make a good promotion strategy 
for advertising the tourism activities in 
Maesa community.  
 
3. Tourism activities inside the Maesa 
community still lacked a spokesman who 
can explain efficiently since it needs a 
small number of capable tourist guides 
who cannot be available at all times. Thus, 
the chairman and committee should find 
young volunteers who have the 
personalities and capabilities of tour 
guiding and coordinate with universities 
that can train the young people in tourist 
guiding. 
 
4. Chairman and committee members of 
tourist clubs of Maesa community should 
cooperate in considering solving the 
problems on conflicts among the people in 
the community especially in using the 
tourism resources together including the 
cultural center of the Hmong tribe, 
homestay accommodations, management 
of the homestay and salaries of those 
involved in the tourism activities.  

 
5. Chairman and committee members of 
tourist clubs should have meetings with 
leaders and people in the community in 
making rules and regulations for the 
tourists to follow to preserve the culture 
and traditions in the community which 
should posted in places in the community 
especially in the homestay areas. 
Furthermore, owners of the homestay 
should post the owners of the homestay 
and advertise the homestay for the tourists 
and thus the people in the community 
should make regulations and a team in 
maintaining the security and safety of the 
tourists 

 
6. Administrators of the government 
sectors responsible for the Maesa 
community especially the  Director  of  the  
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7. Social Development Center unit 13 
Chiang Mai and the Director of Maesamai 
Royal Development Center should give 
importance or attention to this research 
especially the satisfaction on the four 
tourism activities since although the 
tourists were highly satisfied with the said 
activities, the administrators of the said 
two agencies should support and promote 
the human development programs for the 
people in the community in giving quality 
services to the local tourists and foreign 
tourists in the future. Thus, the two 
government agencies should formulate 
policies in planning and development 
projects that include tourism that can bring 
income from the agricultural products and 
added value to the local handicrafts and 
culture of the Maesa community. 
 
Suggestions and recommendations for 
future researches 
 

1) This research studied in the 
satisfaction from the tourists which is 
comparable to as guests or one side only 
but tourism industry to be sustainable 
should be viewed from both sides that is 
the hosts and the guests paired together 
and seek the suitable point between the 
two sides. Therefore, further research 
should consider the satisfaction toward the 
people in Maesa community which will 
make development and rural tourism 
business can lead toward sustainable 
community development. 
 

2) The tourism activities studied in 
this research emphasized on four tourism 
activities only but in Maesa community 
more diverse tourism activities can still be 
developed especially the nature and 
chronicles of various beliefs in which in 
further researches other items can be 
developed as tourist destinations  which 
can bring satisfaction and impression to 
the tourists 
 

3) This research studied the Maesa 
community at Pongyang sub-district,  Mae  

 
Rim district, Chiang Mai province which 
is very specific and thus researchers can 
study other places with other hill tribes 
and can be compared and find their unique 
selling attributes and build a network on 
rural tourism or hill tribe tourism with 
local and international standards 
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ABSTRACT 

 
The growth of tourism has generated two distinctive flows of migration, labour 

migration and consumption-led migration.  In 2005, the South Koreans became the 
Philippines’ top Asian tourists market, displacing the Japanese from the number one spot. 
Because of South Korea's rapid economic expansion, an increasing number of its citizens 
reside abroad on a temporary basis as business executives, technical personnel, foreign 
students, and construction workers. The rising presence of South Korean tourists has been 
observed in the Philippines.  Korean-owned restaurants, churches, travel agencies and 
schools sprouted everywhere in such a short period of time to keep up with the needs and 
wants of these travelers.  A lot of South Koreans choose to take up residency in the 
Philippines.  The Philippines accommodates this influx of tourists because they help boost 
the economy.  Using secondary data analysis and personal interviews, the paper examines 
the growing tourism and migration flows of South Koreans to the Philippines and 
determine the different types of flows observed based on their travel patterns and principal 
motivating factors for travel and eventual migration to the Philippines.  The migration 
flows of South Koreans to the Philippines seemed to be more of migration to establish 
small-scale businesses serving the expanding South Korean tourist market of the 
Philippines.  There has been an increase in the scale of tourism-related migration of South 
Koreans to the Philippines. This trend is starting to yield a series of social, cultural, 
economic and political issues for the individual migrants, for the host communities, for 
local and national governments.  Given the limited degree of understanding and research 
on the interrelationships of tourism and migration in the Philippines, it is deemed 
important to pursue further research on this emerging trend. 
 
 
Key words:  Tourism and migration, South Koreans in Philippines, South Korean 
outbound travels 
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INTRODUCTION 
 
 As disposable income and leisure time 
increased in developed countries, tourism 
continued to expand faster than average 
world economic growth.  The exceptional 
growth of tourism over the last 50 years 
has been considered as one of the most 
remarkable economic and social pheno-
mena of the 21st century.  Capitalizing on 
these enormous potentials of tourism, the 
Philippine government embarked on 
tourism development as a major economic 
thrust.  To keep pace with globalization, 
tourism was placed in the government’s 
national agenda with the adoption of the 
Philippine Tourism Master Plan as the 
blueprint for tourism development.   

 
Tourism performance was highly 

dependent on the peace and political 
stability of the country.  The US and Japan 
have been the leading sources of 
international visitors to the Philippines for 
the past decade until 2005.  In 2005, South 
Korea displaced Japan as the second major 
source of tourists for the Philippines.  
After the first two months of 2006, South 
Korea became the leading source of 
international visitors to the country 
displacing the US in the number one 
position. 
 
      The Philippines is witnessing a 
continuous influx of South Koreans and 
the rising presence of South Koreans can 
no longer be ignored.  A proliferation of 
Korean restaurants, shops, churches, travel 
agencies and schools can be observed in 
many commercial areas of the country.  In 
addition, Korean towns have been 
sprouting all over the country as a number 
of these tourists have chosen to take up 
residency in the country. 
 
      Recent studies of tourism have argued 
that “many forms of migration generate 
tourism flows” (Boyer, 1995; Cohen, 
1996; Coughlan, 1992, as cited in Feng 
and Page, 2000:250) and “tourism can be 

seen as a pre-immigration facilitator” 
(Oigenblick and Kirschenbaum, 2002). 
“Tourism has a close relationship with 
migration: tourism can generate permanent 
migration, and in turn, permanent 
migration can generate a demand for 
tourism, particularly for the purpose of 
visiting friends and relatives” (Feng and 
Page, 2000:246). 
 
      In an attempt to understand the 
dynamics of tourism, migration, and 
immigration, this paper explores the 
growing tourism and migration flows of 
South Koreans to the Philippines and 
determine the different types of flows 
observed based on their travel patterns and 
principal motivating factors for travel and 
eventual migration to the Philippines. 
 

To accomplish the objectives of this 
paper, secondary data analysis was 
performed on tourism statistics obtained 
from the Philippine Department of 
Tourism (DOT) and the Korea National 
Tourism Organization (KNTO).  In 
addition, personal interviews of South 
Koreans residing in Angeles City, 
Pampanga, Philippines (a city with a 
growing number of Korean residents and 
tourists) were conducted to obtain primary 
data regarding the reasons for migration. 
 

The paper is organized as follows:  
First, a general description of the South 
Korean tourists in the Philippines is 
presented followed by a discussion on the 
emergence of the South Korean residents.  
Finally, the tourism-migration-
immigration interrelationships of the 
South Korean residents in the Philippines 
are explored and analyzed.  
  
 

South Korean Tourists in the 
Philippines 

 
After the introduction of open policy 

for overseas travel, the world has seen a 
noticeable growth in the number of South  

  RESULTS AND DISCUSSIONS
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Korean outbound travelers since the late 
1980’s.  The history of Korean overseas 
travel witnesses the liberalization of 
tourism step by step.  Korean citizens have 
been restricted to travel into foreign 
countries until the 1970s because of 
chronic trade deficits and existing political 
and social circumstances.  The first 
attempt to allow citizens to gradually 
travel abroad was in January 1983 when 
the South Korean government allowed 
elderly citizens to travel abroad.  In the 
late 1980s, the government extended 
permission to overseas travel – (a) citizens 
over 45 years of age were allowed to 
travel beginning September 1987; and (b) 
citizens 40 years of age were allowed to 
travel in January 1988.  Travel was com-
pletely liberalized to all South Koreans 
with the abolition of the age restriction in 
January 1998.  With the enforcement of 
the new open policy, the travel and 
tourism increased rapidly in South Korea. 
 

 
The South Korean outbound market 

has been growing at an average of 20% 
annually since 1990 (see Table 1).  The 
continued growth can be attributed to the 
following factors: (1) South Korea’s 
economy is the 13th biggest economy in 
the world and has one of the world’s 
highest GDP growth rates; (2) the law 
limiting overseas spending has been 
abolished; and (3) the 5 working days per 
week system was introduced (South Korea 
Market Guide).  Korean outbound tourism 
continues to grow and has reached 10 
million travelers in 2005. 
 

The total number of South Korean 
overseas travelers to Asian destinations 
has been on the increase (see Table 2).  
South Koreans are traveling overseas 
primarily for pleasure and particularly 
prefer neighboring countries in Asia 
because the close proximity of these 
countries to Korea translates to cheaper 
fares and shorter travel time.   

 
 
Table 1.  South Korean Departures, 1987 to 2004 
 

Year 
South Korean 

Departures 
(Number) 

Year 
South Korean 

Departures 
(Number) 

1987 510,538 (12.2) 1996 4,649,251 (21.7) 
1988 725,176 (42.0) 1997 4,542,159 (-2.3) 
1989 1,213,112 (67.3) 1998 3,066,926(-32.5) 
1990 1,560,923 (28.7) 1999 4,341,546 (41.6) 
1991 1,856,018 (18.9) 2000 5,508,242 (26.9) 
1992 2,043,299 (10.1) 2001 6,084,476 (10.5) 
1993 2,419,930 (18.4) 2002 7,123,407 (17.1) 
1994 3,154,326 (30.3) 2003 7,086,323(-0.5) 
1995 3,818,740 (21.1) 2004 8,825,585 (24.5) 
1996 4,649,251 (21.7) 2005 10,077,000 (14.18) 

Source: KNTO 
 
 
 
 
 



98

International Journal of Asian Tourism Management             ISSN: 1906-8654 
Vol. 2 (1) 94-104, April, 2011 
Exploring Tourism: Migration-Immigration Relationships:  
The South Koreans in the Philippines                        M. M. Mena 

 

 
Table 2. South Korean Departures By Destination and Purpose, 2004 
 
Destination Total Pleasure Business VFR Official Convention Others 
Asia 6,245,177 3,779,993 1,607,970 464,762 18,813 46,415 327,224 
Japan 1,569,175 882,789 346,045 192,197 4,348 22,661 121,135 
Taiwan 134,734 64,717 52,970 8,932 265 1,492 6,358 
Hong Kong 305,351 173,233 101,786 18,632 452 2,175 9,073 
Thailand 754,093 666,673 49,378 19,030 780 3,063 15,169 
Malaysia 83,200 51,155 20,018 5,809 276 1,140 4,802 
Philippines 377,217 303,564 31,150 24,247 420 1,024 16,812 
Indonesia 124,828 81,198 27,203 10,335 319 526 5,247 
Singapore 189,949 137,546 32,402 9,288 825 2,067 7,821 
Brunei 699 529 75 31 8 20 36 
Vietnam 203,300 138,687 46,762 10,259 616 872 6,104 
India 31,471 15,441 10,943 1,553 256 431 2,847 
Mongolia 23,979 14,535 4,703 2,754 195 241 1,551 
China 2,334,781 1,191,691 853,094 154,511 4,099 9,726 121,660 
Middle East 78,755 37,246 23,460 5,185 5,535 706 6,623 
Others 33,645 20,989 7,981 1,999 419 271 1,986 
Source: KNTO 
 
 

The top 10 destinations of the South 
Koreans for the years 2004 and 2005 are 
presented in Table 3.  In 2005, the most 
frequently visited countries were China, 
Japan, USA, Thailand and Philippines.  
Vietnam (24.1%), Philippines (21.3%) and 
China (21.1%) reflected the highest 
growth rate in the number South Korean 
visitors in 2005. 
 

Recognizing the big potentials of the 
South Korean travel market, the Philippine 
Department of Tourism (DOT) launched 
promotional programs to encourage more 
South Koreans to visit the country.  DOT 
participated in the 18th Korea World 
Travel Fair (KOTFA) held in Seoul on 
June 2005 to introduce and promote the 
Philippines’ new ambitious marketing 
scheme with the new slogan: “More than 
the usual warmth, feel the Philippines”.  
This is to entice the South Koreans to 
come and explore the Philippines, not just 

during their winter season but all 
throughout the year. 
 

The Philippine marketing team came 
up with prospective products like various 
tour packages ranging from day trips to 
five-day programs for different market 
segments like (1) families, to be able to 
enjoy a full Filipino experience like sight-
seeing, beach holidays and shopping; and 
(2) honeymooners to be able to enjoy 
romantic and unforgettable vacations on 
the romantic tourist destinations in the 
Philippines.  The country also tried to 
capture the Koreans interests by offering 
packages that allow them to relax and just 
play golf on the country’s golf courses.  
One of the most unique programs of DOT 
is the English as a Second Language Tours 
(ESL) designed for the South Koreans 
who want to study English in a foreign 
place.   
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Table 3.  Top 10 Destinations of South Koreans, 2004 & 2005    
 

Country 2005 2004 Growth rate (%) Market share 
China  2,960,642 2,334,781 21.1 29.38 
Japan  1,739,424 1,569,176 9.7 17.26 
USA 665.181 627.575 5.6 6.6 
Thailand  661.779 754.093 -13.9 6.57 
Philippines  481.397 378.602 21.3 4.78 
Hong Kong  334.393 305.351 8.7 3.42 
Vietnam  268.110 189,949 9.5 2.08 
Australia  198.088 172.265 13.0 1.97 
Germany  141.606 141.854 0.17 1.41 
Source: KNTO 
 
Table 4. Top Travel Market of the Philippines January-December 2005 
 

Country Jan-Dec 2005 % Share Jan-Dec 2001 % Growth rate 
USA 528,493 20.1 478,091 10.5 
Korea  489,465 18.7 378,602 29.3 
Japan  415,456 15.8 382,307 8.7 
Taiwan  122,946 4.7 115,182 6.7 
China  107,456 4.1 39,581 171.5 
Hong Kong 107,195 4.1 162,381 -34.0 
Australia  96,465 3.7 89,175 8.2 
Canada  72,853 2.8 64,537 12.9 
Singapore  69,435 2.6 60,254 15.2 
UK 63,002 2.4 56,770 11.0 
Germany 50,411 1.9 45,092 11.8 
Malaysia  43,059 1.6 34,170 26.0 
Source:  DOT 
 

These programs were directed to the 
fulfillment of DOT’s aim to attract half a 
million Korean tourists by the end of 2005 
and surpass Thailand as the top Korean 
destination in South East Asia.  By end of 
2005, the Philippines attracted 485, 465 
Korean tourists (see Table 4). 
 

A survey conducted by LG Ad CPR 
in 2004 revealed that the primary reasons 
of the South Koreans for visiting the 
Philippines were for relaxation and 
vacation (21%), learning the culture 
(18%), business (15%), honeymoon 
(15%), pilgrimage (15%), special 
interest/leisure (6%), visit friends and 
relatives (3%), backpacking (3%). 
 

The demographic profile of the South 
Korean overseas travelers to the 
Philippines, according to KNTO, is as 

follows: (1) predominantly from the age 
groups 21-30 and 31-40 years; (2) six out 
of ten are males; and (3) majority with 
occupation as office workers, professors, 
students and retirees. 
 

South Korean Residents in the 
Philippines 

 
Large-scale emigration from Korea 

began around 1904 and continued until the 
end of World War II.  Most emigrated for 
economic reasons; employment opport-
unities were scarce, and many Korean 
farmers lost their land after the Japanese 
introduced a system of land registration 
and private land tenure, imposed higher 
land taxes, and promoted the growth of an 
absentee landlord class charging exorbit-
ant rents (Park, 2004).  
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By the end of 1988 there were over 2 

million South Korean overseas residents. 
North America was the preferred desti-
nation, as the choice of over 1.2 million. 
Korean immigrants in the United States 
and Canada gained a reputation for hard 
work and economic success. South 
Koreans also were overseas residents of 
Japan (at least 680,000), Central America 
and South America (85,000), the Middle 
East (62,000), Western Europe (40,000), 
other Asian countries (27,000), and Africa 
(25,000).  A limited number of South 
Korean government-sponsored migrants 
settled in Chile, Argentina, and other Latin 
American countries.   According to gov-
ernment surveys of emigrants, the most 
popular destination countries are the US 
(28.4 percent), followed by China (16.8 
percent), Japan (12.6 percent), Canada 
(10.0 percent), and Australia (5.1 percent).  
Because of South Korea's rapid economic 
expansion, an increasing number of its 
citizens reside abroad on a temporary basis 
as business executives, technical person-
nel, foreign students, and construction 
workers. A small number of overseas 
South Koreans had migrated  
 

 
back to South Korea primarily because of 
the improved economic conditions and the 
difficulties in adjusting to living abroad 
(Koreans Living Abroad). 
  

At the turn of the millennium, the 
Philippines became witness to a new 
trend: the hallyu or the Korean wave 
which is a term coined to identify the 
rising interest of Asian countries with 
Korean pop culture especially concerning 
its dramas, movies and music.  The 
number of Korean tourists and migrants in 
the country continued to increase, mainly 
because of the stability in South Korea’s 
economy, which gave their citizens a 
bigger disposable income, and the 
Koreans’ growing desire to learn English.  
The Philippines became a favorite 
destination, mainly because of its close 
proximity to South Korea and its attractive 
and inexpensive offerings in learning 
English.  Several Korean communities 
developed in major cities and tourist 
destinations in the country.  Table 5 
presents the estimate number of South 
Koreans residing in the Philippines as of 
2005 recorded by the United Korean 
Community Association. 

 
       Table 5.  South Korean Residing in the Philippines (2005) 
 

 
Region / City 

 
Population 
 

  
Region / City 

 
Population 

Makati 9600  Negros 1200 
Quezon City 6000  Rizal 1200 
Paranaque 6000  Antipolo 600 
Cebu 5000  Laguna 600 
Baguio 4800  Bataan 600 
Manila 4800  Davao 600 
Dasmarinas 2500  Alabang 500 
Iloilo 2500  Cavite 500 
Pasay 2300  Subic 300 
Angeles City 1200  Batangas 200 
Pasig 1200  Lucena 150 
San Juan 1200    
TOTAL:  53,550 

         Source: United Korean Community Association, 2005 
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One of the Philippines’ known 

destinations, Angeles City, now serves as 
home to almost 1,200 Korean nationals.  
Angeles City known as the "entertainment 
city" of Central Luzon, Philippines and the 
former home of the biggest American 
Base lies in a threshold of change after 
being severely affected by the Base pull 
out brought about the great eruption of Mt. 
Pinatubo 1991.  Many business invest-
ments, both by Filipinos and Koreans 
alike, have sprouted all over the city.  
Korean restaurants, spas, hotels, travel 
agencies, schools and churches are set up 
to cater to the growing number of Korean 
population in the area.  There are currently 
around three Korean restaurants, four 
travel agencies, two big English schools 
for foreigners, two Korean grocery stores, 
Korean karaoke bars, Korean owned 
hotels and Church of Love with a Korean 
missionary in the city.  In addition, there 
are a good number of trading establish-
ments, Korean surplus shops and small 
Internet cafes also catering to the needs of 
the Korean nationals residing or visiting 
the city. 
 

“The first Korean tourists who arrived 
in Angeles City are those who wanted to 
escape the winter in Korea and play 
golf.”(Mr. Mun Yong Choi, a staff of the 
United Korean Community Association in 
Central Luzon, Philippines).  Seeing that 
the Philippines, particularly Angeles City 
is a developing site, the Korean tourists 
established networks in the city and 
scouted the place for business opport-
unities and eventually became the first 
Korean residents in the community.  The 
business-minded tourists started the 
Korean community in Angeles City.  
 

Since foreigners cannot fully own 
properties here in the Philippines, Korean 
tourists who wanted to stay in Angeles 
City for a longer period of time rented 
apartment buildings or houses in sub-
divisions where they can settle with a 
close-knit Korean community.  Carmen-

ville and Timog Park are two subdivisions 
in Angeles City with a big number of 
Korean residents.  As of December 2005, 
Carmenville currently leases 99 houses to 
Koreans, about 5% of the more than 600 
houses in the area.  Timog Park, on the 
other hand, has a bigger percentage, about 
35% of the total number of houses.  On the 
other hand, there are a number of Koreans 
spread out all over the city.  They attend 
schools, go to churches and go out with 
their fellow Koreans.   
 

Over the years, a lot of the Korean 
residents go back to Korea and encouraged 
other Koreans to put up businesses in the 
city or talked about the Philippines’ tourist 
attractions or the good schools for their 
children.  The Koreans find the Philip-
pines a cheaper place to live in as compare 
to Korea.  Many of the businessmen who 
stayed in the city eventually asked their 
families to follow with the belief that their 
children would have better chances of 
finishing education in the Philippines than 
in Korea. 
 

Because of positive word of mouth, 
many Koreans followed the footsteps of 
the first tourists in Angeles City who 
decided to reside in the city.  Seeing that 
the worth of their won is higher in the 
Philippines than in Korea, an increasing 
number of Koreans ventured into busi-
nesses, sent their children into Philippine 
schools, and got involved in missionary 
work. 
 

The Koreans were also encouraged to 
take up residency in the Philippines 
because of the presence of various Korean 
communities in the country.  Koreans are 
known to keep to their own group, with 
limited interaction with non-Koreans.  A 
lot of the undecided Koreans were 
reassured knowing that there’s already a 
Korean community in the place they 
intend to reside. 
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An increasing number of Korean 

businessmen ventured in manufacturing, 
trading and tourism industries inside Clark 
Special Economic Zone (CSEZ).  In 
addition, churches were built by Korean 
missionaries in order to spread their faith 
not only to Koreans but also to Filipinos.  
In their free time, these Korean residents 
travel around the Philippines, visiting 
popular tourist destinations like Baguio, 
Tagaytay, Boracay, Cebu and Bohol.  The 
students, though busy during the weekdays 
with school and other activities, help out 
in their churches during worship services.   
 

The Koreans are particularly attracted 
by the Filipino’s hospitality.  Prior to their 
migration in the Philippines, they are 
already aware of this special characteristic.  
Aside for being hospitable, the Koreans 
perceive the Filipinos as kind, patient and 
happy people.  Unlike the Koreans who 
are quick-tempered, the Filipinos are 
blessed with more patience with people 
and things.  Though the interactions with 
Filipinos are often limited to school, 
workplaces and churches, mainly because 
of the language and culture barrier, the 
Koreans still enjoy the Filipino company.    
 

The cost of living in the Philippines 
and the pressure in workplaces are 
relatively lower than that in Korea.  This is 
another reason why the Koreans preferred 
living in the Philippines.  They lead a 
more relaxed and less hectic lifestyle in 
the Philippines and spend more time with 
families and friends. 
 

The Philippines is also a haven to 
students who are learning English. The 
Koreans find the schools in the Philippines 
as good, inexpensive and relatively near 
Korea so they can easily go back to Korea 
for vacations.   
 

The Korean residents in the 
Philippines have their families and their 
future endeavors in mind when they 
decided to migrate in the Philippines.  

 
They wanted to have a brighter future and 
a more comfortable life, even if it means 
staying in a different country and starting 
over.  They believed they are able to have 
this comfortable life and bright future in 
the Philippines. 

 
Tourism-Migration-Immigration 
Relationships 

 
“Migration remains, in different 

forms, a time-honoured strategy of moving 
from a poor area to a richer one, at home 
or overseas, in search of social and 
economic mobility” (Iredale et. al., 
1996:63).  Migration decisions are often 
shaped within a family context: migrants 
leave to meet certain family expectations, 
one of which is financial support for the 
family.  Overall, migration is directed at 
improving both the living standards of 
those who remain at home and the lifestyle 
and income of the migrants (Iredale et. al., 
1996).  Tourism can be viewed as a form 
of a temporary international migration and 
can be seen as a pre-immigration 
facilitator (Oigenblick and Kirschenbaum, 
2002).   
 

Williams and Hall (2000) considered 
tourism as a form of migration and it has 
generated two distinctive flows of 
migration.  First, there is labour migration 
to provide the services demanded by 
tourists and generally assuming one of the 
following three forms:   
 
 Unskilled labour to provide consumer 

and collective services at relatively 
low costs, which are essential for the 
competitiveness of resorts operating 
in highly competitive cost-led 
markets.  

 Skilled managerial workers providing 
specialist skills that may not be 
available in the local labour market; 
intra-company labour transfers often 
structure their mobility.  
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 Migration to establish small-scale 

businesses, often serving niche 
markets (typically expatriate ones), 
and or being motivated by life style 
considerations.  

 
The migration flows of South Koreans 

to the Philippines seemed to be more of 
migration to establish small-scale 
businesses serving the expanding South 
Korean tourist market of the Philippines. 
 

Williams and Hall (2000) further 
stated “consumption-led migration sy-
stems may develop symbiotic relation-
ships with tourism flows, as part of the re-
definition of the practices of consumption” 
and some of the main components of 
consumption-led migration are:  
 
 Investment in second homes;   
 The growth of seasonal migration;  
 Permanent migration which typically 

occurs at the retirement or early 
retirement stage of the life course; and  

 Non-tourism led migration where the 
migrants are attracted by the quality 
of life in the destination area but are 
economically engaged in metropolitan 
economies to which they are linked by 
tele-working arrangements or some 
form of long distance commuting.  

 
These identified main components of 

the consumption-led migration systems are 
already evident in the case of the South 
Korean residents in the Philippines.   
 

Williams and Hall (2002) suggested 
the stages in the evolution of tourism-
migration relationships and is depicted in 
Figure 1.  Based on this idealized model of 
the different flows of tourist, consumption 
(or lifestyle) migrants and labour migrants, 
it seems that the tourism-migration-
immigration nexus of South Koreans in 
the Philippines is already in Phase IV. 
 

 CONCLUSIONS AND 
 RECOMMENDATIONS

 
There has been an increase in the scale 

of tourism-related migration of South 
Koreans to the Philippines. This trend is 
starting to yield a series of social, cultural, 
economic and political issues for the 
individual migrants, for the host com-
munities, for local and national govern-
ments.  Given the limited degree of under-
standing and research on the inter-
relationships of tourism and migration in 
the Philippines, it is deemed important to 
develop a new research agenda.  For future 
research, it would be interesting to ex-
amine the following issues related to 
South Korean in-migration to the Philip- 
pines: 
 
 The economic contributions and 

impacts of the redistribution of 
consumer expenditure and incomes in 
Korean communities in the Philip-
pines; 

 The re-organisation of labour markets;  
 The recasting of host-guest relation-

ships; 
 The demands on the collective 

services provided by local and 
national governments; 

 The implications of tourism-related 
migration on the physical environ- 
ment;  

 The role of tourism-related migration 
in regional development, particularly 
with respect to innovation and entre-
preneurship practices in rural regions; 
and  

 Issues of tourism-related migration 
within the context of sustainable dev-
elopment.  
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Phase II 
 
 
 
Phase III 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Phase IV 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 1.  Stages in the evolution of tourism-migration relationships 
                 (Source: Williams and Hall 2002) 
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typed in one paragraph and limited to maximum of 250 words. It should not 
contain formulas, references or abbreviations.  
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Authors should include Abbreviations and Nomenclature listings when 
necessary.  
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