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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 confl icts, 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 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 fi nd 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 fourth volume (number 1) that publishes original research papers, invited review 
articles and short communications (scientifi c publications) including research papers as follows:
1) Investigating the Key Factors for Employees’ Support for Performance Appraisal, 2) The Factors 
that Infl uence the Effectiveness of Training Program and its Consequent Impact on Employees’ 
Performance, 3) Goral Ecology and Conservation for Community-Based Ecotourism in Northern 
Thailand, 4) The Effect of Diver Postures upon the Homeostasis of Body Temperature, 5) Tourists’ 
Destination Image of and Behavioral Intention to Kinmen, 6) A Study on Factor Infl uencing the 
Itinerary Planning of Tourism Industry Administrators, 7) Assessment of Leisure Motives and 
Experiential Activity Preference of Farm Tourists for the Development of Leisure Agriculture, 
8) Untangling the Psychology of Spillover Failure in Tourist Behaviors of Environmental Consumers 
and 9) The Effects of Price Promotions Type of Travel Products on Consumers’ Expected Future 
Price, Perceived Value and Buying Intention.
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ABSTRACT 

This research aims to identify how to improve employees’ performance through performance 
appraisal for F&B area of hotel. A survey instrument was used to obtain data employees who work 
in F&B department at Hampton Inn in Joplin. All the surveys were conducted in Hampton Inn in 
October 2002. The result indicates that “helpfulness of PA” is the stronger contributor that encourages 
employees to support the system. Furthermore, the result suggests that “Helpfulness of PA” and 
“Objectivity of PA” are different dimensions, but a part of the two dimensions are overlapped. 

Keywords: Performance appraisal, Helpfulness, Objectivity

INTRODUCTION 

Most organizations are growing more and 
more dependent upon formal performance 
reviews before making personnel decisions 
especially in F&B area of the hotel. Using formal 
evaluation systems can help to avoid confl ict 
with equal employment opportunity laws if they 
can justify their decisions with valid and 
standardized appraisal. More importantly, they 
know that well-developed appraisal systems 
increase the probability that they will retain, 
motivate, and promote productive people. 

Yet many appraisal systems are being 
severely criticized from all sides (e.g. Schoorman, 
1988). Managers find them troublesome, 
particularly when they have to criticize an 

employee personally and put the criticism in 
writing. Employees charge that the appraisals 
are often too subjective, and the federal courts 
frequently agree with them. Most disappointing 
of all, many executives themselves realize that 
existing performance appraisal systems do not 
necessarily bring about a positive change in their 
employees’ behavior unless certain steps were 
taken (Vasset, Marnburg & Furunes, 2011). 

In short, performance appraisal systems 
are a lot like seat belts. Most people believe they 
are necessary, but they don’t like to use them. 
As a result, appraisal systems are often used 
reluctantly to satisfy the formal requirement 
of an organization. This paper will address 
the effectiveness of performance appraisal in 
F&B area of hotel and discuss the effectiveness 
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of performance appraisal will improve the 
employees’ performance.

Performance appraisal can play a key role 
in bringing about and maintaining satisfactory 
performance on the part of an individual 
employee in the following ways. First, it 
provides a means of measuring the employee’s 
effectiveness on the job. Second, it identifi es 
areas where the employee is in need of training. 
Third, it maintains a high level of motivation 
through feedback and the setting of specifi c 
goals on the basis of this feedback. In this paper, 
I would like to discuss and explore how to make 
performance appraisal effective in F&B area.

LITERATURE REVIEW

There are three critical requirements of 
appraisal instruments that they be based on a job 
analysis and that, once developed, they provide 
reliable and valid measures of an employee’s 
performance. In addition, performance appraisal 
instruments must be practical and standardized. 

Performance appraisal is designed based on 
job analysis that identifi es the behaviors critical 
to fulfi lling responsibilities, duties, and task 
requirements. Reliability of measure is required 
to ensure the consistency of measurement. Three 
ways of determining the reliability of performance 
appraisals are test-retest, inter-observer, and 
internal consistency (Latham & Wexley, 1981). 
Reliability is important because it can set the 
upper limit on validity. Validity refers to the 
extent to which the appraisal provides an 
accurate measure of what it was designed to 
measure. Three aspects of validity are content, 
predictive, and construct validity. Practicality is 
also a key feature of performance appraisal, 
which refers to the ease of administering the 
appraisal instrument. Standardization is another 
important element in performance appraisal, 
which refers to minimizing differences in 
administering and scoring the appraisal 
instruments (Henderson, 1984).

Trait-based appraisal instruments are 
seldom developed from a job analysis and, more 
importantly, do not specify to employees what 
is explicitly required behaviorally of them on 
the job. For this reason trait-based instruments 
are generally frowned upon by the courts. A job 
analysis approach that makes explicit the 
behaviors that employees must engage in to be 
effective on the job is the critical incident 
technique. 

Many researchers provide guide-lines for 
designing performance appraisal. For example, 
Latham and Wexley (1981) proposed a few 
requirement for performance appraisal. The 
appraisal instrument must be based on a 
systematic examination of the job and the 
context in which it is performed. The evaluation 
also should be conducted when the job is 
reasonably stable and not in a period of rapid 
evolution or downfall. The sampling method is 
also a key consideration for performance 
appraisal. The job analysis information should 
be obtained from a sample of individuals who 
are representative of the populations of people 
and jobs to which the results are to be generalized. 
The appraisal instrument should contain criteria 
that represent important work behaviors or 
behavioral outcomes as indicated by the job 
analysis. There is no virtue in measuring ability 
to handle trivial aspects of work. The possibility 
of bias or other contamination should be 
considered. For example, economic measures 
may be excessive and/or defi cient. Behavioral 
measures may be affected adversely by rater 
biases or an inadequate opportunity to observe 
the individual on the job. The criterion measures 
must be reliable. Criterion reliability can place 
a ceiling on validity. 

If several criteria or scales that make up the 
appraisal instrument are to be combined to 
obtain a single score, there should be a rationale 
to support the rules of combination. The 
appraisal criteria should be subjected to 
pretesting and analysis of the procedures in 
terms of the means, variances, and inter-
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correlations of its parts. Parts that do not 
contribute to the total variance should be 
eliminated. The appraisal instrument should 
enable the appraiser to differentiate between 
good and poor performers (Vasset, et al., 2011). 

Concerns over high intercorrelations among 
criteria on the appraisal from should be dealt 
with intelligence. Extreme redundancy of 
measurement should be avoided. However, a 
certain amount of redundancy provides adequate 
reliability of measurement. Discarding different 
items with high intercorrelations may reduce 
accountability and control by the organization, 
and interrupt feedback to and development of 
the individual. For example, just because the 
grades a student receives often intercorrelate 
highly, that is no reason to suggest that the 
student should be graded in only one class 
(Kirkpatrick & Hayes, 1982). Persons who 
provide the appraisal information must be clearly 
qualified to do so. That is, they must have 
thorough knowledge of the job, enough 
opportunity to see the individual on the job, and 
expertise in interpretation of what is seen. 
Furthermore, individuals who conduct appraisals 
should be thoroughly trained with regard to 
recording accurately what is seen, and in 
reporting what was seen to the employee 
(Kirkpatrick & Hayes, 1982). 

Reports on the appraisal system should 
enable a person competent in personnel 
assessment to know precisely what was done. 
The reports should be worded to communicate 
as clearly and accurately as possible the 
information readers need to know to complete 
appraisal forms completely and faithfully. The 
appraisal instruments should be reviewed 
periodically and revised as needed. New 
appraisal instruments may be necessary whenever 
there is a substantial change in the organization’s 
goals, technology, procedures, or workflow 
(Azzone & Palermo, 2011). 

Reports should be written that warn readers 
against  common misuses of appraisal 
information. The appraisal system must be valid 

for every purpose for which it is being used. The 
procedures manual for persons who conduct 
appraisals should specify the procedures to be 
followed and emphasize the necessity for 
standardization of scoring and interpretation. 
People should be evaluated on the extent to 
which they fulfi ll the requirements of the job 
rather than on how well they perform relative to 
other employees.

Assessing the effectiveness of the 
appraisal process

Once the performance appraisal system is 
developed, the key to insuring its use is the 
performance appraisal process. If the process 
brings about and maintains high levels of 
performance, the probability that the system will 
be used again and again increases (Kellogg, 
1975).

The critical aspects of the appraisal process, 
as distinct from the appraisal system, include 
goal setting, feedback, and allowing employees 
to participate in decisions that have direct 
bearing on them. Guidelines for assessing the 
effectiveness of the appraisal process, therefore, 
include the following: (1) the employee should 
be informed prior to the appraisal, (2) the 
employee should be informed of the date of the 
appraisal. The amount of thought and preparation 
subordinates spend, prior to the appraisal, 
analyzing their job responsibilities, problems 
encountered on the job, and the quality of their 
work correlates positively with improved 
performance. Thus, both parties should be 
equally prepared to conduct the appraisal 
(Cummings & Schwab, 1973), (3) the appraiser 
should create an open, supportive atmosphere at 
the beginning of the appraisal interview. It 
should be clear to the employee that the emphasis 
of the discussion is on counseling and 
development. Thus, the purpose of the appraisal 
is to help the employee. Threats/hostility is 
generally not necessary (Sashkin, 1986), (4) 
discussion should focus on identifying problems 
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or obstacles that prevent the employee from 
performing the job in an optimum manner, (5) 
the employee and the supervisor should 
brainstorm ways in which problems or obstacles 
can be overcome. The solutions should be 
specifi c. Agreement should be reached as to who 
is going to do what by when, (6) the supervisor 
should continually paraphrase and summarize 
what was said to avoid the trap, (7) specifi c goals 
should be set. The setting of specifi c goals to be 
achieved by the subordinate results in up to twice 
as much improvement in performance than does 
a discussion of broad general issues, (8) criticism 
of past performance should be kept to a 
minimum. The discussion should focus on what 
the employee is going to do in the future. The 
employee should have a clear idea of what 
actions to take to improve performance (9) where 
criticism cannot be avoided, discussion should 
focus on the problems rather than personalities. 
Feedback should be clear and specific. The 
employee should be asked to generate ways of 
solving the problem, (10) at the end of the 
interview, a specifi c follow-up date should be 
set to determine the extent to which the employee 
and/or supervisor’s concerns have been 
eliminated, and progress has been made on the 
goals that have been set, (11) the evaluative 
aspect of the appraisal should never come as a 
surprise to the employee. The supervisor should 
make known on a daily basis what it is the 
employee is doing correctly. The demonstration 
of new behaviors should be praised and 
reinforced on a continuous basis; established 
behaviors should be reinforced on a periodic 
basis (Kellogg, 1975), (12) an employee whose 
reduction in grade or suspension/termination is 
proposed should receive in writing the 
specification of the critical elements of the 
employee’s job involved in each instance of 
unacceptable performance. This step should be 
taken after counseling, a verbal warning, and a 
written warning have failed to bring about 
acceptable work behavior, (13) if the employee 
perceives that the action is unjustified, the 
employee should be allowed to respond to the 

action orally and/or in writing. A panel of three 
“disinterested” members of management should 
review the proposed action. This recommendation 
may be perceived as troublesome by some 
readers, but this process has kept employees of 
many companies from feeling the need to join a 
union (Henderson, 1984), and (14) a questionnaire 
should be developed for subordinates to 
complete anonymously on the extent to which 
supervisors are satisfying these guidelines.

An effective performance review 
program

Performance of subordinates can be 
improved through performance appraisal and 
coaching. It won’t happen, however, unless a 
program is carefully planned and effectively 
implemented. It won’t be perfect at the beginning. 
Therefore, it is probably wise to start slowly, 
perhaps by means of a pilot program in a 
department where the manager is eager to try it 
(Dailey & Madsen, 1980). If the program is 
effective, other managers will hear about it and 
request that it be implemented in their 
departments. Eventually it may become company 
policy for all departments.

There are fi ve requirements for success of 
a performance appraisal program. If any one of 
them is missing, there is a good chance that the 
program will fail (Kirkpatrick & Hayes, 1982). 
Not only in F&B area, but every organization, 
therefore, should ensure that the program fi ts the 
organization, communicated, sold, the reviewers 
are trained, and appropriate controls are 
established

An effective performance appraisal program 
can be highly benefi cial, not only in terms of 
fi nancial savings, but also in terms of the morale 
of boss and subordinate alike.

The program fi ts the organization

Some programs are quite complicated and 
require considerable paperwork. Other programs 
use simple forms and procedures, and paperwork 
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is kept to a minimum. In choosing a program, 
every organization must be sure that its program 
can be properly implemented (Cummings & 
Schwab, 1973). For example, a program that 
requires frequent appraisals and much paperwork 
will fail if there is a minimum of time available 
for those who must do the appraisals and 
complete the forms. It would probably also fail 
unless the person responsible for administering 
the overall program has enough time to do an 
effective job. Another important consideration 
is support from top management. Therefore, care 
should be taken to select a program that fi ts the 
needs, personnel, and priorities of the 
organization.

The program is communicated

The word “communicates” means to create 
understanding. This means that everyone 
involved in the program must understand the 
what, why, when, where, and how. In most cases, 
it will require meetings to explain and discuss 
the program as well as a manual that describes 
the forms and procedures (Sashkin, 1986)

The program is sold

Understanding isn’t enough. Those who 
implement the plan must be convinced that their 
time and effort are going to be rewarded. At fi rst, 
this can probably be done through persuasion. 
As time goes on, though, the benefi ts must be 
real. The process of selling included the 
following steps (Kellogg, 1975): (1) Explanation 
of the program to the general manager, industrial 
relations manager, and management development 
supervisor. We discussed it and made some 
minor changes, (2) Explanation of the program 
to the F&B department heads. We discussed it 
and made some changes, on the basis of their 
recommendations, (3) Communication of the 
program at the dinner meeting. Benefi ts to the 
individual employees as well as to the company 
were stressed, (4) Individual discussion with 

those who weren’t sold on the program, and (5) 
The general manager stressed that it was their 
program and not a program that had been 
imposed by the corporate office (Lefton & 
Buzzotta, 1977).

The reviewers are trained

It’s not enough to create understanding and 
sell the managers on the program. They must 
have the necessary skills to implement the 
program. To get them to understand the forms 
and procedures is relatively easy, but to get them 
to develop the required skills is difficult 
(Kellogg, 1975). And a well-written manual isn’t 
going to do it. The necessary skills were the 
ability to identify significant job segments, 
develop standards of performance, appraise 
performance, conduct the appraisal interview, 
develop a performance improvement plan, and 
coach. 

Appropriate controls are established

There are two philosophies of management. 
One says that people will do what the boss 
expects. The other says that people will do what 
the boss inspects. The fi rst philosophy applies 
in many situations, but in performance appraisals, 
the second seems to predominate (Sashkin, 
1986). Even if managers are sold on the 
performance review program and their boss 
expects them to do it, there is a good chance it 
will be considered a should-do instead of must-
do. In most cases, the managers have so many 
must-do that many of the should-do don’t get 
done. And if the manager discovers that nothing 
serious happens if the performance reviews 
aren’t completed on schedule, the program 
becomes “voluntary” even though it began as a 
compulsory part of the job (Lefton & Buzzotta, 
1977).
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Defi nition of terms

Some of the following terms have a broader 
definition in normal usage or a different 
defi nition in the study of other subjects.

Signifi cant job segments: These are the 
most important parts of the job. Not every 
detailed duty and responsibility should be 
evaluated. The word “signifi cant” is a subjective 
term, and each organization should determine 
its exact meaning.

Standards of performance: These are the 
conditions that will exist when the work has been 
done in an acceptable manner. They explain how 
well the job should be done, while signifi cant 
job segments describe what should be done. 

Appraisal: This is the evaluation or 
judgment of how well the job has been done. It 
is always done by the boss with or without input 
from other people.

Appraisal interview:  The appraisal 
interview is the discussion of the appraisal 
between the boss and the subordinate (Kirkpatrick 
& Hayes, 1982).

Improving employee performance

Today’s F&B modern manager is faced with 
the need to make a variety of appraisals: to help 
an employee improve his performance, to 
recommend appropriate salary action, to 
estimate an individual’s potential, to select a 
qualifi ed candidate to fi ll an opening (Dailey & 
Madsen, 1980). Each of these important 
appraisal situations is by itself complex and time 
consuming. 

In today’s dynamic business atmosphere, a 
manager needs to be prepared to make judgments 
and decisions with very little advance notifi cation. 
This is not a signal for snap decisions. Decisions 
and recommendations are lived with for a long 
time and should be rooted in factual data, 
realistically considered. So the time that the 
decision is needed is seldom the time to begin 
collecting information on which to base it. At 
most, there is opportunity to update and review 

data; refl ect upon, analyze, and weigh information; 
and come to a conclusion (Sashkin, 1986). 

It is especially important that respect for 
human values be a major factor in arriving at the 
decision. Mistakes involving people are not 
easily corrected, and ethical principles demand 
constant awareness of and sympathy for the other 
person’s welfare, both immediate and long-term. 
Therefore, a system of practices and records will 
help assure managerial readiness for decisions 
and recommendations that affect employees. The 
following are some approaches of recording 
employee appraisals in order to improve their 
performance. 

Candidate accepts offers of position. The 
manager starts a personnel fi le for the employee 
if he does not already have one from a previous 
job. Into it go a brief description of the position 
or a list of major assigned responsibilities and 
an organization chart showing the way this 
position fi ts with others in the department. Into 
it also go the specifi cations against which the 
employee was selected together with the 
summary of his qualifi cations and defi ciencies 
for the position and the manager’s action plan 
for eliminating some of these deficiencies 
(Kirkpatrick & Hayes, 1982).

Employee comes on the job.  The 
responsibilities of the position, the way the work 
fi ts in the department, and the initial assignments 
need thorough review and discussion with the 
employee not once but several times during the 
fi rst three to six months. Obviously the amount 
of discussion will depend on the experience and 
maturity of the employee and whether he is new 
to the fi rm, to the department, to the manager, 
or only to the position he now fi lls (Latham & 
Wexley, 1981). 

Once the manager feels he has an awareness 
of the employee’s capabilities and ways of 
accomplishing results and the employee is able 
to get around in the organization on his own, the 
two settle down to a normal give-and-take kind 
of daily working relationship. Use of the work 
planning and progress review method of 
delegation is recommended (Henderson, 1984). 
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Periodically, depending on the philosophy 
and practices of the fi rm, the manager needs to 
consider the employee’s salary and make a 
recommendation with respect to it.

The manager now has at hand a statement 
of the employee’s total work responsibility, his 
assets and defi ciencies for the work as evaluated 
prior to his appointment, and a detailed record 
of the results he has been asked to accomplish 
and the extent to which he has been able to do 
so, factoring in the general situation or 
environment in which he has been working. In 
addition, the manager has notes of developmental 
actions he has initiated and the way in which the 
employee has responded. With this information 
he is in a very favorable position to consider, 
after an appropriate interval, the employee’s 
possible advancement if this seems warranted, 
his termination if it appears he cannot perform 
the work within a reasonable time, or powerful 
performance improvement activities if they are 
needed in certain work areas (Sashkin, 1986).

METHODOLOGY 

Sources of data

This research aims to identify how to 
improve employees’ performance through 
performance appraisal for F&B area of hotel. In 
this research, a survey instrument was used to 
obtain data employees who work in F&B 
department at Hampton Inn in Joplin. All the 
surveys were conducted in Hampton Inn in 
October 2002.

Sample population

The target sample population was identifi ed 
as full-time employees who were currently 
working at Hampton Inn in the fi elds of F&B 
department. A total of 251 subjects from 
Hampton Inn responded to the survey. 1 of the 
response was discarded because they were 
incomplete. 

Procedure for developing the survey 
instrument

There are 15 questions in the questionnaire. 
Each research question was addressed within a 
specifi c section of these instruments. A nominal 
and Likert-scale was used. Participants were 
asked to indicate their opinions on the level of 
“disagree or agree”.

Validity of the survey instrument

In order to check the validity of the survey 
instrument, three experts from the Hampton Inn 
was asked to review and make recommendations. 
Two managers are from F&B department, and 
the other manager is from Human Resource 
Department.

In addition, a pilot study of 5 people from 
the Hampton Inn was conducted beforehand to 
ensure the questionnaire was valid.

RESULTS AND DISCUSSIONS 

Structural equation modeling (SEM) is used 
to examine the proposed research model, which 
is presented in Figure 1. There are three 
dimensions, namely “Helpfulness of PA”, 
“Objectivity of PA”, and “Support for PA”. The 
argument is that when employees felt that the 
performance appraisal is helpful and objective, 
their support for using the appraisal system and 
cooperating with the procedure will increase. 
The items d1 to d5 representing employees’ 
perceived helpfulness of performance appraisal 
to their career development, salary administration 
improvement, ability advancement, weakness 
identification, and performance guidance. 
The items b1 to b5 are related to the objectivity 
of performance appraisal, including clearly 
communicated procedures, no personal bias, 
no procedural bias, feedback channel for 
appeal, and appraisal result properly used in 
decision making. The items c1 to c5 representing 
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employees’ support for the performance appraisal 
system, including trust in the performance 
appraisal system, cooperating with the procedure, 
use the performance appraisal system as a 
guideline for their work, persuade others to 
accept the system, and satisfi ed with the results. 

Before the discussion, model fi t is examined 
by observing GFI, CFI, and RMSEA. The values 
are GFI=.902, CFI=.919, and RMSEA=.086, 
indicating the model fi t is adequate (Hair, Black, 
Babin, & Anderson, 2009). Furthermore, the 
correlation between “Helpfulness of PA” and 
“Objectivity of PA” is equal to 0.748, which 
meet the rule of thumb of discriminant validity 
that suggest correlation over 0.85 denote two 
dimensions are the same thing. These indices 
ensure that the model possess good statistical 
consistency and validity for further discussion. 

The ß value for “helpfulness of PA” and 
“objectivity of PA” are 0.75 and 0.38 respectively. 
The result indicates that “helpfulness of PA” is 
the stronger contributor that encourages 
employees to support the system. Although the 
result of the discriminant validity indicates that 
“helpfulness of PA” and “objectivity of PA” are 
two different things, the two dimensions does 
exhibit strong correlation and covariance (0.75 
and 0.31 respectively, with p<0.001). Furthermore, 
the fact that e1 and e15 show high covariance is 
an indication that d1 and b1 are similar items. 
The result leads to the conclusion that a part of 
the two dimensions are overlapped. An example 
can used to elaborate this result. For employees 
to feel that the performance appraisal system is 
objectively administered, the result of the 
appraisal should be incorporated in personnel 
decision making, such as salary or bounce policy. 

Figure 1. Research model
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CONCLUSION AND 
RECOMMENDATION 

Conclusion
 
Based on the survey we can conclude that 

regardless of how you feel about performance 
appraisal, the fact remains that judgments and 
evaluations regarding performance are here to 
stay. They’re not only necessary in F&B of hotel 
but also in every organization, and they’ll 
continue to be made, one way or another. It’s for 
better to control the process and make it more 
effective than to avoid or ignore it.

In order to maintain the performance 
appraisal in effective way, six points were 
founded. (1) Where the performance appraisal 
system/process has been successful over the long 
term, there is an understanding among managers 
that different measures of productivity are used 
in different situations. In the area of human 
resources, productivity is measured appropriately 
in terms of the frequency with which people 
exhibit the behavior critical to performing their 
job successfully. (2) There must be a signifi cant 
level of senior management support for the 
appraisal system/process as opposed to passive 
toleration. A key reason for the failure of a 
performance appraisal system/process is lack of 
middle management support once the system 
has been implemented. Thus, middle managers 
must be rewarded for participating in and 
supporting the various components of the 
appraisal process. (3) The appraisal system must 
be delivered throughout a signifi cant portion of 
the organization so as to become a way of life 
for employees. (4) The implementation of the 
appraisal system/process should be reviewed 
quarterly with the vice presidents of both 
operations and human resources. (5) The most 
lasting performance appraisal systems are those 
that are based on job analyses, conform to legal 
requirements, involve the training of multiple 
raters, and require goal setting, feedback, and 
reinforcement for effective employee behavior 

on a frequent basis. (6) Because most managers 
show a strong preference for live, current 
information, and dislike a routine that is highly 
structured, managers should be trained and 
reinforced for engaging if informal daily 
appraisals.

Recommendation

Based on the data we collected from 
questionnaire, we suggest the following as a 
reasonable approach: (1) Make a formal 
appraisal of the employee’s work and document 
it. (2) Communicate the appraisal conclusions 
to the employee. (3) Determine the reasons for 
poor performance and make constructive 
suggestions for improvement. (4) Establish a 
probationary period and develop plans for the 
work to be accomplished during it. (5) Provide 
adequate coaching and support during the 
probationary period. (6) Summarize and 
document the appraisal of performance during 
the probationary period. (7) Communicate the 
fi nal decision to the employee and establish 
ground rules for the future.
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ABSTRACT

This paper explores how to develop programs for preparing employees working in the hotel. 
A survey instrument was used to obtain data employees who working in F&B department at Ramada 
Inn and Fairfi eld Inn in Joplin. All the surveys were conducted in Ramada Inn and Fairfi eld Inn in 
November 2002. A total of 350 responses were generated by the survey. The result indicates external 
recruitment did not help overall performance directly, but can stimulate the effectiveness of the 
training program. The result of the study also determines that the most important thing about the 
assessment center is its ability to improve employee’s performance. 

Keywords: Performance, training program, assessment center, external recruitment

INTRODUCTION 

The employee development process begins 
when an employee starts work with a fi rm and 
continues throughout his tenure of employment. 
Job orientation is usually a way to introduction 
the worker to his job (Klein & Weaver, 2000; 
Park & Jones, 2010), on-the-job preparation, job 
rotation and promotion, performance evaluation 
and correction, various skill preparing programs, 
and other factors are all part of the personnel 
development process in F&B area of hotel.

The purpose of personnel preparation and 
development is for employees to acquire and 
maintain the necessary skills, capabilities, and 

personal capacities to more adequately contribute 
their services towards the fulfi llment of objectives 
in the hotel. One of these organizational goals 
is for workers to maximize their accomplishments 
and job satisfactions. Newly hired employees 
need preparation to begin their work; older 
workers need preparation to keep them aware of 
the changing requirements to their jobs and to 
qualify them for transfers and promotions. 

For many hotels, especially the larger ones, 
the employee development program has become 
an important part of overall employee preparation 
(Enz & Siguaw, 2000). Some of these are “in-
company” programs sponsored for the men 
within an organization by the hotel itself or by 
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consultants. University programs or courses 
sponsored by professional associations for hotel 
business are also popular. All of these activities 
indicate that top management places a high 
priority upon the development of its human 
resources. This paper will address the successful 
factors for preparing food and beverage 
employees in hotel.

Employee development is a multifaceted 
and long-term process (Moore & Moore, 2012). 
There is no “one-best-way” to develop 
employees. Success depends on a variety of 
potential activities, factors within the individual, 
and jobs and policies within the organization. 
Employee development is often viewed as the 
key to combating today’s economic ills. This 
paper explores how to develop programs for 
preparing employees working in the hotel.

LITERATURE REVIEW

Assessing the newly hired individual

If the newly hired employee has been 
properly selected and screened, it can be 
assumed that the employee is sufficiently 
prepared and ready to carry out the duties of the 
job. But regardless how well prepared or 
experienced the new employee may be to 
perform the work; the organization has to assure 
a good match between its requirements and the 
capabilities of its members. Therefore, the 
organization requires methods of assessing the 
skills, abilities, characteristics, and traits of 
newly hired individual (Kirkpatrick, 2006; 
Salaman, 1992).

Assessment center for identifying 
potential

An assessment center is a procedure that 
uses multiple assessment techniques to evaluate 
employees for a variety of purposes that may 
lead to subsequent decisions. Up to now they 
have tended to be used most widely for the 

purpose of assessing newly hired members of 
the organization in order to identify managerial 
potential and promotability (Ingram, Biermann, 
Cannon, Neil, & Waddle, 2000). The assessment 
approach may use techniques like paper-
and -pencil tests, questionnaires, and the use 
of background information (Stone, 1982). 
Particularly important in the assessment 
approach, however, is the focus on relevant 
behaviors displayed by the assessed in 
simulations. 

The assessment center method can be used 
to identify an individual’s growth and 
development possibilities. Also, an assessment 
center can be conducted on the premises of the 
organization doing the assessing or at some 
offsite location such as a hotel or a special 
education and assessment facility maintained by 
the organization.

The assessment center method is used with 
particular success as a method for potential 
evaluation and employee development. 
Evaluation of potential is based on gathering 
information on a range of aspects that is much 
wider than with evaluation of achievements and 
job performance. The recent types of evaluation 
may be restricted to evaluation of the knowledge, 
the capacities and skills that are necessary for 
successful performance of a particular job or of 
all jobs within a specifi c department (Carrell & 
Kuzmits, 1986). Potential evaluation should 
focus on the skills that are required for a great 
number of positions that may be within the reach 
of the assessed at some point in the future. 

By using an integrated evaluation system 
composed of tests and simulations for the 
purpose of arriving at the best possible 
predictions, the assessment center method is 
highly effective for the prevention of the most 
common assessment errors (Mathis & Jackson, 
1988). The assessments of newly hired 
individuals that are generated by an assessment 
center are based upon some combination of 
the following methods. First, personal history 
forms filled out by assessed, some form of 
biographical information blank which records 
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work experience, educational history, special 
accomplishments, and so on (Scheer, 1984). 
Second, in-depth structured interviews of each 
candidate conducted by two or more assessors 
is a good evaluating method (Boeije, van Wesel, 
& Alisic, 2011). Third, systematic written 
records based on observations of the newly 
hired employee’s performance in a variety of 
structured experiences and exercises (Werbel & 
Balkin, 2010). Fourth, analysis by professional 
psychologists of results of a variety of 
psychological tests is yet another way. Fifth, peer 
evaluation of each assessed by the other newly 
hired employees in the assessment center can 
also be used. Finally, composite judgments by 
assessors based upon their overall impression of 
each newly hired individual derived from 
extensive observation and interaction 
(Manoharan, Muralidharan, & Deshmukh, 
2012).

During an assessment center, the newly 
hired employees spend the majority of their time 
engaged in various structured experiences and 
exercises. The design of the exercises is based 
upon the nature of the positions for which the 
newly hired employees are being assessed. The 
goal is to create situations in the assessment 
center whose demands most closely simulate the 
demands of the actual job. By placing the newly 
hired employees in such simulated situations and 
systematically observing their reactions, it is 
possible to assess as objectively as possible the 
newly hired employee’s current ability to engage 
in the behaviors required for successful 
performance of the position (Feldman & Arnold, 
1983).

Functions of assessment center

There are three primary reasons why an 
organization might elect to utilize assessment 
center as a part of its assessing system:

1. The assessment of people for a specifi c 
job or job level.

2. The identification of people with 
long-range potential for organizational 
advancement.

3. The diagnosis of education and 
development needs.

The intended function of the assessment 
center plays a major role in determining how it 
will be developed and administered, and how 
the results will be distributed (Rowland & Ferris, 
1982).

Techniques of assessment center

The exercises and simulations employed 
in any given assessment center can take a wide 
variety of forms. Among the most frequently 
used techniques will be discussed. In-basket 
exercise is an individual exercise in which the 
participant is provided with a basket or fi le 
containing letters, memos, and other written 
notes, on the basis of which he or she needs to 
assess particular problem situations and make a 
number of decisions to solve the problems 
involved in a limited time (Salaman, 1992). The 
problems are true-to-life simulations of everyday 
job practice. The in-basket may be used to elicit 
a newly hired individual’s management skills, 
such as planning, organization, written 
communication skills, and decisiveness. The 
evaluation of the results is the work of experts, 
so the results of this exercise are rated by 
experienced and educated assessors. 

Leaderless group discussions are different 
types of leaderless group discussions: those with 
and those without assigned roles. On some 
occasions the participants are asked to solve a 
number of problems in playing the part of a 
consultant; at other times each participant is 
assigned an individual role and together they 
must carry out a specifi c task. This technique is 
to assess the newly hired employee’s behavior 
on a variety of dimensions such as willingness 
to listen to others, openness to alternatives, 
ability to communicate effectively, and tendency 
to adopt a leadership role (Scheer, 1984).
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Interpersonal role-play exercises is design 
to allow newly hired employees work in pairs 
on simulated role-play situations designed to 
assess individual’s abilities to listen, to 
communicate effectively, to handle disagreement 
and confl ict constructively, to handle problem 
employees (Feldman & Arnold, 1983). 

Fact-finding exercises are asking the 
participant supplied with general information 
relating to the fact that a particular employee has 
been fi red. The participant must question a role 
player who is well informed and try to come to 
a judgment about the correctness of the decision 
taken in the past, after which he or she has to 
affi rm or revoke it (Rowland & Ferris, 1982). 
This exercise is an instrument to assess the newly 
hired individual’s listening skill, stress tolerance, 
judgment and problem analysis skill. 

Interview simulation placed newly hired 
employees in an interview situation in which 
they are expected to play a specifi c role, for 
example that of customer complaint manager, 
or supervisor. The opponent is an educated and 
previously instructed role player. This technique 
is to assess the newly hired individual’s 
interpersonal skill, behavioral fl exibility, and 
listening skill (Scheer, 1984).

Internal versus external recruiting 
sources

There are many different sources of recruits 
in hotels. Sources both inside and outside the 
organization are used. There are pros and cons 
associated with both promotion from within 
(internal recruitment) and hiring outside the 
organization (external recruitment) to fill 
openings. Promoting from within generally is 
thought to be a positive force in rewarding good 
work. However, if followed completely, it has 
the major disadvantage of perpetuating old ways 
of operating. Recruiting externally for 
professionals such as accountants or computer 
programmers, may be cheaper than educating 
them (Stone, 1982). It also infuses the 
organization with new ideas that are needed from 

time to time. But recruiting from outside the 
organization for any but entry-level positions 
presents the problem of adjustment time for the 
new persons. A serious drawback to external 
recruiting is the negative impact that often results 
from selecting an outsider instead of promoting 
a current employee (Carrell & Kuzmits, 1986).

Most organizations combine the use of 
internal and external methods. In hotels that 
operate in rapidly changing environments and 
competitive conditions, a heavier emphasis on 
external sources may be necessary. However, 
for those hotels existing in environments that 
change slowly, a heavier emphasis on promotion 
from within may be more suitable (Mathis & 
Jackson, 1988).

Internal recruiting sources

Among internal recruiting sources are: 
present employees, friends of employees, former 
employers, and former applicants. Promotions, 
demotions, and transfers also can provide 
additional people for an organizational unit, if 
not for the entire organization (Stone, 1982).

Using internal personnel sources has 
become advantages over external sources. First, 
it allows management to observe an employee 
over a period of time and to evaluate that 
person’s potential and specifi c job behavior. 
These factors cannot be easily observed off the 
job. Second, an organization that promotes its 
own employees to fi ll job openings may provide 
added motivation to its employees to do a good 
job (Mathis & Jackson, 1988). Employees may 
have little motivation to do more than just what 
the job requires if management’s policy is to hire 
externally. This concern is why internal sources 
of qualifi ed applicants are generally considered 
fi rst.

Job posting and bidding
One procedure for moving employees into 

other jobs within the organization is a job posting 
and bidding system. Employees can be notifi ed 
of all job vacancies by posting notices, circulating 
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publications, or in some other way inviting 
employees to apply for jobs (Carrell & Kuzmits, 
1986). 

A job posting system gives each employee 
an opportunity to move to a better job within the 
organization. Without some sort of job posting 
and bidding, it is diffi cult to fi nd out what jobs 
are open elsewhere in the organization. The most 
common method employers use to notify current 
employees of openings is to post notices on 
bulletin boards such as employee lounges, 
cafeterias, and near elevators.

Job posting and bidding systems can be 
ineffective if handled improperly. Jobs should 
be posted before any external recruiting is done. 
A reasonable period of time must be allowed for 
present employees to check notices of available 
jobs before external applicants are considered 
(Stone, 1982).

Recruiting through current employees
A reliable source of people to fi ll vacancies 

can be reached through current employees who 
may know to good prospects among their 
families and friends. The employees can explain 
potential applicants with the advantages of a job 
with the hotel, furnish letters of introduction, 
and encourage them to apply (Carrell & Kuzmits, 
1986).

This source is usually one of the most 
effective methods of recruiting because many 
qualifi ed people can be reached at a low cost. In 
a hotel with a large number of employees, this 
approach can provide quite a large pool of 
potential employees. Most employees know 
from their own experiences about the 
requirements of the job and for what kind of 
person the hotel is looking (Stone, 1982). Often 
employees have friends or acquaintances who 
meet these requirements. 

Promotions and transfers
Most hotels choose to fi ll vacancies through 

promotions or transfers from within, if possible. 
Although most often successful, promotions 
from within have some drawbacks as well. 

The person’s performance on one job may not 
be a good predictor of performance on another 
because different skills may be required on the 
new job (Carrell & Kuzmits, 1986). For example, 
the successful employee may not make a good 
supervisor because in most supervisory jobs an 
ability to accomplish the work through others 
requires skill with people that may not have been 
a factor in previous jobs. 

Recruiting former employees and 
applicants

Formal employees are also a good internal 
source of applicants. Some retired employees 
may be willing to come back to work on a 
part-time basis or may recommend someone who 
would be interested in working for the hotel. 
Sometimes people who have left the hotel to 
raise a family or complete a college education 
are willing to come back to work. Individuals 
who left for other jobs might be willing to return 
for a higher rate of pay. Job sharing and fl extime 
programs may be useful with 

retirees or others who previously worked 
for the hotel (Mathis & Jackson, 1988). The main 
advantage in hiring former employees is that 
their performance is known. 

External recruiting sources

If internal sources do not produce an 
acceptable candidate, several external sources 
are available. These sources include schools, 
colleges and universities, employment agencies, 
temporary help fi rms, labor unions, and trade 
and competitive sources (Stone, 1982).

School recruiting
High schools or vocational/technical 

schools may be a good source of new employees 
for many hotels. A successful recruiting program 
with these institutions is the result of careful 
analysis, thorough educating and planning, and 
continuous contact with the individual schools 
(Carrell & Kuzmits, 1986).
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Major considerations for such a recruiting 
program are:

● School counselors and other faculty 
members concerned with job opportunities and 
business careers for their students should be 
contacted regularly.

● Good relations should be maintained 
with faculty and offi cials at all times, even when 
there is little or no need for new employees.

● Recruiting programs can serve these 
schools in ways other than the placement of 
students. For instance, the hotel might supply 
educational fi lms, provide speakers, or arrange 
for demonstrations and exhibits.

● Many hotels compete for their share of 
capable graduates. Continuing contact and good 
relations provide a better opportunity to secure 
the best graduates.

● The extent and scope of this recruiting 
program will depend on needs. However, 
a long-range view of recruiting is more desirable 
than a campaign approach.

● Some larger schools have a centralized 
guidance/placement office. Contact can be 
established and maintained with the supervisors 
of these offi ces; they are in a good position to 
help plan and conduct recruiting activities 
(Stone, 1982).

School counselors are generally interested 
in the employer’s policies and working conditions 
and will cooperate with a hotel that treats its 
employees fairly. Promotional brochures that 
acquaint students with starting jobs and career 
opportunities can be distributed to counselors, 
librarians, or others (Mathis & Jackson, 1988). 
Participating in career days and giving tours 
of the hotel to school groups are other ways 
of maintaining good contact with school 
sources. Cooperative programs in which 
students work part-time and receive some 
school credits also may be useful in generating 
qualifi ed applicants for full-time positions.

College recruiting
At the college or university level, the 

recruitment of graduating students is a large-
scale operation for many organizations. Most 
colleges and universities maintain placement 
offi ces in which employers and applicants can 
meet. However, college recruiting presents some 
interesting and unique problems.

The major determinants that affect the 
selection of colleges at which an employer 
interviews are:

● Current position requirements
● Past experience with placement offi ces 

and previous graduates
● Organizational budget constraints
● Cost of available talent
● Market competition

College recruiting can be expensive; 
therefore, a hotel should determine if the 
positions it is trying to fi ll really require a college 
degree. A great many positions do not; yet many 
employers insist upon fi lling them with college 
graduates. The result may be dissatisfied 
employees who must be paid more and who are 
likely to leave if the jobs are not suffi ciently 
challenging (Stone, 1982).

Labor unions
Labor unions are a source of certain types 

of workers. In some industries, such as hotel, 
unions have traditionally supplied workers to 
employers. A labor pool is generally available 
through a union, and workers can be sent to 
particular jobs to meet the needs of the employers 
(Carrell & Kuzmits, 1986). In some instances 
unions even can control or infl uence recruiting 
and staffi ng needs. 

Trade and competitive sources
Other sources for recruiting are professional 

and trade associations, trade publications, and 
competitors. Many professional societies and 
trade associations publish a newsletter or 
magazine containing job ads. Such publications 
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may be a good source for specialized professionals 
needed within a hotel. Ads in other specialized 
publications or listings at professional meetings 
also can be good sources of advertising about 
professional openings (Stone, 1982).

An employer may meet possible applicants 
who are currently employed by a competitor at 
professional associations and hotel meetings. 
Some employers directly contact individuals 
working for a competitor. Employees recruited 
from these sources spend less time in education 
because they already know the industry.

Temporary help
Perhaps the most accessible and immediate 

source of certain types of help is the temporary 
help agency. Temporary employees are used for 
a variety of reasons. The use of temporary help 
may make sense for a hotel if its work is subject 
to seasonal or other fluctuations. Hiring 
temporary help may be more effi cient than hiring 
permanent employees to meet peak employment 
needs, in which case the employer either has to 
fi nd some tasks to keep employees busy during 
less active periods or must choice to layoffs 
(Mathis & Jackson, 1988).

Employment agencies
Every state in the United States has a state 

employment agency. These agencies operate 
branch offi ces in many cities throughout the state 
and do not charge fees to applicants or employers. 

Private employment agencies also are found 
in most cities. For a fee collected from either the 
employee or the employer, these agencies will 
do some beginning screening for a hotel and put 
the hotel in touch with applicants. These 
agencies differ considerably in terms of level of 
service, costs, policies, and types of applicants 
they provide (Mathis & Jackson, 1988). 
Employers can reduce the range of possible 
problems with these sources by giving an 
employment service a good defi nition of the 
position to be fi lled, including such details as 
job title, skills needed, experience and education 
required, and pay ranges available.

Developing successful selection systems

It is probably fair to say that there is room 
for improvement in the selection systems 
employed for the vast majority of jobs in almost 
every organization. A decision to invest resources 
in improved personnel selection systems in hotels 
should be treated no differently than any other 
organizational investment decision (Towle & 
Schoen, 1972). We will discuss some essential 
issues by reviewing a series of central questions 
that must be taken into account in developing a 
hotel’s selection systems and determining the best 
degree of organizational investment in personnel 
selection. These questions must be reviewed 
for developing selection systems in the hotels.

The fi nal outcome of the selection system 
is the people who are hired. If the pre-selection 
inputs are considered carefully and the guidelines 
of the selection system have been followed 
correctly, then new employees are likely to be 
productive. And productive employees are the 
best evidence of an effective selection system. 
To evaluate both new employees and the 
selection system requires feedback (Towle & 
Schoen, 1972). Feedback on successful 
employees is sometimes hard to find since 
supervisors usually claim responsibility for 
them. Feedback on failure is large. It can include 
legal suits, displeased supervisors, growing 
employee turnover, poor performance, and low 
employee satisfaction.

METHODOLOGY

Sources of data

This research is a descriptive study to 
identify how to develop programs for preparing 
employees working in the food and beverage 
area of hotel. In this research, a survey instrument 
was used to obtain data employees who working 
in F&B department at Ramada Inn and Fairfi eld 
Inn in Joplin. All the surveys were conducted in 
Ramada Inn and Fairfi eld Inn in November 2002.
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Sample population

The target sample population was identifi ed 
as full-time employees who were currently 
working at Ramada Inn and Fairfi eld Inn in the 
fi elds of F&B department. A total of 350 subjects 
from Ramada Inn and Fairfi eld Inn responded 
to the survey. 

Procedure for developing the survey 
instrument

There are 21 questions in the questionnaire. 
Each research question was addressed within 
a specifi c section of these instruments. A fi ve-
point rating scale was used that ranged from 
“Little Agree” to “Very Strong Agree” (1=Little 
Agree and 5=Very Strong Agree). Participants 
were asked to indicate their opinions on the level 
of “agree or strong agree”.

The first section of the questionnaire 
contains questions regarding employees’ 
perceived fairness of appraisal center, which 
includes assessment fairness, promotability, 
salary increase, no personal bias, and procedural 
justice. 

The second section of the questionnaire 
comprised of questions that evaluate employees’ 
perceived usefulness of the appraisal center in 
terms of improve employees’ performance. The 
questions include improving work motivation, 
skill development, leadership skill enhancement, 
improve effi ciency, and increase precision.

The third section of questions is design to 
evaluate the perceived effectiveness of the 
training program. The fourth part of questions 
is intended to examine employees’ perception 
about using external recruitment. The final 
part of questions is design to evaluate overall 
employee performance. 

Validity of the survey instrument

In order to check the validity of the survey 
instrument, three experts from the Ramada Inn 
was asked to review and make recommendations. 
Two managers are from F&B department, and 
the other manager is from Human Resource 
Department.

In addition, a pilot study of 5 people from 
the Ramada Inn was conducted beforehand to 
ensure the questionnaire was valid.

RESULTS AND DISCUSSIONS 

The model fit indices of the research 
model (Figure 1) are as follow: GFI=.836, 
AGFI=.766, CFI=.926, NFI=.862, RFI=.821 and 
RMSEA=.080. Most researchers (e.g. Horng, 
Hu, Teng, Hsiao, & Liu, 2013) accept that NFI 
and RFI should exceed 0.9, and GFI and AGFI 
more than 0.8 as an indication of good fi t. Other 
indices include CFI greater than 0.8 (Wang, 
Chen, Fan, & Lu, 2012) and RMSEA less than 
0.08 if fail to meet 0.05 criterion (Jamaludin, 
Johari, Aziz, Kayat, & Yusof, 2012; Kim, 
Ritchie, & Tung, 2010). The model fi t indices 
of the study are slightly off the recommended 
criteria, but the model fi t indices should be 
used as a guideline not absolution (Doll, Xia, 
& Torkzadeh, 1994). Therefore, the study 
accepts the model. 

The result indicates that perceived fairness 
of assessment center is not an effective 
contributor for effectiveness of the training 
program (β=.11, p=.380). The ability of the 
assessment to improve employees’ performance 
is, however, a strong contributor for effectiveness 
of the training program (β=.44, p<0.001). 
Company used external recruitment can also 
help to generate effectiveness of training 
program (β=.45, p<0.001). The effectiveness 



Internati onal Journal of Asian Tourism Management
Vol. 4 (1): 11-22, April, 2013
The Factors that Infl uence the Eff ecti veness of Training Program
and its Consequent Impact on Employees’ Performance

ISSN: 1906-8654

T. C. Hsieh, et al.

19

Figure 1.
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of the training program eventually contribute to 
the overall performance of the employees 
(β=.47, p<0.001). Furthermore, the external 
recruitment did not effectively increase the 
overall performance of the employees (β=.11, 
p=.310). 

The discussion led to the conclusion that 
external recruitment did not help overall 
performance probably because new recruits need 
time to adjust. The external recruits can, 

however, stimulate the effectiveness of the 
training program. This is perhaps due to the fact 
that they brought competition or fresh mind into 
the company. 

The result of the study also determines that 
the most important thing about the assessment 
center is its ability to improve employee’s 
performance. The perceived fairness is not 
contributing to the effectiveness of training 
program. 
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CONCLUSION AND 
RECOMMENDATION 

Conclusion

Based on the survey we can conclude that 
any development plan or management 
development process is doomed to fail if 
management does not commit itself. If follow-up 
is not included as part of the development 
assessment center program, the development 
character of the program will soon lose its 
credibility. 

In order to develop programs for preparing 
employees working in the hotel in effective way, 
four major considerations were founded.

1. Nature of material to be learned 
(information, interpersonal skills and attitude 
change, decision-making and problem-solving 
skills).

2. Extent to which the program incorporates 
the key learning principles of feedback, 
reinforcement, practice, motivation, and transfer 
of learning.

3. Characteristics of educators, their 
numbers and abilities.

4. Budgetary constraints.

Considerable care must be given to the 
actual operation or running of a selection system. 
Sessions must be planned in advance for smooth 
execution, educators may need to be educated, 
and programs should be coordinated with 
employees’ regular work activities to minimize 
disruption of work. Finally, evaluation of 
developing programs should be well planned 
before implementation.

Recommendation

Based on the data we collected from 
questionnaire, we suggest the following as a 
reasonable approach:

1. As soon as a person is employed by the 
organization, a specifi c development plan and 
introduction program should be drawn up, both 
being based on a thorough analysis of the 
employee’s relative strengths and weaknesses 
in view of his or her future career.

2. The development plan must be part of 
the performance assessment and selection 
system within the organization.

3. The assessment center method results in 
more accurate and sharper selection and 
evaluation of employees, which means that 
on fewer occasions will the wrong decisions 
be made with respect to promotion and 
placement.

4. Use of the assessment center method 
results in reduced job turnover caused by poor 
performance or by identifying the presence of 
potential too late.

5. Determining and categorizing recruiting 
and selection efforts by job in light of long-range 
and short-range needs.

6. Recruitment requires the personnel 
specialist to acquire a pool of available and 
qualifi ed applicants. The recruiters can utilize a 
variety of sources including current employees, 
advertisements, the unemployed, and employees 
of other organizations who feel they are 
underemployed.

The organization needs to adopt a systematic 
approach to designing its selection systems. 
Such a systematic approach has a number of 
components. 

First, the proportions of correct and 
incorrect decisions resulting from an existing 
selection system must be determined. Second, 
an analysis must be undertaken to determine the 
level of the flow of applicants for vacant 
positions and the skill level of these applicants 
relative to the demands of the positions.
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ABSTRACT

The study has three main objectives: 1) to assess Goral distribution in Thailand, 2) to assess 
Goral habitat in a case-study area, and 3) To study Goral conservation by communities for 
community-based ecotourism. The research methodology is divided into 2 categories: (1) Goral 
distribution assessment and Goral habitat survey, based on the principles of forest and wildlife 
ecology, and Participatory Ecological Investigation Methodology (PEIM), and (2) Participatory 
assessment of Goral, forest conservation and ecotourism. The distribution study shows that Goral 
have existed in 8 legal forest conservation sites, comprising 6 wildlife sanctuaries (W.S.) and 2 
national parks (N.P.), and two connected mountains outside the legal protected areas, Doi Mhoe 
Ka Do and Doi Pa Ti Do which are selected as a case-study area. According to the latitudinal 
coordinates from the southernmost point up northwards, Goral habitats are Mae Tuen W.S., Om 
Koi W.S., Mae Ping N.P., Doi Inthanon N.P., Lum Nam Pai W.S., San Pan Daen W.S. (newly 
discovered), Mae Lao-Mae Sae W.S., Chiang Dao W.S. and the case-study area. Twelve species of 
plants, mostly grasses, as Goral food are found in the Savanna and grassland, e.g. Cyperus 
malaccensis, Paspalum longifolium, Peucedanum dhana. The habitats of Goral are mostly high 
mountains with steep cliffs. Quantitative ecological sampling in the Hill Evergreen Forest (HEF) 
and the Savanna yields 52 forest tree species. The species diversity index (SWI formula) of the 
HEF and the Savanna are 5.07 and 1.41 respectively, based on the SWI range of 0-7. It implies 
relatively high forest diversity in the HEF, whereas the Savanna shows its sparse arrangement of 
plant community. The highest Important Value Index (IVI) species are Schima wallichii, Castanopsis 
tribuloides and Podocarpus neriifolius respectively. Participatory conservation of Goral has been 
undertaken by local villagers residing around Doi Mhoe Ka Do, inclusive of eight villages in Mae 
Yuam Noi sub-district, Khun Yuam district, Mae Hong Son province. In 2012, the villagers formed 
an organization, namely Doi Mhoe Ka Do Resource Protection Volunteer Club, based on the former 
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Doi Mhoe Ka Do Goral Conservation Club. It aims to set up conservation rules and strengthen 
activities of community-based ecotourism. 

Keywords: Goral, Habitat, Conservation, Wildlife ecology, Ecotourism

BACKGROUND AND IMPORTANCE

Goral or Chinese Goral is considered as an 
endangered species and one of the fifteen 
reserved wildlife species in Thailand, according 
to the Appendix I of Convention on International 
Trade in Endangered Species of Wild Flora 
and Fauna (CITES) and the Thailand Wildlife 
Reservation and Protection Act of 1992. Goral 
is in order Artiodactyla, Family Bovidae, 
Sub-family Caprinae. In Thailand, Goral is 
taxonomically revised and fi nally concluded as 
Naemorhedus caudatus (Milne-Edwards, 1867) 
which is different from Naemorhedus goral 
(Hardwicke, 1825), the original goral found in 
1825 in the Himalaya range of Nepal. The 
distribution range of Naemorhedus caudatus is 
from India (Kashmir to Assam), Southern China, 
Myanmar and Northern Thailand (Wongthirawat, 
1996; Ecological Research Division, 1997). 

Thailand is the most southern part of Goral 
distribution range in the world (Lekagul and 
McNeely, 1988). There were reports that Goral 
was found along the watershed areas of the Ping 
river in Northern Thailand, with particular to the 
high mountain with steep cliffs. In the beginning 
of the B.E. 2530s decade (1987s), Goral seemed 
disappeared, until a wildlife research team led 
by Sueb Nakasathien discovered Goral at Doi 
Mon Chong summit (1,929 m. elevation) in Om 
Koi Wildlife Sanctuary, Chiang Mai province 
for the fi rst time in 1989 (Nakhasathian, 1991). 
About 20 Goral were later found in the same 
area by the same research team in the beginning 
of 1990. Over the past four decades, the forests 
in all regions of Thailand were destroyed leading 
to degraded ecosystems which were fragmented 
as an island biogeography (Lakanavichian, 
2010). The fragmented forest ecosystems have 

forced many wildlife species in Thailand to their 
disappearance leading to high risks of extinction. 
It is obvious that some wildlife species hold 
higher risk for extinction owing to impacts from 
the island biogeography. It is inevitably that a 
smaller area of habitat is riskier than that of a 
larger area (Bolen and Robinson, 2003).

Goral is one of the endangered species 
under critical condition in Thailand due to 
continuing decrease of its population from 
hunting and habitat destruction. Forest 
destruction and fragmentation in Thailand have 
increased threats to the habitats of Goral and 
other endangered species. The main causes are 
economic development, supported by the 
national social and economic development plan, 
and human settlements in various areas of the 
country. Economic development with little or 
lip-service conservation practice by the 
government or the private sector has encroached 
into the remote forests in the highlands and 
mountains which are considered as prime 
habitats of Goral. Agricultural practices, 
irrigation systems, road buildings and human 
residences have encroached into wildlife 
ecosystems, particularly Goral habitat. 

As a consequence, Goral population has 
been evicted from their original habitats. Goral 
must therefore look for serene and secure 
habitats with enough food, water and other 
welfare factors for their survival. In general, 
Goral has relatively low capacity in adapting to 
changing ecosystem (Humphrey and Bain, 
1990). Goral prefers specific areas on the 
mountain peaks and cliffs, higher than 800 meter 
above mean sea level (a.m.s.l.). In general, Goral 
population is already low in nature, resulting in 
its extinction tendency. Another factor for Goral 
extinction tendency is a belief about Goral oil’s 
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medical quality by villagers. The villagers have 
believed that Goral’s oil can heal broken bones, 
leg ache and rheumatoid, similar to Serow’s oil. 
It is so diffi cult to convince the villagers, both 
residing around the forests and in towns, that 
Goral’s oil and meat are not suitable for 
consumption and healing.

The total number of Goral in Thailand is 
yet assessed, awaiting overall population survey. 
It was estimated by Kekule (2004) that the total 
population should not exceed 60. The Wildlife 
Reservation and Protection Act of 1992, and the 
Appendix I of CITES categorize Goral as an 
Endangered species, prohibiting of Goral 
hunting for trade, only for research if necessary. 
Goral is also considered a Vulnerable status by 
the World Conservation Union (IUCN). It is 
therefore necessary to study ecology of Goral 
for better development of conservation strategy 
for its species and habitat in order to protect 
the remaining population of Goral scattered 
in various forest areas in Northern Thailand 
(fi gure 1 below). 

Figure 1. Distribution range of Goral in the world 

(Lekagul and McNeely, 1988)

It is also signifi cant to understand the Goral 
groups residing in the forest areas outside the 
legal protected areas, as well as, to support 
ecotourism activities highlighted by Goral 
presence, based on an approach of community-
based conservation. By the National Park Act of 
1961 and the Wildlife Reservation and Protection 
Act of 1992, the main legal forest conservation 
areas in Thailand comprise (i) National Park, (ii) 
Forest Park, (iii) Wildlife Sanctuary and (iv) 
Non-hunting Area. The wildlife sanctuaries and 
national parks are usually large enough for 
providing refuges to many wildlife species. 
According to the previous records, Goral has 
been found in several legally protected areas, 
such as, Mae Tuen Wildlife Sanctuary, Om Koi 
Wildlife Sanctuary, Mae Ping National Park, Doi 
Inthanon National Park, Lum Nam Pai Wildlife 
Sanctuary, Mae Lao-Mae Sae Wildlife Sanctuary 
and Chiang Dao Wildlife Sanctuary which are 
in the North of Thailand (Ecological Research 
Division, 1997). 
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However, Goral has been discovered in the 
bordering areas between Mae Chaem district of 
Chiang Mai province, and Khun Yuam district 
of Mae Hong Son province, namely Doi Pa Ti 
Do and Doi Mhoe Ka Do (Doi is a Northern 
word for mountain). The Goral habitat covers 
both mountains and the area between the two 
mountains. It is interesting that the villagers 
of Khun Yuam district, particularly Tambon 
(sub-district) Mae Yuam Noi, have been 
interested in conserving the Goral and 
consequently set up a conservation group, 
namely “Doi Mhoe Ka Do Goral Conservation 
Club”. It has aimed to protect the Goral and its 
habitat, as well as, to carry out ecotourism 
activities. Ecotourism activities are considered 
as the means for encouraging participation from 
the villagers residing around Doi Pa Ti Do and 
Doi Mhoe Ka Do in both provinces. 

Objectives of the study

1) To assess Goral distribution in Thailand. 
2) To assess Goral habitat in a case-study 

area. 
3) To study Goral conservation by 

communities for community-based ecotourism. 

METHODOLOGY

The research methodology is divided into 
2 categories: (1) Goral distribution assessment 
and habitat survey, based on the forest and 
wildlife ecology, and Participatory Ecological 
Investigation Methodology (PEIM) developed 
by Lakanavichian and Pintana (2002), and 
(2) Participatory assessment of Goral.

1) Goral distribution assessment covers the 
habitats identifi ed by previous studies, with 
particular reference to the North of Thailand 
(see fi gure 3). Habitat survey comprises (a) 
identifi cation of habitat types (forest ecosystems), 
niches and basic needs (water, food and 

coverage), as well as, specifi c areas for special 
activities, e.g. salt-lick areas, fertilization areas, 
and (b) quantitative ecological sampling of the 
habitats, based on the principles of forest 
ecology and PEIM. PEIM is based on the forest 
ecological survey and participatory approach, 
taking into consideration the fact that the local 
villagers living near the forests know their 
forests and other organisms, particularly wildlife 
species, in details. It is therefore applicable to 
work with the local villagers who know the 
forests and their composition better than the 
researchers who are outsiders. 

The stratifi ed forest sampling which size of 
sampling plot is 1,600 m2 (40 meter x 40 meter 
quadrat) is set up in each stratum of identifi ed 
forest types. The sampling size selection can be 
derived from two principles, i.e. the Species Area 
Curve (Kutintara, 1998), and the representational 
size of a sampling plot (Avery, 1975). This 
research follows the representational size of a 
sampling plot which is a quadrat of 1,600 m2 as 
a representative of 1 km2 area. The PEIM used 
for forest tree identifi cation is applied by the tree 
knowledgeable villagers after a sampling plot is 
set up. The tree knowledgeable villagers are 
considered as research assistants throughout the 
forest sampling and habitat survey.

The girth of forest tree to be measured in 
each sampling plot is larger than 4.5 centimeter. 
After measuring all trees in the sampling plots, 
the data will be analyzed using the formulae 
developed by Krebs (1978). The main analyses 
include tree density, frequency, abundance and 
dominance, which will be further used for 
calculating Important Value Index (IVI) and 
Species Diversity Index, based on Shannon 
Wiener Index (SWI) formula.

2) Participatory assessment of Goral 
with local villagers, incorporating direct 
observation and interviews of key informants 
regarding forest and wildlife conservation, 
and ecotourism. 
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RESULTS AND DISCUSSIONS

The results of the study include Goral 
distribution, quantitative ecological indices, and 
participatory conservation of Goral for 
ecotourism. The information are intended to be 
distributed and shared with the involved villagers 
of Doi Mhoe Ka Do and Doi Pa Ti Do for further 
development of suitable strategies in conservation 
and ecotourism management. It is expected that 
the results of the study can help form a local 
knowledge inclusive of techniques for further 
implementation of various activities regarding 
Goral, particularly ecotourism activities. 
Technical knowledge regarding Goral habitat 
ecology, Goral behavior, seasonal limitation 
and other important welfare factors may help 
design a suitable approach for ecotourism 
activities in each season of a year.

national parks (NP), according to the latitudinal 
coordinates from the southernmost point up 
northwards as follows:

1.1 Mae Tuen W.S. in Mae Ramad and 
Sam-ngao districts, Tak province. Goral was 
found at Doi Poh Luang.

1.2 Om Koi W.S. in Om Koi and Doi Tao 
districts, Chiang Mai province. Goral was found 
at Doi Mon Chong.

1.3 Mae Ping N.P. in Li district, Lamphun 
province and Doi Tao district, Chiang Mai 
province. Goral was found at Haad Pha Lhek. 

1.4 Doi Inthanon N.P. in Chomthong 
district, Chiang Mai province. Goral were found 
at Kiew Mae Paan and Doi Hua Seua.

1.5 Lum Nam Pai W.S. in Pai and Muang 
districts, Mae Hong Son province. Goral was 
found at Doi Tham Sam Ta.

1.6 San Pan Daen W.S. in Pang Mapha 
district, Mae Hong Son province. The Goral was 
found at Doi Pum Khao (the fi rst discovery was 
by our research team).

1.7 Mae Lao-Mae Sae W.S. in Mae Taeng 
district, Chiang Mai province and Pai district, 
Mae Hong Son province. Goral was found at 
Doi Mon Liam

1.8 Chiang Dao W.S. in Chiang Dao 
district, Chiang Mai province. Goral were found 
at Doi Luang, Doi Song Pi Nong, Kiew Pa Ka, 
Ang Salung, Doi Piramid and Doi Nhok.

Category 2 Case-study area includes two 
connected mountains, which ridges divide the 
areas into two provinces: Doi Pa Ti Do in Mae 
Chaem district, Chiang Mai province, and Doi 
Mhoe Ka Do in Khun Yuam district, Mae Hong 
Son province (see fi gure 4). 

The ecosystems of Doi Pa Ti Do are 
identifi ed as Grassland, Savanna and a small 
patch of Lower Montane forest or Hill Evergreen 
forest (HEF). Doi Mhoe Ka Do has similar types 
of ecosystems: Grassland and Savanna near the 
summit and a large area of HEF, with additional 
Dry Evergreen forest along the streams.

Figure 2. Goral in close encounter 

at Doi Mhoe Ka Do

Goral Distribution in Thailand

The Goral distribution is divided into 2 
categories: 1) legal forest conservation areas 
(8 sites) and 2) case-study area.

Category 1 Legal forest conservation areas 
include 6 wildlife sanctuaries (WS) and 2 
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The major difference between the two 
mountain ranges is that Doi Pa Ti Do is mostly 
covered with grass species with a small patch 
of forest in lower elevation, while Doi Mhoe 
Ka Do is mostly covered with HEF, patches 
of Savanna and grassland, and Dry Evergreen 
forest. 

The hiking trails between Doi Pa Ti Do and 
Doi Mhoe Ka Do are mostly covered with the 
HEF and small patches of Savanna with steep 
cliffs. The researchers have to travel through 
several mountains before reaching the summit 
of Doi Mhoe Ka Do at 1,734 m (a.m.s.l). The 
camp site of the research team is near the 
summit, at 1,670 m (a.m.s.l.).

Figure 3. Goral Distribution in 

Northern Thailand (scale 1: 

4,300,300) including

1. Mae Teun Wildlife Sanctuary

2. Mae Ping National Park

3. Om Koi Wildlife Sanctuary

4. Doi Mhoe Ka Do-Doi Pa Ti Do 

5. Doi Inthanon National Park

6. Mae Lao-Mae Sae Wildlife 

 Sanctuary

7. Chiang Dao Wildlife Sanctuary 

8. Lum Nam Pai Wildlife Sanctuary

9. San Pan Daen Wildlife Sanctuary 

 (Source: Chairat, 1997, and 

 discovery in 2011)

Myanmar
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Figure 4. Goral habitats–Doi Pa Ti Do (left, front), Doi Mhoe Ka Do (left, back & right) 

Outcomes of Goral Ecological Study 

The Goral ecological study was conducted, 
based on the principles of forest and wildlife 
ecology, and PEIM. The conservation strategy 
and ecotourism management by involved 
villagers, as well as, economic development 
from ecotourism are based on a case-study 
approach. Goral distribution range at the case-
study area of Doi Mhoe Ka Do and Doi Pa Ti 
Do is 103.25 km2, whereas the Goral habitat is 
1.5 km2 (1.45% of the total area). 

Goral prefers to eat several grass species 
on the mountainous grassland and Savanna 
ecosystems, and then sunbathing on the Savanna, 
with particular to steep cliffs at Doi Mhoe Ka 
Do and high mountain of Doi Pa Ti Do. Goral 
likes to rest in caves or holes behind the rocks 
and roam in the dense forest for security 
occasionally. Preferably, Goral would like to be 
at the high and steep mountains with rock 
cropping for its security. 

Specifi c areas for Goral specifi c activities 
are salt-lick area, mating areas and secure 
coverage for their young or offspring. Goral likes 
to stay together in a group of 4-5. It has been 
apparent that a chief of a Goral group knows 
how and where to select its home range and 
specifi c area in a habitat. Goral has to run up and 
down between the mountain ridges and the 
streams in the valleys for water. In the early 
morning, Goral licks dew on the grasses as water 
source. Water source and salt-lick area imply 
Goral eating behavior and distribution of other 
wildlife species in the ecosystem. The important 
tree species found in the HEF and Savanna on 
the highlands and mountains by habitat survey 
are shown in Table 1 below. 
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Table 1. Tree species found in the Hill Evergreen forest and Savanna at Doi Mhoe Ka Do and 
Doi Pa Ti Do

No. Common Name Scientifi c Name Family
1 Kratum Anthocephalus chinensis (Lam.) A.Rich ex 

Walp.
RUBIACEAE

2 Ko Khao Lithocarpus thomsonii (Miq.) Rehder FAGACEAE
3 Ko Khimu Quercus helferianz A.DC. FAGACEAE
4 Ko Bai Leom Castanopsis tribuloides (Sm.) A.DC FAGACEAE
5 Ko Paen Castanopsis diversifolia (Kurz) King FAGACEAE
6 Kom Khom Picrasma javanica Blume SIMAROUBACEAE
7 Ko Soi Carpinus viminea Wall. ex Lindl. BETULACEAE
8 Kang Luang Albizia chinensis (Osbeck) Merr. LEGUMINOSAE -

MIMOSOIDEAE
9 Kaao Tristaniopsis burmanica var rufescens 

(Hance) J.Parn. & Nic Lughadha
MYRTACEAE

10 Kam Yaan Styrax benzoides Craib STYRACACEAE
11 Kaii Dang Ternstroemia gymnanthera 

(Wight & Arn.) Bedd
THEACEAE

12 Khanun Paa Artocarpus lanceifolius Roxb. MORACEAE
13 Khang Kwang Wendlandia paniculata (Roxb.) DC. RUBIACEAE
14 Kram Luang Indigofera zollingeriana Miq. LEGUMINOSAE -

PAPILIONOIDEAE
15 Ka Hod Engelhardtia spicata var. colebrookeana 

(Lindl. ex Wall.) Kuntze
JUGLANDACEAE

16 Chompu Bhuping Protium cerasoides D.Don ROSACEAE
17 Chaa Paen Callicarpa arborea Roxb. LABIATAE
18 Chiad Cinnamomum iners Reinw. ex Blume LAURACEAE
19 So Gmelina arborea Roxb. LABIATAE
20 Dang Xylia xylocarpa (Roxb.) Taub. var. xylo-

carpa
LEGUMINOSAE-MI-
MOSOIDEAE

21 Ta Kroa Schleichera oleosa (Lour.) Oken SAPINDACEAE
22 Ta Kian Nhu Anogeissus acuminata (Roxb. ex DC.) 

Guill. & Perr. var. lanceolata C.B.Clarke
COMBRETACEAE

23 Ta Baek Dang Lagerstroemia calyculata Kurz LYTHRACEAE
24 Ta Shu Mae Ziziphus incurva Roxb. RHAMNACEAE
25 Toom Ga Khao Strychnos nux-blanda A.W.Hill STRYCHNACEAE
26 Toem Bischofi a javensis Blume EUPHORBIACEAE
27 Zai Krang Ficus tinctoria G.Forst. subsp. parasitica 

Willd.
MORACEAE

28 Pradu Pterocarpus macrocarpus Kurz LEGUMINOSAE - 
PAPILIONOIDEAE
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No. Common Name Scientifi c Name Family

29 Po Khao Sterculia pexa Pierre STERCULAIACEAE
30 Plao Yai Croton roxburghii N.P.Balakr. EUPHORBIACEAE
31 Pha Sian Vitex canescens Kurz LABIATAE
32 Paya Mai Podocarpus neriifolius D.Don PODOCARPACEAE
33 Po Bai Balakata baccata (Roxb.) Esser EUPHORIACEAE
34 Nao Nai Ilex umbellulata Loes. AQUIFOLIACEAE
35 Makok Pran Turpinia pomifera (Roxb.) DC. STAPHYLEACEAE
36 Makham Pom Dong Cephalotaxus mannii Hook.f. CEPHALOTAXACEAE
37 Makam Dee Kwai Sapindus rarak DC. SAPINDACEAE
38 Mayom Hin Meliosma pinnata Walp. SABIACEAE
39 Mang Tan Schima wallichii (DC.) Korth. THEACEAE
40 Miang Camellia sinensis var. assamensis (Mast.) 

Kitam
THEACEAE

41 Rak Yai Gluta usitata (Wall.) Ding Hou ANACARDIACEAE
42 Lamyai Paa Paranephelium xestophyllum Miq. SAPINDACEAE
43 Linchi Litchi chinensis Sonn. SAPINDACEAE
44 Somsa Myrica rubra Siebold & Zucc. MYRICACEAE
45 Samoh Piphek Terminalia bellirica (Gaertn.) Roxb. COMBRETACEAE
46 Satib Phoebe paniculata (Nees) Nees LAURACEAE
47 Sarapee Paa Anneslea fragrans Wall. THEACEAE
48 Mhak Laeb Peucedanum dhana A.Ham. UMBELLIFERAE
49 Hom Klai Dong Harpullia arborea (Blanco) Radlk. SAPINDACEAE
50 Hua Whaen Vaccaria sprengelii (G.Don) Sleumer CARYOPHYLLACEAE
51 Oun Viburnum sambucinum Blume var. 

tomentosum Hallier f.
CAPRIFOLIACEAE

52 X2 - Waiting to be identifi ed- -

For the habitat survey with participatory 
sampling method, based on the principles of 
forest ecology and PEIM, trees girth larger than 
4.5 cm in the sampling plots were measured 
along with height and canopy cover. The 
variables for calculation according to the 
formulae by Krebs (1978) are tree density, tree 
frequency, tree dominance (derived from tree 
basal areas), IVI and SWI. There were 2 
sampling plots in the HEF and 1 sampling plot 
in the Savanna. Table 1 shows that there are 52 
tree species found in the ecological sampling 
plots of the HEF and the Savanna which one 
species is awaiting to be identifi ed. 

1) Savanna 

Only one sampling plot was undertaken due 
to a limited topography of high risk. It was also 
due to the fact that only 2 sampling plots were 
required from the representational size sampling 
plot, according to Avery (1975). 

Thus the data of the Savanna sampling plot 
cannot be calculated into IVI, owing to a lack 
of frequency analysis. The SWI, relative density 
and relative dominance of the Savanna are able 
to be calculated. The SWI is 1.41, based on the 
SWI range of 0-7. There are 6 tree species, 
totaling 54 trees, signifying that the tree 
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arrangement is sparse in the Savanna, implying 
that the area is mostly covered by grass species. 

The highest relative density (70.37%) is of 
Khaeng Kwang (Wendlandia paniculata (Roxb.) 
DC.), and followed by Paya Mai (Podocarpus 
neriifolius D.Don) and Kam Yaan (Styrax 
benzoides Craib) at 12.96% and 11.11% 
respectively. The highest relative dominance of 
all tree species in the Savanna is also Khaeng 
Kwang (28.73%, a basal area of 1,159.61 cm2/
rai or 0.72 m2/hectare), followed by Paya Mai 
and Kam Yaan. 

2) Hill evergreen forest

In the HEF sampling plots, there are 50 tree 
species, totalling 146 trees. The highest relative 
density is Miang (Camellia sinensis var. 
asamensis (Mast.) Kitam) at 11.64 percent. The 
second (7.53%) and third (6.16%) highest 
relative densities are Khang Kwang (Wendlandia 
paniculata (Roxb.) DC.) and Mang Tan (Schima 
wallichii (DC.) Korth.). 

The highest relative frequencies of all tree 
species in the HEF sampling plots are Kaii Dang 
(Ternstroemia gymnanthera (Wight & Arn.) 
Bedd), Mang Tan (Schima wallichii (DC.) 
Korth.) and Makok Pran (Turpinia pomifera 
(Roxb.) DC.) at 3.64% equally.

The highest relative dominance of all tree 
species are Mang Tan (Schima wallichii (DC.) 
Korth.) at 15.41% and a basal area of 13,930.95 
cm2/rai or 1.39 m2/ha, followed by Ko Bai Leom 
(Castanopsis tribuloides (Sm.) A.DC) at 6.45% 
and a basal area of 5832.59 cm2/rai or 0.58 m2/

ha, and Paya Mai (Podocarpus neriifolius 
D.Don) at 5.54% and a basal area of 5,008.82 
cm2/rai or 0.50 m2/ha. 

The IVI shows the important ecological 
value of each tree species in a particular 
ecosystem. In the HEF of Doi Mhoe Ka Do, the 
highest IVI species is Mang Tan (Schima 
wallichii (DC.) Korth.) at 25.21. The second and 
third highest IVI species are Ko Bai Leom 
(Castanopsis tribuloides (Sm.) A.DC) and 
Miang (Camellia sinensis var. assamensis 
(Mast.) Kitam) with the values of 15.57 and 
15.38 respectively. 

The species diversity index calculated by 
the formula of SWI is 5.07. The value indicates 
that the species diversity of Doi Mhoe Ka Do’s 
Hill evergreen forest is relatively high, based on 
the SWI range (0-7). It also implies that the HEF 
ecosystem is able to provide food and shelters 
to a number of wildlife species, with particular 
to the target species, Goral.

Goral Food
Food for Goral is a variety of grasses from 

the mountainous grassland and the Savanna or 
fodders from some plant species, if the quantity 
of grass is insuffi cient in the dry season. Due to 
its small size of about 30 kilogram weight and 
50 centimeter height at adult age, Goral does not 
consume much per day. Table 2 shows 11 plant 
species as Goral main food in the case studied 
area, mostly grass species excluding one 
unidentifi ed species.
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Table 2. Plant species as Goral food at Doi Mhoe Ka Do and Doi Pa Ti Do 

No. Common Name Scientifi c Name Family
1 Yah Sam Liam Cyperus malaccensis Lam. CYPERACEAE
2 Yah Whai Paspalum longifolium Roxb. GRAMINEAE
3 Yah Ka Imperata cylindica Beaur. GRAMINEAE
4 Yah Nhuad Reusi Heteropogon contortus Beauv. ex Roem. GRAMINEAE
5 Saab Rang Saab Ka Ageratum cornyzoides Linn. COMPOSITAE
6 Tong Kong Thysanolaena maxima Ktze. GRAMINEAE
7 Haew Thai Cyperus esculentus Linn. CYPERACEAE
8 Yah Kai Eulalia siamensis Bor. GRAMINEAE
9 Yah Kaab Phai Setaria palmifolia Stapf. GRAMINEAE
10 Lao Saccharum spontaneum Linn. GRAMINEAE
11 Mhak Laeb Peucedanum dhana A.Ham. UMBELLIFERAE

Participatory Conservation of Goral 
for Ecotourism

In 2002, the villagers residing around Doi 
Pa Ti Do and Doi Mhoe Ka Do were interested 
in Goral and its conservation. The interested 
villagers set up a group to conserve Goral and 
its habitat. It was led by the late government 
offi cial of Hua Pon Community Health Hospital 
which has been the local hospital of Tambon 
(sub-district) Mae Yuam Noi, Mr. Chinnawut 
Kaiwalrungpipat. The conservation group began 
laying out the rules and aiming to conserve the 
Goral, according to an ecotourism approach. 

There are 8 villages under the administration 
of Tambon Mae Yuam Noi, i.e. Hua Mae La Ka, 
Mae Kopi, Mae Ao, Ma Jae, Mae Haad, Wha 
No, Hua Pon and Huay Ma Buab. Total 
population is 1,812 from 474 households. In 
2010, the conservation group was transformed 
to be a conservation club, namely “Doi Mhoe 
Ka Do Goral Conservation Club” which 
appointed a committee consisting of two 
representatives from each village of Tambon 
Mae Yuam Noi, totaling 16 committee members. 

The Conservation Club found supports from 
various organizations, including the Mae Yuam 
Noi Tambon Administrative Organization (Mae 
Yuam Noi TAO) and became quite active since 
then. However, Mr. Chinnawut passed away in 
February 2012, resulting in inactive management 
of the Conservation Club, resulting in a 
reorganization as “Doi Mhoe Ka Do Resource 
Protection Volunteer Club” in late 2012. The 
committee of the Volunteer Club has recently 
planned to update the rules and regulations 
for further adjusting its conservation approach 
and ecotourism activities. It has fully been 
supported by the Mae Yuam Noi TAO. 

The research team has shared the results 
of Goral ecological and behavioral study with 
the Doi Mhoe Ka Do Goral Conservation Club 
and Doi Mhoe Ka Do Resource Protection 
Volunteer Club. The information is then shared 
with their members and interested villagers for 
further implementation of their conservation and 
ecotourism activities aiming for sustainable 
management of ecotourism and economic 
development of the participating villages. 
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Since its active support in 2012, the Mae 
Yaum Noi TAO has allotted more budget for 
regular activities of forest patrol, forest 
ordination, study tour, training and other 
conservation activities. It is therefore necessary 
for the Volunteer Club and its members to 
understand the Goral habitats, with particular to 
food and water sources, escape coverage for 
security, Goral ecology and other important 
behavior, prior to setting up any conservation 
strategies and ecotourism work plan. The 
involved villagers usually hold an annual 
activity, such as, Forest Ordination, forest patrol. 
It is considered as one of the good strategies for 
conservation of Goral habitats and a basis for 
conservation of the entire case studied area, Doi 
Mhoe Ka Do-Doi Pa Ti Do, which most forest 
ecosystems are still in good condition.

In general, ecotourism management needs 
active cooperation from various parties: from 
the responsible government agencies, the private 
sector and the local people. Local participation 
is essential for ecotourism development and 
management. The genuine participation 
comprises 4 steps: exploration, planning, 
management and implementation. The outcome 

of local participation in such ecotourism project 
include individual benefi t, community benefi t, 
and a learning process for community suffi ciency 
developed by the local people in order to attain 
their goals of Goral and forest conservation, 
sustainable ecotourism and sustainable 
development. 

CONCLUSION AND 
RECOMMENDATION

Goral lives in the specifi c habitat in the high 
mountains with steep cliffs for grazing, resting, 
mating and escape. In general, Goral has low 
capacity to adapt to a new ecosystem. It is 
therefore necessary to understand Goral ecology 
prior to setting up any conservation activities, 
leading to other benefi cial outcome.

Human disturbance is likely to cause habitat 
destruction and limitation which may accelerate 
an extinction tendency of Goral. 

The Goral distribution assessment in 
Thailand results in 8 legal forest conservation 
sites, including 6 wildlife sanctuaries and 2 
national parks as mentioned, and the case-study 

Figure 5. Forest tree ordination at the foothill of Doi Mhoe Ka Do as a strategy for Participatory Goral conservation
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area outside the legal protected areas, Doi Mhoe 
Ka Do and Doi Pa Ti Do covering 103.25 km2. 
Only 1.5 km2 which is 1.45% of the total 
distribution range is the Goral habitat in the case 
studied area. There are 2 types of forest in the 
Goral habitat: Hill Evergreen forest and Savanna. 

It is very important to protect Goral from 
human disturbance and forest encroachment in 
the legal conservation forests in the upper 
Northern region of Thailand. In the case studied 
area outside the legal protected areas in the upper 
North, the local villagers led by the Doi Mhoe 
Ka Do Resource Protection Volunteer Club 
consider their Goral conservation as a basis for 
ecotourism development and income generation. 
It is thus necessary for the stakeholders to 
understand about the ecology of Goral, its habitat 
and behavior, particularly the mating season, in 
order to plan ecotourism activities accordingly.

Although Goral breeding in captive and 
semi-natural environment is functional at 
present, releases of some Goral adults back to 
the nature in a wildlife sanctuary are not yet 
successful in Thailand. That target wildlife 
sanctuary is one of the legal forest conservation 
sites in this study. It may be due to a lack of 
information on Goral ecology, habitat and 
behavior. 

For sustainable livelihood of Goral, 
participation of all stakeholders are essential. 
Local people residing around or near the Goral 
habitats must undertstand about Goral ecology 
and behavior, and should involve in Goral 
conservation activities. Goral conservation 
scheme must include its species conservation 
and habitat protection leading to species 
maintenance and reproduction, as well as, proper 
management of the species for its better future 
which should be far from extinction. As a 
consequence, the conservation approach is likely 
to support sustainable ecotourism in the target 
areas which are in the upper North of Thailand.
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ABSTRACT 

The aim of the study was to investigate what kind of posture in cold water was good for the 
homeostasis of body temperature in long haul diving. Subjects were in different stages, such as 
supine rest, seated rest, standing rest, seated bike rest, exercise on the bike. In order to maintain the 
homeostasis when subjects were in the cold water, the best posture was the supine, which had the 
minimum of cardiac output comparing to the others. Also, the blood off the heart decreased and so 
did the heat from inside body to skin. In this case, the heat from metabolism was kept in the body 
effi ciently and it was advantageous for divers to save their lives when subjects were doing scuba 
diving for leisure, researching or working in the cold water.

Keywords: Scuba diving, Diving physiology, Cardiovascular reaction

INTRODUCTION

The population of aquarium activity has 
been increased since the prohibit law was lifted 
couple of years ago in Taiwan, and more persons 
like to contact and learn more marine sports, 
such as canoeing, wind surfi ng, sailing, and 
scuba diving. The more progress the science and 
technology are, the more interesting, velocity 
and depth are the people in marine sports. The 
speeding competition of wind surfi ng and sailing 
is getting more and more important. Also, the 
depth of scuba diving is increased. So, scuba 
diving is highly accepted by persons who like 
to do water activity, and people would like to 
take the advantage of scuba diving to do 

leisure activities and research works in water. 
However, the diving is a high tech activity and, 
simultaneously, a high risk activity and thus, an 
available test performed in laboratory to know 
how the cardiovascular system reacts when 
subjects exercise in the cold water is helpful to 
scuba divers. Moreover, in this condition, what 
is the best diving posture of subjects for long 
time diving in the cold water? If the test can 
be carried out in the laboratory, the divers can 
know how their cardiovascular systems change 
in order to adapt the new environment in water. 
On the other hand, protection is better than 
treatment.

During exercise in the cold water, keeping 
the core temperature and heat constant, and 
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the oxygen supply need the operation of 
cardiovascular system, which is not allowed to 
have any trouble, especially in coronary blood 
vessel. Coronary blood vessel provides the heart 
blood with 80%. So the operation of coronary 
blood vessel cannot have any mistake. The role 
of heart is the core function of cardiovascular 
system and the cardiac output should be enough 
to provide blood to make the functions of 
physiological mechanisms normal, such as 
transporting oxygen to organ and the cell, and 
heat dissipation from core to shell to keep the 
core temperature constant. The cardiac output is 
the product of heart rate and stroke volume. On 
the other hand, the cardiac output is infl uenced 
by heart rate and stroke volume.

However, what kinds of factors can 
infl uence heart rate and stroke volume? When 
scuba divers diving in the water, general 
speaking, the normal posture is supine position, 
which is used to be when people swim in the 
water. When swimming in the water no matter 
whatever the style is, supine position is the 
common posture among free style, butterfl y, 
back stroke and beast stroke. Some diving 
workers or researchers in the water have to 
change their postures from supine position to 
standing, sitting, crouching and so on. Do the 
changes of postures in the water infl uence the 
cardiac output and heat dissipation from core to 
shell? In this case, the divers can understand the 
changes of their physiological functions to 
acclimate the new environment, which can 
protect their security in the cold water and keep 
longer in the water doing their jobs or leisure 
activities.

METHODOLOGY

Subjects: There were 12 subjects recruited 
from the Department of Marine Sports and 
Recreation of Penghu University of Science and 
Technology in Taiwan. They did not have any 
cardiovascular  d isease  and take  any 
cardiovascular disease’s medicine either.

General protocols: The test was performed 
in the gym of Penghu University of Science and 
Technology in Taiwan. There was an orientation 
before the test explaining the process and 
attention of the experiment. First of all, 
researcher set up the electrocardiogram (ECG) 
detectors and receivers on the subjects and ran 
the ECG when subjects were in supine, sitting, 
standing and biking on a bike with different 
loads. Subjects sat on the bike and then took the 
lead V5 data after 10 minutes from stage I to 
stage III, increasing the load every 10 minutes 
with 1lb. Before the experiment, subjects’ height 
and weight were measured and so did blood 
pressure, rectal temperature and skin temperature. 
Also, the blood was taken and then subjects 
immersed the 20 degree C water for 5 minutes 
at rest and then blood pressure, rectal temperature, 
skin temperature and blood were taken. There 
was a bike in the water and subjects were asked 
to bike in the water after 5 minutes at rest. 
Subjects had to bike in the water for 40 minutes 
and blood pressure, rectal temperature and skin 
temperature were taken every 5 minutes, and 
blood was taken every 10 minutes.

Instrumentations and analysis

Instrumentations: electrocardiogram 
(12 lead cardimax FX-2111) was to record 
the V5 in different postures. Bike, Wheel bike, 
skin temperature and rectal sensors (700 series) 
skin temperature and rectal temperature 
sensors; Lxuzhou Yongkang Electronic 
Science Technology Co., Ltd). Also, centrifuge 
and Metabolic Measurement System were 
performed. There have been many investigations 
done addressing stroke volume, heart rate and 
the relative effects of these variables on cardiac 
output. It is common practice to compute heart 
rate from electrocardiogram. If a relationship 
could be established between stroke volume and 
some aspect of the electrocardiogram then 
cardiac output could be estimated from 
electrocardiographic measurements.
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The electrocardiogram can give information 
concerning stroke volume and cardiac output. 
T-wave changes appear to be moving in the 
direction of the expected changes in stroke 
volume. T-wave represents repolarization of the 
ventricles and the QRS complex represents 
depolarization of the ventricles then there is 
a relationship between the two confi gurations 
(Taggart, Parkinson & Carruthers, 1972). The 
research equipments were 20 degree C basin, 
a wheel in the basin, thermometer for skin 
temperature and rectal temperature. In addition, 
it needed a sphygmomanometer, blood centrifuge, 
blood tube, as well as computerization energy 
survey metabolism installment.

Equations for the calculation of stroke 
volume (Taggart et al., 1972).

Y=-69.9472 (X) +37.3483 (Z) +65.0422
 (X=T wave amplitude, Z=RS amplitude);
Y=-0.0342193 (X) +23.5145 (Z) +52.6177
 (X=T wave amplitude Z=RS amplitude); 
Y=-83.1231 (X) +0.915089 (Z) +52.6177
 (X=T wave area, Z=RS amplitude) ; 
Y=-83.1231 (X) +0.915089 (Z) +37.622  
 (W) +62.1143
 (X=T amplitude, Z=T wave area W=RS 
amplitude)

T-wave amplitude : The distance measured in 
millivolts from the highest point of the 
T-wave to a point on the isoelectric line 
directly under the highest point.

Area under the T-wave : The area under the 
T-wave is calculated in square millimeters. 
The linear boundaries of the area to 
calculated are from the X point (beginning 
of the T-wave) to the end of the T-wave, 
with the vertical boundaries being the entire 
span of the T-wave and the isoelectric line.

QRS complex voltage : The measurement is 
done in millivolts from the top of the 
R-wave to the bottom of the S-wave.

Isoelectricline : A line connection the end of a 
T-wave to the end of the next T-wave. 

Analysis : One-way ANOVA was performed in 
the study.

 

RESULTS AND DISCUSSIONS

Comparing the stroke volume and cardiac 
output in the three-equilibrium equation, the 
stroke volume was computed with the three 
equilibrium equations in different postures and 
workloads of exercise. From Table 1, there was 
no any signifi cant difference in stroke volume 
among the three equations. However, there was 
a signifi cant difference among different postures 
and workloads of exercise in stroke volume and 
cardiac output, see table 2. Also, heart rate had 
the similar results. In supine position, the stroke 
volume was the biggest; on the contrary, the 
heart rate was the smallest. The heart rate was 
increased compromised with the different 
posture. When the workload was in maximum 
and so did the cardiac output. The result was 
similar with the previous studies (Blackwell, 
Dell Italia & Pohost, 1994; Bonow, 1994).

Table 1 shows the relationships among heart 
rate (HR), stroke volume (SV) and cardiac 
output (Q). Cardiac output is the product of heart 
rate and stroke volume. From Table 2 and 
Figures 1 and 2, the results showed that there 
was a significance among stages in stroke 
volume and cardiac output (p=.01 and p=.016).
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Table 1. Values of heart rate, stroke volume and cardiac output were measured in different postures 
and workloads of exercise.

SV, HR, Q

Subject 

T-amp & RS-amp T-area & RS-amp T-amp, T-area & RS-amp
SV

(ml)
HR

(bmp)
Q

(L/min)
SV

(ml)
HR

(bmp)
Q
(L/

min)

SV
(ml)

HR
(bmp)

Q
(L/min)

 Supine Rest 82.1
±1.6

69
±3.5

5.6
±0.3

79.9
±2.1

69
±3.5

5.5
±0.3

81.1
±2.2

69
±3.5

5.6
±0.3

Seated Rest 87.2
±2.1

71
±3.5

6.2
±0.3

81.8
±3.4

71
±3.5

5.8
±0.4

83.9
±3.1

71
±3.5

6.0
±0.4

Standing 
Rest

90.6
±4.1

77
±4.6

7.0
±0.6

85.7
±2.5

77
±4.6

6.6
±0.4

87.7
±2.9

77
±4.6

6.8
±0.5

Seated bike 
Rest

90.4
±3.5

77.5
±5

7.0
±0.6

86.6
±2.5

77.5
±5

6.7
±0.4

87.3
±3.1

77.5
±5

6.8
±0.5

Stage I 
Exercise

100.4
±5.1

93
±7.7

9.3
±1.2

93.5
±4.5

93
±7.7

8.7
±0.8

96.1
±3.1

93
±7.7

8.9
±0.7

Stage II 
Exercise

109.7
±5.6

105
±10.7

11.6
±1.7

101
±5.7

105
±10.7

10.6
±1.1

104.6
±4.2

105
±10.7

11.0
±1.1

Stage III 
Exercise

115.8
±5.3

121
±14.3

14.1
±2.0

111
±7.3

121
±14.3

13.4
±1.6

113
7±4.5

121
±14.3

13.7
±1.5

Exercise 
Recovery

82.1
±2.2

78
±4.2

6.4
±0.4

83.9
±4.2

78
±4.2

6.6
±0.6

86.4
±5.8

78
±4.2

6.8
±0.7

Table 2. Heart rate and cardiac output were performed in One-Way ANOVA

Sum of Squares 
between

Degree of 
freedom

Average of sum of 
squares

F test Sig

SV 900.8 7 450.4 13.0 .01*

Q 48.9 7 24.4 10.7 .016*

* p<.05



Internati onal Journal of Asian Tourism Management
Vol. 4 (1): 37-50, April, 2013
The Eff ect of Diver Postures upon the Homeostasis 
of Body Temperature  

ISSN: 1906-8654

S. Y. Kao

41

Figure 1. Stroke volumes in the three di  fferent equations of different postures and work loads

Figure 2. Cardiac output in the three different equations of different postures and work loads
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Table 1 shows the value of cardiac output, 
utilizing the three kinds of different cardiac 
output formulas. Cardiac output is the product 
of heart rate and stroke volume (Guyton & Hall, 
2000). So the more either stroke volume or heart 
rate increases, the more cardiac output increases 
(Powers & Howley, 1994; Froelicher & Myers, 
2000). Exercise on the bike was the best example 
since the cardiac output increased was due to 
increased heart rate and stroke volume (Powers 
& Howley, 1994; Froelicher & Myers, 2000).

The synthesis discussion 

The physiological mechanism of stroke 
volume changing compromised with different 
postures was that the end diastolic volume 
changed with the body postures (Rodeheffer, 
Gerstenblith, Beard, Fleg, Becker, Weisfeldt & 
Lakatta, 1986). However, the relationship 
of stroke volume and end diastolic volume did 
not change with age. Two factors infl uenced end 
diastolic volume: one was the muscle pump and 
the other was the vein pump (Guyton & Hall, 
2000). Takahashi, Hayano, Okada, Saitoh & 
Kamiya (2005) pointed out that when subjects 
were in supine position, the muscle pump did 
not do any favor to venous return. The two 
factors were to overcome the earth’s gravity to 
increase the venous return and so did end 
diastolic volume.

At rest, the stroke volume was the smallest 
when subjects were in supine position and so 
was cardiac output (Guyton & Hall, 2000). For 
healthy subjects, there was no any relationship 
between cardiac output and age. For an elder, 
cardiac output had a positive relationship with 
stroke volume. On the other hand, for a young 
person, there was no relationship between 
cardiac output and heart rate. These results 
showed that the reliance played a more important 
role than heart rate in venous return, which could 
explain the mechanism of stroke volume in 
supine position (Rodeheffer et al., 1986).

Plotnick, Kahn, Rogers, Fisher & Becker 
(1988) pointed out that the effect of body posture 
and short-term pharmacology disturbance were 
upon the maximum capacity speed of left 
ventricle, which represented the change of 
posture. For the 12 subjects, the range of 
changing was from 3.3 to 5.1 end diastolic 
volumes and compromised with 13.7% change 
rate. 

Compared with the supine positions, the 
increase of capacity speed of left ventricle was 
the same as the increase of end diastolic volumes 
The maximum capacity speed of left ventricle, 
the change of body’s posture and the stroke 
volume were highly related. However, the 
maximum capacity speed of left ventricle was 
reversed to end systolic volume and it had 
nothing to do with heart rate and blood pressure 
(Plotnick et al., 1988).

There was a common finding among 
researchers that the stroke volume of exercise 
was more than in rest, which supported the 
previous studies. Increased load of exercise 
would increase the stroke volume. Similarly, the 
cardiac output had the same results similar to 
the results of the study. However, the rate of 
cardiac output increased was from 40% to 60% 
of the maximum load of exercise and then the 
cardiac output was kept in plateau position till 
the fatigue stage of the body. During exercise in 
standing position, the stroke volume was 
increased two times as much as in rest when 
subjects exercised from baseline to the maximum 
exercise. But for a non-exercise player, the 
stroke volume would increase from 50 milliliters 
to 120 milliliters (Blackwell, Dell Italia & 
Pohost, 1994; Bonow, 1994).

In supine position, stroke volume, swimming 
for example, also increased, but just increased 
from 20% to 40%, which was not as much as 
the position of standing (Blackwell, Dell Italia 
& Pohost, 1994; Bonow, 1994). In supine, blood 
would not pause in limbs but back to heart, 
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Figure 3. Values of heart rate, rectal temperature, skin temperature, 

body temperature were performed in different phases. 

which meant in supine the stoke volume was 
more than in standing. During the maximum 
load of exercise, the rate of stroke volume 
increased is not as much as the position of 
standing. When exercising as in standing, the 
stroke volume increased a little more than the 
stroke volume in rest. From the low to the 
medium load of exercise, the increased stroke 

volume was to overcome the gravity (Blackwell, 
Dell Italia & Pohost, 1994; Bonow, 1994). 

The conservation and transportation 
of body temperature 

The VO2 was compromised with work load 
and so was blood pressure. However, the 
temperature was inversed. 
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Figure 3 initially heart rate was increased 
and then decreased. Meanwhile, it was kept in 
a steady state. The rectal temperature was still 
kept in a steady state. However, skin temperature 
and body temperature went down. 

Table 3. Values of VO2, RER, BP, HR, RPE, Tr, Ts and Tb

TIME VO2 RER BP HR RPE Tr Ts Tb

baseline 534.4
±41.4

0.9
±0.1

125.6/77.7
±2.5/±3.5

72.4
±3.1

0 37.9
±0.2

34.4
±0.2

36.9
±0.2

5 min 739.7
±45.3

1.0
±0.1

1133.5/78.7
±2.4/±3.3

83.7
±3.5

0 37.6
±0.2

24.5
±0.2

33.6
±0.2

10 min 848.2
±55.6

1.0
±0.1

133.9/77.7
±3.1/±3.5

86.9
±3.9

0 37.5
±0.2

23.8
±0.2

33.3
±0.2

15 min 1296.5
±263.2

1.0
±0.1

136/77.7
±2.8/±3.5

85.8
±3.3

0 37.2
±0.2

23.5
±0.2

33
±0.2

20 min 1435.2
±277.3

1.0
±0.1

136.5/77.7
±2.1/±3.5

73.7
±2.4

0 37
±0.2

23.3
±0.2

32.6
±0.2

25 min 1335.8
±286.8

0.9
±0.1

141.9/77.7
±2.0/±3.5

53.5
±1.7

0 36.8
±0.3

27.7
±0.2

32.6
±0.2

30 min 1269.9
±272.4

0.9
±0.1

158.4/77.7
±2.5/±3.5

55.1
±1.3

0 36.8
±0.3

23.3
±0.3

32.5
±0.2

35 min 1262.4
±260.2

1.0
±0.1

150.3/77.7
±4.2/±3.5

55.2
±1.4

0 36.8
±0.3

28.2
±1.4

32.5
±0.2

40 min 1430.8
±276.6

1.0
±0.1

175.2/77.7
±2.4/±3.5

79.5
±3.1

0 36.8
±0.3

28.3
±1.4

32.5
±0.2

Table 4. Values of VO2, HR, Tr, Ts, Tb in every stage analyzed with One-way ANOVA

Sum of Squares Degree of freedom F test sig

VO2 396539.7 8 5.8 .047*

HR 0.467 8 0.002 .964

Tr 0.623 8 5.6 .050*

Ts 73.205 8 13.7 .008*

Tb 14.761 8 81.0 .000*

* p<.05

From Table 4, the results showed that the 
values of VO2, Tr, Ts and Tb were signifi cant 
among all the stages. However, there was no any 
signifi cant difference in heart rate.
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The values of VO2, Tr, Ts, Tb were 
significant in between according to table 4 
(p=.05, p=.008, p<.001, respectively)

In Table 5, HCT% was initially increased 
and then decreased. On the contrary, the others 
were decreased and kept in a steady state.

In Table 6, hemoglobin and hematocrit 
initially increased and then decreased. However, 
the others, plasma volume, cell volume and 
blood volume decreased gradually.

Table 5. Before, during and after 40 minutes exercise, the values of Hb, HCT%, PV%, CV% 
and BV%

Time Hb HCT% PV% CV% BV%

Baseline 13.9±0.3 37.9±1.5 46±2 54±2.2 100
10 min 17.1±0.2 43.7±1.5  -0.26±0.03 -0.06±0.03 -18.96±0.02
20 min 15.9±0.3 45.8±1.6 -0.98±0.02 -0.98±0.02 -98.04±0.02
30 min 16.0±3.1 42.3±8.2 -0.98±0.02 -0.98±0.02 -98.04±0.02
40 min 16.4±3.4 41.3±8.4 -0.98±0.02 -0.98±0.02 -98.04±0.02

Hb: hemoglobin HCT%: hematocrit
PV%: plasma volume CV%: cell volume
BV%: blood volume

Table 6. HB, HCT, PV, CV and BV were analyzed with One-way ANOVA

Sum of squares Degree of freedom F test sig

Hb 139.52 4 322.141 .000*
HCT 450.40 4 53.685 .000*
PV 22783.55 4 3.015E+35 .000*

CV 31182.90 4 4.163E+35 .000*
BV 391487.06 4 1.011E+33 .000*

* p<.05
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HB, HCT, PV, CV and BV were analysis in 
One-way ANOVA. The results showed that there 

was a signifi cance difference among all the 
stages in the values (p<.001). 

Table 7. Values of VO2, RER, BP, HR, RPE, rectal temperature, skin temperature and body 
temperature from baseline to fi nal stage. 

VO2 max
Ml/min

RER BP
mmHg

HR
Beats/min

RPE Tr
°C

Ts
°C

Tb
°C

Baseline 534.4
±41.4

0.9
±0.1

125.6/77.7
±2.5/±3.5

72.4
±3.1

0 37.9
±0.2

34.4
±0.2

36.9
±0.2

Final 1430.8
±276.6

1.0
±0.1

175.2/77.7
±2.4/±3.5

79.5
±3.1

0 36.8
±0.3

28.3
±1.4

32.5
±0.2

RER: respiratory exchange ratio (VCO2/VO2)   BP: blood pressure
HR: heart rate       RPE: rated perceived exertion (scale) 
Tr: rectal temperature      Ts: skin temperature
Tb: body temperature

The VO2 increased from 515Ml/min at 
baseline to 1378 Ml/min final stage. Rectal 
temperature, skin temperature and body 
temperature were decreased.

The heat dissipation from body to 
environment in the cold water was with 
radiation and convection.

Table 8. Subjects’ heat loss and gain after exercise

E
Kcal

W
Kcal/min

R+C
Kcal

MHL
Kcal

THL
Kcal

%HLS
Kcal

%E
Kcal

%(R+C)
Kcal

Kb
Kcal/°C

458.2
±33.6

0 -100
±13.2

6.46
±2.2

-94.3
±12.7

23.06
±5.4

76.94
±7.6

72.2
±8.6

60.82
±11.3

E: evaporative heat loss      W: work
R+C: heat lost or gained by radiation or convection  MHL: metabolic heat load
THL: total heat load      HLS: heat load stored
Kb: body Conductance

Before and after exercise, the change 
of skin temperature gradient

After exposure 40 minutes in the cold water, 
from the Table 7, the average skin temperature 
was decreased from 34.4 degree C to 28.3 degree 
C. The physiological mechanism was that the 
change was induced by the contraction of 
capillaries in the skin (Doubt, 1991; Castellain, 
Young, Kain, Rouse & Sawka, 1999). The 
reduction of blood fl ow from core to shell was 

the reaction of capillaries to protect heat 
dissipation from skin to environment with 
conduction (Doubt, 1991; Castellain et al., 
1999). After that, the average skin temperature 
was kept about 23.4 degree C steady stage. Also, 
the results from Table 7 showed that body 
temperature, skin temperature and the rectal 
temperature were signifi cant difference in all the 
exercise stages in the cold water from the 
baseline to exercise.
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However, after subjects exercising in the 
cold water in 30 minutes, the skin temperature 
was increased from 23.4 degree C to 28.2 degree 
C. The physiological mechanism was that 
increased metabolism was to increase the heat 
generation and provide with the enough heat to 
the body. From table 5, the values of HB, HCT, 
PV, CV and BV were signifi cant different among 
the stages. To balance the heat gained and heat 
dissipated, it was necessary to increase the blood 
to the skin and metabolism to increase the heat 
storage in the body. Also, it was increased the 
heat dissipation from skin to the environment 
with conduction and convection.

The gradient of rectal temperature 
from the rest to exercise and the 
interaction with the gradient of skin 
temperature

From Table 7, in the cold water, the rectal 
temperature was decreased from 37.9 degree C 
to 36.8 degree C in rest. The physiological 
mechanism was to reduce the gradient between 
core and shell to protect the heat dissipated from 
core to shell with conduction and convection. 
The gradient of core and shell was 3.5 degree C 
and 8.5 degree C respectively between before 
and after exercise. If the core temperature was 
kept in 36.8 degree C and the gradient of core 
to shell was 8.5 degree C, according to Table 8, 
the result was showed that there was a signifi cant 
difference between them. In this case, the heat 
dissipation was conduction and convection. 
From Table 8, the way to dissipate heat with 
conduction and radiation was almost 72%. The 
decrease of core temperature was to reduce the 
gradient from core to shell and to balance the 
heat generation and dissipation. 

During exercise in the cold water, 
metabolism and the blood to the skin increased 
to maintain the body temperature (Pandolf, 
Sawka & Gonzalez, 1988; Tikuisis & Giesbrecht, 
1999; Maw, Mackenzie & Taylor, 2000). In this 
case, the skin temperature also increased from 
24.5 degree C to 28.3 degree C. When the blood 

fl ow to the skin increased, the heat dissipation 
of conduction and convection also increased. 
However, the heat gained was little less then the 
heat lost. In order to balance the heat product 
and heat dissipation, shivering was the way to 
generate heat. O’Brien et al. (2000) indicated 
that exposure in the cold water, it was necessary 
to reduce the core temperature to stimulate the 
sympathetic nerve (Pandolf et al., 1988; Tikuisis 
et al., 1999; Maw et al., 2000). 

During exercise in the cold water, the 
generated heat from the shivery muscle was the 
most contribution for body to resistance the cold 
feeling in the water (Pandolf et al., 1988; 
Tikuisis et al., 1999; Maw et al., 2000). During 
exercise, the heat from the metabolism would 
maintain the core temperature in a steady state. 
However, compared with in rest, exercise in the 
cold water would make the rectal temperature 
decrease quickly and there was no any balance 
between heat gain and heat lost since the 
stimulation of water movement and exercise. 
During exercise, the function of heat dissipation 
by the way of blood from core to limbs was 
increased, which elevated the efficiency 
conduction of surface area on the limbs. So, the 
oscillation of heat gain and heat lost was huge 
on the limbs (Pandolf et al., 1988; Tikuisis et 
al., 1999; Maw et al., 2000).

The roles of rectal temperature and 
skin temperature on the change of 
gradient of body temperature

From the formula, Tb=0.67 Tr=0.33 Tsk, 
there were two factors infl uenced the average 
body temperature. One was the rectal temperature 
and the other was skin temperature. The role of 
skin temperature played a more important role 
on the change of average body temperature than 
rectal temperature since the size of skin 
temperature oscillation was higher than rectal 
temperature. During exercise in the cold water, 
the gradient of limbs’ skin temperature was 
larger than rectal temperature did. From the 
results showed that no matter wherever the 



Internati onal Journal of Asian Tourism Management
Vol. 4 (1): 37-50, April, 2013
The Eff ect of Diver Postures upon the Homeostasis 
of Body Temperature  

ISSN: 1906-8654

S. Y. Kao

48

subjects were, the rectal temperature was about 
36.8 degree C and the difference between the 
initial data in the water and fi nal stage was 1.1 
degree C. However, in the same condition, the 
difference on the limbs was 8.5 degree C. 
Moreover, for the average body temperature, 
there was a negative 4.4 degree C difference.

Nevertheless, during exercise in the cold 
water, the gradient average core temperature 
from the initial to the fi nal was 1.1 degree C, 6.1 
degree C and 4.4 degree C was for average skin 
temperature and average body temperature 
respectively. According to the formula, Tb=0.67 
Tr=+0.33 Tsk, rectal temperature and skin 
temperature were two factors to infl uence the 
body temperature. So, the skin temperature 
played a more important role to the body 
temperature than the core temperature did. Why 
did the skin temperature increase or decrease 
larger than core temperature did? The reason 
would be that either there was less isolated mass 
on the skin or the unit mass of surface area on 
the limbs was larger than the others, or both of 
the two reasons. During exercise, the blood to 
the limbs was increased and then increased the 
function of surface area of skin. If the effects of 
the two factors increased, it was possible that 
there was no any balance between heat gain and 
heat dissipation. 

The unit mass of surface area on the body 
was the key factor to influence the heat 
dissipation from the shell to the environment 
(Pandolf et al., 1988; Prisby et al., 1999; 
Glickman-weiss et al., 2000). However, it was 
not clear that if there was a difference between 
male and female in heat dissipation since the 
unit mass of surface area of female is different 
from the unit mass of surface area of male. 
Nevertheless, the larger the unit mass of surface 
area is, the more and quickly heat dissipation 
does in the cold water. In the cold water, the unit 
mass of surface area is the important attribute to 
control the heat circulation.

CONCLUSION AND 
RECOMMENDATION

Conclusion

There were three different formulas to 
calculate the stroke volume. There was a 
signifi cant difference between F1 and F2 in 
stroke volume. However, there was no any 
signifi cant difference between F1 and F3 in 
stroke volume. In cardiac output, there was no 
any significant difference among the three 
formulas. In other words, one of the three 
formulas can be used to calculate the cardiac 
output. Nevertheless, there were significant 
differences among all stages and then the multi-
analysis among them was performed. The results 
showed that all the stages except exercise were 
no any difference among them and the stages 
during exercise were signifi cant differences in 
cardiac output.

In cold water, when the body temperature 
in rest was to maintain in a steady state, the blood 
to limbs decreased and compromised with 
increased blood pressure, decreased heart rate 
and decreased the metabolism, which meant 
decreased VO2. After exercise, the body also had 
to keep the body temperature in a steady state. 
In this case, the blood to limbs increased, heart 
rate increased, blood pressure increased and 
metabolism increased, which mean the VO2 
increased as well. The body temperature was 
getting higher than ever and the gradient between 
core to shell and, also, the shell to environment 
since the body generated more heat. The heat 
was dissipated from core to shell and shell to 
cold water environment with radiation.

In the cold water, heart rate decreased was 
the physiological reaction initially and it was 
good for subjects to acclimate the cold water 
environment. Also, supine position was good to 
stay longer than other postures for subjects 
immersing in the cold water. In supine position, 
the cardiac output was the less than other 
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postures and compromised with decreased heart 
rate and heat dissipation to keep the body 
temperature in a steady state. Moreover, the 
metabolism was also decreased. When the load 
of exercise increased, the metabolism and heat 
generated increased, and the gradient of body 
temperature from core to shell compromised, 
which increased the heat dissipation from core 
to shell and shell to environment with conduction 
and radiation from core to environment. Body 
temperature decreased immediately and quickly. 
It was not good for divers to stay in the cold 
water as long as they wanted to stay. So, divers 
had to keep their bodies in supine position when 
fi nishing their non-supine position jobs.

Recommendation

The experiment was to calculate the stroke 
volume and cardiac output with mathematics 
formulas. The key points were the size of 
oscillation amplitude and the encircled area of 
QRS complex and T wave. It could not help but 
make error when researchers doing calculations. 
In this case, if it was done with more accuracy 
calculators, the results would be more powerful 
with accuracy. In addition, the heart rate of 
sitting on the bike was higher than the postures 
of sitting and standing. The reason would be that 
the subjects were nervous when sitting the bike. 
So, it was important to make subjects more easy 
and comfortable when they sitting on the bike. 

All the subjects were males, if there was 
possible to recruit female subjects to compare 
the difference between males and females in heat 
transportation in the body during subjects 
immersing in the cold water. And then there 
would have more data to compare the heart rate, 
core temperature, body temperature and skin 
temperature between males and females. The 
results would be supported by more data.

Also, if females were recruited, the 
investigation of difference in gender could be 
done.
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ABSTRACT

This study aimed to examine tourists’ pre and post visit behaviors toward Kinmen and the 
change of their perceived destination image about the place. Questionnaire interview was used to 
survey on domestic/local tourists to Kinmen. In the survey 610 questionnaires were distributed and 
generated 563 responses or a return rate of 94%. The results indicated that pre-visit behavior 
(comprised of motive, information search, and destination image) could infl uence post-visit 
behavioral intention both directly and through decision-making. Decision-making had direct impact 
on post-visit behavioral intention, but did not have mediating effect. The study also determined that 
certain socio-demographic variables possessed signifi cant infl uence on tourists’ pre-visit behaviors. 
First, young and non-married respondents with less monthly salary are more likely to visit Kinmen 
for learning motive. Second, education level obtained by the tourists was the strongest predictor 
for their information search behaviors. Finally, socio-demographic variables had little impact on 
destination image.

Keywords: Destination image, Decision-making, Information search, Motive

INTRODUCTION

Research background

A survey on the 2010 domestic travel in 
Taiwan conducted by the Tourism Bureau of 
Taiwan indicated that 93.9% of the Taiwanese 
citizens commenced in tourism activities at the 
average of 6.08 times per year which increased 
by 1.23% compared to the 2009 fi gure. This 
number was equivalent to 1.2 hundred million 

times of tourism per year, which was a 26.5% 
growth compared to 2009. In 2010, 79% of 
domestic travel was promoted by tourism related 
motives and 88% of them chose to plan their 
own itinerary. Approximately 63% of domestic 
tourists visited destination in the vicinity of their 
residence. It was also evident in the report that 
most domestic tourists visited Northern Taiwan, 
where peripheral islands such as Kinmen only 
received 0.4% of domestic tourists. Thus, the 
tourism potential of Kinmen could be developed. 
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Therefore, it is important to understand how to 
effectively communicate with that market and 
how it views Kinmen as a tourism destination. 
The purpose of this study was to understand 
tourists’ pre-visit information search and 
decision-making behavior toward Kinmen. 
Furthermore, the study examined the pre and 
post visit destination images of the tourists.

LITERATURE REVIEW

Socio-demographic variables and 
pre-visit behaviors

Researchers (Hedlund, Marell, & Gärling, 
2012) found that a strong relationship existed 
between socio-demographic variables and 
consumer behaviors.Berman & Evans, (1995)
asserted that socio-demographics can infl uence 
an individual’s problem recognition phase of 
decision making and thereby shape their 
motivations (Carneiro & Eusébio, 2012) for 
wanting certain product or service. Therefore, 
the study proposed hypothesis 1-1: Tourists’ 
socio-demographics affect their motivation. 

When people plan their trip, socio-
demographics often play an important role in 
their preference of information source (Lo, A., 
et al., 2004). The information search variables 
can affect what source people choose and how 
they conduct their search (Fodness & Murray, 
1999). Therefore, the study proposed hypothesis 
1-2: Tourists’ socio-demographics affect their 
information search behaviors.

Prayag (2012) asserted the connection 
between tourists’ socio-demographics and 
destination image. Socio-demographic variables 
determine how people perceive things (Baloglu 
& McCleary, 1999). Therefore, the study 
proposed hypothesis 1-3: Tourists’ socio-
demographics affect their destination 
image.

Pre-visit behaviors and decision making 
process

Literature proposed that motive is the 
internal push factor that initiates individual’s 
desire to engage in tourism activity to satisfy 
various needs (Schiffman & Leslie, 2000). This 
study adopted the measurement developed by 
Beard and Ragheb (1983) and modifi ed it to 
accommodate the destination attribute of 
Kinmen. The tourists’ motive dimension, 
therefore, comprised of physical, psychological, 
education and culture, social interaction, and 
self-development motives which determine how 
individuals evaluate various destination choices 
and make their fi nal decisions. Therefore, the 
study proposed hypothesis 2-1: Tourists’ 
motives affect their decision-making.

The information search is the second 
stage of consumer decision process of the 
EBM model (Engel, Miniard, & Blackwell, 
2001). Fodness and Murray (1999) recognized 
the supportive or decisive role that information 
plays on decision making process. Given the fact 
that the study subject is Kinmen, a remote island 
that receives small portion or tourists, there are 
more uncertainties regarding destination choice, 
transportation methods, and other considerations 
compared to other destinations in Taiwan. It is 
reasonable that tourists devote certain amount 
of attention in pre-visit information search to 
minimize the risks of unexpected trouble during 
their travel. This study adopted the model 
proposed by Fodness and Murray (1999) and 
categorized information search into search 
source limit, search time limit, and search 
routine. Therefore, the study proposed hypothesis 
2-2: Tourists’ information search affects their 
decision-making. 

Destination image is a key component in 
destination choice (Baloglu & Mangaloglu, 
2001; Pike, 2002). Leisen (2001) asserted that 
destination image help tourists in their evaluation 
and decision process. Tourists’ personal 
experiences and their information search help to 
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form their perception of destination image which 
not only attracts people to visit, but also 
contributes to their willingness for repeat 
visitation (Fakeye & Crompton, 1991). Based 
from the above literatures, the study proposed 
hypothesis 2-3: Tourists’ destination image 
affects their decision-making.

Determinants of post-visit behaviors

Engel et al. (2001) proposed that post-
consumption evaluation is the stage where 
customers decide whether they are satisfi ed or 
dissatisfi ed with the product or service they 
received. The consistency between customer 
expectation and post-consumption evaluation 
yields positive satisfaction, but failure to meet 
the expectation will result in dissatisfaction. 
Customers will incorporate the consumption 
experiences and satisfaction in their future 
decision-making. Furthermore, customers tend 
to reciprocate the satisfaction by certain loyalty 
behaviors, such as repeat purchase and advocate 
the product or service.

Satisfaction is often been used as an 
indicator for evaluating tourists’ experiences and 
the quality of tourism product. Baker and 
Crompton (2000) point out that satisfaction is 
formed by tourists’ personal interaction with 
attributes of a destination. The pre-visit 
information search through advertising, 
brochures, and recommendations from word of 
mouth helped to form an expectation which is 
subsequently evaluated against the actual 
experiences to form satisfaction (Akama & 
Kieti, 2003). The study adopted the view of these 
scholars, which suggests that satisfaction, an 
aspect of post-visit behavior, is measured by the 
gaps between expectation and actual experiences.

Engel et al. (2001) asserted that behavioral 
intention is an individual’s subjective judgment 
for future actions that comprised of cognition, 
affection and intention. Behavioral intention 
gradually consolidates to attitude, which affects 
how one behaved. In marketing sense, the degree 

of satisfaction is a key contributor for repeat 
purchase and other loyalty behaviors. 

To sum up the above literatures, the study 
asserted that tourist’s pre-visit behaviors helped 
to form their expectation, which was evaluated 
against their actual experiences and formed their 
satisfaction. The study therefore made the 
following hypotheses:

Hypothesis 3-1:
Tourists’ motive affects their post-visit 

behavioral intention.
Hypothesis 3-2:
Tourists’ information search affects their 

post-visit behavioral intention.
Hypothesis 3-3:
Tourists’ destination image affects their 

post-visit behavioral intention.
Hypothesis 4:
Tourists’ decision making affects their post-

visit behavioral intention.
Hypothesis 5-1:
Tourists’ decision making is a mediator 

between their motive and post-visit behavioral 
intention.

Hypothesis 5-2:
Tourists’ decision making is a mediator 

between their information search and post-visit 
behavioral intention.

Hypothesis 5-3:
Tourists’ decision making is a mediator 

between their destination image and post-visit 
behavioral intention.

METHODOLOGY

Research framework and hypotheses

The aim of this study is to understand 
tourists’ pre and post visit behaviors on Kinmen. 
Based on the above literature review and 
hypotheses, the study has conceptualized the 
research framework illustrated in Figure 1.



Internati onal Journal of Asian Tourism Management
Vol. 4 (1): 51-63, April, 2013
Tourists’ Desti nati on Image of and Behavioral Intenti on 
to Kinmen   

ISSN: 1906-8654

 L. H. Chang, et al.

54

Sampling methods and survey

The research subject is an island in the West 
of Taiwan named Kinmen. The surveyors 
traveled as individual tourists and interviewed 
fellow travelers along their trips. Given that 
decision making was a vital part of the research 
theme, the study targeted travelers who were of 
age and capable of making decision. The fi rst 
stage commenced in February 2012. The second 
survey was carried out between March to April 
2012. The surveyors made 610 attempts to 
interview potential respondents. Given that the 
surveyors were individual tourists themselves, 
people they approached were quite susceptible 
and therefore 596 people consented to participate 
in the survey, which accounted for 98% return 
rate. Some of the interviews were incomplete 
due to various reasons, such as the interviewees 
were in a hurry to leave. A total of 563 valid 
questionnaires were collected. 

Questionnaire design

The questionnaire was designed based on 
the literature review and comprised of six parts: 
(1) decision making, (2) motive, (3) information 
search, (4) destination image, (5) post-visit 
behavioral intention, and (6) socio-demographic 
information. The first and last part of the 
questionnaire comprised of ordinal, nominal, 

1. Motive
2. Information Search
1. Destination Image

Socio-demographics

Decision Making

Post-visit
Behavioral Intention

H2

H1 H3

H5 H4

Figure 1. Research framework

and open-ended questions. The other parts were 
comprised of 5 point Likert scale type of 
question. 

RESULTS AND DISCUSSIONS

Data analysis

Sample characteristics
The survey was able to collect 563 valid 

responses where 305 were female (54.17%) and 
258 were male (45.83%). The sample comprised 
of 266 (47.25%) non-married respondents and 
297 (52.75%) married respondents. Majority of 
the respondents were between the ages of 20 to 
59 years old accounting for approximately 70% 
of the sample. Only 5 respondents (0.89%) were 
under 19 years old and 7 respondents (1.24%) 
over 70 years old. There were 141 respondents 
(25.04%) between 20 to 29 years old, 153 
respondents (27.18%) between 30 to 39 years 
old, 104 respondents (18.47%) between 40 to 
49 years old, and 120 respondents (21.31%) 
between 50 to 59 years old.

Hypothesis H1 testing
Hypothesis H1 was proposed to investigate 

the impact of socio-demographic variables on 
various pre-visit behaviors. The study used 
independent sample t-test and ANOVA to 
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examine it and the results are presented in Tables 
1, 2, and 3 which were used to test hypotheses 
1-1, 1-2, and 1-3, respectively.

The motive is further divided into four sub-
dimensions namely, self-development, 
relaxation, learning, and exploration. As 
indicated in Table 1, female respondents tend to 
possess slightly higher level of motivation than 
males on the fi rst three categories of motives. 
However, only one case of mean difference is 
statistically signifi cant where female respondents 
are more interested in relaxation motive (t=
-2.218*). In terms of marital status, non-married 
respondents are more likely to be motivated by 
learning motive than female (t=3.318*). 
Respondents’ monthly income also possesses 
signifi cant infl uence on only one category of 
motive, namely, learning. The post-hoc (Scheffe) 
test showed that respondents with monthly 
income of NT$ 65,000 or less is more likely to 
be motivated by learning to visit Kinmen than 
respondents who earn NT$ 95,001 or more per 
month. Age also possess signifi cant infl uence on 
learning motive where respondents equal or less 
than 29 years old are more likely to be motivated 
by this motive than respondents between 40-49 
years old. Education level possesses no 
signifi cant infl uence on motives. The evidence 
showed that hypothesis 1-1 is only partially 
supported by the empirical data.

Using similar methods commences testing 
of hypothesis 1-2 and the result is presented in 
Table 2. There are four types of information 
source including passive source, active source, 
past experience, and word of mouth. The passive 
source refers to mass media advertising used by 
tourism suppliers to communicate with general 
public. Active source refers to communication 
channels that tourists who are interested can 
access the information when they need to, such 
as Internet, blog, travel magazine, and so on. 
Tourists may use their own or other people’s past 
experience as information source. The result 
indicates that gender only possess signifi cant 
infl uence on word of mouth. Female respondents 
are more likely to use word of mouth as their 
information source (t=-2.810*). In terms of 
marital status, non-married tourists are more 
likely to use active source to search for 
information (t=2.099*). Monthly income and 
age possess no significant influence on 
information search behaviors.

Education level, on the other hand, possesses 
signifi cant infl uence on three of the information 
search behaviors. Respondents with higher level 
of education more likely rely on active source 
for information, while respondents with lower 
level of education tend to use their past 
experience and word of mouth. The study 
concludes that hypothesis 1-2 is partially 
supported.

Table 1. Socio-demographic variables and motives

Motives Self development Relaxation Learning Exploration

Average 3.455 4.134 4.044 4.108 

Gender

(a) Male (258) 3.443 4.076 4.017 4.112 

(b) Female (305) 3.465 4.184 4.066 4.104 

t-value -0.388 -2.218* -0.836 0.168 

Mean difference - b>a - -
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Motives Self development Relaxation Learning Exploration

Marital Status

(a) Single (266) 3.456 4.151 4.143 4.155 

(b) Married (297) 3.455 4.119 3.955 4.066 

t-value 0.013 0.653 3.318* 1.714 

Mean difference - - a>b -

Monthly Income in NT$

(a) 35,000 or less (260) 3.470 4.141 4.119 4.106 

(b) 35,001~50,000(132) 3.512 4.189 4.057 4.178 

(c) 50,001~65,000(75) 3.433 4.179 4.100 4.108 

(d) 65,001~80,000(39) 3.361 3.959 3.833 4.026 

(e) 80,001~95,000(27) 3.401 4.170 3.889 4.130 

(f) 95,001 or more (30) 3.302 3.910 3.600 3.900 

F-value 0.733 1.976 4.463* 1.175 

Scheffe - - a,b,c>f -

Age

(a) 29 or less (146) 3.447 4.177 4.188 4.171 

(b) 30-39(153) 3.441 4.161 4.042 4.098 

(c) 40-49(104) 3.436 4.134 3.933 3.981 

(d) 50 or more(160) 3.490 4.070 3.984 4.142 

F-value 0.204 1.024 3.577* 2.177 

Scheffe - - a>c -

* p<0.05; () no. of respondents; 1 USD≈30NT$

The third part of hypothesis H1 is designed 
to examine the infl uence of socio-demographic 
variables on tourists’ perceived destination 
image. As indicated in Table 3, only marital 
status possesses signifi cant infl uence on tourists’ 
accessibility and comfort aspect of destination 
image. Single respondents are more likely to 
possess high evaluation on the destination’s 
accessibility and comfort (t=1.966*). Therefore, 
hypothesis 1-3 is barely supported.

Impact of motive
This analysis examines the impact of 

motive on decision making (hypothesis 2-1), 
post-visit behavioral intention (hypothesis 3-1), 
and the mediating effect (hypothesis 5-1). 
Hierarchical regression was used to test the 
hypothesis. The first part of the analysis is 

illustrated in model 1-1 to 1-3, which is to prove 
that tourists’ motive affect their decision making. 
The summary of model (R²=0.053, F=7.580, 
p<0.001) indicates that the causal relation-

ship between motive and decision is 
statistically significant. Basically, self-
development and relaxation motives tend to have 
positive impact on tourists’ decision making 
including their repeat visitation, day spent, and 
expenditure. Motive has no signifi cant impact 
on tourists’ day spent in Kinmen. Therefore, the 
study concludes that hypothesis 2-1 is generally 
supported.

The model 2 in Table 4 indicates that motive 
signifi cantly affects tourists’ post-visit behavioral 
intention (R²=0.201, F=34.262, p<0.001).
Therefore, hypothesis 3-1is fully supported. 
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The model 3 of Table 4 examined hypothesis 
5-1, which states that tourists’ decision making 
is a mediator between their motive and post-visit 
behavioral intention. The summary of model 3 
(R²=0.214, F=21.022, p<0.001) indicates both 
motive and decision possess strong infl uence on 
tourists’ post-visit behavioral intention, which 

Table 2. Socio-demographic variables and information search

Information Search Passive
source

Active 
source

Past 
experience

Word of 
mouth

Average 3.575 3.864 3.116 3.942 

Gender
(a) Male (258) 3.555 3.854 3.175 3.860 
(b) Female (305) 3.591 3.873 3.066 4.012 
t-value -0.617 -0.335 1.350 -2.810*
Mean difference - - - b>a

Marital Status
(a) Single (266) 3.543 3.924 3.083 3.932 
(b) Married (297) 3.603 3.810 3.145 3.951 
t-value -1.026 2.099* -0.772 -0.352 
Mean difference - a>b - -

Education Level
(a) High school or less (134) 3.629 3.742 3.284 4.078 
(b) Junior college (118) 3.612 3.809 3.123 3.898 
(c) University (311) 3.537 3.938 3.040 3.900 
F-value 1.033 4.810* 3.039* 4.081 
Scheffe - c>a a>c a>c
*p<0.05; () no. of respondents; 1 USD≈30NT$

has already been determined previously. 
Comparison of the indices of models 2 and 3 
reveals that the β values of motives did not 
decrease and R² value increased from 0.201 to 
0.214. Therefore, mediating effect is not 
supported.

Impact of information search
This analysis examined the impact of 

information search on decision making 
(hypothesis 2-2), post-visit behavioral intention 
(hypothesis 3-2), and the mediating effect 
(hypothesis 5-2). Four types of information 
search behaviors were used as dependent 
variables and decision making behaviors as 

independent variables. As indicated in Table 5, 
the summary of model 1-1 (R²=0.019, F=2.578, 
p<0.05) is statistically signifi cant suggesting that 
information search behaviors affect tourists’ 
repeat visitation. Therefore, hypothesis 2-2 is 
only partially supported.
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Table 3. Socio-demographic variables and destination image

Destination Image Accessibility and 
comfort Entertainment History and 

ulture

Average 4.035 3.654 4.183 

Gender
(a) Male (258) 4.058 4.035 3.696 
(b) Female (305) 4.035 3.603 4.183 
t-value 0.013 -1.408 -0.015 

Marital Status
(a) Single (266) 4.086 3.702 4.226 
(b) Married (297) 3.989 3.610 4.145 
t-value 1.966* 1.387 1.654 
Mean difference a>b - -
*p<0.05; () no. of respondents; 1 USD≈30NT$

Table 4. Hierarchical regression to test the impact of motive

Dependent Variables

Independent Variable

No. visit

model 1-1

Day visit

model 1-2

Expenditure

Model 1-3

Behavioral 
intention
model 2

Behavioral 
intention
model 3

β β β β β

Motive

(Constant)
Self-
development

0.159* 0.073 0.138** 0.101* 0.102*

Relaxation 0.135* 0.055 0.076 0.138* 0.135*
Learning -0.146* 0.066 -0.106 0.185* 0.180*
Exploration -0.188* -0.038 -0.098 0.146* 0.150*

Decision 
Making

No. visit 0.067
Day visit 0.042
Expenditure -0.107*

Summary of 
model

R² 0.053 0.020 0.023 0.201 0.214
Adjusted R² 0.046 0.012 0.016 0.195 0.203
F 7.580* 2.720* 3.271* 34.262* 21.022*

ΔR² - - - 0.201 0.013
ΔF - - - 34.262* 2.892*

*p<0.05
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Hypothesis 3-2 is tested to examine the 
causal relationship between inform-ation search 
and post-visit behavioral intention. As indicated 
in model 2 of Table 5, the causal relationship 
between the two variables is significant 
(R²=0.227, F=40.194, p<0.001). Finally, the 
mediating effect of decision making on 
information search and post-visit behavioral 

intention is examined by using hierarchical 
regression. Similar to model 2, the summary of 
model 3 is signifi cant (R²=0.239, F=24.402, 
p<0.001). Comparison of the β values of model 
2 and 3 shows no signifi cant level of decline and 
R² values of two models increase from 0.227 to 
0.239. This suggests that the mediating effect is 
not supported. 

Table 5. Hierarchical regression to test the impact of information search

Dependent Variables

Independent Variable

No. of visit

model 1-1

Day of visit

model 1-2

Expenditure

Model 1-3

Behavioral 
intention
model 2

Behavioral 
intention
model 3

β β β β β

Information 
Search

(Constant)
Passive source 0.137* 0.031 0.110 0.068 0.072 
Active source -0.106 0.111* -0.109* 0.280* 0.264* 
Past experience 0.040 0.004 0.147* -0.066 -0.053 
Word of mouth 0.024 -0.069 -0.001 0.245* 0.249* 

Decision 
Making

No. of visit 0.036 
Day of visit 0.077 
Expenditure -0.101* 

Summary of 
model

R² 0.019 0.015 0.038 0.227 0.239 
Adjusted R² 0.011 0.007 0.031 0.222 0.229 
F 2.578* 2.020 5.416* 40.194* 24.402* 

ΔR² - - - 0.227 0.012 
ΔF - - - 40.194* 2.813* 

*p<0.05

Impact of destination image
This analysis examined the impact of 

destination image on decision making (hypothesis 
2-3), post-visit behavioral intention (hypothesis 
3-3), and the mediating effect (hypothesis 5-3). 
The destination image is categorized into 
accessibility and comfort, entertainment, and 
history and culture. The analysis of model 1-1, 
1-2 and 1-3 in Table 6 is set to examine 
hypothesis 2-3. The summary of model 1-1 
(R²=0.014, F=2.650, p<0.05) indicates signifi cant 

causal impact between destination image 
and decision making. Further examination of 
the β values reveals that DIY tourists in Kinmen 
Did not visit for its entertainment attributes.

Model 2 of Table 6 tested hypothesis 3-3. 
The summary of the model (R²=0.239, F=57.933, 
p<0.001) indicates strong relationship between 
destination image and post-visit behavioral 
intention. 

Hierarchical regression is used to prove 
mediating effect of decision between destination 
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image and post-visit behavioral intention. The 
summary of model 3 in Table 6 indicates 
significant causal relationship between 
destination image and post-visit behavioral 
intention (R²=0.248, F=30.229, p<0.001). Model 
2 also shows similar result. However, the β 
values of two models are quite similar and the 
R² values increase from 0.239 to 0.248. This 
suggests that the mediating effect of decision 

making is not supported. Based on this and 
previous evidence, the study can conclude that 
decision making is not a mediator between pre 
and post visit behaviors. 

The summaries of model 3 in Tables 4, 5 
and 6 are all signifi cant indicating strong causal 
relationship between decision making and 
post-behavioral intention. This means that 
hypothesis 4 is supported.

Table 6. Hierarchical regression to test the impact of destination image

Dependent Variables

Independent Variable

No. visit

model 1-1

Day visit

model 1-2

Expenditure

Model 1-3

Behavioral 
intention
model 2

Behavioral 
intention
model 3

β β β β β

Destination 
Image

(Constant)
Accessibility and 
comfort

0.096 0.183* -0.017 0.391* 0.378* 

Entertainment -0.164* -0.085 -0.018 -0.067 -0.058
History and culture 0.047 0.012 0.023 0.199* 0.199*

Decision 
Making

No. visit 0.043
Day visit 0.043
Expenditure -0.095*

Summary of 
model

R² 0.014 0.020 0.001 0.239 0.248
Adjusted R² 0.009 0.014 -0.005 0.235 0.239
F 2.650* 3.705* 0.147 57.933* 30.229*

ΔR² - - - 0.239 0.009
ΔF - - - 57.933* 2.160

*** p<0.001, ** p<0.01, * p<0.05

CONCLUSION AND 
RECOMMENDATION 

Conclusion

A summary of result is presented in Table 
7. The results indicate that pre-visit behaviors 
(motive, information search, and destination 
image) possess some influence on tourists’ 

decision making and post-visit behavioral 
intention. The hypotheses of decision making 
that act as mediators are not supported. This 
means that decision making can infl uence post-
visit behavior, but has no mediating effect. Some 
of the socio-demographic variables possess 
signifi cant impact on pre-visit behaviors. There 
are few interesting results worth mentioning.
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Table 7. Summary of results

Hypo. Content Result

1-1: Socio-demographics  motivation. Partially supported.
1-2: Socio-demographics  information search behaviors. Partially supported. 
1-3: Socio-demographics  their destination image. Barely support.
2-1: Motive  decision making. Mostly supported.
2-2: Information search  decision making. Partially supported.
2-3: Destination image  decision making. Barely supported.
3-1: Motive  post-visit behavioral intention. Fully supported.
3-2: Information search  Post-visit behavioral intention. Mostly support.
3-3: Destination image  post-visit behavioral intention. Mostly supported.
4: Decision making  post-visit behavioral intention. Fully Supported.
5-1: Decision making is a mediator between their motive and post-visit 

behavioral intention.
Not supported.

5-2: Decision making is a mediator between their information search and 
post-visit behavioral intention.

Not supported.

5-3: Decision making is a mediator between their destination image and 
post-visit behavioral intention.

Not supported.

First, some socio-demographic variables 
are useful in predicting tourists’ pre-visit 
behaviors. For example, hypothesis 1-1 indicates 
that young and non-married respondents with 
less monthly salary are more likely to visit 
Kinmen for learning motive. 

Second, pre-visit behaviors possess some 
level of impact on tourists’ decision making. 
Hypothesis 2-1 indicates that motive can 
signifi cantly infl uence tourists’ willingness of 
repeat visitation. Hypothesis 2-2 indicates that 
some information search behaviors impact on 
tourists’ expenditure. Destination image, 
however, possess little impact on decision 
making as indicated in hypothesis 2-3. 

Third, pre-visit behavior can directly 
infl uence tourists’ post-visit behavioral intention. 
Hypothesis 3-1 is fully supported indicating 
strong causal relationship between the two stages 
of behaviors. Hypothesis 3-2 indicates that only 
active source and word of mouth possess 
significant positive impact on post-visit 
behavioral intention. Hypothesis 3-3 indicates 

that tourists are not attracted by Kinmen’s 
entertainment attribute.

Hypothesis 4 is fully supported suggesting 
a causal relationship between decision making 
and post-visit behavioral intention. Hypothesis 
5 is not supported indicating that decision 
making is not a valid mediator between pre and 
post visit behaviors. From these results, the study 
can conclude that decision making can help to 
infl uence post-visit behavioral intention, but is 
not able to amplify the impact of pre-visit 
behaviors on post-visit behavioral intention.

Recommendation 

The result clearly indicates that tourists are 
more interested in the history and culture 
attributes in Kinmen. This result suggests two 
possible approaches to improve Kinmen’s 
attractiveness. First, Kinmen can strengthen its 
historical and cultural values and use them as 
the theme for their advertisement. 
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In terms of information search, it is evident 
in the result that respondents mostly relied on 
active source and word of mouth. This potentially 
suggests that the tourists already plan to visit 
Kinmen, which is why they conduct the 
information search actively and try to ask anyone 
who visited Kinmen before. This means 
Kinmen’s attempts to market itself are limited 
and still have room for improvement. 

Due to the fact that Kinmen is an island, 
accessibility is probably the most important 
concern for all potential Kinmen tourists. If 
Kinmen cannot guarantees table air transportation 
to and from Taiwan, it will be very diffi cult to 
convince tourists to visit again. 

Research limitation

The study only focused on DIY tourists. 
This is due to the fact that Kinmen is a very small 
island and only receives a small portion of 
Taiwan’s domestic tourists. Therefore, marketing 
Kinmen as mass tourism is still yet to be 
discussed. Therefore, it is interesting if future 
study can include this part of tourists in their 
research. 

The study only collects information 
regarding respondents’ overall expenditure in 
Kinmen. It is useful for the future study to collect 
information regarding the composition of that 
expenditure. 

REFERENCES 

Akama, J. S., & Kieti, D. M. (2003). Measuring 
tourist satisfaction with Kenya’s wildlife 
safari: a case study of Tsavo West National 
Park. Tourism Management, 24(1), 73-81.

Baker, D. A., & Crompton, J. L. (2000). Quality, 
satisfaction and behavioural intentions. 
Annals of Tourism Research, 27(3), 785-
804.

Baloglu, S., & Mangaloglu, M. (2001). Tourism 
destination images of Turkey, Egypt, 
Greece, and Italy as perceived by US-based 
tour operators and travel agents. Tourism 
Management, 22(1), 1-9.

Baloglu, S., & McCleary, K. W. (1999). A model 
of destination image formation. Annals of 
Tourism Research, 26(4), 868-897.

Beard, J. G., & Ragheb, M. G. (1983). Measuring 
leisure motivation. Journal of Leisure 
Research, 15(3), 219-228.

Berman, B., & Evans, J. R. (1995). Retail 
Management: A Strategic Approach (8th 
ed.). New york: Macmillan Publishing 
Company.

Carneiro, M. J., & Eusébio, C. (2012). 
Segmentationof the tourism market using 
the impact of tourism on quality of life. 
Tourism & Management Studies, (7), 91-
100.

Engel, J. F., Miniard, P. W., & Blackwell, R. D. 
(2001). Consumer Behavior (9th ed.). N.Y.: 
The Dryden Press.

Fakeye, P. C., & Crompton, J. L. (1991). Image 
differences between prospective, fi rst-time, 
and repeat visitors to the Lower Rio Grande 
Valley. Journal of Travel Research, 30(2), 
10-16.

Fodness, D., & Murray, B. (1999). A model of 
tourist information search behavior. Journal 
of Travel Research, 37(3), 220-230.

Hedlund, T., Marell, A., & Gärling, T. (2012). 
The mediating effect of value orientation 
on the relationship between socio-
demographic factors and environmental 
concern in Swedish tourists’ vacation 
choices. Journal of Ecotourism, 11(1), 
16-33.



Internati onal Journal of Asian Tourism Management
Vol. 4 (1): 51-63, April, 2013
Tourists’ Desti nati on Image of and Behavioral Intenti on 
to Kinmen   

ISSN: 1906-8654

L. H. Chang, et al.

63

Leisen, B. (2001). Image segmentation: The case 
of a tourism destination. Journal of Services 
Marketing, 15(1), 49-66.

Lo, A., Cheung, C., & Law, R. (2004). Information 
search behavior of Mainland Chinese air 
travelers to Hong Kong. Journal of Travel 
& Tourism Marketing, 16(1), 43-51.

Pike, S. (2002). Destination image analysis—a 
review of 142 papers from 1973 to 2000. 
Tourism Management, 23(5), 541-549.

Prayag, G. (2012). Paradise for who? Segmenting 
visitors’ satisfaction with cognitive image 
and predicting behavioural loyalty. 
International Journal of Tourism Research, 
14(1), 1-15.

Sc hiffman, L. G., & Leslie, L. K. (2000). 
Consumer Behavior (7th ed.). N.J.: Prentice-
Hall.



Internati onal Journal of Asian Tourism Management
Vol. 4 (1): 64-72, April, 2013
A Study on Factor Infl uencing the Iti nerary Planning 
of Tourism Industry Administrators   

ISSN: 1906-8654

 I. L. Shen, et al.

64

A STUDY ON FACTOR INFLUENCING THE ITINERARY 
PLANNING OF TOURISM INDUSTRY ADMINISTRATORS

I-Li Shen1, Tzung-Cheng Huan2, Miguela M Mena3 and Weerapon Thongma4

Received: November 16, 2012
Accepted: December 2, 2012

1, 2, 3, 4 School of Tourism Development, Maejo University
4  Corresponding Author: Dean of School of Tourism Development, Maejo University, Thailand
 E-mail: weerapon.mju@gmail.com

 

ABSTRACT

Due that tourism activities involve various subjective and objective factors that appear to be 
extreme complicated and important, also relating to safety and comfortness of the itinerary, it is 
more the infl uential factor of whether the needs and satisfaction of tourists may be achieved. This 
study discusses actual practices of tourism industry administrators of Taiwan on itinerary planning, 
and their opinion regarding the development of scene spots of Taiwan. This is to offer various scene 
spots, tourism industry administrators, and government organizations to refer to when they want 
to develop relative business of tourism. This study was made by collecting questionnaires with 
convenience sampling. Three managers of tourism industry administrators that work in the fi eld of 
both national and international travelling are interviewed. Interviews are conducted in depth by 
qualitative research, showing the below results: 

1. When agencies agree to do the planning, besides introducing package itineraries, they also 
have to adjust the itineraries according to the needs of their customers. However, in consideration 
of safety, comfortness, budget, physical conditions, and travelling experiences, tourism industry 
administrators tend to suggest package itineraries that they can more easily grasp as a basis. Then 
they discuss with their customers in detail to make further adjustments that suit their customers. A 
briefi ng would be given before departure, to prevent any misunderstandings to occur between the 
agency and their customers.

2. Taiwan actually possesses many locations that its characteristics can develop into ecological 
and green scene spots. But due to lack of overall planning and proper marketing, their potential still 
cannot be suffi ciently developed. If the local government can integrated and properly plan the 
characteristics and suggested routes of these locations, and offer tourist maps or websites that can 
easily be accessed, this will defi nitely bring some practical benefi ts to the development of tourism. 

3. Taiwan still does not conduct enough marketing for tourism. The government should try 
their best on international promotion, whereas local government should provide convenient tourism 
information. Furthermore, tourism industry administrators can suitably introduce tourist itineraries, 
and under the combined efforts of government and the tourist industry, Taiwan’s tourism agencies 
still are confi dent with Taiwan’s potential in becoming a tourism country.

Keywords: Itinerary planning,Tourism industry
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INTRODUCTION

Research background

Tourism is not a modern outcome. In 
Chinese classic The Analects of Confucius, 
chapter Ri-Ren, has written “While his parents 
are alive, the son may not go abroad to a distance. 
If he does go abroad, he must have a fi xed place 
to which he goes.” It shows dating back 2,500 
years ago, tourism has already existed. 

Wu-Yan Sun & Mei-Wen Yu (2007) 
indicated that tourism had become a familiar 
term for people nowadays. More and more 
people have started working in tourism industry 
or conducting tourism researches. However, 
most people’s understanding about “tourism” is 
still insuffi cient in Taiwan.

Proposing appropriate products according 
to market orientation is the spindle of 
contemporary business operation. Travel plans 
which tourism industry design are non-physical 
products. Unable to exhibit in substantial way, 
the design of itinerary and accessory must arouse 
purchase motivation. Basing on products’ sales 
features, how to promote commodities which 
can attract customers in the highly competitive 
market is the main target of the industry.

In 1995, the government established 
National Kaohsiung University of Hospitality 
and Tourism in Kaohsiung. To train tourism 
professionals, many high schools, vocational 
schools, and post-secondary schools have set up 
tourism-related departments. Until 2010, 
departments which established in the name of 
tourism have achieved 16 schools and 18 
departments. 

Though the number of tourism department 
is large and the courses are mainly theory and 
practical operation, there are still many aspects 
in substantial study need to be launched urgently 
in order to provide reference for researching and 
teaching. 

Basing on the above background factors, to 
further understand whether the different 
subjective and objective factors make difference 

during tourism itinerary planning, what the 
differences and features are, what opinions they 
have toward Taiwan’s tourism industry, these 
profound considerations and ideas will be very 
important message for cultivating experts. 

Moreover, it would be an important 
indicator for adjusting the research orientation 
of related departments. Therefore, to comprehend 
the above questions, the motivation of this study 
is stimulated. 

Research purpose 

1. To understand the factors and priority 
considered in national and abroad tours made 
by Taiwan tourism industry. 

2. To identify the similarities and differences 
of tourists of separate population segment.

3. To analyze of the travel industry’s views 
on the Development of Tourism in Taiwan.

Research scope and restriction

In the aspect of research scope, this study 
focuses on the consideration factors of itinerary 
and the opinions to tourists of Taiwan’s tourism 
industry. 

In the aspect of research restriction, in 
addition to geographical range, due to the 
commercial confi dentiality, part of the content in 
the interview is reserved by the industry. Therefore, 
this study may not dig into the deepest content 
as experiment method, making this a testament 
for validity and reliability of this research.

Research Object

The research object is collecting the 
consideration factors of the design of itinerary 
of tourism industry. Owing to distinct operational 
scale and business operation, the method is also 
different

Besides, the interviewees are staffs above 
manager level. The study expects to gather the 
detailed information from the interviews of 
itinerary planning of the 3 tourism industries.
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LITERATURE REVIEW

Not only can developing tourism enrich 
people’s leisure life, but it also creates more 
employment opportunities, increases foreign 
currency reserve.

Ever since the 2-day weekend was 
implemented, people have more leisure time. 
Besides, the economic development has made 
leisure activities more fi nancially affordable than 
before. On top of that, the convenient 
transportation and rapid communication all 
make tourism more possible to people. The 
government has stipulated many new policies 
and measures to develop the tourism industry, 
which also enhances tourism trend. 

Yun Wang & Zi-Hui Lin (2011) discovered 
that many traditional businesses started to 
combine their business with tourism and leisure 
activities since it can make the area a unique 
tourist spot and bring them a huge business 
opportunity. Such a combination also creates 
more travel opportunity in Taiwan. Tourists’ 
consumption during trips can bring many 
economic benefi ts to local business too. 

Therefore, touristic marketing and travel 
arrangement are highly concerned by both 
providers and consumers. Utilizing local features 
is a way to successfully attract customers. A lot 
of areas in Taiwan have adopted such strategies 
and successfully made their areas attractive tourist 
spots. Tourism industry is rising; therefore, 
competition among different hot tourist spots will 
be getting more and more intense. 

Den-Chan Lin (2009) suggested that safety 
and convenience should be considered when 
making a travel plan as well. Travel activities 
are replaceable and sometimes uncontrollable 
because each tour has its certain specifi cation 
and it is not against the law to provide the same 
tour among travel agencies. Besides, tourist 
spots might close for different reasons and travel 
activities might be changed because foreign 
travel agencies operate differently to suit local 
circumstances. Therefore, when making a travel 
arrangement, travel agents need to 

(1) meet market capability and adjust it 
when it is necessary 

(2) meet tourists’ interest and avoid dull 
and boring activities 

(3) arrange appropriate transportation to 
avoid tourists being too tired 

(4) make the activities interesting to 
satisfy tourists 

(5) arrange appropriate meals everyday 
(6) arrange where tourists get on and get 

off the bus (it is better to choose the tourist spots 
with a parking area) 

(7) avoid too intense daily activity 
(8) select shopping spots based on 

tourists’ features and needs 
(9) select appropriate hotels and restaurants 
(10) make feasible marketing strategies 
(11) avoid employees being too tired to 

provide satisfactory service. 

Ying-Hong Li & Chang-Xun Li (1999) also 
suggested that travel plan needs to sustain 
market demands; the balance between supply 
and demand is an important factor for tourism 
development. Other than demographical 
segmentation, they also proposed that the 
geographical factor should be considered for 
market segmentation based on the local culture 
and natural resources of the travel location. 
Besides, tourists’ certain interests need to be 
considered as well. 

Besides travel location and theme selection, 
Gnoth & Anwar (2000) suggested the following 
factors should be considered when planning 
travel activity (quoted from Jin-Zhu Huang, 
2005).

1. Consider related strategic factors: 
 Travel agents should be very clear about 

the location and purposes of the trip. In addition, 
the goal of the entire activity, orientation and 
attitude, understanding and examination of the 
environment, organization and management of 
the itinerary, advantage and disadvantage 
analysis of the organization, and the management 
of the project and process are also very important 
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factors to be taken into consideration. 
 Besides, when planning travel activity, 

planners need to know the purpose, process, and 
provided service of the trip, staff’s ability and 
attitude, and general condition and environment 
of the location, as well as the entire service team 
and the local team they work together. Travel 
agents can select their preferable local business 
to work with based on their advantages and 
disadvantages. 

2. Fully understand tourists’ features:
 Different tourists might have different 

subjective perception and demands of tourism. 
Travel agents need to analyze tourists’ capability 
and motive based on their purchase power, 
features, segments, and travel purposes when 
making a travel plan. 

3. Tourists’ purchase power 
 Travel agents should decide the tour fee, 

marketing strategy, and what information should 
be provided to tourists based on tourists’ 
purchase power, including how much they can 
afford for the tour, daily allowance, consuming 
items and contents, foreign currency exchange 
rate, remaining profi t after consuming, and the 
total consumption of each tourist spot (quoted 
from Jin-Zhu Huang, 2005)

 Since tourism market is unpredictable 
and changeable, it is hard to satisfy all tourists 
with varied demands. Therefore, travel activities 
need to be arranged based on tourists’ features. 
Market segmentation should be conducted to 
provide different travel activities for tourists in 
different segments in order to extend market 
share. Shu-Bao Gu & Jian-Ting Wang (1992) 
proposed the following advantages for market 
segmentation: 

 (1) Discover business opportunities 
and target groups: Tourists’ demands and 
satisfaction in different segments can be 
discovered through segmentation; therefore, 
travel activities can be planned accordingly. 

 (2) Adjust operational factors: service 
quality, price, and strategies can be well adjusted 

through the understanding of the demands and 
expectations of the target market. 

 (3) Market Penetration: Resources can 
be fully utilized in the target market. 

 (4) It can strengthen business’s position 
in the tourism industry. 

 (5) It helps utilize resources of the 
tourist attractions. 

 The major  var iables  in  market 
segmentation includes geographical, social 
economic, and psychological factors, consumer 
behavior, consumer model, consumer tendency, 
leisure behavior, and leisure motives (quoted 
from Ming-Hui Li & Jian-Xing Guo, 2004) 

 In Jin-Zhu Huang (2005) proposition of 
leisure development, he suggested that any 
leisure travel arrangement should take into 
account personal value such as participants’ 
perception and behavior. Therefore, tourists’ 
physical and mental health, intellectual 
development, characteristic development, social 
adjustment, creation, happiness, and satisfaction 
should all be considered in a well-planned travel 
arrangement. 

 He also addressed the importance of 
market segmentation. Tourists will gain 
maximum travel satisfaction through market 
segmentation and become sustainable customers. 
Thus, travel agencies’ position and advantages 
can be strengthened. 

 Travel environment and tourism industry 
are changing constantly along with the social 
and infrastructure development. These are 
factors that affect tourists’ travel decision. 
Gillian Dale & Helen Oliver (2000) pointed out 
that the factors infl uencing tourists’ decision of 
travel location includes foreign currency 
exchange rate, travel expense, perceptive value, 
criminal rate, and political stability. 

 The popularity of travel locations is also 
a very important factor. However, travel 
locations usually lose their original features once 
they become famous and attract too many 
tourists. (quoted from Chao-Chen Wang & 
Yi-Chun Chen, 2003) 
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METHODOLOGY

This study was made by collecting 
questionnaires with convenience sampling. 
Three  managers  of  tour ism indus t ry 
administrators that work in the fi eld of both 
national and international travelling are 
interviewed. Interviews are conducted in depth 
by qualitative research.

RESULTS AND DISCUSSIONS

1. A Study on Factor Infl uencing the 
Itinerary Planning of Tourism Industry 
Administrators

In the consumer market, satisfying tourists 
are the spirit of our industry. For example, when 
tourists want to travel to Japan or Korea, in order 
for us to understand their best interest and needs, 
we ask whether there are any scene spots they 
especially want to see? What do they plan to 
gain from this trip? How many days do they plan 
to travel? What is their budget? How many 
people are attending this tour? These are all 
information that we have to acquire, to plan the 
best itineraries for our customers. Of course, if 
our customers have other opinions, we can also 
discuss the itinerary with our customers and 
revise it as best as we could to their satisfaction. 

The composition of the tourists are the key 
to the important factors of the itinerary’s content 
and itinerary arrangements. Age, touring 
experience, health condition, consuming ability, 
relationships of the members, goal, and reasons 
for this tour, are all points that will infl uence the 
design of the itinerary. Therefore, itinerary 
designs usually will make suitable amendments 
in stable models, to help make the itinerary to 
more satisfy the needs of the tourists. 

Tourist A, B and C often have difference of 
opinions of their itinerary. Each tourist has his/
her own demands. Some may want to visit all 
the sites once and for all, no matter if the time 
itinerary is too tight. Some tourists just like to 

shop, while others may like to pinpoint a main 
and precise itinerary. Various tourists present 
various demands, but the fi nal itinerary has to 
be decided according to the budget of the tour 
fee. Of course, arranging shopping sprees 
sometimes are a low-profi t method of tourism 
industry administrators to absorb tour fees. But 
usually, these will be explained in the briefi ng 
before departure. 

The changes made in the itinerary of abroad 
travels of course have to depend on the needs of 
the tourist group to make adjustments. However, 
time itineraries, safety management, various 
food and beverages, and transportation of 
package tours are easier to be handled; therefore 
the profit received here is also easier to be 
predicted. However, controversies and risks also 
are considerably lower. Therefore, we tend to 
encourage tourists to accept package tour as their 
basis, and then make further suggestions and 
adjustments according to their needs.

When tourists design itineraries for 
themselves through the surfi ng of the internet, 
they usually encounter some diffi culty when 
planning for ancillary services. These ancillary 
services that may cause discomfort between 
tourists and tour leaders including issues such 
as quality of transportation, time control, 
itinerary contents not as expected, or that fee of 
accommodations and food and beverages turn 
out to be too high. These may cause some 
discomfort between the tourists and the tourist 
leader, which might infl uence the quality of the 
tour. 

Therefore it is recommended that tour 
agencies are the ones that plan the tour by using 
their profession and abundant experiences. This 
way, the quality of the tour can be more 
controlled and ensured. Tourists of free and 
independent travel of course can refer to 
itineraries of many tour agencies to plan their 
very own itineraries, request tour agencies to 
plan their itineraries for them, or just book 
necessary services (for example, air tickets and 
accommodations) for them on their behalf. 
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From the results of the above interview, we 
can after some analysis, fi nd out that in itinerary 
planning, tourism industry administrators tend 
to recommend various kinds of itineraries to 
tourists according to their different demands. 
Usually after receiving the appointed area for a 
tour, tourism industry administrators will take 
tour groups to scene spots of that area, or scene 
spots that are convenient to go to. The draft of 
the itinerary is fi rst planned according to the 
itinerary and budget of the team. 

A discussion will be made, where what will 
be put into consideration is the physical and 
health conditions of the tourists. We do not want 
our members to feel too tired to enjoy the trip, 
hence lowering the quality and enjoyment of the 
tour. However, as different groups have different 
needs regarding the pace of the itinerary; some 
pursue the quality and main goal of the tour; 
others like to collect more souvenirs and request 
to see more scene spots. 

There are even some groups that regard this 
tour as a vacation, therefore do not want to plan 
too many itineraries in one day. So under the 
infl uence of different groups, touring experiences, 
and subjective and objective conditions, 
arranging an exclusive itinerary for the group is 
the current and main merchandise of the tourist 
agency. 

Besides planning itinerary for tour groups 
as they demand, tourism industry administrators 
also demonstrate package itineraries to attract 
individual travelers. Detailed differentiations 
will be made in these itineraries. For example, 
in a 5-day trip to Phuket, some tourists may want 
to attend ocean activities and watch performances; 
others may prefer the theme of a vocation. Some 
agencies collaborate with local shopping spots 
and produce a shopping tour. And under the 
different itineraries, the most obvious difference 
is the difference of the tour fee. Of course, 
offered plus travels usually require additional 
fee, to satisfy needs of individual tourists when 
they arrive at the destination. 

The itineraries that require additional fee 
will clearly be told to the members before the 

tour. Members will be also reminded that they 
may also be recommended additional itineraries 
by the local guide, when they arrive at the 
des t ina t ion ,  accord ing  to  ind iv idua l 
characteristics of the tourists. Members will be 
taught how to react, choose, and understand what 
to watch out for.

Overall, due to economical development, 
leisure concept, development of transportation 
and machines, and universalness of various 
kinds of information, tourist activities not only 
are more cherished by modern people, some 
have also become a kind of economical activity 
for many countries and areas. Tourism industries 
are formed,  and grow into a kind of 
competitiveness between the same industry. 

Also, because tourism activities appear to 
be cumbersome due to various subjective and 
objective factors, itinerary plannings also relate 
to safety and comfortness of the entire trip, and 
influencing factors of whether members 
attending the trip feel satisfi ed and fulfi lled. 

Taiwan’s tourism industry, under the 
consideration of both safety and mastering of 
itineraries, will provide professional planning 
suggestions to our tourists, according to the 
attributes of the tourists and demands of 
purchasing tourist products. All this is planned 
on the basis of existing itineraries, done to 
suffi ciently satisfy the needs of our tourists, and 
also taking into account the important proof of 
safety and confortness for the planning of 
itineraries. 

2. Views and Suggestions of Tourism 
Industry Administrators have for the 
Development of Taiwan Tourism

Insufficient marketing ability is the 
bottleneck of Taiwan when wanting to suffi ciently 
develop new scene spots. It is a pity that Taiwan 
still has many beautiful places that possess 
unique attractions, yet due to this bottleneck, 
cannot be marketed to let everyone know. 

There are many scene spots in Taiwan that 
cannot let tourists stay for a long time. If the tour 
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routes are arranged well, the connections of 
nearby scene spots can make points connect into 
line, and line connects into planes. This is also 
a good method that can turn individual scene 
spots into package schedules, which can attract 
tourists at the same time. 

Local governments can integrate various 
local scene points, and set up obvious labels on 
the routes between scene spots and scene spots. 
For example, if Lugang was done a good job, 
tourists can visit many more spots through the 
guiding of tourist maps. When tourists stay 
longer, so would their consumption abilities. 
This is also a benefi t to the local area. 

Taiwan has many places that have tourist 
maps, but not many tourist maps offer any 
suggestions on which route is better to take. For 
examples, suggestions of tour routes can be 
given according to different categories, such as 
by different transportation tools and time limit. 
These suggestions may include a variety of 
routes, distances between the routes, suggested 
staying time for each scene spot, focus point of 
the tour etc. These information can all help to 
attract the interest of tourists. 

Taiwan exists many scene spots that show 
tourist values. However, the connection between 
each scene spots, and concepts and practice of 
joint marketing are still not enough. This causes 
many scene spots that contain tourist values, to 
be neglected by tourists because of insuffi cient 
marketing. There are many marketing methods. 
Marketing made by various media or publications 
of course a good idea. But what should be paid 
more attention is how to attract attention of 
tourists through art designs and attracting 
dialogues.

In the tour itineraries of B and C, if the 
connection between scene spots can be integrated 
with nearby scene spots, this may attract tourists 
more. Tourists usually are not familiar with the 
area, therefore how to describe the routes and 
scene spots to help them to get familiar with the 
area is not only a gesture of thoughtfulness, but 
also a method to let tourists feel the determination 

of the area of developing tourism. This is a way 
to attract tourists to come here. 

The benefits of travelling come from 
building local benefi ts. When tourists increase, 
and their staying time extend, their consumption 
ability would also naturally increase. If tourists 
go to one scene spot and have not bought 
anything, then they are the same as visitors that 
happen to pass by. This not only does not help 
local areas build travel benefi ts, and might even 
create the burden of local environments. 
Therefore, how to create the output value of 
scene spots is a important item to notice. 

Vendors at scene spots are also a kind of 
characteristic. However, there cannot exist too 
many vendors, or else this might annoy some 
tourists, who might feel that they are disturbed 
or bothered. For example, the vendors that sell 
dried fi sh at Yehliu often aggressively sell their 
great stock of products to tourists. If they sell 
too aggressively, this might make some tourists 
feel disturbed. 

However, if they sell in booths instead of 
walking around and selling, the situation will be 
improved, and become a local scene spot 
characteristic. But in order not to make things 
too complicated, some integration have to be 
made.

There are differences between Taiwan 
tourists and foreign tourists, yet there are still 
some similarities. One similarity is that they like 
scene spots that prepare food and beverages. The 
fi rst step of stimulating tourists to consume is to 
set up restaurants at scene spots. The phenomenon 
observed after many years of observation and 
experience in this fi eld, shows that consumption 
behavior usually is conducted after tourists have 
fi lled up their stomachs. 

Purchases are made in various categories, 
and new kind of consumption can be conducted. 
This might be due to the situation that tourists 
are more relaxed and carry around more cash. 
But what are most purchased are snacks. Eating 
is one important event for tourists. For example, 
when tourists arrive in Jioufen, Shenkeng, 
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Lugang, and Tainan, they usually come here to 
eat, as these are locations that are famous for 
their food.

When consumption of tourists have 
differences, there are also differences between 
foreign tourists and national tourists. 
Consumptions if foreign tourists are more 
complicated, as some like to buy souvenirs, 
others like to browse department stores, drink, 
sing, or just plainly like to eat. Chinese tourists 
appear to be more special, as they like to buy tea 
leaves. 

Some famous places have plenty of local 
specialties, such as Dashi bean curd, Yilan 
smoked duck, Taitung dried fish, Nantou 
mushroom and tea leaves, and Changhua 
preserves. These are all local specialties that 
tourists can take along, and can be given to 
relatives and friends as presents. However, the 
difference in quality and taste might also cause 
a hesitation during the purchase. 

It can also be found through analysis of 
interviews that tourism industry administrators 
believe that there are still many potential scene 
spots in Taiwan that can be cultivated. Many 
locations have potential to cultivate to scene 
spots, yet there is a lack of valid promotion. 
There are still many foods and specialties that 
still cannot attract the attention of tourists. Local 
government actually has the responsibility to 
analyze the tourism resources of their area, and 
fully understand what kind of characteristics 
they have, and what category do these scene 
spots relate to. For example, classifying local 
tourist resources into ecological tourism or green 
tourism, local culture and specialty, humane and 
natural landscape, and local foods etc. Through 
this analysis we can understand the type of 
tourists we can attract to plan our marketing 
designs. We can promote according to our target 
and effi ciently market the characteristics of the 
local area.

 Due that tourists are not familiar with the 
area that they travel, therefore offering tourists 
with tourist maps that point out route suggestions 

can give them more choices to choose. This can 
lengthen the time of their stay, and of course 
increase more consumption opportunity. When 
the opportunities of marketing local specialties 
or food and beverages increase, the economical 
benefi ts that tourists bring also increases. This 
can positively benefi t local government and the 
people. 

Overall speaking, tourism industry 
administrators are confi dent that Taiwan still has 
many local characteristics and sceneries that can 
be developed to scene spots. They believe that 
marketing combinations can attract tourists, but 
marketing methods and thoughtful services are 
parts that still need to be strengthened. 

CONCLUSION AND 
RECOMMENDATION 

This study by ways of interview, got to 
understand the deliberations of tourism industry 
administrators and their viewpoints regarding 
Taiwan developing tourism, when they discuss 
with their customers the itineraries they like to 
have. Through interview and analysis, this study 
came along with the following results that we 
hope that be reference for academic studies and 
reference that the government can use for 
promoting tourism:

1. There are many consideration factors for 
tourism industry administrators to consider when 
planning their itineraries. When agencies agree 
to do the planning, besides introducing package 
itineraries, they also have to adjust the itineraries 
according to the needs of their customers. 
However, in consideration of safety, comfortness, 
budget, physical conditions, and travelling 
experiences, tourism industry administrators 
tend to suggest package itineraries that they can 
more easily grasp as a basis. 

 Then they discuss with their customers 
in detail to make further adjustments that suit 
their customers, and explain the reasons why the 
itinerary is planned this way. These reasons may 
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include transportation routes and time, 
accommodations and food, scene spot 
characteristics, and shopping etc. A briefi ng 
would be given before departure, to prevent any 
misunderstandings to occur between the agency 
and their customers. 

2. Taiwan actually possesses many locations 
that its characteristics can develop into ecological 
and green scene spots. But due to lack of overall 
planning and proper marketing, their potential 
still cannot be suffi ciently developed. If the local 
government can interestedly and properly plan 
the characteristics and suggested routes of these 
locations, and offer tourist maps or websites that 
can easily be accessed, this will defi nitely bring 
some practical benefi ts to the development of 
tourism. 

3. Taiwan still does not conduct enough 
marketing for tourism. The government should 
try their best on international promotion, 
whereas local government should provide 
convenient tourism information. Furthermore, 
tourism industry administrators can suitably 
introduce tourist itineraries, and under the 
combined efforts of government and the tourist 
industry, Taiwan’s tourism agencies still are 
confi dent with Taiwan’s potential in becoming 
a tourism country.
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ABSTRACT 

In the experience economy era, designing memorable experiential activities for tourists is 
essential to the success of leisure farms. To further enhance farm competitiveness, this study 
conducted a survey in Taiwan to investigate the leisure motives of farm tourists, experiential activity 
preference, and their satisfaction effect. The results showed escapism, social interaction, and back 
to nature were the main reasons for tourists to visit leisure farms. Their favorite experiential activities 
in leisure farms included DIY recreation, ecological education, and farm work. Overall, most of 
the farm tourists were satisfi ed with their farm experiences, and there was a positive attitude towards 
revisit intention and recommendation likelihood. But leisure farms would still need to improve 
recreational facility supply, package tour options and fl exibility, and environmental aesthetic. 
Moreover, the correlation analyses indicated signifi cant relationships among tourist demographics, 
leisure motives, experiential activities, and satisfaction effect. These fi ndings may help leisure farm 
managers design attractive farm experiences as effective marketing strategies to meet the needs of 
tourists.

Keywords: Experiential activity, Farm tourists, Leisure agriculture, Leisure motives, Tourist 
satisfaction

 
INTRODUCTION 

As agriculture and tourism industry have 
combined to develop leisure agriculture and 
opened new fresh recreation spaces for the 
public, the farm managers also have face new 
challenges in customer service and marketing 
strategies when they need to directly contact 

with the tourists. Given that leisure industry is 
highly market-oriented, it is important for farm 
managers to understand consumer preferences 
and behavior to provide pleasant agricultural 
experiences and interesting recreational 
environment for the tourists. Also, they need to 
learn how to use available resources in the 
leisure farms to design distinctive facilities and 
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activities to meet consumers’ demand and 
increase farm competitiveness and revenues.

After the experience concept has been 
introduced to the fi eld of consumer researches 
in the 80s, more marketers attract consumers 
with unforgettable experience. Experience 
economy (Pine and Gilmore, 1998) and 
experience marketing (Schmitt, 1999;  LaSalle 
and Britton, 2003) were popular afterwards. 
They both used experience as the core concept. 
This shows that after the end of the 20th century, 
experience consumerism has become the new 
fashion of social trend. Experience now is a key 
element to study consumer behavior (Addis and 
Holbrook, 2001). 

In the era of experiential economy, 
consumers are willing to pay a higher price to 
purchase and enjoy unforgettable and valuable 
experiences. Enterprises may design elaborate 
experiences to add unique values to products 
and services, which would allow them to become 
the experiential industry that is more competitive 
in the market (Pine and Gilmore, 1999).

Leisure farm possesses diverse agriculture 
resources, which are used as the foundation of 
experiential industry (Tuan, 2000). Leisure 
agriculture not only follows the trend of the 
public’s preference for ecotourism (Tourism 
Bureau, 2004) and satisfi es the urban society’s 
yearn for life of natural farms, it also allows the 
tourists to get different personal experiences 
which fulfi ll the goal of differentiation. 

Therefore, in the experiential economy era, 
experience is the key of success for leisure 
agriculture. People yearn for the nature and 
being back to the country side. Agriculture has 
more natural resources. Villages are the cradle 
of human culture. Agriculture is the most 
suitable industry to provide experience. Villages 
provide most in-depth experiences. This is the 
benefit of leisure agriculture development. 
Leisure farm must utilize resources in order to 
design good experiential activities. Resources 
may be divided into landscape resources, 
ecological resources, industrial resources, and 

cultural resources, and agricultural resources 
express operational feature most effectively. 

According to the research of Taiwan 
Leisure Agriculture Association in 2004, more 
than half of the leisure farms in Taiwan provided 
the following experiential activities, such as 
educational interpretation, educational 
experience, typical food tasting, rural tours and 
ecological experience. There were also around 
20% of the leisure farms proving other important 
experiential activities, which included fruit 
picking, farm work, farm cottage and 
accommodations, vegetable harvesting and 
agricultural exhibitions.

Experience design and resources and 
market relate closely. Different industrial, 
natural, landscape, cultural resources may come 
with different experience designs. Experiential 
activities must be developed following the 
preference of tourists. This is a chance to develop 
experiential activities. Experience design must 
satisfy the eyes, ears, nose, tongue, skin and 
sensory to create nice sight, hearing, smell, taste 
and touch. 

Scholars further pointed out, even though 
there are many leisure farm, most of them lack 
differentiating features (Cheng and Chen, 1996; 
Chen, 2005). Therefore, how to plan and design 
experiential activities according to their own 
resources have became an important lesson for 
the farms. 

Therefore, in order to further develop 
consumer market to effectively attract tourists 
and increase competitive advantages for leisure 
farms, the objective of this research is to 
investigate and analyze leisure farm in an 
experiential economy’s view point to understand 
the tourists’ demands, experiential activities type 
and the satisfaction and their relationships. Also 
we analyze the satisfaction differentiation for 
leisure farm tourists’ statistics’ on demand 
factors and experiential activities types. Research 
results are provided for leisure farms to help with 
experiential activities design, which is also 
helpful for the improvement of leisure agriculture 
service quality.
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LITERATURE REVIEW

Development of Leisure Agriculture

As the economy of the Taiwan society has 
dramatically grown in the past four decades, the 
public demand for recreational tours has also 
expanded. Population in the urban area increased 
rapidly and left almost no space for parks and 
green lands. The public started to desire being 
closer to the nature (Chen, 1996). Agriculture 
has most nature resources. Villages are the cradle 
of culture (Tuan, 2003). Village environment 
became the closest place to nature and best place 
to have eco experience.

In 2009, the research of Taiwan Tourism 
Bureau showed that the domestic tours within 
the nation were more than 97.99 million times 
with the total expenditure of 182.8 billion NTD. 
Most people used weekends and Sundays for 
domestic tours (61%), and had a preference of 
short distance tour (round trip on the same day 
70.5%). Average length of each tour was 1.49 
day. The most popular activity is nature 
sightseeing (45.3%). Therefore, there is a great 
development opportunity for leisure agriculture.

Leisure agriculture is one of the main policy 
programs of Council of Agriculture in Taiwan. 
Till the end of July in 2010, there were 472 
approved leisure farms, and 239 of them were 
licensed (Council of Agriculture, 2007). This 
has shown the blooming of leisure agricultures. 
Leisure agriculture has developed diverse 
operation types, which can be mainly categorized 
into sightseeing garden, citizen garden, 
educational garden, and leisure farm (Tuan, 
2000). Leisure farm refers to farms, forestry, 
fi sheries, and pastures. Therefore, tours and 
experiential activities may be diverse (Tuan, 
2003a). Such as fruit picking, farming, feeding 
animals and farm experiences or accommodation 
in villages, dining, ecological tours, or traditional 
activities. Therefore, the resources and 
experience of leisure farms are more common 
than the other three types. This research used 
leisure farms as main research subject.

The Defi nition of Experience

Since the middle of the 20th century, many 
scholars pointed out the key to consumption 
being no longer the product itself, but the 
experience (Norris 1941; Alderson, 1957; 
Lebergott, 1993; Abbott, 1995). People turned 
from simply pursuing economical effect to also 
consuming for entertainment, beauty, and self-
expression and other factors (Boyd & Levy, 
1963). The trend of consumption will not be 
standardized or unifi ed. It will become a diverse 
consumer experience (Toffl er, 1970).

Holbrook and Hirschman (1982) structured 
“Experience” perspective. It formally introduced 
enjoyment consumption and experience concept 
into marketing research. They thought experience 
was a personal matter, usually with important 
sentimental value. It came from the stimulation 
when a consumer bought a product or service. 
It was more subjective and personal than a 
rational perspective. Rational perspective 
stressed on efficiency and completing tasks 
while experience perspective valued feelings 
and fun. Consumer behavior is a complicated 
result of the interaction between an individual 
and the environment. Therefore, in this dynamic 
process, we should not only discuss rational 
perspective and neglect experience perspective. 
Enterprises should take service as the stage, 
products as props to surround consumer and 
create memorable events. (Pine & Gilmore, 
1998)

Some scholars thought that consumer 
experience was not only limited to the activities 
before purchase (such as searching for 
information) or some activities after buying 
(such as satisfaction evaluation), but includes a 
series of events including services, interaction 
with the environment, senses, memories, and 
emotional bonds (Vézina, 1999; Robinette et al., 
2001). They were individual incidents to respond 
to some stimulation, usually from observing or 
participating in events. They were induced with 
complicated structure and novel because no two 
experiences were alike. (Schimitt, 1999) 
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Therefore, enterprises must carefully plan each 
factor of the consumer experience including 
product, environment, activities, and services. 
Each interaction responded to each other and 
created overall pleasing experience for the 
customers.

Through the above discussion we found that 
scholars thought consumers to be decision 
makers of both rationality and sensibility. They 
not only pursuit cost-effect and economy, they 
also consume for self-expression, enjoyment and 
beauty. The demand of consumers is no longer 
the product itself, but a personalized experience 
of feelings. Therefore, new trend for consumption 
on the market and the marketing direction have 
been drawn out. “Experience” became the 
navigator of many new industries of the new era. 
We need to re-evaluate the positioning of the 
company and change the current development 
strategy to “experience industry”. It is the same 
for leisure farms in an ever-changing 
environment. We must strive to create situational 
and pleasing experience for the customers to 
obtain higher effi ciency and competitiveness.

Experiential Activity Designs

Pine and Gilmore (1999) thought experience 
was an elaborate designed event for the 
consumers. It could be divided into entertainment, 
education, surrealism, and aesthetic according 
to the participation degree and association of 
environment. In order to increase diversity and 
truthfulness of experience, the enterprises may 
combine experiences from all four areas to make 
the most attractive and rich sweet spot. To satisfy 
the demands of tourists, leisure farms should 
design combined experience events to create 
memorable memories for tourists. 

Chen (1999) categorized common activities 
of current leisure farm into farming experience, 
l andscape  s igh tsee ing ,  food  tas t ing , 
accommodations, folk cultures, folk games, 
forest recreations, and industrial culture events. 
Meanwhile, Wu (2004) also divided experiential 
activities into educational cultures, sports, 

tourism, healthy living, DIY, and fun. Therefore, 
in this research, leisure farm experience activities 
were identifi ed as the following seven types: 
ecological education, DIY recreations, healthy 
living, farm work, holiday cottage, and food 
tasting. 

Tourist Satisfaction 

Gratification is a response when the 
consumers are satisfi ed. It is a judgment and 
cognition of the product itself or the pleasure 
that it provides in the process of consuming 
(Oliver, 1997). It stresses internal, emotional 
gratifi cation and fulfi llment. When the service 
or product that a consumer gets is subjectively 
good, gratification is produced (Westbrook, 
1980).

Generally speaking, outdoors leisure 
activities evaluation is usually dependent on the 
satisfaction of tour quality of tourists (Manning, 
1986). In the process of tourists in leisure 
activities, each tourist personality creates 
different motivations and demands. By 
participating in leisure activities and obtain 
satisfaction evaluation of experience to form 
understanding of leisure activities of tourists is 
a valuable measure of behavior. Maximum 
satisfaction of tourists is the best guideline to 
benefi t for recreational businesses. This research 
used overall satisfaction, revisit intention, and 
recommendation likelihood to evaluate the 
satisfaction degree of the farm tourists.

METHODOLOGY 

Research Framework

Based on literature reviews, experiential 
activities may add more values to leisure farms 
and create memorable consumer experiences for 
tourists. In this research, therefore, we identifi ed 
tourist demand, experiential activities design, 
and tourist satisfaction as the key variables of 
the leisure farm experience model (Figure 1). 
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Furthermore, we examined the relationship 
among these variables and the tourist 
demographics to discuss what are the most 
effective factors to attract tourists. Through the 
framework of this research, the leisure motives 
of farm tourists, their experiential activity 
preferences, and satisfaction effects were all 
investigated.

RESULTS AND DISCUSSIONS

Profi le Analysis of the Respondents

Demographic results showed that 44.8% of 
the participants were males (n=212) and 51.8% 
were females (n=245). There were 157 persons 
in the biggest group of 31-40 (33.2%), 117 
persons in the secondary group of 21-30 (24.7%) 
and 39 persons in the smallest group with age 
over 51 (8.2%). As regards education degree of 
tourists, 56.9% tourists graduated from junior 
colleges or universities were 269 and most. As 
for job, person number of tourists from business 
owners was 114 and took the biggest proportion 
in the sample (24.1%). The most common 
number of tourists with income from NT$ 
20,001-40,000 were 172 persons (36.4%); 
tourists with income equal to or less than NT$ 
40,001-60,000 were 94 persons on the second 
place (19.9%). Tourists lived in north area were 
most (218 persons, 46.1%); secondarily there 
were 133 persons from middle area (28.1%).

Moreover, the results showed escapism 
(4.37), social interaction (4.32), and back to 
nature (4.29) were the main reasons for tourists 
to visit leisure farms. The common experiential 
activities they participated in leisure farms 
included ecological education (4.11), DIY 
recreation (4.01), and culture exploration (3.92). 
Their favorite experiential activities were DIY 
recreation (78.2%), ecological education 
(42.9%), and farm work (42.5%). Overall, most 
of the farm tourists were satisfi ed with their farm 
experiences (82.0%), and there was a positive 
attitude towards revisit intention (76.4%) and 
recommendation likelihood (77.8%).

Correlation Analyses of Key Variables

This research used Pearson correlation 
analysis to confer the tourist demand, experiential 
activities design, and tourist satisfaction and 
their correlation factors to see if there is a 
signifi cant relationship between key variables. 

Figure 1. The conceptual framework of the research.

Data Collection

To thoroughly understand the thoughts of 
farm tourists, this research selected all the legal 
leisure farms from the reference list of 2005 
Taiwan Leisure Farm Evaluation Project 
authorized by Council of Agriculture. 
Accordingly, a total of 62 approved or licensed 
leisure farms were targeted from the 130 leisure 
farms of the project list. In each farm, 10 tourists 
were sampled randomly as research subjects and 
investigated with a questionnaire. Out of the 620 
dis t r ibuted quest ionnaires ,  473 val id 
questionnaires were retrieved. Since the 
Cronbach α values of surveys were all above 
0.8, the collected data showed high credibility 
and internal unity.

Data Analysis

The study used SPSS 12.0 statistics 
software to process the questionnaire data and 
conducted data analysis in accordance with study 
purpose and issue. Statistics methods adopted 
by the study include description statistics, 
exploratory correlation analysis, t-test, one-way 
analysis of variance, and regression analysis to 
analyze and verify the data.

Tourist Demand
Experiential

Activities Design

Tourist
Characteristies

Tourist
Satisfaction
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Table 1 shows the correlation values of 
tourist demand and the experiential activities 
design. The results indicated all factors of tourist 
demand were positively related to ecological 
education, culture exploration, healthy living, 
and farm work. Most factors were also related 
to DIY recreation, holiday cottage while some 

Table 1. Correlation analysis of leisure motives and experiential activities

Note: * p<0.05; ** p <0.01; *** p <0.001 

Factors Ecological
Education

Culture
Exploration

DIY
Recreation

Healthy
Living

Farm
Work

Holiday
Cottage

Food
Tasting

Back to Nature 0.257*** 0.171*** 0.123** 0.209*** 0.153** 0.085 0.058

Escapism 0.262*** 0.135** 0.155** 0.191*** 0.183*** 0.143** 0.034

Physical Sports 0.234*** 0.282*** 0.187*** 0.291*** 0.151** 0.154** 0.059

Rural Cultures 0.301*** 0.321*** 0.196*** 0.159** 0.143** 0.011 0.032

Ecological Knowledge 0.368*** 0.324*** 0.162*** 0.152** 0.205*** -0.020 0.059

Novel Excitement 0.215*** 0.243*** 0.071 0.283*** 0.222*** 0.197*** 0.189***

Vacation Entertainments 0.160*** 0.202*** 0.132** 0.167*** 0.186*** 0.143** 0.121**

Social Interaction 0.258*** 0.239*** 0.152** 0.152** 0.202*** 0.143** 0.164***

Fulfilling Reputation 0.146*** 0.273*** 0.115* 0.295*** 0.281*** 0.252*** 0.259***

factors were related to food tasting. Moreover, 
the results showed that tourists’ sensibility to 
experiential activities was better when they had 
stronger leisure motives. Particularly, the motive 
of ecological knowledge and the experiential 
activity of ecological education were most 
strongly related with a correlation value of 0.368.

Meanwhile, Table 2 showed that experiential 
activity design and tourist satisfaction were all 
positively correlated between constructs, except 
for holiday cottage and overall satisfaction. The 
results also revealed that greater satisfaction 
effects came with higher perception of 

experiential activities. Among all, the experiential 
activity of ecological education and the 
satisfaction effect of overall satisfaction were 
most closely related with a correlation value of 
0.439. 

 

Note: * p <0.05; ** p <0.01; *** p <0.001 

Factors Overall Satisfaction Revisit Intention Recommendation Likelihood

Ecological Education 0.439*** 0.385*** 0.394***

Culture Exploration 0.328*** 0.306*** 0.323***

DIY Recreation 0.300*** 0.278*** 0.319***

Healthy Living 0.225*** 0.244*** 0.318***

Farm Work 0.293*** 0.264*** 0.300***

Holiday Cottage 0.065 0.102* 0.158**

Food Tasting 0.216*** 0.256*** 0.298***

Table 2. Correlation analysis of experiential activities and tourist satisfaction
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Regression Analyses of Key Variables

Through regression analysis of tourist 
demand and experiential activities design, as 
shown in Table 3, with the tourist demand as an 
independent variable, tourist experiential 
activities design as dependent variable, predicted 
the degree of infl uence on tourists by the design 
of leisure farm experiential activities. Therefore, 
we used regression analysis to obtain regression 
pattern. We judged the importance and infl uence 

of dependent variables in independent variable 
in order to point out the important construct of 
independent variables. In order to avoid the high 
correlations among variables, the forward 
variable selection was fi rst selected. Then, the 
variables were deleted using the reverse deletion 
method. The variable selection criteria include 
p values of less than or equal to 0.05 while the 
deletion criteria include p values of more than 
or equal to 0.10.

According to the research results, the 
tourists’ needs had significant explanatory 
power on the respective dimensions of the 
experiential activity designs. After the model 
adjustment, the R2 value ranged from 0.044 
to 0.165, indicating that the explanatory power 
of the tourists’ needs on the tourists’ perceived 
experiential activity type design reached 
between 4.4% and 16.5%. This indicates that as 
the tourists’ perceived needs increased, there was 
a relative increase in terms of the experiential 
activities design.The analysis results of the 

experiential activity designs and tourist 
satisfaction after regression analysis are 
shown in Table 4. With the tourists’ perceived 
experiential activity designs as the independent 
variable and tourist satisfaction as the dependent 
variable, regression analysis was conducted to 
predict the infl uence of the tourists’ perceived 
leisure farm experiential activity designs on 
tourist satisfaction. The results show that the 
experiential activity designs had significant 
explanatory power on the respective dimensions 
of tourist satisfaction. Furthermore, after the 

Note: * p 0.05; ** p 0.01; *** p <0.001

Independent Variable
Back to Nature

Escapism 0.110* 0.104* 0.165**

Physical Sports 0.120* 0.116* 0.180***

Rural Cultures 0.134* -0.119* -0.122*

Ecological Knowledge 0.290*** 0.192*** -0.155**

Novel Excitement 0.133** 0.153**

Vacation Entertainments

Social Interaction 0.136** 0.122** 0.109* 0.139**

Fulfilling Reputation 0.133** 0.163** 0.237*** 0.249*** 0.274***

F value 32.069*** 22.498*** 11.824*** 25.088*** 18.850*** 12.546*** 15.434***

R2 0.170 0.161 0.048 0.138 0.108 0.118 0.090

R2 0.165 0.154 0.044 0.133 0.102 0.109 0.084

Food
Tasting

Dependent Variable Ecological
Education

Culture
Exploration

DIY
Recreation

Healthy
Living

Farm
Work

Holiday
Cottage

Table 3. Regression analysis of leisure motives and experiential activities
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model adjustment, the R2 value ranged from 
0.190 to 0.241, indicating that the experiential 
activity type design had explanatory power 
ranging from 19.0% to 0.241% on tourist 

satisfaction, thus showing that increased 
experiential activity designs will lead to higher 
tourist satisfaction.

Demographics Relationship Analyses

To determine whether different demographics 
of farm tourists have effects on leisure motives, 
experiential activities design and tourist 
satisfaction, the T-test was adopted for both 
genders while the rest of the dimensions were 
measured through One-Way Analysis of 
Variance. As for the groups that have reached 
signifi cant standards, the post hoc test (Scheffe 
Test) was adopted to explain the differences 
between the groups.

Table 5 shows the relationship analysis 
results of the demographic variables with 
different leisure motives of farm tourists. The 
results indicated signifi cant differences between 
gender in the leisure motives of back to nature 
and physical sports. Also, there were signifi cant 
differences between ages in the leisure motives 
of back to nature, escapism, physical sports, rural 

cultures,  ecological knowledge, novel 
entertainments, fulfi lling reputation. By Schefee 
test later compared and found the older people 
perceived each construct stronger. In addition, 
among different education degrees, there were 
also signifi cant differences in the leisure motives 
of escapism, social interaction, and fulfi lling 
reputation. In terms of occupation, signifi cant 
differences were found in fulfi lling reputation. 
As for average monthly income, no signfi cant 
relationshiphas been revealed. Nevertheless,there 
were signifi cant differences between habitations 
in the leisure motives of physical sports, novel 
entertainment, and fulfi lling reputation.

Meanwhile, Table 6 shows the demographic 
relationship of farm tourists and the respective 
dimensions of the experiential activity designs. 
In terms of ages, there were signifi cant differences 
in the experiential activities of ecological 
education, healthy living and food tasting. As 

Note:* p 0.05; ** p 0.01; *** p <0.001 

Dependent Variable
Independent Variable

Ecological Education 0.333*** 0.281*** 0.244***

Culture Exploration

DIY Recreation 0.128** 0.095* 0.133**

Healthy Living 0.151**

Farm Work 0.142** 0.099* 0.090*

Holiday Cottage

Food Tasting 0.142** 0.119*
F value 45.733*** 28.698*** 30.989***

R2 0.226 0.197 0.249

R2 0.221 0.190 0.241

Recommendation LikelihoodOverall Satisfaction Revisit Intention

Table 4. Regression analysis of experiential activities and tourist satisfaction
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for education degrees, signifi cant differences 
were revealed in holiday cottage and food 
tasting. In terms of occupation and average 
monthly income, signifi cant differences were in 
the experiential activities of healthy living, 
holiday cottage, and food tasting while healthy 
living, farm work, holiday cottage, and food 
tasting appeared to be signifi cantly different 
between habitations of farm tourists.

Furthermore, the analysis results of 
demographic relationship with tourist satisfaction 
were shown in Table 7. No signifi cant difference 
was found in terms of gender, education degree, 
occupation, and habitation. In terms of age and 
average monthly income, on the other hand, the 
overall satisfaction, revisit intention and 
recommendation likelihood all showed 
signifi cant differences. 

Group Factor F p Scheffe test
Gender Back to Nature 7.354 0.007* 1<2

1. Male Escapism 0.387 0.534
2. Female Physical Sports 4.254 0.040* 1<2

Rural Cultures 3.071 0.080
Ecological Knowledge 1.154 0.283
Novel Excitement 3.544 0.060
Vacation Entertainments 0.614 0.434
Social Interaction 0.445 0.505
Fulfilling Reputation 0.838 0.360

Age Back to Nature 4.946 0.001* 1 < 2, 3, 4, 5
1. Under 21 years old Escapism 6.053 0.000* 1 < 2, 3, 4, 5
2. 21-30 years old Physical Sports 3.299 0.011* 1 < 4
3. 31-40 years old Rural Cultures 6.072 0.000* 1 < 2, 3, 4, 5
4. 41-50 years old Ecological Knowledge 2.850 0.024* 1 < 4
5. Over 50 years old Novel Excitement 4.310 0.002* 1 < 2, 4

Vacation Entertainments 2.234 0.064
Social Interaction 2.275 0.060
Fulfilling Reputation 4.968 0.001* 1 < 4, 5

Education Degree Back to Nature 1.031 0.391
1. Junior High School and Below Escapism 2.557 0.038*
2. Senior High School Physical Sports 0.141 0.967
3. College or University Rural Cultures 0.481 0.750
4. Graduate School and Above Ecological Knowledge 0.563 0.690

Novel Excitement 1.375 0.241
Vacation Entertainments 1.883 0.112
Social Interaction 2.511 0.041*
Fulfilling Reputation 3.567 0.007* 4 < 2

Occupation Back to Nature 1.511 0.173
1.Public Servants and Teachers Escapism 1.546 0.161
2. Businessmen Physical Sports 0.516 0.796
3. Labors Rural Cultures 0.933 0.471
4. Freelance Ecological Knowledge 1.179 0.316
5. Students Novel Excitement 0.893 0.500
6. Retirees Vacation Entertainments 0.659 0.683
7. Others Social Interaction 1.717 0.115

Fulfilling Reputation 3.465 0.002* 5 < 4

Table 5. Demographic relationship analysis of leisure motives
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Group Factor F p Scheffe test

 

Average Monthly Income Back to Nature 1.413 0.189
1. NA. Escapism 1.288 0.247
2. NT$ 10000 or Less Physical Sports 0.788 0.614
3. NT$ 10001-20000 Rural Cultures 1.424 0.184
4. NT$ 20001-40000 Ecological Knowledge 1.364 0.210
5. NT$ 40001-60000 Novel Excitement 0.784 0.617
6. NT$ 60001-80000 Vacation Entertainments 0.766 0.633
7. NT$ 80001-100000 Social Interaction 0.805 0.599
8. NT$ 100001 or More Fulfilling Reputation 1.937 0.053

Habitation Back to Nature 0.252 0.908
1. North Area Escapism 2.198 0.068
2. Central Area Physical Sports 3.109 0.015*
3. South Area Rural Cultures 2.391 0.050
4. East Area Ecological Knowledge 1.201 0.310
5. Others Novel Excitement 3.336 0.010* 1 < 3

Vacation Entertainments 0.938 0.441
Social Interaction 1.000 0.407
Fulfilling Reputation 2.773 0.027*

Note: * p<.05

Group Factor F p Scheffe test
Gender Ecological Education 1.296 0.256

1. Male Culture Exploration 0.587 0.444
2. Female DIY Recreation 1.448 0.230

Healthy Living 2.919 0.088
Farm Work 0.795 0.373
Holiday Cottage 0.678 0.411
Food Tasting 0.130 0.719

Age Ecological Education 3.632 0.006* 1 < 5
1. Under 21 years old Culture Exploration 1.222 0.300
2. 21-30 years old DIY Recreation 1.267 0.282
3. 31-40 years old Healthy Living 7.915 0.000* 1 < 2, 3, 4, 5
4. 41-50 years old Farm Work 0.699 0.593
5. Over 50 years old Holiday Cottage 2.110 0.079

Food Tasting 6.350 0.000* 1 < 3, 4, 5
Education Degree Ecological Education 0.550 0.699

1. Junior High School and Below Culture Exploration 1.295 0.271
2. Senior High School DIY Recreation 0.460 0.765
3. College or University Healthy Living 1.749 0.138
4. Graduate School and Above Farm Work 2.305 0.058

Holiday Cottage 2.601 0.036*
Food Tasting 3.546 0.007* 1 < 2

Table 6. Demographic relationship analysis of experiential activity designs

Note: *p<.05
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Occupation Ecological Education 0.405 0.876
1.Public Servants and Teachers Culture Exploration 0.925 0.477
2. Businessmen DIY Recreation 1.014 0.415
3. Labors Healthy Living 5.152 0.000* 5 < 2, 4, 7
4. Freelance Farm Work 2.066 0.056
5. Students Holiday Cottage 3.827 0.001* 5 < 4
6. Retirees Food Tasting 5.244 0.000* 5 < 4
7. Others

Average Monthly Income Ecological Education 1.625 0.115
1. NA. Culture Exploration 1.039 0.406
2. NT$ 10000 or Less DIY Recreation 0.312 0.961
3. NT$ 10001-20000 Healthy Living 4.503 0.000* 1 < 4, 5
4. NT$ 20001-40000 Farm Work 0.437 0.899
5. NT$ 40001-60000 Holiday Cottage 4.632 0.000*
6. NT$ 60001-80000 Food Tasting 4.177 0.000* 1 < 5
7. NT$ 80001-100000
8. NT$ 100001 or More

Habitation Ecological Education 1.347 0.252
1. North Area Culture Exploration 1.219 0.302
2. Central Area DIY Recreation 2.502 0.042*
3. South Area Healthy Living 6.951 0.000* 1 < 3; 2 < 3
4. East Area Farm Work 2.931 0.021*
5. Others Holiday Cottage 10.824 0.000* 1 < 3, 4 ; 2 < 3, 4

Food Tasting 4.792 0.001* 1 < 3

Group Factor F p Scheffe test

Group Factor F p Scheffe test
Gender Overall Satisfaction 0.763 0.383

1. Male Revisit Intention 8.039 0.005*
2. Female Recommendation Likelihood 2.644 0.105

Age Overall Satisfaction 2.879 0.022*
1. Under 21 years old Revisit Intention 5.781 0.000* 1 < 4, 5; 2 < 4, 5
2. 21-30 years old Recommendation Likelihood 4.324 0.002* 1 < 4
3. 31-40 years old
4. 41-50 years old
5. Over 50 years old

Education Degree Overall Satisfaction 1.389 0.237
1. Junior High School and Below Revisit Intention 1.019 0.397
2. Senior High School Recommendation Likelihood 0.965 0.426
3. College or University
4. Graduate School and Above

Table 7. Demographic relationship analysis of tourist satisfaction



Internati onal Journal of Asian Tourism Management
Vol. 4 (1): 73-86, April, 2013
Assessment of Leisure Moti ves and Experienti al Acti vity Preference 
of Farm Tourists for the Development of Leisure Agriculture   

ISSN: 1906-8654

 W. C. Yang and C. L. Tuan

84

Group Factor F p Scheffe test

Note: * p<.05 

Occupation Overall Satisfaction 0.338 0.917
1.Public Servants and Teachers Revisit Intention 1.193 0.309
2. Businessmen Recommendation Likelihood 1.263 0.273
3. Labors
4. Freelance
5. Students
6. Retirees
7. Others

Average Monthly Income Overall Satisfaction 2.408 0.015*
1. NA. Revisit Intention 2.191 0.027*
2. NT$ 10000 or Less Recommendation Likelihood 2.371 0.016*
3. NT$ 10001-20000
4. NT$ 20001-40000
5. NT$ 40001-60000
6. NT$ 60001-80000
7. NT$ 80001-100000
8. NT$ 100001 or More

Habitation Overall Satisfaction 1.602 0.173
1. North Area Revisit Intention 0.432 0.786
2. Central Area Recommendation Likelihood 0.315 0.868
3. South Area
4. East Area
5. Others

CONCLUSION AND 
RECOMMENDATION 

Conclusion

This research proved that tourist demand 
affected the experiential activity designs that 
they value. Experiential activity designs affected 
tourist satisfaction. Therefore, farms should 
target the preference of customers to provide the 
experiences that the tourists love in order to 
increase tourist attraction. For example, female 
tourists value the perception of being back in 
nature. Therefore, to attract female tourists, the 
marketing may focus on the farm being a 
paradise on earth that provides stress relieving 
forest experience. Senior tourists were less 
willing to revisit than the younger tourists. 
Therefore, we could add more incentives to 

motivate willingness to revisit. For example, we 
may give out coupons suitable for senior tourists 
or promote the main event targeting seniors for 
next season. At the same time, farms should also 
value the demand and perception of younger 
people to increase participation. If we were to 
attract tourists from the South, we could design 
more exciting experiential activities.
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ABSTRACT 

This paper identifi es and develops a framework for understanding the psychological factors 
that explain why consumers who engage in pro-environmental behaviors at home might behave 
differently as tourists. Essentially, this is a nonempirical, refl ective thought piece. As such it is based 
entirely on refl ective analytical thinking. Therefore, research is purely conceptual, based entirely 
on the author’s refl ections. Readers should judge it on face validity, not on reference to authority. 
The framework is intended to be able to stand on its own face validity. The paper offers to sustainable 
tourism researchers a conceptual framework ready for empirical testing. Some of the data may exist 
already in existing studies, hitherto unutilized for the analysis warranted by the proposed framework. 

Keywords: Sustainable tourism, Environmental consumers, Tourist motivations, Tourist segments

INTRODUCTION 

The paper fi lls an important void in the 
analysis undertaken so far of the generalizability 
of at home pro-environmental lifestyles. Rather 
than focus on the positive group, this framework 
is a call to instead analyze the negative group. 
While the negative group is a minority, it 
provides the pool of consumers so far untapped 
by the marketers of sustainable tourism.

This paper aims to identify and develop a 
framework for understanding the psychological 
factors that explain why consumers who engage 
in pro-environmental behaviors at home might 
behave differently as tourists.

LITERATURE REVIEW

Enduring conservation behaviors 
spillovers

An important research stream in sustainable 
tourism concerns the environmental practices of 
tourists who are conservationists at home. This 
avenue of tourism sustainability is premised on 
the belief that consumers who have adopted 
environmental conservation behaviors at home 
should be the prime prospects for the marketing 
and promotion of conservation behaviors at 
travel sites (Inskeep, 1991). A number of studies 
have surveyed consumers on their conservation 
practices at home, and likewise, while traveling 
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(Fairweather, Maslin and Simmons 2005). An 
exemplar pair of studies is Dolnicar (2010) and 
Dolnicar and Leisch (2008) where authors 
measure the extent to which travelers engaged 
in 30 conservation behaviors (e.g., repaired 
leaks, saved water, recycled, etc.) at home and 
then, separately, during their last trip. Their 
analysis found a considerable overlap between 
the two practices: 71% of home environmentalists 
also engaged in conservation behaviors during 
their last trip; contrarily, 75% of habitually non-
environmental consumers also did not practice 
conservation during their last travel.

While this overlap is interesting, even if 
expected, also of interest are the other two 
groups—groups whose travel behaviors are 
opposite of their at home conservation behaviors 
(no spill-over groups). These groups are: (1) 
home environmentalists abandoning conservation 
at travel sites (Abandon Tourists) and (2) those 
not practicing conservation at home adopting 
travel conservation (Accidental Adopters). See 
Figure 1. The consumer psychology of these 
unexpected behaviors has remained largely 
unexplored in prior literature. This paper focuses 
on the psychology of the first group—the 
Abandon Tourist.

The abandon tourist

Why won’t these tourists exhibit the same 
conservation behaviors while on travel? Usual 
explanation in the literature alludes to consumers’ 
hedonism as the main culprit. Travelers are in a 
hedonistic mood, the researchers explain, and 
they (the travelers) are not in a mood to sacrifi ce 
their creature comforts (Barr, Shaw, Coles and 
Prillwitz, 2010). 

But another distinct possibility exists: It 
may have not been feasible to engage in 
conservation, for want of available conservation 
avenues. The travel destination suppliers may 
have not offered any green options, and green 
infrastructure may have been lacking. There may 
have been no alternative, more environmentally 
friendly transportation, no green hotel 
accommodations, and the hotel may not have 
structured any conservation practices. 

What we need to measure is the extent to 
which travelers adopted (or not) those 
conservation practices that were offered to 
travelers, i.e., those practices and avenues that 
were not only available but also explicitly 
offered to travelers. Thus, a subgroup of 
Abandon Tourists are Helpless—tourists who 
did not have access to green options. The other 
group is Voluntary Abandon. The motivations 
for this latter group are, in turn, two: Hedonism 
and Discounting.

Hedonism Behavior

These are travelers whose overarching 
purpose of the travel is enjoyment (not 
exploration, not eco-tourism, not altruism). They 
are unwilling to sacrifi ce any creature comforts 
(Barr, Shaw, Coles, and Jan Prillwitz, 2010). An 
important question here is, What is the nature 
and source of their  perception of the 
instrumentality between specifi c conservation 
behaviors and negated-hedonic outcomes. Do 

Figure 1. Behavioral Segments Among Tourists
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they know, for example, how inconvenient the 
adoption of a specifi c conservation practice 
would be? And are these perceptions mere 
stereotypes, or are they based, instead, on 
personally experienced reality. For example, 
most tourists might inadvertently assume that in 
most cities, travel by metro-trains will be 
substantially more inconvenient than riding a 
cab. However, such a stereotype might be at odds 
with the reality of a particular metro-rail 
network, by design engineered to outperform a 
cab ride on convenience. It will behoove local 
travel suppliers to showcase such creature-
comfort superiority of local pro-environmental 
infrastructure.

Discounters

The other category of Volunteer Abandons 
are discounters. These tourists discount the 
impact their behavior during travel will make to 
the environment. They might argue, for example, 
that whereas to not use the bathtub most of the 
year makes an environmental impact, departures 
from this practice on the rare occasions of travel 
do not.

 Such discounting may come in two forms. 
First, since the activities on travel are a limited 
subset of the conservation activities at home, 
they might view the negative impact of those 
practices (or departures from those practices 
insignifi cant. For example, at home conservation 
activities include sealing the windows, taking 
shopping bags from home to the store, and 
driving at speed limits, avenues not relevant 
while on travel. Not only might the conservation 
avenues available while traveling be a smaller 
subset, but those avenues might also be of less 
weight (e.g., installing an energy efficient 
appliance at home versus switching off extra 
lights in the hotel room). We call this subset (of 
Abandon Tourists) Impact Discounters.

The other form of discounting happens 
when consumers see their travel days as a tiny 
portion of total at home days, say days in a year. 

They might be used to enacting small departures 
even at home; e.g., every once-in-a-while they 
have ignored carrying a shopping bag to the store 
or to switch off lights or to drive at speed limit. 
The travel episode as a whole is then seen as one 
of those occasional situations when the regimen 
of conservation behaviors, to their minds, need 
not be observed. That is, they perceive their own 
role departure of small significance. These 
distinctions are captured in Figure 2.

Figure 2. Psychological Segments Among 

Abandon Tourists

Stereotypical
view of sacrifi ceHedonist

Volunteer
ABANDON
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Helpless
Discounters
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METHODOLOGY 

Essentially, this is a non empirical, refl ective 
thought piece. As such it is based entirely on 
refl ective analytical thinking.

RESULTS AND DISCUSSIONS

Prior literature has taken comfort in the 
spillover fi nding (that at-home conservationists 
continue to exhibit their environmental behaviors 
while on tours), but it has ignored the non-
spillover group of tourists. Our a priori reasoning 
suggests that this group comprises two nested 
subgroups, here called the helpless and the 
volunteers; and that the latter subgroup in turn 
comprises two nested segments, here called the 
hedonist and the discounters. Each segment has 
its own psychology of abandoning the pro-
environmental behaviors.
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CONCLUSION AND 
RECOMMENDATION 

Accordingly, the research questions worthy 
of investigation in future research are:
Q1a. What proportion of Abandon Tourists is 

Helpless Abandoners (HA) due to non 
availability of conservation behaviors at 
travel sites?

Q1b. What proportion of Abandon Tourists 
comprise of Volunteer Abandon Tourists 
(VAT) as opposed to Helpless Abandon 
Tourists?

Q2a. What proportion of Abandon Tourists is 
hedonism-driven in their abandon 
behavior?

Q2b. To what extent, the perceived instrumentality 
of conservation behavior in reducing 
hedonic outcomes based in reality versus 
stereotypes?

Q3. To what extent is the non-conservation 
behavior of Volunteer Abandon Tourists 
due to their use of discounting the impact 
of their travel behavior on the environment?

Management Actions

Such classifi cation is helpful only if the 
behaviors of Abandon Tourists might be 
moldable by actions of the sustainable tourism 
management agencies. The typology suggest at 
least one subgroups of Abandon Tourists whose 
behaviors might be moldable: The Stereotype 
based Hedonism group. To the extent that 
tourists  might hold stereotypes about 
conservation behaviors detracting from travel 
hedonism, and to the extent the reality might be 
different, marketing communications might seek 
to rectify these misperceptions. Therefore, the 
following Research Question:
Q4.  Will an advocacy campaign that showcases 

the creature comforts of conservation 
alternatives mitigate the abandon behaviors 
of hedonism-valuing consumers?

Limitations and Future Research

The present paper is entirely a priori, with 
a typology of Abandon Tourists advanced from 
conceptual refl ections. In future research these 
need to be further scrutinized, fi rst on similar a 
priori grounds but by other researchers in the 
fi eld, and later by empirical data. Next, the 
framework needs further theoretical elaboration, 
illuminating the underlying psychological 
processes. Third, managerial implications are 
herein suggested only for one of the segments, 
namely Hedonism Abandon Touris ts . 
Communication and behavior shaping campaigns 
for the Discounter segment are feasible but could 
not be identifi ed for the present paper; they 
remain a fertile ground to be explored in future 
research.

REFERENCES 

Barr, Stewert, Gareth Shaw, Tim Coles and Jan 
Prillwitz. (2010). ‘A Holiday is a Holiday’: 
Practicing Sustainability, Home and Away, 
Journal of Transport Geography, Vol. 18, 
474-481.

Barr, Stewert, Gilg Andrew and Gareth Shaw. 
(2011). ‘Helping People Make Better 
Choices’: Exploring the Behaviour Change 
Agenda for environmental Sustainability, 
Applied Geography, 31, 712-730. 

Berenguer, J., J.A. Corraliza and R. Martin, 
Rural-urban differences in environmental 
concern, attitude and actions, European 
Journal of Psychological Assessment21 (2) 
(2005), pp. 128-138.

Dolnicar, Sara, and Leisch, Friedrich (2008). 
“Selective marketing for environmentally 
sustainable tourism,” Tourism Management, 
Vol. 29, Issue 4, August 2008, Pages 672-
680. 



Internati onal Journal of Asian Tourism Management
Vol. 4 (1): 87-91, April, 2013
Untangling the Psychology of Spillover Failure in Tourist
Behaviors of Environmental Consumers   

ISSN: 1906-8654

B. Mitt al

91

Dolnicar, Sara. (2010). “identifying tourists with 
smaller environmental footprint,” Journal 
of Sustainable Tourism, Vol. 18, No. 6, July, 
717-734.

Fairweather, J.R., C. Maslin and D.G. Simmons, 
Environmental values and response to 
ecolabels among international visitors to 
New Zealand, Journal of Sustainable 
Tourism 13(1) (2005), pp. 82-98.

Inskeep, E. (1991). Tourism planning: An 
integrated and sustainable development 
approach, Wiley, New York.



Internati onal Journal of Asian Tourism Management
Vol. 4 (1): 92-104, April, 2013
The Eff ects of Price Promoti ons Type of Travel Products on Consumers’ 
Expected Future Price, Perceived Value and Buying Intenti on  

ISSN: 1906-8654

 C. F. Tsai, et al.

92

THE EFFECTS OF PRICE PROMOTIONS TYPE OF TRAVEL PRODUCTS 
ON CONSUMERS’ EXPECTED FUTURE PRICE, PERCEIVED VALUE 
AND BUYING INTENTION

Chin-Fa Tsai1, Chiung-Fang Hsu2, Chih-Hui Hsiao3 and Yu-ling Liao4

Received: November 17, 2012
Accepted: December 3, 2012

1  School of Tourism Development, Maejo University, Thailand
2,3  National Chiayi University
4  Wu Feng University
3 Corresponding Author: E-mail: chihhui@mail.ncyu.edu.tw

 

ABSTRACT

This study selected a 3-day Hong Kong tour package as stimuli. We executed a one way (price 
promotions type: price-off vs. coupon) between-subjects experimental design to examine the effects 
of price promotions type on expected future price, perceived value, and buying intention. The 
fi ndings indicate that: (1) Compared with price-off promotions type, coupon promotions type leads 
to higher post-promotion price expectations, (2) There is not a signifi cantly positive relationship 
between expected future prices and buying intention, (3) There is a signifi cantly positive relationship 
between expected future prices and perceived value, (4) There is a signifi cantly positive relationship 
between perceived value and buying intention.

Keywords: Price promotions type, Expected future price, Perceived value, Buying intention

INTRODUCTION 

Inducing consumers to buy this brand is the 
advantage of the promotion. Nevertheless, the 
advantage will be neutralized by the damage of 
brand preference after the promotion ends 
(DelVecchio, Henard and Freling, 2006). After 
promoting, the brand perceived value may be 
adversely affected.

Therefore, choosing promotion activities 
that can match or enhance brand image and value 
as far as possible (Kotler, 2003) when fi rms are 
doing promotion is one of the aims of the study.

Although a wide variety of price and non-
price promotions are launched in the market, 
most of the academic research on promotions 
has focused on price promotions, namely price 
offs and coupon offers (Blattberg, Briesch and 
Fox, 1995). Alvarez (2005) also concluded that 
price promotions have a greater impact on 
consumer behaviour than other promotions.

Jacobson and Obermiller (1990) indicate 
that expected future price is another reference 
price that emerges from experience or other price 
information and forms a natural part of the 
decision-making context. Consumers play an 
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important role in deciding whether to buy now 
or buy later in the decision-making on the 
promotion of the brand after the end of the 
expected future price. Rajendram and Tellis 
(1994) indicate price expectations appear to be 
a function of previously observed prices. 
Consumers form internal reference prices by 
touching various price information, and then 
judge price on the basis. Therefore, expected 
future price is one kind of internal reference 
price. Thus, by lowering the price that consumers 
observe for a product, a price promotion may 
lower price expectations and, in turn, future 
brand choice (DelVecchio, Henard and Freling, 
2006).

Chen, Monroe, and Lou (1998) compared 
coupon promotions and equivalent discount 
promotions and found that coupon promotions 
produced more favorable evaluations and 
purchase intentions. Note that, generally, a price-
off discount implies a global price reduction 
while a coupon decreases price only for selected 
consumers. Therefore, a price-off discount is 
widely recognized as reducing the posted price 
while a coupon is a bonus that leaves the price 
intact.

Rossiter and Percy (1997) have argued that 
the best types of sales promotions infl uence 
attitudes as well as behavior. Therefore, one 
issue in this research is that whether these two 
different types of price promotions lead 
consumer to have a different perception of the 
product’s expected price in the end of the 
promotion. 

On the basis of a review of diverse 
literatures, the study chose foreign package tour 
product as a research target. We executed a one 
way (price-off vs. coupon) between-subjects 
design to examine the effects of price promotions 
type on expected future price, perceived value, 
and buying intention. We hope that the way of 
comparing the two price promotions types could 
identify the most advantageous price promotions 
type. So the tourism industry can take advantage 
of marketing tactics to bring in short-term sales 
growth; it also cannot damage consumer 

perception to the tourism industry price, value, 
and to enhance purchase intentions in long-term.

LITERATURE REVIEW

Expected future price and reference 
price

A reference price can be defi ned as any 
price in relation to which other prices are 
observed (Biswas and Blair, 1991). Reference 
prices are frequently presented in the form of 
comparative price information such as ‘was… 
now…’ or ‘save …%’. Reference price has 
multiple conceptualizations. A common 
conceptualization views reference price as a 
predictive price expectation that is shaped by 
consumers’ prior experience and current 
purchase environment (Briesch et al., 1997; 
Kalyanaram and Winer, 1995). Reference prices 
can be divided into internal reference prices and 
external reference prices on the basis of the 
aspect of information collection. If the consumer 
uses memory, previous experiences, or other 
internal stimuli in forming a reference price, we 
are talking about consuming with internal 
information or of forming an internal reference 
price. If the consumer uses momentary external 
stimuli emanating from the environment, such 
as other prices, the purchase situation and so on, 
we are dealing with external information as a 
result of which such reference prices are called 
external reference prices (Lowengart, 2002).

Winer (1986) defi nes reference price as “the 
consumer’s perceived current price of the brand; 
it could also be termed anticipated price, since 
it is the price a consumer expects to observe at 
the point-of-purchase”. Emery (1969, p. 99) 
notes that “a new price or a re-pricing will be 
judged not only against existing standards of 
‘value for money’ but also in terms of expectation 
of future trends”, which suggests a reference 
price that is an expectation of future price 
(Jacobson and Obermiller, 1990).
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Although it has gained little attention in the 
literature, we suggest this particular reference 
price is of considerable importance in the 
purchase decision. A consumer’s expectation of 
the future price of the brand plays a crucial role 
in the decision of whether to buy now or later 
(Jacobson and Obermiller, 1990).

On the basis of these arguments, consumers 
will form internal reference price according to 
the price information they get and use it as the 
basis to judge the price of the product. Moreover, 
the expected future price in this study.

Price promotion

Price promotion are related to a reduction 
in the price for a given quantity or an increase 
in the quantity for the same price (Blattberg et 
al., 1995; Raghubir and Corfman, 1999) aimed 
at uplifting the consumer-perceived value and 
increasing the likelihood of purchase (Grewal, 
Monroe & Krishnan, 1998). In brief, customers 
can get same items at a lower price or get extra 
items at the same price. The study of price 
promotions has been the most popular research 
topic in marketing science for the last two 
decades (Freimer and Horsky, 2008).

Although a wide variety of price and non-
price promotions are launched in the market, 
most of the academic research on promotions 
has focused on price promotions, namely price 
offs and coupon offers (Blattberg, Briesch and 
Fox, 1995).

Because subjects respond differently to 
different descriptions of the same decision 
question (Frisch, 1993), variations in the 
description of a decision problem may evoke 
systematically different interpretations (Frisch, 
1993; Johnson, Häubl & Keinan, 2007; Reyna 
& Brainerd, 1991; Shafi r, Simonson & Tversky, 
1993). When travel agencies employ different 
types of price promotions, therefore, price 
promotions will signifi cantly affect consumers’ 
price perception (Folkes and Wheat, 1995). 
Jacobson and Obermiller (1990) also indicate 

that the conceptualization of reference price as 
an expectation of future price has special 
relevance to price promotions.

On the basis of these arguments, this study 
argues that coupon promotions would not change 
consumers’ internal reference price compared 
with price-off promotion, i.e., consumers would 
hold higher post-promotion price expectations 
than price-off promotion. 

Perceived value

The most common defi nition of perceived 
value is the ratio or trade-off between perceived 
benefits and perceived monetary sacrifices 
(Monroe, 2003). In detail, the perceived 
sacrifi ces are all costs that customers need to 
undertake when buying the product, which 
include buying price, transportation fee, 
acquisition costs, repairs or the risk of terrible 
performance; the perceived benefi ts, on the other 
hand, are attributes related to the use of the item, 
buying price or the perceived quality (Ravald 
and Gronroos, 1996). In our case, the perceived 
benefi t of buying the tourism product does not 
change with the targeted promotion program, 
but the perceived monetary sacrifice does. 
Similarly, the elements of the perceived 
monetary sacrifice in this study, such as 
transportation fee, acquisition costs, repairs or 
the risk of terrible performance, would not 
change with the targeted promotion program, 
but the buying price (i.e., the perceived monetary 
price) would. Zeithaml (1988) argues that some 
consumers perceive value when there is a low 
price. In addition, of many antecedents of 
perceived value, prior studies in marketing have 
identifi ed four main antecedents to perceived 
value: perceived quality of performance for a 
product/service’s attributes (Bojanic, 1996; 
Bolton & Drew, 1991; Brady & Cronin, 2001; 
Cronin, Brady & Hult, 2000; Dodds, Monroe & 
Grewal, 1991; Jayanti & Ghosh, 1996; Kashyap 
& Bojanic, 2000; Murphy & Pritchard, 1997; 
Oh, 1999; Ostrom and Iacobucci, 1995; Petrick, 
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Backman & Bixler, 1999; Stevens, 1992; 
Sweeney, Soutar & Johnson, 1999) and perceived 
monetary price (Brady & Cronin, 2001; Cronin 
et al., 2000; Sweeney, Soutar & Johnson, 1999; 
Dodds, Monroe & Grewal, 1991; Bolton & 
Drew, 1991; Ostrom and Iacobucci, 1995) 
perceived transaction value (Grewal, Monroe & 
Krishnan, 1998) and perceived satisfaction 
(Bolton & Drew, 1991). As a result, the perceived 
value will vary with the perceived monetary 
price in this study. In general, it is widely 
accepted in tourism marketing literature that 
perceived monetary price is negatively related 
to perceived value (Duman and Mattila, 2005).

On the basis of the above arguments, the 
study argues that deeper promotions would result 
in lower perceived monetary price, and in turn, 
increase consumers’ perceived value. Similarly, 
different types of price promotions would affect 
consumer’s expected future price (i.e., 
consumers’ perceived monetary price for the 
future), and which in turn, infl uence consumers’ 
perceived value. 

Buying Intention

In this study, buying intention is the fi nal 
dependent variable. Buying intention is described 

as buyers’ willingness to purchase and, namely, 
the probability of buyers’ purchasing a product 
(Dodds et al., 1991; Compeau and Grewal, 
1998). According to Morwitz and Schmittlein 
(1992) buying intention has been widely used 
in the literature as a predictor of subsequent 
buying behavior because it provides each 
interviewee with chances to take all factors into 
consideration that lead to their buying decision. 
Besides, there is no doubt that the fi nal aim of 
price promotion is to stimulate buyers’ to buy a 
particular product, therefore, the issue of buying 
intention seems to be signifi cant.

METHODOLOGY

Research Framework and Hypotheses

According to the literature review, we 
develop a research framework to examine the 
effects of price promotions type on future price 
expectations. We also examined the relationships 
among expected future prices, perceived value, 
and buying intention. The research framework 
of the study was shown in Figure 1.

Figure 1. The Research Framework

Price Promotion
Type

Expected Future
Price

Perceived
Value

Buying
Intention

H
1

H
2

H
3 H

4
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According to the framework, the study 
proposed the following hypotheses.

Consequences of Price Promotions 
Type

Jacobson and Obermiller (1990) indicated 
that expected future price is another reference 
price that emerges from experience or other price 
information and forms a natural part of the 
decision-making context. Some research 
(Biswas and Blair, 1991; Compeau and Grewal, 
1998) also suggested that expected future price 
is one kind of internal reference prices.

Because subjects respond differently to 
different descriptions of the same decision 
question (Frisch, 1993) variations in the 
description of a decision problem may evoke 
systematically different interpretations (Frisch, 
1993; Johnson, Häubl & Keinan, 2007; Reyna 
& Brainerd, 1991, Shafi r, Simonson & Tversky, 
1993). Jacobson and Obermiller (1990) also 
indicate that the conceptualization of reference 
price as an expectation of future price has special 
relevance to price promotions. As travel agencies 
employ different types of price promotions 
information, therefore, price promotions will 
signifi cantly affect consumers’ price perception 
(Folkes and Wheat, 1995).

Chen, Monroe, and Lou (1998) compared 
coupon promotions and equivalent discount 
promotions (i.e., price-off promotions) and 
found that coupon promotions produced more 
favorable evaluations and purchase intentions. 
Note that, generally, a price-off promotion 
implies a global price reduction while a coupon 
promotion decreases price only for selected 
consumers. Therefore, a price-off promotion is 
widely recognized as reducing the posted price 
while a coupon promotion is a bonus that leaves 
the price intact.

Folkes and Wheat (1995) also indicate that 
portraying the price discounts as a coupon or a 
rebate is less likely to reduce consumers’ internal 
reference price and more likely to maintain the 
brand’s image. Rossiter and Percy (1997) have 

argued that the best types of sales promotions 
influence attitudes as well as behavior. The 
above discussion gives rise to the following 
hypotheses:
H1:  Consumers’ expected future prices are 

higher when price promotions types are 
framed in coupon than in price-off.

H2: Consumers receive coupon have higher 
buying intention than consumers receive 
price-off.

Consequences of Expected Future 
Prices

Grewal et al. (1998) argue that if the price 
paid is less than an individual’s reference price, 
it enhances buyers’ value perceptions. Equally, 
Thaler (1985) indicates that customers’ internal 
reference price can powerfully infl uence the 
general value of a product considered for buying. 
The higher the internal reference price (i.e., 
expected future price) is, therefore, the higher 
the perceived value is. The literature review 
supports the following hypotheses:
H3: There is a positive relationship between 

expected future price and perceived value.

Consequences of Perceived Value

Previous research shows that when 
consumers’ perceived value is low, consumers 
will consider that products are not worth buying, 
and thus lower their purchase intentions (Urbany 
et al., 1997; Grewal et al., 1998). Therefore:
H4: There is a positive relationship between 

perceived value and buying intention.

Subjects and Design
A total of 124 subjects who have visited the 

International Travel Fair in Taichung city in 
Taiwan participated in this study. Participants, 
of whom 35.0% were male and 64.2% were 
female were randomly assigned to one of the 
two situations (price-off vs. coupon) in the 
experiment. Each situation contained at least 60 
participants (see Table 1). We tested the effects 
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of price promotions type using an experiment in 
which participants viewed experimental stimuli 
on a DM and completed a set of measures in a 
response booklet. The experimental design was 
one-way (price promotions type: price-off vs. 
coupon) between-subjects factorial. The stimuli 
consisted of 3-day Hong Kong tour package 
print ads.

Table 1. Respondents size and distribution 
of the two situations in the experiment

Price promotions type Price-off 61
Coupon 63

Procedure

We used a three-step procedure in this 
experiment. First, in accordance with different 
experimental situations participants viewed 
either price-off or coupon description. Second, 
participants viewed tour package on the DM 
advertising, including promotion information, 
travel names, travel features, route planning, 
departure date, accommodation information, 
notes and other information. Third, after 
fi nishing reading the above information, subjects 
were asked to complete the questionnaire, 
including manipulation checks, perceived value, 
buying intention, and the price they would 
expect for the same tourism product the next 
time they shop. As to the name of the travel 
agency, the study employed the virtual name of 
“Wizard of Oz” to avoid affecting subjects’ 
response. 

Measures

We manipulated price promotions type to 
be either price-off or coupon. Price-off refers to 
every consumer may get the price discount when 
he/she would like to buy the tourism product 
during the promotion period; Coupon refers to 
only the consumer who possesses the coupon 
may get the price discount when he/she would 
like to buy the tourism product during the 

promotion (Diamond, 1990; Gupta, 1988). In 
addition, we manipulated the price discount to 
be 28%.

Expected future price refers to the price 
consumers would expect for the tourism product 
the next time they shop. In line with previous 
studies (e.g., Jacobson and Obermiller 1990; 
Janiszewski and Lichtenstein 1999; Puto 1987), 
the specific wording of the expected price 
measure was as follows: “Please indicate the 
price that you would expect to pay for the same 
tourism product the next time you shop” 

(1) 14,599~15,599 NT dollars,
(2) 15,599~16,599 NT dollars, 
(3) 16,599~17,599 NT dollars,
(4) 17,599~18,599 NT dollars,
(5) 18,599~19,599 NT dollars,
(6) 19,599~20,599 NT dollars,
(7) 20,599~21,599 NT dollars,
(8) 21,599~22,599 NT dollars.

Perceived value is defi ned as the ratio or 
trade-off between perceived benefits and 
perceived monetary sacrifi ces for the tourism 
product. It was measured using Grewal, 
Krishnan, Baker and Borin (1998) six-item 
scales. The six items, “This tourism product 
appears to be a bargain”, “Price is less than what 
I expect it to be”, “Price is less than average 
market price”, “Price is less than what other 
travel agencies charge”, “This tourism product 
is a great deal” and “At this price, I would save 
a lot of money” were measured on a 7-point scale 
from 1 (strongly disagree) to 7 (strongly agree).

Buying intention was defi ned as buyers’ 
willingness to purchase and, namely, the 
probability of buyers’ purchasing the tourism 
product. It was measured using Grewal, 
Krishnan, Baker, and Borin (1998) three-item 
scales. The three items, “I would purchase this 
tourism product”, “I would consider buying at 
this price”, and “The probability that I would 
consider buying is high” were measured on a 
7-point scale from 1 (strongly disagree) to 7 
(strongly agree).
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In this study each scale received a 
satisfactory level of reliability: perceived value 
0.912 and buying intention 0.906, using 
Nunnally’s (1978) criteria of Cronbach’s 
alpha>0.70.

Manipulation checks

To ascertain that the respondents who 
received different experimental treatments 
perceived the desired effects, manipulation 
checks were performed on both the price 
promotions type and the tour package scenarios. 

The price promotions type manipulation was 
checked by asking the subjects the following 
question: “Who can enjoy special offers promotion 
on DM advertising you viewed? (1=everyone, 
2=people who receive this coupon).” For coupon 
group subjects, they will be considered invalid 
responses if they answered 1; for price-off 
group subjects, they will be considered invalid 
responses if they answered 2.

The manipulation of the tour package 
scenarios was checked by asking the subjects 
the following three questions: 

“(1) Where is the destination of the tour 
package on the DM advertising?” (1=Thailand, 
2=Japan, 3=Hong Kong, 4=Malaysia). 

“(2) How much is the original price of the 
tour package on the DM advertising?” 
(1=17,599NT dollars, 2=19,599NT dollars, 
3=21,599NT dollars, 4=23,599NT dollars). 

“(3) How much is the promotional price of 
the tour package on the DM advertising?” 
(1=13,550NT dollars, 2=14,550NT dollars, 
3=15,550NT dollars, 4=16,550NT dollars).

“(4) How many days is this tour package?” 
(1=two days, 2=three days, 3=four days, 4=fi ve 
days).

They will be considered invalid responses 
if they answered these four questions incorrectly. 
As a result, a total of 140 surveys were obtained. 
The sample size was reduced to 124 after 16 
invalid responses were deleted; hence the valid 
completion rate is around 88.6%.

Data Analysis

The basic information for samples was 
analyzed using descriptive statistics. Independent 
sample t-test and regression analysis were used 
to test the hypotheses. SPSS 17.0 for Windows 
will be used for the these analyses.

RESULTS AND DISCUSSIONS

The effect of price promotions type on 
expected future prices and buying intention

In order to test H1 and H2, we conducted 
two t-tests to examine whether the price 
promotions type had any effect on expected 
future prices and buying intention. The results 
from table 2 showed that the consumers received 
coupon had higher expected future prices than 
the consumers received price-off (M coupon=18464 
vs. M price-off=17541; t=2.117, p=0.036), while 
there is not signifi cant difference in buying 
intention between coupon promotion and price-
off promotion (M coupon=4.03 vs. M price-off=4.09; 
t=-0.27, p=0.785). Thus, H1is supported but H2 
is not supported.

Table 2. T-test analyses results

Price promotions type Hypothesis

Coupon (63) Price-off (61)

Dependent variable Mean scores t-value p-value

Expected future prices 18464 17541 2.117* 0.036 H1

Buying intention 4.03 4.09 -0.273 0.785 H2

Note: *p<0.05; n=164
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The effect of expected future prices on 
perceived value 

In order to test H3, we performed a simple 
regression analysis with the expected future 
prices as the independent variable and the 
perceived value as the dependent variable. Table 
3 illustrates the regression results. There is a 
significantly positive relationship between 
expected future prices and perceived value, thus 
supporting H3 (β=0.306, p=0.001).

Table 3. Regression analysis results (dependent variable: perceived value)

Independent 
variable

Unstandardized
beta

Standardized
error

Standardized
beta t-stat p-value Hypothesis

Expected 
future prices

0.000** 0.000 0.306 3.553 0.001 H3

Adjusted R-
square

0.086

Note: **p<0.001; n=164

The effect of perceived value on buying 
intention

In order to test H4, we performed a simple 
regression analysis with the buying intention as 
the dependent variable and the perceived value 
as the independent variable. Table 4 illustrates 
the regression results. Perceived value had 
signifi cantly positive effects on the dependent 
variable buying intention, confi rming Hypotheses 
H4 (β=0.706, p=0.000).

The results of the hypotheses testing are 
summarized in table 5.

Table 4. Regression analysis results (dependent variable: buying intention)

Independ-
ent variable 

Unstandardized
beta 

Standardized
error 

Standardized
Beta t-stat p-value Hypothesis 

Perceived 
value 

0.796*** 0.072 0.706 11.019 0.000 H
4 

Adjusted 
R-square 

0.495 

Note: ***p<0.001; n=164 

Table 5. Summary of hypothesis testing results

Hypothesis Testing results
H1: Consumers’ expected future prices are higher when price promotions types are 

framed in coupon than in price-off.
Supported

H2: Consumers receive coupon have higher buying intention than consumers re-
ceive price-off.

Not supported

H3: There is a positive relationship between expected future price and perceived 
value.

Supported

H4: There is a positive relationship between perceived value and buying intention. Supported
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CONCLUSION AND 
RECOMMENDATION 

This paper takes travel product for example 
and attempts to examine the effects of price 
promotions type on expected future price and 
the relationships among expected future price, 
perceived value, and buying intention. We arrive 
at the following conclusions and suggestions:

1. Coupon promotion is better than price-
off promotion

 When travel agencies attempt to maintain 
higher expected future price for travel product 
after the promotion is fi nished, coupon promotion 
is the priority. And, correctly designing price 
promotion strategies is critical to managing price 
strategies, perceived value and so on.

2. There is no difference in buying intention 
between coupon promotion and price-off 
promotion

 The probable explanation is our interview 
was performed at the International Travel Fair, 
there were many kinds of promotion activities 
can appeal to consumers. When seeing such 
price promotion activities, consumers could be 
very interested in them and can represent high 
buying intentions. Such situation could lead to 
no difference between coupon promotion and 
price-off promotion.

3. There is a positive relationship between 
expected future price and perceived value

 We found the higher the expected future 
price the higher the perceived value. This fi nding 
is consistent with the outlook of Grewal et al. 
(1998) and Thaler (1985). Thus, adopting an 
appropriate price promotion type (i.e., coupon) 
can elevate consumers’ expected future price 
will be helpful for increasing consumers’ 
perceived value.

4.  The higher the perceived value the higher 
the buying intention

 This study found there is a positive 
relationship between perceived value and buying 
intention. The result is consistent with Urbany 
et al. (1997) and Grewal et al. (1998).
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