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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.
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ABSTRACT

The apparition of WWW (World Wide Web) has completely revolutionized the world of 
commerce, and thus tourist behavior. Recently the static web pages have given way to more 
interactive web pages; which have led to the apparition of the social media as an information web 
based platform where users can share ideas, thoughts, pictures, experiences and so on. This milestone 
in the cyber world has implied a new way of communication, which due to the high requirements 
of information that the tourism and hospitality industry has, it has completely stirred up tourist 
behavior in their search of information. For this reason the main purpose of this study has been to 
analyze how tourists use social media along their decision making process of tourism and hospitality 
products in order to create a wider understanding on this recent subject. 

In order to achieve the aim of the research secondary data has been used to provide the desired 
framework in tourist behavior and social media platforms. Furthermore, primary research has been 
carried out using quantitative and qualitative approaches which have taken the form of questionnaires 
and interviews in order to explore and analytically describe in the best way how tourists use social 
media platforms along their decision making process.

The main results of the study will fi nd out that social media is used by tourists as the principal 
source of information when travelling. Social media platforms are perceived as user friendly and 
as providers of non-marketer information, thus, out of marketers’ bias.

Keywords: Social Media, Tourism and Hospitality Products, Information Processing, 
Decision Making
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INTRODUCTION

The internet (World Wide Web) has 
supposed a complete revolution on tourist 
behaviors. Internet users are not anymore a 
passive character but a more interactive one able 
to interact with other users sharing experiences, 
information, ideas via forums, social networks, 
chat rooms, video and photo sharing platforms 
and so on. Thus a great change has happened 
and which the new generations of tourists have 
to overcome, adapt and take advantage of it. 
This forms a recent and interesting phenomenon 
worthy to study. In addition, this recent 
phenomenon has motivated the researcher for 
different reasons. In the fi rst place, the researcher 
is greatly interested in tourism psychology and 
sociology; understanding how tourists behave 
is probably the best way to provide them with 
the best service/experience adapted to their 
specific needs and expectations. And as 
Swarbrooke and Horner (2007) hinted that 
understanding tourist behavior forms the base 
for developing successful marketing strategies. 

Social media are increasingly important in 
today’s marketing world, and have become a 
major factor in infl uencing tourist behavior. This 
study bridges the gap in literature to identify 
how hotels use social media for their marketing 
communications and to determine the importance 
of social media for the hotel selection process 
of tourists. Face-to-face interviews were 
conducted with hotels in Pattaya, Thailand, and 
an online survey was conducted with travelers 
to this destination. Social media are used by 
many tourists in gathering information prior to 
their travels and selecting hotels based on the 
comments and reviews provided by other 
travelers, as these are often considered more 
reliable than traditional online sources of 
information. A group of the respondents do not 
use social media due to privacy and reliability 
concerns. Most of the hotels in Pattaya consider 
social media as an effective channel to interact 
with the tourists and an effective public relations 
(PR) tool for promoting and improving the brand 

awareness of their hotels. Social media act as a 
powerful word of mouth among users rather 
than as a direct sales tool. The paper provides 
recommendations on improving the effectiveness 
of hotels’ marketing communication via social 
media.

The internet (World Wide Web), as arguably 
the most signifi cant technological phenomenon 
today, provides completely new competitive 
opportunities to the tourist fi rms (Andrlic & 
Ruzic, 2010). The emergence of internet 
marketing and new technologies has had a 
signifi cant impact on the operations of marketers 
and tourists. Technology innovation has 
developed with the change of tourist behavior. 
The consumers are now seeking participation in 
which they can share and be a part of the 
communications (Larson, 2009). In today’s 
world increasingly the tourists are the key 
persons who decide what information to share, 
how that information can be used (Stewart & 
Pavlou, 2002). More power is now in the 
tourists’ hands, thus creating challenges for the 
marketer.

“The new demands created by changed 
tourist needs, societal changes and technological 
developments, mean that organizations would 
have to keep up with these changes and start to 
rethink their ways of operation” (Radder, 2002). 
The ways of communicating with tourists have 
also changed signifi cantly with the emergence 
of Social Media, also referred to as consumer-
generated media (Mangold & Faulds, 2009). 
Social media are becoming increasingly 
important in today’s marketing world. It is now 
one way of doing marketing for business 
organizations. Individuals are using social media 
not only for networking but also for business 
purposes. Social media emphasize on building 
tourist relationship rather than just direct sales 
and it also makes information easier to access 
at any time. Online social media offer the 
opportunity to connect with the audiences, 
unlike traditional media (Brown, Broderick & 
Lee, 2007).
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Social media are a very broad concept and 
include a variety of websites where there is much 
information to share among the users. They have 
become a major factor in infl uencing various 
aspects of tourist behavior including needs 
recognition, information acquisition, opinions 
and attitudes, purchase behavior, and post-
purchase communication and most importantly 
evaluation (Mangold & Faulds, 2009).

Increasingly more and more companies are 
using social media as one of their marketing 
channels to communicate with their customers, 
advertising and also selling products. Among 
others the hotel industry has also started to use 
this media as a tool for promoting and create 
brand awareness. This study will investigate 
further how effective this e-marketing strategy 
is for the hotels in Pattaya, Chonburi, Thailand.

There are few academic papers on marketing 
communications via Social Media, with limited 
previous literature on social networking 
marketing. In addition, there is no previous 
literature that has been discussed hotels’ 
marketing communication in Pattaya, Chonburi, 
Thailand. The research objectives for this study 
are to identify how hotels use social media for 
their marketing communications and also to 
determine its effectiveness and importance of 
this media on tourists’ hotel selection and 
decision making process. Recommendations are 
provided on improving the effectiveness of 
marketing communication through social media.

LITERATURE REVIEW

Blackshaw (2006) describes social media 
as the internet-based applications that carry 
consumer generated content that is relevant to 
the past experiences or any source or online 
information issues. The consumers create these 
themselves, based on their experience with 
products and services, and share it among 
themselves aiming at educating about the 
products and services (Xiang & Gretzel, 2009). 

These can be seen as extension of word of mouth 
(WOM), a very powerful tool that infl uences 
consumer behaviors.

The twenty-fi rst century is witnessing an 
explosion of Internet-based messages transmitted 
through social media. These media have become 
a major factor in infl uencing various aspects of 
consumer behavior from awareness to post-
purchase behavior (Mangold & Faulds, 2009). 
The marketing trends have now changed and 
instead of firms communicating to their 
consumers now consumers can also communicate 
with other consumers using social media. Many 
consumers now see social media as the most 
trustworthy source of information about the 
products and services than communications 
derived from the corporations. Unfortunately, 
there is very little guidance offered to the 
marketing managers for incorporating this media 
with integrated marketing communication 
strategies.

There are different types of social networking 
sites such as Facebook.com, MySpace.com, 
Twitter.com; consumer review sites such as 
tripadvisor.com, lonelyplanet.com, and business 
sites such as Linkedin.com for instance. Trip 
Advisor is one of the popular sites where 
consumers share their experience through 
comments and has become a very powerful 
WOM communication (Ramsey, 2006). 
Marketers need to control and enhance 
positive WOM by working on relationship 
management, in order to be effective in marketing 
communication through these channels 
(Payne & Frow, 2005).

Hospitality eBusiness Strategies (2011) 
listed the use of Social Media as follows:

• Relationship Building
• Heightened brand awareness
• Increased visibility
• Sharing activity

Social Media also serves as cost cutter as it 
is a low cost medium to communicate and 
indicate the insight on users’ preferences, 
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attitudes, feelings and behavior, in a way more 
direct and effi cient than the use of a research 
company to fi gure out this information (Li & 
Bernoff, 2008).

Social media also have signifi cant impact 
on hotels that are using them to attract new 
clients, maintain the existing ones and also boost 
their online presence. They cannot ignore the 
rising popularity of social networking sites and 
UGC content nor the role they are playing in the 
trip planning behavior (Cox, Burgess, Sellitto & 
Buultjens, 2009). Hotels are increasingly using 
Facebook and Twitter to publicize new activities 
and offers and keep up to date with customers. 
Hotel bookings are increasingly being affected 
by the many forms of Social media and the 
peer and guest reviews that have proliferated 
throughout those sites (Astbury, 2011).

The hotels use these media as marketing 
tools to communicate with the users and at the 
same time maintain their relationship. 
Additionally, the hotel industry is now seeing 
hotel booking rates infl uenced by Facebook 
(Astbury, 2011). Facebook can be used as a tool 
to create awareness, communicate with customers 
and response to their comments, etc. Hospitality 
eBusiness Strategies (2011) suggested that it is 
important to respond to positive and negative 
comments in order to enhance relationship, gain 
valuable feedback and address negative issues. 
According to HotelNewsNow.com, Trip Advisor 
has been surpassed by Facebook in terms of 
percentage of hotel bookings infl uenced by user 
referrals. Facebook have become integral to 
hotel information. An analysis by Cornell 
University researchers finds that hospitality 
fi rms rated Facebook, Twitter and YouTube as 
the most effective online marketing channels 
(ehotelier.com, 2011).

The Clockwork white paper, 2010 has listed 
eight in which hotel brands are using Facebook:

• To promote special offers: from time to 
time, the hotel can promote last minute 
offers or any special promotions on 
Facebook.

• To promote special rates for Facebook 
fans: for instance, the hotel can set the 
Fans Rate for their Facebook fans to have 
more involvement with their existing 
loyal customers.

• As a competition tool: to create awareness 
and also keep reminding their brands to 
customers and at the same time giving 
competitive advantages for the brands.

• To promote portfolio of the hotel 
properties: it is good to have a whole page 
presenting all properties of the brand, 
especially with the brands that have many 
properties globally.

• For surveys: It is always important to stay 
up-to-date with the customers’ needs and 
wants, and at the same time the hotel can 
keep their interactions with their fans.

• To promote events: Facebook page can 
be used to promote different events and 
serve as an invitation card to their fans.

• To enable booking: without changing the 
page, this can enable the customer to do 
the online bookings via Facebook.

• To promote the latest news: Facebook 
page can also be used as a channel to 
announce the latest news to the customers. 
This is probably the easiest and fastest 
way to reach the target market.

For Twitter the products are being promoted 
through the tweet option. These can also be 
communications among consumers. Twitter is 
extremely valuable for the organization as it 
allows instant communication and is more 
interactive than most other online channels. 
Twitter can be used to build relationships 
by replying to positive tweets or by addressing 
negative feedback and show users that the 
organization recognizes the issue and will work 
on it; this can minimize the loss of reputation 
(Hospitality eBusiness Strategies, 2011). Hotels 
can use Twitter in two different ways:

• To promote special offers: Both hotels 
and travel agents are now promoting 
offers specifi c to Twitter followers.
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• Customer Service: Many hotel brands are 
using Twitter to respond to customer 
complaints or comments. The prompt 
response can enhance the positive word 
of mouth, and reduce the negative one.

Given the intangible nature of tourism and 
hospitality services, consumers who have never 
been to the destination rely a lot on embracing 
the information supplied by other people through 
word of mouth and social networking sites on 
the internet (Saranow, 2004; Ricci & Wietsma, 
2006). Compete Incorporated (2007) estimates 
the consumer’s generated content has infl uenced 
more than $10 billion annually in online travel 
due to the increased reliability it is considered 
to have compared to more traditional forms of 
travel marketing.

Hotels in Pattaya have also adopted social 
media for  their  integrated market ing 
communications. This research investigates the 
use of social media by hotels in Pattaya. The 
effectiveness of this marketing channel will be 
evaluated from the hotels’ and tourists’ 
perspectives.

METHODOLOGY

This study adopted a mixed-method 
approach to the data collection. Face-to-face 
interviews were conducted with the marketing 
directors of 15 hotels in Pattaya using purposive 
sampling method in selecting hotels that are 
active in Social Media Marketing. The interview 
questions were adapted from Luck & Lancaster 
(2003), Danaher & Rossiter (2011), Melewar & 
Smith (2003) and Mangold & Faulds (2009). 
The interviews focused on the overall 
effectiveness of this marketing channel, and on 
how hotels use Social media for their marketing 
communications. The topics included were 
related to the way they practice their marketing 
activities and the importance of social media for 
their strategy and as a revenue-generating tool.

An online questionnaire was distributed to 
Facebook, Twitter, LinkedIn, YouTube and Trip 
Advisor users. The questionnaire was posted at 
the Tourism Authority of Thailand (TAT) 
Facebook page as well as at www.thaivisa.com. 

The survey questions were adapted from 
Goldsmith & Lafferty (2002), Xiang & Gretzel 
(2009), Mangold & Faulds (2009), Hospitality 
eBusiness Strategies (2011) and Constantinides 
(2004). The questionnaire consisted of 3 pages 
of closed and open-ended questions with the 
fi rst section about the demographic section and 
consumer behavior on the second part. The 
respondents were asked to rank the importance 
of social media with relevance to their travel, to 
evaluate the importance of the factors infl uencing 
their hotel selection, and to describe their 
behavior in using these media.

RESULTS AND DISCUSSIONS

Hotels’ perspectives:

For many hotels in Pattaya, social media is 
still a new marketing communication tool to 
learn and be engaged with. However, social 
media are starting to have an impact on hotels 
that are using them to attract new clients, 
maintain the existing ones and to boost their 
online presence. Many of the hotels commented 
that it is a must to engage in social media as a 
part of their marketing tools even though they 
are not actively doing so. Some of the hotels use 
this media in order to keep up to date with the 
current trends. Others are genuinely engaged 
with these media.

Social media are used for both leisure and 
business purposes for many companies. 
Originally, social media was used for social 
networking only; however, trends are now 
changing and it is increasingly used by businesses 
especially in the hospitality industry who sell 
memorable experiences. The major reasons 
hotels practice social media marketing are to 
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build image and to promote their hotels. The 
majority of the hotels stated that they adopted 
social media marketing to enhance their image 
and to provide PR for the hotels. Social media 
channels can enable them to learn more about 
customer preferences and their behavior, and 
help with their Customer Relationship 
Management (CRM). It is very important 
for their CRM programs and thus further leads 
to generating more room nights and driving more 
revenue for the hotel. In addition, social media 
is an effective channel to interact with their 
customers as it is very easy to reach their target 
in an infl uential way. 

The majority of the hotels mentioned that 
although social media cannot help them to sell 
directly, they help the hotel in terms of brand 
awareness and exposure to outside people. They 
further commented that it acts as a powerful 
word of mouth tool to connect between users. 
Some stated that social media helps them to 
reach their target market but more as a long-term 
tool than as a short-term one. All kinds of 
customers can be infl uenced by social media as 
nowadays almost everyone has started using 
social media, said some of the hotels.

Although it is still hard to really measure 
its effectiveness, some of the hotels have come 
up with different campaigns to measure the 
channel’s effectiveness. To some hotels, social 
media are increasingly one of the channels for 
generating revenue. Different hotels have 
different ways to measure social media marketing 
effectiveness. Many hotels mentioned that they 
measure its success by the Click-through 
rate, Bounce rate and Like rate, as well as fan 
numbers on Facebook pages and followers 
on Twitter. One hotel measured by distributing 
a questionnaire to the guests, during check-in, 
to learn more about how the tourist found out 
about their hotels. Others organize cocktails to 
enable customers to talk personally and directly 
to the managers. In addition, some hotels 
measure success by the numbers of comments 
and responses on their pages as this shows the 
customer engagement on their products. Two 

hotels measured its effectiveness by Return on 
investment (ROI) as they also invest in social 
media advertising.

Most respondents agreed that although 
social media are not yet directly revenue 
generating for some hotels, they are an 
increasingly effective WOM and PR tool for the 
hospitality industry.

Hotels in Pattaya are aware of the importance 
of the social media popularity, with Facebook 
and Trip Advisor being the two most popular, in 
enhancing their image and PR, followed by 
Twitter, and the power has shifted towards this 
media. They are working on investing more in 
social media in terms of personnel and time as 
currently for them it is not a very high investment. 
Many of the hotels stated that although they are 
not very active in this now, in the near future 
they will be more involved in this media as that 
would be the main channel to interact with the 
tourists and promote their hotels.

Tourists’ Perspectives:

From the 216 valid returned online surveys, 
most of the respondents were between 31-45 
years, followed by the under 30 years’ category. 
The majority of the respondents were male.

There are signifi cant differences between 
males and females as more of the female 
respondents use Facebook everyday than the 
male respondents. Also, more male respondents 
tend to use Trip Advisor to search for travel 
related information than female respondents. 
Trip Advisor is found to be widely used by 
foreigners in gathering information prior to their 
travel or selecting their hotel. In terms of 
nationality segments, Asians perceived travel 
agents as important in selecting hotels, whereas 
online sources were more important to 
Australians, Europeans and North Americans.

Based on the survey results, Facebook, 
YouTube, Twitter and MySpace are mostly used 
for connecting friends. Trip Advisor and Lonely 
Planet are mostly used in searching for travel 
related information from the reviews and 
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comments on those sites. Not many of the 
respondents use Facebook in collecting 
information prior to making decisions when 
choosing hotels; however, nearly 50% of the 
respondents share and comment about their 
experiences after the consumption of the product 
on their Facebook status, with 30% of them 
doing so on Trip Advisor. This shows that 
Facebook and Trip Advisor are the most 
infl uential social media and a very powerful 
word of mouth among tourists as the respondents 
are no longer seeking information from travel 
agents or company websites but through others’ 
experiences in their status updates.

A Chi-square test was conducted to test for 
differences in the frequency of social media use, 
reasons for using and the tourist behavior among 
different age groups. Here the use of Facebook 
between different age groups is signifi cantly 
different as 76% of the respondents fewer 
than 30 years used Facebook everyday while 
middle-aged people and those over 60 years tend 
to use it less frequently. However, for the Trip 
Advisor, all age groups tended to use it just as 
often with the age group of 46-60 years having 
the highest percentages (37%) amongst all the 
respondents. 

Another Chi-square test showed that Asians 
ranked the top in terms of using Facebook, 
followed by Europeans and USA. Only 3% of 
Asian respondents never used Facebook, while 
the number was 38% for other nationalities.

A Chi-square test was conducted to test the 
signifi cant differences in the frequency of social 
media use, reasons for using and tourist behavior 
between Thais and foreigners. Significant 
differences were found in online hotel purchasing 
behavior in which foreigners (26%) tend to 
purchase more in a year than Thais (6%). Thai 
respondents tend to use social media like 
Facebook for general purposes more than 
foreigners.

A Chi-square test was further conducted to 
test the signifi cant differences in the frequency 
of social media use, reasons for using and 
tourists behavior among educational levels. The 

results found that tourists with bachelor degree 
and above use more Social Media for business 
purposes.

Many of the respondents used Social 
Media, mostly Trip Advisor and Lonely Planet, 
to gather information prior to their travels or for 
selecting the hotels based on the comments 
and reviews. The respondents also used Social 
Media like Facebook and Trip Advisor for their 
post-trip sharing experiences. They tend to 
comment on the social media after their travels 
for sharing their experiences. It was found that 
the updates on Facebook or Twitter would only 
create awareness among tourists; it might not 
generate sales at that time.

However, for some respondents social 
media has many disadvantages. They see social 
media as a threat and a security risk for some 
business travelers; also many corporations 
discourage their use. Some respondents 
mentioned that although social media are 
reliable, they tend to use their own experience 
to judge the information accurateness. They feel 
that social media is a threat for their privacy and 
security.

CONCLUSION AND 
RECOMMENDATION

Marketing communication via social media 
can be very effective for hotels in Pattaya if each 
one assigns an employee or a team to take care 
and be responsible for the e-commerce channel 
only. Marketing communications through social 
media can be very time consuming and requires 
a hotel’s representative to respond to guests 
comments promptly in order to generate more 
social media engagement. Many hotels stated 
that social media is becoming increasingly 
important; however not many of them have 
assigned an employee to take care or implement 
it offi cially. Besides monitoring and measuring 
the effectiveness of this channel, hotels can 
enable booking through this media, especially 
during special occasions when they can come 
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up with a special offer just for this channel to 
boost their room bookings, and at the same time 
measure the effectiveness of social media 
engagement of the hotel. 

Social media result in horizontal relationship 
that reaches every part of the business, from 
customer service to customer acquisition to 
customer retention, unlike a vertical layer such 
as advertising. There are different ways to gain 
advantages from social media if monitored 
efficiently. The hotels can strengthen their 
product or service development and customer 
service, and this is very important in the 
hospitality industry. With social media, hotels 
can identify their customers’ needs easily, with 
the additional benefi t that they can get in touch 
with customers directly, making communications 
more effi cient and resourceful. Social media 
enable businesses to identify and choose who 
they want and need to talk to. The key to success 
with marketing communications is to monitor 
measure it continuously. Unlike other kinds of 
advertising it is not possible to generate revenue 
overnight; for this marketing channel to perform 
it takes time and continuous effort in monitoring 
it. Hotels need to train and empower their staff 
to engage and control effective marketing 
communication via social media.

Social media are widely used for both 
leisure and business purposes by many 
companies. They are also used by many 
consumers in gathering relatively reliable 
information prior to their trips based on the 
comments and reviews given by other travelers. 
Social media also act as a powerful tool in 
infl uencing others in selecting destinations or 
hotels. For some it is a highly infl uential channel. 
Many of the respondents use social media after 
their trip to upload photos, share comments and 
experiences with others. However, there are still 
many respondents who do not use this media 
as a reference for their travels or for choosing 
a hotel due to privacy, reliability, security and 
accuracy reasons .  Overcoming these 
apprehensions would be a significant boost 

to hotels’ marketing communications & tourists’ 
decision making in the world of social media.

During the research process interesting 
lines of research have emerged, for instance 
it could be furthered study the credibility of the 
social media platforms, as well as the features 
which tourists perceived as indispensable in 
tourism social networks in order to create 
attractive tourist platforms, “tourist friendly” 
platforms.

Finally and in order to conclude it has to be 
underlined the importance of tourist behavior as 
a fi eld of study. Understanding tourists is the key 
to success in the tourism and hospitality industry 
and thus, it has to be promoted.
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ABSTRACT

The wedding business plays an important role in the beauty industry, and the wedding 
photography is the core of wedding business and has developed into a modern business. This research 
is to fi nd the key success factors for wedding business by interview technique. In this research, 
research group set the evaluated table fi rstly. Secondly, three domains, wedding companies and 
experienced couples and potential customers, are invited to gather the data. Thirdly, the Chinese 
text data mining technique is introduced to get the answers. The resulting are that a total of 12, 16, 
and 17 keys were found from three domains, that “value” and “monopolized” arc important items 
to get success from all respondents, and the experienced couples and potential customers, that 
“staffs” and “value” are the most important item for a wedding photography company to get success, 
and that the cross of “R&D” and “Complex”., and the cross of “Business ability” and “complex” 
are according to the companies’ development, especially the R&D innovated. The most contributions 
of this research are that the evaluated table designed, that Chinese text data mining technique be 
introduced to apply, and that we point out the key phrases to make wedding photography business 
successful.

Keyworks: Key phrase, Wedding photography business, Interview, Chinese text data mining, 
Entropy

INTRODUCTION

The 1990s was the era in which the 
tendency of the wedding ceremony is change 
from the simple to complex [1], and could be 
more luxurious than any other event in the world 
[2]. The broad wedding ceremony is that the 
traditional wedding ceremony have extended 
from bride’s hair design [3], through nuptial 
dress design [4], pass wedding party, to the 
pre-marriage preparation and post marriage 

work, Because the photo album remained are 
the target of wedding ceremony, so the wedding 
photography become the main works of 
traditional or broad wedding ceremony, called 
wedding business [5]. For the economic 
development and the change of society customs 
and habits, and the promotion of personal life, 
wedding business become large-size beauty 
parlors bloomed and entrepreneurs all joined 
chain-store management system in which the 
approach of management was nutrition-oriented 
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[6], leading body health care and focusing on 
spa massage techniques as well as body shaping 
[7]. The beauty industry consists of wedding 
business and relational business [8]. The 
wedding business is an important role in the 
beauty industry, and the wedding photography 
is the core of wedding business [9][10] and has 
developed into a modern business [11].

For the wedding nuptial development, Li 
(2004) [12] had described the historical 
development in Taiwan. The main operations of 
wedding business are the actives of nuptial dress 
photography. The nuptial dress photography is 
the very vigorous cultural industry, and brides 
the tech industry in Taiwan. Zheng (1999) [13] 
pointed out his found from the study of consumer 
of Taiwan nuptial dress photography lives. The 
bride and bride’ groom could be through nuptial 
dress photography for a star dream [14], Xu 
(2009) [15] had given the relationship between 
the practical and artistic photography from his 
research. To do the jobs of wedding business, a 
wedding company could be established. The 
scale of wedding company could be found from 
the level of his nuptial dress photography [16]. 
To evaluate the success factors of wedding 
photography, Wu (2012) [17] has developed a 
critical cross table from she and her team 
researched.

Although some powerful techniques of data 
mining were developed and applied to the 
practical fi elds [18], but there still limited in 
when the data items or data columns were given 
[19], and in when the database was introduced 
to use [20]. The text data mining was developed 
to face that the data structured change from the 
column defi ned, to the full text [21], and that 
with an explosive data problem. The type of data 
can be letter (alphabetic), numeric, or 
alphanumeric [22] and consists of some 
defi nitional data items [23] even the type, length, 
and other elements of each item are defi ned 
clearly for data processing [24]. After the data 
type was extended to the text data, and the 
keyless technique of text data mining was 
developing [25]. Normally, a text could be 

written in English or Chinese and both in 
Taiwan. Su (2002) [26] has developed the 
keyless technique of text data mining to fi nd it. 
In Chinese, the key word technique of data 
mining were introduced by Cheng (2005) [27] 
to verify the Chinese key words used in the 
stock markets in Taiwan, and by Wu (2007) [28] 
found the Chinese keyless words used by the 
show activities in Taiwan.

Two alternatives can be used to gather 
primary source data. There are observation and 
survey [29]. The survey, the data collection 
method consists of personal interview, telephone 
interview, and self-administered/mail [30]. 
A personal interview, face to face, is conversation 
by an interviewer to obtain data from a respondent 
[31]. Sometimes, the interviewer group and 
respondent group may instead of a personal and 
a respondent, or one to one more or one more to 
one. Usually, the interviewer writes down the 
data of the respondent, or writes down transfer 
or adjusted data from the resource data while the 
data cannot gather directly, for example special 
scoring devices and visual materials [32]. The 
location could be in respondents’ place such as 
offi ce or home and could be in centralized place 
such as shopping malls [33].

The wedding photography has led to the 
enhancement of consumers’ knowledge and the 
popularity of beauty information, indicating 
that consumers hold higher expectation for 
professional beauticians’ professional 
knowledge, techniques, and service quality. In 
recent years, more and more wedding companies 
in Taiwan have joined competitions. The 
contemporary wedding photography are how 
to upgrade the professional skills of beauty 
professionals to connect with customers’ 
expectation, and how to growth and extend their 
business with current environment. 

The target of this research is to fi nd the 
wedding business of succeeded factors by 
interview technique. In this research, research 
group set the evaluated table fi rstly. Secondly, 
three domains are used to gather the data. There 
are the respondent data of main staff of the 
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wedding companies, of couples who had 
experienced in wedding photography, of un-
marriages. Thirdly, the Chinese text data mining 
technique is introduced to get the answers. 
Finally, the results and the conclusions would 
be given.

METHODOLOGY

Research process

In this research, the research process is as 
follows [Figure 1]:

  Defi nition (Contents)
 Evaluated table (Research group) 
 Wedding companies, Experienced, 

Potential (Un-marriage) (Main staffs) 
(Couples) (Customers) 

 Interview (Gathering data)
  Chinese text data mining technique 

(Phrases --- classifi cation) (phrases in 
length --- Information theory)

 Keyless phrases finding (Screen 
meaningless) 

 Success factors (Comparison, Couples, 
Po. customers)

 Conclusions (Results)

Figure 1. The research process

From the fi gure 1, after the contents of this 
research fi xed, then the research group would 
design the evaluated table. Three interview data 
would be used to collect data.

To fi nd the keyless phrases, the Chinese text 
data mining technique would be introduced, and 
the entropy of information theory would be used 
the fi nd the suitable length of phrases. The key 
phrases would be found after the meaningless 
phrases deleted by screen step. 

Business of wedding salon
Conditions
Five conditions can be used to decide the 

scale of a wedding company and it is as follows 
[Figure 2]

Figure 2. The degree of wedding salon

From the fi gure 2, the more wide information 
to spread; the better service to do; the perfected 
outstanding to take; the nice place to have, and 
the high innovation function to give, the higher 
degree could be getting, for example, X company 
on five conditions were over medium, over 
medium, high, low, and very high of the 
condition of information, service, outstanding, 
geography, and function, respectively. Because 
it got a very high of function, so it may has a 
good business and do not care about the bed 
condition of geography.

Contents
The business items of a wedding company 

could be chosen by themselves. The wedding 
photography is the main of operation. Extending 
from it, the operating items could be as follows 
[Figure 3]: 

High                                              X Company 

Medium 

Low 
Information  Service  Outstanding  Geography  Function 

 Hair                                           
 Nuptial dress            Equipment   Environment  Photo album   
 Body beauty modeling     and                            
 Jewelry and Accessories   peripheral 

 Design                               Show out    Photo picture 
pre-marriage                            preparation  post marriage 

Figure 3. The contents of business items
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Usually, a wedding company works all 
items to promote his business. It means work 
from pre-marriage through preparation to post-
marriage, but the detail could be decided by both 
sides agreement.

Evaluation
Two alternates could be used to evaluate 

the level of a wedding company. There are 
characters analysis and success factors. The 

former, to total of three, one, and two item(s) are 
belonging to unique, monopolized, and vague 
character, respectively. The latter, to total ten 
and seventeen items are belonging to competition 
and source, respectively.

The evaluation table is a cross table, in 
which the vertical oriented and horizontal 
oriented are given to characters analysis and 
success factors, respectively. The detail of 
evaluated table is as follows [Figure 4]:

From the above fi gure, the code system is 
used to classify the level of layer, for example 
the code number is 2-214 means it is at the fourth 
level, belonging to the three level of personal, 
second level of experts, fi rst level of source. A 
total of ten items on the fi rst level (10), and 
seventeen i tems on the  second level 
((3+5)+(5+4)). 

Competitions
 (1-111:fasion) (1-112:Technique) (1-113:Quality) (1-114:Service)
 (1-115:Exterior) (1-116:Staffs) (1-117:Management) (1-118:Price)
 (1-119:Times) (1-110:Capital)
Source 
 2-1:Assets 2-11:Tangible assets  (2-111:offi ce) (2-112:Photo equipment) 
    (2-113:Dress) 
   2-12:Intangible assets  (2-121:Brand) (2-122:Image)
    (2-123:Customers data) (2-124:Photo style)
    (2-125:Makeup modeling)
 2-2:Expert:s  2-21:Personal  (2-211:Displine style) (2-212:Leader ability)
    (2-213:Operating ability)
    (2-214:Social relationship)
    (2-215:Pioneering ability)
   2-22:Oganized  (2-221:Operating style) (2-222:Culture)
    (2-223:R & D) (2-224:Business ability) 

Figure 4. The contents of evaluation table

Gathering data
Three fi elds could be used to gathering the 

data, each field is a Chinese text data pool 
(Chinese text document). The contents of 
interview are as follows [Figure 5]:
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From the above fi gure, three Chinese text 
fi les would be gotten, in which each fi le would 
be kept all data of response from their domain. 

Chinese text data mining

Chinese phrases
The Chinese-language document is the 

character structured. From a character to 
characters, vocabularies, sentences, paragraphs, 
than a document are the document structured. 
The name of character may be given in some 
difference and it is as follows [Figure 6]

Question: to give and get answer 
 Companies Experimented couples Potential customers
Interviewers; Respondents; Places; Times; Interview types;
Recording tools; Data and fi les (Chinese text data pool or Chinese text document) 
* The vertical oriented and horizontal oriented are given to the work items and the kind 
 of respondents, respectively. 

Figure 5. Chinese Text data pool

Character :tz ŭ [34] z ì  [35] Characters
Vocabulary :tz ŭ hui
Phrase ( ) ts’ ŭ (p’ien y ü)
Sentence :ch ü
Paragraph :tuan Document :
   wen chang [36]
* A character could be named a word or a 

letter or logograph but the defi nition of a 
word and a letter are difference in English. 

Figure 6. The Chinese character structured

Any Chinese character be written in a 
square form, and a sentence consist of some 
characters side by side from left to right in 
modern document type [15], for example:

chi tz ŭ  ch’ė ng ch ü is 4-character 
sentence, and the ASCII code of 4 characters 
are “-18768 -22926 -22872 -23175” for the 
any ASCII Chinese code of Taiwan type is 
represented by “-” plus 5 digits.

It is means “the sentence consists of 
4-words” in English. 

Some phrases could be having in a sentence. 
The maximum phrases could be found in 
a sentence that is in according to the length 
characters of phrase, for example, if 5 characters 
in length of phrase of 8 characters in sentence 
are given, then the maximum phrases would be 
4(=8-(5-1)) phrases.

Any character even some vocabularies can 
be found in Chinese-Language dictionary [34]. 

A text document could consist of some 
paragraphs, a paragraph could consist of some 
sentences, and so on, even one or fewer 
characters are found in a document.

To fi nd the key phrases from the documents 
as it is were not given what we call “keyless 
phrases technique of text data mining” 

If we have to total D documents, then 
the content of ith document, matrix Di [37], 
under the paragraphs unconsidered would be
 as follows: 
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Key phrases fi nding 

Adjusted data
The sentences totaled and the minimum and 

maximum characters of key phrase in length 
were given, and the characters in sentences less 
than the minimum characters would be deleted.

Classifi cation of phrases
Let Ptft 

, t = min.,.max. to represent the 
characters in length and ft = 1 to Ft to represent 
the frequency of same phrase of t characters in 
length. The phrases totaled with t characters 
would be:

Were Si2 represent 2nd sentence, and Ci12 
represent 2ndcharacter and ci1 characters totaled 
in this sentence in ith document. 

Then the sentences totaled and the characters 
totaled would be:

 Sentence No.     Characters in length 

  S 1i             C 11i  C 12i …C
11 ici   

  S 2i             C 21i  C 22i …C
22 ici  

  …             …  

  S
iis             C 1iis  C 2iis …C

iisicis   

Let the prior probabilities be p1 ,…, pn and 
trans to the posterior probabilities q1 ,…, qn, then 
we have

The all phrases totaled would be:

Entropy 
The entropy of information theory [38] is 

used to measure the frequency distribution. 
Let H represent the entropy of n event then 

we have

average amount of information.  (5) 

(3)

(1)

(2)

(4)

(6)

It is the expected information of the prior 
trans to the posterior [39].

To choice the highest entropy changeable, 
the phrase with w characters could be found. 

Screen meaningless phrases
Meaningless phrases deleted and useful 

phrases keeping. 

Case of Critical Success Factors

Plan
After research group decided the contents 

of evaluation, the research plan is as follows 
[Figure 7]: 
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 From the above figure, the companies 
represent the wedding companies, the 
experienced couples represent that they had gone 
to wedding company to take wedding 
photography, and potential customers represent 
that may be to a customer of wedding company 
when he (she) go to marriage. 

 
Interview

Three kinds of interview data were get from 
the opinion of respondents while the interview. 
Because this research was a plan of the 
department of beauty science, NTU, central 
Taiwan, so the area was limited to the central 
Taiwan. Each interview to do, a team consists 
of two or three persons would be connected with 
respondent to decide the time and the place. 
A total of fi ve wedding companies, nine couples 
and twenty-one unmarried respondents, 7 males 
and 14 females, have a successful interview 
each. 

 Companies  Experienced couples  Potential customers 

Interviewer(s)  2-3  1-2  1
Respondents  5  10  20
Places  Offi ce  Home  Beauty center (CTU)
Times  2012/03/01  2012/03/16  2012/03/01
 03/31  04/15  03/15
Types  Face to face  Face to face  Face to face 
Tools  Sound recording  Sound recording  Paper writing
Data adjusted  Write down  Write down  Repeat 
Files  Put to a pool  Put to a pool  Put to a pool
      (Chinese text document) 
File name  Business  Experience  Potential

Figure 7. The researched plan

Data analysis

Business companies (companies)

Adjusted data
A total of five times, interviewers had 

visited fi ve wedding companies to get the source 
data through sound recording. 

A total of 138 sentences and 1674 Chinese 
characters, within the maximum length of 
characters were 32 characters at 102th sentence. 
After we had deleted under to 2 Chinese 
characters, A total of 345 sentences and be kept. 
The minimum and maximum Chinese characters 
in a phrase, 2 to 7 were given to this research 
[40].

Classifi cation of phrases
The character by character moving was 

used to get the phrase in each sentence, so 1390, 
1252, 1115, 981, 855, and 738 phrases and were 
found as 2, 3, 4, 5, 6 and 7 characters of a phrase 
were given, respectively.

Question: How about a wedding company can be successful?
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The following data we got [Table 1]:

Table 1. The gathering data
---------------------------------------------------------------------------------------------------------
Characters  2  3  4  5  6  7
 Max. Freq. of Characters.  29  16  5  5  5  5
 Phrases  1390  1252  1115  981  855  738
 Phrases (deleted duplicate)  1188  1196  1089  967  846  734 
 Phrases ( Freq. <2)  345  101  48  26  17  8
 Phrases(Del. Dup.&Freq.<2)  143  45  22  12  8  4

The frequency of over to one phrase were 
used to test as 2, 3, 4, 5, 6 and 7 characters of a 
phrase were given. 

 
Entropy 
Let the relative frequency of k characters 

of a phrase as the prior probabilities were p1 ,…, 
pn and frequency of k+1 characters as the 
posterior probabilities were q1 ,…, qn , then three 
expected information could be found, after 6 and 
7 characters in length, under to ten phrases as 
frequency is under to 2, were abandoned.

 
I (qk+1 : pk)= (q3 : p2) 0.3689; 
(q4 : p3) = 0.4523; 

I (q5 : p4) = 0.7945; I (q6 : p5) = Abandon; 
I (q7 : p6) = Abandon  (6)

Because the maximum expected information 
was 0.7945 of 4 to 5 characters, so we would 
select the key phrases from top frequency of 4 
and 5 characters of a phrase.

Screen meaningless phrases
We have 48 and 26 phrases from over 

1 frequency, of 4 and 5 characters in length of a 
phrase, respectively. The most important phrases 
or key phrases could be obtained from the top 
phrases or the higher frequency phrases after the 
duplicate phrases be deleted. After we deleted 
the duplicate phrases, 22 and 12 phrases from 4 
and 5 characters in length of a phrase were kept 
respectively. 

(1) Experienced couples
 It is the same as the process of the 

business companies. From (1.1) through (1.2) 
(1.3) to (1.4).

 A total of nine times, interviewers had 
visited nine couples to get the source data 
through sound recording, and a total of 207 
sentences and 3121 Chinese characters. 

 We would select the key phrases from 
top frequency of 6 and 7 characters of a phrase, 
after the maximum expected information was 
0.6097 of 6 to 7 characters be found.

 After we deleted the duplicate phrases, 
30 and 16 phrases from 6 and 7 characters in 
length of a phrase were kept, respectively.

(2) Potential customers 
 It is the same as the process of the 

business companies. From (1.1) through (1.2) 
(1.3) to (1.4).

 A total of 3 times, a total of 21 persons, 
7 males and 14 females, come to beauty center 
and wrote down their opinions as the source data. 
A total of 200 sentences and 836 Chinese 
characters were got.

 We would select the key phrases from 
top frequency of 3 and 4 characters of a phrase, 
after the maximum expected information was 
1.1340 of 3 to 4characters be found.

 After we deleted the duplicate phrases, 
41 and 17 phrases from 3 and 4 characters in 
length of a phrase were kept, respectively.
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Evaluation
After the infective or un-meaning or useless 

phrases be deleted, a total of 8 and 6, 22 and 12, 
and 24 and 10 characters from 4 and 5, 6 and 7, 
and 3 and 4 characters in length of business 
companies, experienced couples, and potential 
customers were kept, respectively.

After we deleted phrase which had no 
related with evaluation, a total of 12, 16, and 17 
phrases of business companies, experienced 
couples, and potential customers were kept, 
respectively. 

All research members took part to the 
discussion meeting, and completed the 
evaluated table. The evaluated table is as 
follows [Table 2]:

Table 2. The evaluated table
Characters
Success 

Unique 
Valuable 

Rare Un-sub. 
Mono-
polized 

Vague
Complex 

Un-tra. Total

Competitions

(1-111:fasion) E4 1

(1-113:Quality) E13 B6 2

(1-114:Service) P2,E8 2

(1-115:Exterior) B12 E11,P4 3

(1-116:Staffs) B10,E6,P13,P16 4

(1-117:Management) E9 B5 2

(1-119:Times) E14 1

Source 

2-1:Assets

2-11:Tangible assets 

 (2-111:offi ce) P11 B4 2

 (2-112:Photo equipment) B3 P10 2

(2-113:Dress) B7,P5 B8 3

2-12:Intangible assets

 (2-121:Brand) P9 1

(2-123:Customers data) B9 1

(2-124:Photo style) E5 1

(2-125:Makeup modeling) P3 P15 E12 3

2-2:Expert:s 

2-21:Personal

(2-212:Leader ability) B11 1

(2-213:Operating ability) P1,P12 2

(2-214:Social relationship) E3,P8 E15 3

(2-215:Pioneering ability) P7 1

2-22:Oganized

(2-222:Culture) E7 E1 2

(2-223:R & D) E2 P14,B1,B2 4

(2-224:Business ability) E16 E10,P6,P17 4

 Total 16 5 4 10 7 3 45
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 From the above table, the marks from “B1” 
to “B12” represent twelve phrases of business 
companies; “E1” to “E17” represent seventeen 
phrases of experienced couples, and “P1” to 
“p16” represented sixteen phrases of potential 
customers.

 Because the items of [1-112:Techinque], 
[1-110:Capital], [2-122:Image], [2-211:Displine 
style], and [2-221:Operating style] were have 
not any frequency to fi nd, so we deleted it. 

The frequency of summary is as follows 
[Table 3]:

RESULTS AND DISCUSSIONS

From data analysis and evaluated table, the 
results are:

(1) It may be because of the practical 
problem. The key phrases were gotten from 
business companies more clear then another two. 

(2) “Value” and “monopolized” are the 
important items for the wedding company to get 
success from the response of all respondents. 

(3) The experienced couples and potential 
customers are the same as the above fi nding (2). 

(4) Except “value”, the potential customers 
would be accepted that the success factors are 
“rare” and “complex”. 

(5) The maximum frequency is four at the 
cross of “staffs” and “value”, one of business 
companies, one of experienced couples, and two 
of potential customers. It may means that is a 
most important item for the wedding company 
to get success. 

(6) The cross of “R&D” and “Complex”, 
and cross of “Business ability” and “complex” 
are according to the companies’ development, 
especially the R&D innovated.

Table 3. The frequency of summary

  Unique     Mono- Vague
  Valuable  Rare  Un-sub.  polized  Complex  Un-tra.

 Business companies   3   1   1   3   2   2
 Experienced couples   6   1   1   5   2   1
 Potential customers   7   3   2   2   3   0
 Total   16   5   4   10   7   3
 
 The above table is a summary of each cross item of the evaluated table 

CONCLUSION AND 
RECOMMENDATION

Conclusions 

The beauty industry is a modern industry 
of the economic development since the end of 
twenty century. The wedding company is a rising 
business of beauty industry. 

The most important operation is nuptial 
dress photography. A wedding company faces 
to living and growing problems need not only 
to keep traditional style but also to introduce 
innovated business model to get success. In this 
research, we reviewed the literatures fi rstly in 
the introduction part, developed the research 
method to construct the evaluation table 
secondly. Fund the key phrases of wedding 
photography business was our practical case in 
third part. Shown out the conclusions and future 
in which not only the summary but also the 
contributions at last part.

After evaluated table designed by research 
group, then the plan of this research be set. The 
interview technique is introduced to get data 
from business companies (B), and experienced 
couples (E) and potential customers (P). Because 
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the data were Chinese text documents and a 
keyless data type, so we introduced the Chinese 
text data mining technique to find the key 
phrases. A total of 12, 16, and 17 key were found 
from B, E, and C. After put key phrases into the 
evaluated table, we found that the key phrases 
were gotten form business companies clearly, 
that “value” and “monopolized” arc important 
items to get success from all respondents, the 
experienced couples and potential customers are 
as same as too, that key phrases of this fi nding 
have not accepted all potential customers, that 
“staffs” and “value” may means that is a most 
important item for a wedding photography 
company to get success, and that the cross of 
“R&D” and “Complex”., and cross of “Business 
ability” and “complex” are according to the 
companies’ development, especially the R&D 
innovated. The most contributions of this 
research are that the evaluated table designed, 
that Chinese text data mining technique be 
introduced to apply, and that we point out the 
key phrases of wedding photography business 
successful. 

 
Implications for Future Research

Because the evaluated table is designed by 
research group, the more detail and accurate 
table could be design by extension or another 
research group. Because the respondents were 
all in the central Taiwan, the interview could 
cover a wide area to get data. The wedding 
photography business will be growing quickly 
in the near future. 
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Appendices 
 

Appendix A: Research Group

 Name Title Background

Wu, Pei-Ling Leader Assistant Prof.
Director, Dept. of Beauty Science 

 and Graduate Institute, 
 Chienkuo Technology University, Taiwan 

Chen, Heng-Sheng Co-Leader Director, Center for Informatiom &
 Communications,
 Chinese Cilture University, Taiwan

Two Persons Co-Leader Professional in wedding Phto and body modeling
Four Persons Assitants
Chiang, Ching-San Consultant Prof.

Vice Presentdent
 Chienkuo Technology University, Taiwan 

Su, Jaw-Sin Consultant Assistant Prof.
 Dept. of Information Management
 Chinese Cilture University, Taiwan

Two or three Persons Invited commitees Professional in beaurt science

Appendix B: The interviews’ schedule

The wedding companies
Names Se-San Co. Lee-Sa Co. Pae-Le Co. Fi-Cha Co. Mi-Lan Co.
Places Chang-hua Tai-chung Chung-li Chang-hua Kau-shown
of Taiwan Central Central near North Centra South
Places Offi ce Offi ce Offi ce Offi ce Offi ce
Dates (2012) 03/06 03/13 03/15 03/20 03/27
Times 10:00-11:30 14:00-16:00 15:00-17:00 14:00-16:00 14:00-16:00
Interviewer Co-leader A Co-leader A Co-leader B Co-leader B Co-leader A

Assistants    A1&A2    A3&A4    A5&A6    A1&A4    A2&A6
Tools Sound CD Sound CD Sound CD Sound CD Sound CD
Data adjusted Writed down Writed down Writed down Writed down Writed down
Data fi les Chinese Text Chinese Text Chinese Text Chinese Text Chinese Text

The experienced couples
Names Couple A Couple B Couple C Couple D Couple E
Places Chang-hua Tai-chung Chung-li Chang-hua Kau-shown
of Taiwan Central Central near North Centra South
Places A. Café M. Café F. Café M. Café S. Cafe
Dates (2012) 03/06 2012/3/10 2012/3/11 2012/3/14 2012/3/16
Times 19:00-21:00 19:00-20:30 19:00-20:30 19:00-20:30 19:00-20:30
Interviewer Co-leader A Co-leader A Co-leader B Co-leader B Co-leader A
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Assistants     A1&A2     A3     A5     A1     A2 
Tools Oral Oral Oral Oral Oral
Data adjusted Writed down Writed down Writed down Writed down Writed down
Data fi les Chinese Text Chinese Text Chinese Text Chinese Text Chinese Text

Names Couple F Couple G Couple H Couple I
Places Chang-hua Tai-chung Chang-hua Tai-chung
of Taiwan Centra Central Central Central
Places S. Cafe M. Cafe M. Cafe S. Cafe
Dates (2012) 2012/3/19 2012/3/21 2012/3/23 2012/3/27
Times 19:00-20:30 19:00-20:30 19:00-20:30 19:00-20:30
Interviewer Co-leader B Co-leader B Co-leader A Co-leader A

 Assistants      A4      A5      A1      A2 
Tools Oral Oral Oral Oral
Data adjusted Writed down Writed down Writed down Writed down
Data fi les Chinese Text Chinese Text Chinese Text Chinese Text

The Potential Customers
Males M1-M2  M3-M4  M5-M7
Females F1-F4  F5-F9  F10-F14
Places Beauty center Beauty center Beauty center
Dates (2012) 03/08 2012/3/24 2012/3/30
Times 08:30-11:00 08:30-11:01 08:30-11:02
Interviewer  Leader Co-leader A Co-leader B

 Assistants     A1&A2     A3&A4     A5&A5
Tools Paper writed Paper writed Paper writed
Data adjusted Repeat Repeat Repeat
Data fi les Chinese Text Chinese Text Chinese Text
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Appendix C: The original data after data adjusted

Business Companies

Experienced Couples

Potential customers
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Appendix D: Data analysis

Domains Items  Business Companies Experienced Couples Potential Customers

Chr,/Phrases length
Total

Phrases
Nums. of
Phrases

Max. of
Freq.

Total
Phrases

Nums.of
Phrases

Max. of
Freq.

Total
Phrases

Nums.of
Phrases

Max. 
Freq.

Over to one frequency

 Chr,/Phrases length
Total

Phrases
Nums. of
Phrases

Exp. 
Infor. 

Total
Phrases

Nums.of
Phrases

Exp. 
Infor. 

Total
Phrases

Nums.of
Phrases

Exp. 
Inf. 
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Appendix E: Key phrases

From wedding companies From experienced couples From potential 
customers



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 114-133, September, 2014
Key Phrases for Successful Wedding Photography Business

ISSN: 1906-8654

P.L. Wu

132

Appendix F: The key phrases and ASCII codes for evaluation
Business companies

Experienced couples
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Potential customers
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ABSTRACT

The more visitors spend in different locations, the greater economic contribution at tourism 
makes to regions outside the major tourism city/country. Therefore, promoting greater dispersal of 
tourists and their spending is of interest from a policy and economic perspective. Using data from 
2009-2011 “Survey of Visitors Expenditure and Trend in Taiwan”conducted by the Tourism Bureau 
of Taiwan, the purposes of this study are to investigate the spatial distribution of international 
tourism in Taiwan as well as identify factors determining the tourist dispersal. We estimate a linear 
regression model of dispersal ratio on a set of socio-demographic characteristics and variables 
infl uencing tourist dispersal where dispersal ratio is defi ned as the number of scenic spots visited 
outside Taipei city divided by the total number of scenic spots visited of this trip. We fi nd that the 
spatial distribution of inbound tourism is highly concentrated in northern Taiwan, especially, heavy 
concentration of tourism on Taipei city. Besides, the results show that gender, age, country of 
residence, the number of previous visits, the length of stay, the number of scenic spots visited, the 
purpose of travel, and the type of travel arrangement are important determinants of tourist dispersal.

Keywords: Tourist dispersal, Multi-destination travel, Visitor dispersal measurement

INTRODUCTION

Despite the uncertain global economic 
growth, macroeconomic tensions, and high 
unemployment in many countries, the worldwide 
travel and tourism industry benefi ted from the 
continuous globalization process has remained 
to be a critical sector for economic development 
and for sustaining employment in both advanced 
and developing economies, according to the 
World Travel & Tourism Council (WTTC) and 
World Economic Forum (WEF). For instance, 
in the Economic Impact of Travel & Tourism 

World Report of WTTC (2013a), it is estimated 
that this sector contributed 9% of global GDP, 
a total of US $6.6 trillion, and generated 120 
million direct jobs and another 125 million 
indirect jobs in related industries, that is, 1 in 11 
of the world’s total jobs, and is forecasted to be 
continuing growing.

Taiwan, after a long time with a great 
emphasis on promoting the development of 
manufacturing and technology-based industries, 
has recently reached the bottleneck in its 
economic development. In order to enhance 
Taiwan’s industrial competitiveness and cope 
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with the diffi culties facing exports at a time when 
the international environment was fl uctuating, 
the Taiwan government proposed a set of new 
development strategies in 2009, which was to 
promote the development of six major rising 
industries, one of them is the travel and tourism 
industry (The six key emerging industries are 
biotechnology, travel & tourism, green energy, 
medical care, high-end agriculture, and cultural 
& creative enterprises with the aim of attracting 
private investment, increasing job opportunities, 
and creating the next wave of industrial 
opportunity).

The government launched the “Project 
Vanguard for Excellence in Tourism” including 
“Project Summit”, “Project Keystone”, and 
“Project Propeller” where the focuses are 
developing international tourism, improving 
domestic travel, and increasing foreign exchange 
earnings with the aim of establishing Taiwan as 
a major international travel and tourism 
destination (This project was fi nanced by the 
tourism industry development fund with TWD 
$30 billion.).

First, it examined regional resources and 
established themes for fi ve regional Developments 
(It positioned Taiwan’s regional development in 
tourism as ‘Living & Cultural Taiwan” for 
Northern Taiwan, “Enterprising & Fashion 
Taiwan” for Central Taiwan, “Historical & 
Oceanic Taiwan” for Southern Taiwan, 
“Leisurely Living & Nature Taiwan” for Eastern 
Taiwan, and “Unique Islands Taiwan” for the 
offshore regions). Second, building up top-class 
spotlights in tourism according to the position 
of each region by executing the “International 
Spotlight Plan” and “Flagship Attractions 
Projects”. Third, re-laying the foundations for 
tourism in terms of industry re-building and 
talent cultivation to strengthen competitiveness 
at the grassroots level. Finally, advancing service 
values in tourism in terms of market development 
and quality improvement.

Over the past three years, the tourism 
industry has been very prosperous. Taiwan’s 
Tourism Satellite Account (2010) showed that 

the total amount of tourism expenditure in 2010 
is TWD $708.6 billion, which accounts for 
5.19% of Taiwan’s GDP. Tourism GDP reached 
TWD $282 billion (2.07% of the total GDP) and 
the number of employment was 301,100 in 2010. 
In addition, according to the Economic Impact 
of Travel & Tourism Taiwan Report of WTTC 
(2013b), the direct and total contributions of 
travel and tourism to GDP was TWD $268.8 
billion (1.9% of total GDP) and TWD $716 
billion (5.1% of GDP) in 2012. The direct and 
total contributions to employment was 246,000 
jobs (2.3% of total employment) and 605,000 
jobs (5.6% of total employment). Furthermore, 
according to the Travel  and Tourism 
Competiveness Report of WEF (2013), Taiwan 
was ranked 33th in the Travel and Tourism 
Competiveness Index (TTCI) among 140 
countries reported, 7th in Asia Pacifi c region 
among 25 countries. In comparison, the overall 
rank/regional rank of Singapore is 10/1, Japan 
is 14/4, Hong Kong is 15/5, Korea is 25/6, China 
is 45/10. Globally, Taiwan has a moderate 
ranking in tourism.

With the increasing demand from the rising 
purchasing power of the growing middle class 
in many developing economies, the travel and 
tourism industry has been recognized as a 
vehicle for economic development and job 
creation world-widely. In Taiwan, tourism has 
also emerged as one of the leading service 
industries that spurs economic development. In 
addition to the “Project Vanguard for Excellence 
in Tourism”, the government launched another 
“Medium-term Plan for Construction of Major 
Tourist Sites 2012-2015”with TWD $17.8 
billion fund. Although large amounts of money 
were spent on tourism development, no rigorous 
research has been done on the effects of the 
project.

As described previously, one of the tasks of 
the project is to create unique regional 
characteristics for each of the fi ve regions and 
help local government in their efforts to promote 
international tourist attractions. Accordingly, it 
raises some questions. What attractions do 
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international tourists visit during their travels? 
What is the spatial distribution of international 
tourism in Taiwan? Is it concentrated in some 
certain area or more equally distributed?

It is important to study the spatial distribution 
of inbound tourists. Where there are tourists, 
there is money. The fact that where inbound 
tourists visit and thus spend affects the 
distribution of the economic contribution of 
tourism in the country destination. For example, 
some of the regions may experience lower level 
of income and employment than the urban area 
that are usually the center of leisure services, the 
dispersal of tourists and their spending may 
benefi t those regions. That is to say, the more 
visitors spend in different locations, the greater 
economic contribution that tourism makes to 
regions outside the major tourism city/country. 

LITERATURE REVIEW

There is a literature concerning the analysis 
of tourist dispersal. The concept of dispersal in 
the tourism research is that visitors have a 
tendency to travel beyond the main gateways of 
the host destination. Pearce and Elliot (1983) 
proposed a descriptive measurement of dispersal, 
Trip Index, which is defi ned as the number of 
nights spent in a given destination as a proportion 
of total number of nights in the trip.

To refine the measurement with more 
information revealed about dispersal on purpose, 
Oppermann (1992) suggested a travel dispersal 
index (TDI) that introduced a range of trip 
factors related to the dispersal behavior of 
tourists to the measurement (e.g., length of stay, 
number of over-night destinations, etc.), in short, 
TDI is the sum of weighted averaged of dispersal 
variables. However, TDI was also subject to the 
limitations that the selection of variables has 
been ad hoc and the weight of each variable is 
pre-determined without theoretical or/and 
empirical justifi cation.

Tourism Research Australia (2009) 
proposed a simple and effective way for dispersal 
measurement at the national level where the 
dispersal of international visitors is defi ned as a 
proportion of visitors or/and nights spent outside 
the four major gateways of Australia (Sydney, 
Melbourne, Brisbane, and Perth) during the 
travel.

Koo et al. (2012) developed a framework 
to further extend the descriptive approach toward 
causal analysis where a casual structure between 
dispersal and dispersal factors is imposed, that 
enables authors to empirically validate the 
relationship between them.

Taiwan has invested an enormous amount 
of money in tourism industry and hope that it 
can serve as a vehicle for economic development 
and job creation, consequently, promoting 
greater dispersal of tourists and their spending 
is of interest from a policy and economic 
perspective. Thus, in this study, we aim to 
accomplish following two tasks. First, 
investigating the spatial distribution of 
international tourism in Taiwan, an area which 
has not been explored in the literature. Second, 
identifying factors determining the tourist 
dispersal, and thus leading to provide information 
to tourist related organizations to plan 
international tourism advertising and marketing 
strategies. In order to carry out the analysis, it 
is necessary to defi ne an index of dispersal. We 
will propose an index, the dispersal ratio, that 
captures the characteristics of the spatial 
distribution of inbound tourism of Taiwan.

 The remainder of the paper is organized as 
follows. Section 2 introduces the data set 
employed in this study. A descriptive analysis 
of the spatial distribution of inbound tourism is 
provided in section 3. In section 4, we conduct 
a regression analysis to identify factors 
determining the tourist dispersal and present the 
results. Section 5 concludes this study.
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METHODOLOGY

Data

“The Survey of Visitors Expenditure and 
Trends in Taiwan”is conducted annually by the 
Tourism Bureau, Ministry of Transportation & 
Communications Republic of China where 
approximately 5,500~6,000 completed surveys 
are obtained from the foreign and overseas 
Chinese inbound visitors each year. Tourism 
Bureau of Taiwan adopts the quota sampling 
method for selecting survey participants and 
interviews inbound visitors at the Taoyuan 
International Airport, Kaohsiung International 
Airport, and Taipei Sonshan Airport prior to their 
departure from Taiwan.

This survey collects information on 
various aspects of the travel behavior and socio-
demographic characteristics of visitors. 
Specifi cally, each survey respondent was asked 
to report the scenic spots visited in Taiwan up 

to a maximum of fi fteen spots, which enables us 
to analyze the travel patterns of inbound tourists. 
(There are a total of 360 scenic spots or so in 
Taiwan according to the Tourism Bureau’s 
classifi cation).

Descriptive analysis of the spatial 
distribution of inbound tourism

Table 1 shows the ranking of the major 
scenic spots inbound tourists visited between 
2009 and 2011. There were a total of 17,810 
survey participants in this period, 2,344 
observations without making responses to the 
question of sightseeing were dropped, as a result, 
15,466 samples were retained in the analysis. 
(For those dropped observations, their main 
purposes of travel are either business or 
international conferences and exhibitions, thus, 
no spare time to spend on sightseeing during 
their visits in Taiwan.)

Table 1. Ranking of the major scenic spots inbound tourists visited, 2009-2011

Scenic spot Frequency % Ranking

Taipei101 10,445 67.54 1

National Palace Museum 9,364 60.55 2

Shilin Night Market, Taipei 8,883 57.44 3

Sun Moon Lake 5,900 38.15 4

Chiang Kai-Shek Memorial Hall 5,227 33.80 5

Dr. Sun Yat-sen Memorial Hall 4,670 30.20 6

Yeliou 4,611 29.81 7

Taroko and Tienhsiang 4,287 27.72 8

Xiziwan, Kaohsiung 4,089 26.44 9

Jioufen 3,815 24.67 10

Liouhe Night Market, Kaohsiung 3,793 24.52 11

Tamsui 3,430 22.18 12

Ximending, Taipei 3,381 21.86 13

Chung Tai Chan Monastery 3,297 21.32 14

Alishan 3,061 19.79 15

Source: Tourism Bureau, Ministry of Transportation & Communications, Republic of China.
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 As Table 1 indicates, the biggest three 
inbound tourist’s attractions are Taipei 101, 
National Palace Museum, and Shilin Night 
Market, there were 10,445 (67.54%), 9,364 
(60.55%), and 8,883 (57.44%) out of 15,466 
respondents visiting these spots, respectively. 
Another notable point of Table 1 is that six out 
of fi fteen spots are located in Taipei, which 
suggests the distribution of international tourism 
in Taiwan is somehow concentrated. (Taipei 101, 
National Palace Museum, Shilin Night Market, 
Chiang Kai-Shek Memorial Hall, Dr. Sun Yat-
sen Memorial Hall, and Ximending are all 
located in Taipei).

To further investigate this issue, we 
calculate the distribution of scenic spots visited 
in accordance with city/country, as shown in 
Table 2. There were a total of 125,309 scenic 
spots reported by 15,466 survey respondents. 
The most popular tourist city is Taipei where 
61,254 out of 125,309 scenic spots belong to it, 
which is approximately 49 percent of total spots. 
The second most popular city is New Taipei but 
the percentage has sharply dropped to 11. Taipei 
and New Taipei are located next to each other 
and situated at the northern tip of Taiwan. 
Kaohsiung is located in southern-western 
Taiwan ranked third with 10.95% of total spots. 
Nantou is located in the center and the only 
landlocked county in Taiwan ranked fourth with 
8.61% of the total spots.

Table 2. The distribution of scenic spots visited, by city/country, 2009-2011

City/country Frequency % Ranking

Taipei 61,254 48.88 1

New Taipei 13,843 11.05 2

Kaohsiung 13,719 10.95 3

Nantou 10,795 8.61 4

Pingtung 6,825 5.45 5

Hualien 4,882 3.90 6

Taitung 3,638 2.90 7

Tainan 3,272 2.61 8

Chiayi 3,090 2.47 9

Taichung 1,042 0.83 10

Taoyuan 843 0.67 11

Keelung 652 0.52 12

Yilan 545 0.43 13

Hsinchu 381 0.30 14

Chunghua 296 0.24 15

Kinmen/Matsu 76 0.06 16

Yunlin 74 0.06 17

Miaoli 49 0.04 18

Penghu 33 0.03 19

Total 125,309 100.00

Source: Tourism Bureau, Ministry of Transportation & Communications, Republic of China.
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As Table 2 shown, the spatial distribution 
of inbound tourism is highly concentrated in 
northern Taiwan from this viewpoint, especially, 
heavy concentration of tourism on Taipei city. 
However, what are the factors related to such 
dispersal behavior of tourists? The analysis will 
be proceeded in the next section.

Regression analysis of the dispersal 
factors

To identify factors determining the tourist 
dispersal, we estimate a linear regression model 
of dispersal ratio on a set of socio-demographic 
characteristics and variables infl uencing tourist 
dispersal.

Dispersal ratio
Referring to tourism research literature 

regarding the dispersal measurement approaches 
and taking account of the features of the spatial 
distribution of inbound tourism in Taiwan as 
described in section 3, we defi ne the dispersal 
ratio as follows: 

Namely, variable r_dis is continuous, its 
value is between 0 and 1. r_dis = 0 means that 
the tourist visited scenic spots only located in 
Taipei; r_dis = 1 means that all of the scenic 
spots visited by the tourist are outside Taipei. 
The higher the value, the more dispersed the 
visitor.

Factors infl uencing the dispersal of tourists
Referring to tourism research literature, 

a range of factors have been identifi ed as being 
relevant to the variation in the travel patterns 
of inbound tourists. Following Koo et  al. (2012) 
as well as Tideswell and Faulkner (1999), 
we discuss some of these below.

r_dis =  (1)
the number of scenic spots visited outside Taipei

the total number of scenic spots visited of this travel

Destination familiarity
Destination familiarity is defi ned as the 

previous travel experience in this context. 
Visitors who have travelled to Taiwan previously 
have more knowledge of what different tourism 
regions have to offer. Thus, we expect that it will 
have a positive effect on dispersal. The number 
of visits to Taiwan in past three years is used as 
the measure of destination familiarity.

Travel time constraints
The inclusion of an additional scenic spot 

in an itinerary can involve economy in time use, 
accordingly, limited length of stay is likely to be 
a signifi cant constraint on dispersal. We expect 
that there is a positive relationship between the 
length of stay and dispersal.

Number of total scenic spots visited
There is an obvious link between the 

number of total scenic spots visited and the 
dispersal ratio. The more the number of total 
scenic spots visited, the more scenic spots a 
tourist visited are likely to be located outside 
Taipei. 

Purpose of travel
Three main purposes of travel are included 

in the study: Sightseeing; business, international 
conferences, and exhibitions; visiting friends 
and relatives. For those spent their spare time 
on sightseeing with business, international 
conferences, and exhibitions purposes, we 
expect the dispersal ratio to be lower than that 
of sightseeing purpose.

Usually, relatives and friends often provide 
free accommodation and thus enable additional 
travel benefi ts such as more scenic spots visiting. 
Moreover, scenic spots maybe more attractive 
if inbound tourists have friends and relatives in 
those regions. Therefore, we expect its dispersal 
ratio to be higher than that of sightseeing 
purpose.
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Type of travel arrangement
There are three types of travel arrangement 

in the study: Group tour arranged through a 
travel agency; individual tour, accommodations 
arranged through a travel agency; self-guided 
tour without any arrangement through a travel 
agency. Tourism literature has documented that 
the package tour travelers can be more spatially 
confi ned due to the nature of travel organization 
(predetermined routes and places of visits), or it 
can stimulate touring into regions that otherwise 
will not be exposed to tourists.

In addition, it is documented that travel 
party heterogeneity can be a positive or negative 
effect on dispersal. On one hand, the larger the 
travel party size, the more preferences of 
travelers will need to be accommodated, which 
increases the multi-destination and dispersal 
propensity. On the other hand, smaller group are 
associated with explorers tending to visit more 
scenic spots.

Considering above two factors associated 
with the features of the group tour in Taiwan, 
we expect that group tour arranged through a 
travel agency has a stronger positive effect on 
dispersal.

Country of origin
One of the motives of people traveling is to 

seek novelty, thus travelers prefer to visit 
culturally distance places. Other travelers might 
choose to visit places with cultural similarities 
such that they can explore local activities and 
attractions. Thus, national cultures have a 
moderating or intervening impact on tourist 
behavior.

In addition, country of origin can also affect 
the travel behavior of visitors from “distance 
decay” point of view where people tend to visit 
more places within an overseas country as they 
travel father. We use country of residence as the 
measure of country of origin.

The model

To identify factors determining the tourist 
dispersal, we specify a linear regression model 
as follows:

r_disi = α+α freq3+α ln stay

+α21D ln stay1 +α22 D ln stay3 +α23D ln stay4 +α24 D ln stay5
+αtolvit +α31Dtolvit1 +α32 Dtolvit3 +α33Dtolvit4 +α34 Dtolvit5
+α41Dpur2 +α42 Dpur3 +α51Dmod 2 +α52 Dmod3
+α61Dres1 +α62 Dres3 +α63Dres4 +α64 Dres5
+α71Dage2 +a72 Dage3 +α73Dage4 +α74 Dage5
+α81Dinc2 +α82 Dinc3 +α83Dinc4 +α84 Dinc5
+α91Dsex2 +α92 Dyr10 +α93Dyr11 +α94 Dentry2 +ε

(2)

In equation (2), the logarithm of length of 
stay is used because it provided a better fi t. In 
addition to length of stay and number of total 
scenic spots visited, we also add two interaction 
terms between country of residence and these 
two variables to the model to allow these two 
variables depend on country of residence. 
Purpose of travel, type of travel arrangement, 
and country of residence are specifi ed as dummy 
variables due to the nature of survey data. Socio-
demographic information including income, age, 
and gender of the visitor as well as the time and 
entry port are all specifi ed as dummy variables 
and controlled in the regression function. Finally, 
εi is assumed to be a N(0, σ2

ε) random variable.

To implement the regression analysis, we 
deleted samples containing missing data for the 
variables described above, which left us 14,770 
observations in the study. Descriptive statistics 
of data is summarized in Table 3. The coding 
and the defi nition of variables are presented in 
Table 4.
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Table 3. Descriptive statistics of data

Variable Mean S.D. Minimum Maximum

Number of visits to Taiwan in past 3 years 2.01 3.31 1 100

Length of stay (day) 6.16 7.42 1 90
Number of scenic spots visited in Taipei 3.99 2.09 0 13
Number of scenic spots visited outside Taipei 4.18 3.83 0 15

Number of total scenic spots visited 8.17 4.51 1 15

Dispersal ratio 0.44 0.3 0 1

Whether to disperse 0.82 0.38 0 1

Sample size 14,770

Sample size %

Purpose of travel 14,770 100

Sightseeing 11,081 75.02

Business/International conferences/Exhibitions 2,549 17.26

Visiting friends and relatives 1,140 7.72

Type of travel arrangement 14,770 100

Group tour arranged through a travel agency 6,999 47.39

Individual tour, accommodations arranged through a travel agency 3,443 23.31

Self-guided tour without any arrangement through a travel agency 4,328 29.3

Country of residence 14,770 100

Japan/Korea 3,906 26.45

China 4,689 31.75

Hong Kong/Macao/Singapore/Malaysia 3,582 24.25

USA/Canada//Europe/New Zealand/Australia 1,618 10.95

Others 975 6.6

Age 14,770 100

29 and under 3,573 24.19

30-39 3,666 24.82

40-49 3,070 20.79

50-59 2,574 17.43

60 and above 1,887 12.78

Income (US dollars/year) 14,770 100

14,999 and under or no regular earnings 7,144 48.37

15,000-29,999 1,922 13.01

30,000-69,999 3,616 24.48

70,000 and above 2,088 14.14

Gender 14,770 100

Male 7,079 47.93

Female 7,691 52.07
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Sample size %

Entry port 14,770 100

Taoyuan International Airport 12,856 87.04

Kaohsiung International Airport/Sonshan Airport/others 1,914 12.96

Year 14,770 100

2009 4,761 32.23

2010 5,020 33.99

2011 4,989 33.78

Table 4. Defi nition and coding of variables

Variable Defi nition

Dependent

r_dis Dispersal ratio The number of scenic spots visited outside Taipei divided by 
the total number of scenic spots visited.

Independent

freq3 Number of visits to Taiwan in past 3 years.

lnstay Log (length of stay).

tolvit Number of total scenic spots visited.

Dresi Country of residence Japan/Korea, i = 1; China, i = 2 (control group);
Hong Kong/Macao/Singapore/Malaysia, i = 3;
USA/Canada/Europe/New Zealand/Australia, i = 4; Others, i = 5.

Dlnstayi Dlnstayi = lnstay*Dresi Length of stay of country of residence.

Dtolviti Dtolviti = tolvit*Dresi Number of total scenic spots visited of country of residence.

Dpuri Purpose of travel Sightseeing, i = 1 (control group);
Business/International conferences/Exhibitions, i = 2;
Visiting friends and relatives, i = 3

Dmodi Type of travel
arrangement

Group tour arranged through a travel agency, i = 1 (control 
group);
Individual tour, accommodations arranged through a travel agency, 
i = 2;
Self-guided tour without any arrangement through a travel agency, 
i = 3.

Dinci Dinci Income group
categories

14,999 and under or no regular earnings, i = 1 (control group);
15,000~29,999, i = 2; 30,000~69,999, i = 3;
70,000 and above, i = 4.

Dagei Age group categories 29 and under, i = 1 (control group); 30~39, i = 2; 40~49, i = 3˚
50~59, i = 4; 60 and above, i = 5.

Dsexi Gender Male, i = 1 (control group); Female, i = 2.

Dyri Year 2009, i = 09 (control group); 2010, i = 10; 2011,

Dentryi Entry port Japan/Korea, i = 1; China, i = 2 (control group);
Hong Kong/Macao/Singapore/Malaysia, i = 3;
USA/Canada/Europe/New Zealand/Australia, i = 4;
Others, i = 5.



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 134-146, September, 2014
A Study of the Dispersal of Internati onal Tourists in Taiwan

ISSN: 1906-8654

C.Y. Huang, et al.

143

RESULTS AND DISCUSSIONS

Table 5 gives the results of ordinary least 
squares estimation based on equation (2). 
Destination familiarity, measured by the number 
of visits to Taiwan in past three years, 11 as 
expected, has a positive effect on dispersal. That 
is, visitors who have more previous travel 
experience to Taiwan are willing to visit more 
spots located outside of Taipei.

For the length of stay and the number of 
total scenic spots visited, both have positive 
effects on dispersal as expected. According to 
the specifi cation of equation (2), the coeffi cients 
of lnstay and tolvit represent the impacts of both 
that made on Chinese tourists. Furthermore, the 
coeffi cients of Dlnstayi and Dtolviti (i = 1, 3, 4, 
5) correspond to estimated effect differentials of 
lnstay and tolvit between Chinese tourists and 
tourists from another country of residence, 
respectively. Besides, we can also examine 
estimated differentials pair-wise among four 
group in lnstay and tolvit. As Table 5 indicates, 
there are statistically signifi cant interactions 
between country of residence and both length of 
stay and the number of total scenic spots visited.

Table 5 displays that the country of 
residence is the most signifi cant variable in 
determining the extent of dispersal since the 
magnitudes of coeffi cients are largest comparing 
to other variables considered in the model. 

Having Chinese tourists as the control group, 
coeffi cients of Dresi are all negative, which 
reveals that the Chinese tourists are the most 
dispersed. In contrast, visitors from Japan and 
Korea are the least dispersed. The dispersal ratio 
of visitors from Hong Kong, Macao, Singapore, 
and Malaysia is similar to that of those from 
USA, Canada, Europe, New Zealand, and 
Australia. It was not until July of 2008 Chinese 
tourists were allowed to visit Taiwan due to the 
political concern. However, the policy still 
imposed restrictions on inbound Chinese 
tourists, such as 3,000 people per day and in 
group tour mode only. (The quota has been raised 
to 4,000 people per day since January of 2011. 
In addition to the group tour, the free independent 
travelers (FIT) program that allows Chinese 
tourist to visit Taiwan individually with 500 
people per day was launched on June of 2011. 
This quota has also been raised to 1,000 people 
per day since April of 2012.) Comparing with 
other inbound visitors, Chinese tourists are 
restricted to some extent, thus are willing to visit 
more scenic spots once they landed in Taiwan.

To sum up, Japanese and Korean tourists 
are those who like to spend their time touring 
Taipei most among inbound visitors, however, 
they are also the people who tend to visit more 
scenic spots outside of Taipei along with the 
increasing length of stay.
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Table 5. Estimation results

Independent variable        Coeffi cient (S.E.)

freq3 0.0033  0.0010  ***

lnstay 0.0351  0.0133  ***

Dlnstay1 0.1518  0.0174  ***

Dlnstay3 0.1072  0.0168  ***

Dlnstay4 0.0802  0.0164  ***

Dlnstay5 0.0481  0.0186  ***

tolvit 0.0179  0.0015  ***

Dtolvit1 -0.0172  0.0024  ***

Dtolvit3 -0.0126  0.0021  ***

Dtolvit4 -0.0139  0.0028  ***

Dtolvit5 -0.0135  0.0036  ***

Dres1 -0.2502  0.0302  ***

Dres3 -0.1586  0.0312  ***

Dres4 -0.1587  0.0340  ***

Dres5 -0.1351  0.0379  ***

Dpur2 -0.0580  0.0098  ***

Dpur3 0.0596  0.0114  ***

Dmod2 -0.0282  0.0066  ***

Dmod3 -0.0629  0.0072  ***

Dage2 0.0064   0.0060  

Dage3 0.0316  0.0064  ***

Dage4 0.0300  0.0065  ***

Dage5 0.0649  0.0071  ***

Dinc2        0.0097  0.0059  

Dinc3       -0.0007  0.0060    

Dinc4        0.0105  0.0088  

Dsex2 -0.0108  0.0041  ***

Dentry2 0.1208  0.0070  ***

Dyr10 0.0127  0.0050   **

Dyr11 0.0055  0.0051  

constant 0.3044  0.0257  ***

Sample size 14,770

R-squared 0.3671

Note: *** and ** indicate signifi cance at a 1% and 5% level, respectively. Standard errors are corrected
for heteroscedasticity.
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Comparing with the sightseeing purpose, 
visitors with business, international conferences, 
and exhibitions purpose is less dispersed. Since 
Taipei is the capital of Taiwan that holds most 
conferences and exhibitions, businessmen and 
businesswomen after their duties spent their 
spare time on sightseeing are more likely to visit 
scenic spots located in Taipei. However, tourists 
with visiting friends and relatives purpose is 
more dispersed relative to the sightseeing 
purpose, which is consistent with the fi ndings in 
tourist dispersal and multi-destination travel 
literature.

Among three types of travel arrangement, 
group tour arranged through a travel agency has 
the strongest impact on dispersal, individual tour, 
accommodations arranged through a travel 
agency is next, the most less dispersed is self-
guided tour without any arrangement through a 
travel agency. The results show that tourists who 
plan their travel itineraries by themselves tend to 
visit more scenic spots located in Taipei relative 
to the group tour. The possible reason may be 
due to the well-established transportation system 
and internationalization in Taipei where travelers-
friendly environment help visitors tour Taiwan.

The older the visitors, the more willing they 
are to visit scenic spots outside of Taipei. 
However, income does not play an important 
role in infl uencing visitors’ dispersal behavior 
because the estimates are statistically 
insignifi cant. Female visitors seem to be less 
dispersed than male visitors. Visitors who enter 
Taiwan via the Taoyuan International Airport 
seem to be less dispersed relative to those 
entering Taiwan via other entry ports.

CONCLUSION AND 
RECOMMENDATION

Taiwan has invested an enormous amount 
of money in tourism industry and hope that it 
can serve as a vehicle for economic development 
and job creation. As a result, promoting greater 
dispersal of tourists and their spending is of 

interest from a policy and economic perspective, 
however, no rigorous research has been done in 
this area. Therefore, the purposes of this study 
are to investigate the spatial distribution of 
international tourism in Taiwan as well as 
identify factors determining the tourist dispersal 
and thus leading to provide information to tourist 
related organizations to plan international 
tourism advertising and marketing strategies. To 
carry out the analysis, a dispersal ratio index 
capturing the characteristics of the spatial 
distribution of inbound tourism of Taiwan is 
proposed, which will further be used in the 
regression analysis of dispersal factors.

Our study shows that the spatial distribution 
of inbound tourism is highly 14 concentrated in 
northern Taiwan, especially, heavy concentration 
of tourism on Taipei city. In the regression 
analysis of dispersal factors, it is found that 
gender, age, country of residence, the number 
of previous visits, the length of stay, the number 
of scenic spots visited, the purpose of travel, and 
the type of travel arrangement are important 
determinants of tourist dispersal. Specifi cally, 
the country of residence is the most signifi cant 
variable in determining the extent of dispersal, 
and it shows that Chinese tourists are the most 
dispersed but visitors from Japan and Korea are 
the least dispersed.

Based on the signs and the magnitudes of 
coeffi cients in the estimation results, it may 
imply that Taipei, the capital of Taiwan, with the 
well-established transportation system and 
internationalization as well as a variety of 
cultural and entertainment opportunities has 
become the most attractive location to the 
international visitors. Furthermore, our study 
has suggested that the government’s efforts to 
promote international tourist attractions for fi ve 
regions in the “Project Vanguard for Excellence 
in Tourism”have not been very effective. With 
large amounts of money kept spending on 
tourism development, making the spatial 
distribution of international tourism more 
equally distributed is one of the most important 
goals to achieve.
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ABSTRACT

To many of the enterprises, succession is one of the important and serious concerned they have 
confronting. The succession would affect companies’ future life; and whether they can continue 
and pass down the business. Taiwan Snack is one of the symbolic representations for Taiwan and 
the vital assets for Taiwanese Tourism Industry. Most of the snack businesses are family businesses. 
Many of these businesses are executing and managing by family members and relatives. Due to the 
infl uence of Confucianism in Asia, the family business trends to past down the ownership to his or 
hers next generation and the son or relative will inherit the business. The purpose of this research 
is about what are the key factor leads to the inheritor’s success of expansion of Taiwanese snack 
business. By using Fuzzy Delphi Method, exploring literature researches, interviewing professionals, 
and collecting surveys, fi ltered out six dimensions and twenty-seven indexes as the key success 
factors that lead to the successful expansion for the successor. The result for this research shows 
the characteristics of current managers, the family successors’ characteristics, the family relationship 
and structure, the background and structure of the business, the knowledge transfer and innovation, 
and the succession process and planning are the six dimensions key factors that affects the 
achievement of the inheritor of the Taiwan Snack Family Business. From the research, we found 
that each of these dimensions and indexes will be the key components helping and assisting the 
succession to adapt and to expand the business. 

Keywords: Taiwanese snake, Family business, Succession, Fuzzy Delphi Method, Key success 
factors
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INTRODUCTION

Family business plays a critical role in the 
economic development of different countries 
and is common corporate organization, thus, 30 
years ago, studies on the issue were launched 
(Bird, Welsch, Astrachan and Pistrui, 2002). 
Collins and O’Regan (2011) specifically 
suggested that in many countries, family 
business creates a large number of job 
opportunities in the job market. According to 
investigation, 2/3 of global corporate operations 
are based on family businesses and are mostly 
owned or managed by family members. 
Currently, in Europe and Asia, most enterprises 
are family businesses (Chaimahawong and 
Sakulsriprasert, 2013). The life of family 
business is usually short, and only a few family 
businesses can have successful succession to the 
second generation, and among them, only 1/3 of 
such enterprises can be successfully passed on 
to the third generation (Venter, Boshoff and 
Maas, 2005). According to the study on 
succession of family business in the U.S., only 
30% of family businesses can be successfully 
passed on to the second generation, the success 
rate of the second generation to pass the business 
on to the third generation is 13%, and only 3% 
of these can be successfully passed on to the 
fourth generation (Zellweger, Nason and 
Nordqvist, 2012), which shows that succession 
in family business is challenging. After successful 
succession, the enterprises’continuous growth 
and expansion is a critical issue.

In 2011, there were about 1,279,000 small 
and medium enterprises in Taiwan (97.63% of 
total enterprises). They are closely associated 
with family business. Thus, 3 98% small and 
medium enterprises are based on family business 
(Chu, 1999). In addition, in Japan, Taiwan, 
China, and Malaysia of the East Asia-Pacifi c 
area, life values and concepts are under the 
signifi cant infl uence of the Confucian culture, 
which not only affects families’ values and 
interpersonal relationship, but also infl uences 
the continuity of family business (Yan and 

Sorenson, 2006). Under the infl uence of the 
Confucian culture, the succession of family 
business is important. Thus, business owners are 
particularly careful regarding succession and 
they intend to pass the business on to their 
children. Family affection is strengthened by 
family values, attitude, and beliefs, which also 
infl uence later generations’ career process before 
succession and operational concept and attitude 
after succession. 

Upon historic evolution and development, 
Taiwan undertakes the essence of Chinese food, 
and is called a paradise of food with various 
kinds of snacks. On the international stage, 
Taiwan equals fi ne food. By the end of 2010, in 
Taiwan, there were 111,768 restaurants. 
According to the“report on operational activities 
of the catering industry in 2009~2010”, 91.97% 
of the catering industry in Taiwan were 
enterprises with exclusive venture, about half 
had operated the business for less than fi ve years, 
and only 7.85% had operated the business for 
more than 20 years. In Taiwan, the average live 
of small and medium enterprises is 13.3 years 
(Tsaur, 2009). Chen, Hong, and Sun (2012) 
suggested that average live of catering industries 
in Taiwan is 3 years. This demonstrates the 
importance of sustainable development and 
succession of family business in the severe 
competitive environment of the catering industry 
in Taiwan. 

In recent years, the development of tourism 
and catering industries in Taiwan is vigorous. 
Traditional snacks in Taiwan are well-known 
and become important tourist resources. To 
avoid the failure of family business caused by 
internal and external factors in the succession 
process is critical for modern managers of family 
business.

Based on above, this study aims to explore 
KSF (define) of Taiwanese snack family 
businesses to successfully expand the business. 
The researcher focuses on family business of 
snacks with operational lives of at least 15 years, 
which is more than the average of small and 
medium enterprises in Taiwan, and the business 



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 147-162, September, 2014
KSF of Succession and Expansion of Taiwanese Snack Family Business:
Fuzzy Delphi Approach

ISSN: 1906-8654

C.S. Lee and C.F. Lin

149

scale is above the original number of stores upon 
the operation of later generations. This study 
treats these enterprises as subjects and integrates 
the opinions of industrial and academic experts 
in order to extract KSF of succession and 
expansion of Taiwanese snack family business 
as the direction and goal of future related units 
and industries.

LITERATURE REVIEW

Family business

In different countries around the world, 
family business is a kind of common operation. 
In the U.S., at least 80% of enterprises are small-
scale family businesses (Kirchhoff and Kirchhoff, 
1987). In Taiwan, 98% of small and medium 
enterprises are family businesses(Chu, 1999), 
which play a significant role in economic 
development.

Regarding the contribution to GDP, family 
business is signifi cant in different countries 
(Morck, Stnageland, and Yeung, 2000; Shepherd 
and Zacharakis, 2000). Sharma and Chrisman 
(1999) defined family business, as follows: 
leadership, operation, vision and goals of an 
enterprise are dominated by the same family 
members or those of several generations. These 
family members control most of the shares of 
the enterprises and are the signifi cant decision 
makers in areas such as operations, fi nance, and 
investment (Carsrud, 1994). Thus, this study 
defi nes family business as a type of business 
owned and operated by family members with 
blood or marriage relationships.

Succession of family business

According to research of Ibrahim, Soufani, 
and Lam (2001), succession should not be 
regarded as something encountered upon the 
passing of the founders or current managers, but 
is long-term process associated with many 
dimensions. Churchill and Hatten (1987) 

suggested that family business succession means 
that young members will replace the elderly 
members of the families. Succession not only 
refers to family continuity, but also includes the 
inheritance of values and view of life.

Corporate succession is not a single event 
(Le Breton Miller, Miller, and Steier, 2004; 
Sharma, Chrisman, and Chua, 2001; Murray, 
2003), but a long-term dynamic process. From 
preparation for succession to the period after 
succession, there are various kinds of participant 
(Morris, Williams, Allen, and Avila, 1997). 
Barnes and Hershon(1976) suggested that family 
succession and corporate succession usually 
occur at the same time, and harmony among 
family members will infl uence the outcome of 
succession.

According to investigation, the average life 
of small and medium enterprises in Taiwan is 
only 13 years, and less than 8% of enterprises 
have operated the business for at least 20 years. 
Thus, small and medium enterprises in Taiwan 
encounter the challenge on succession and 
continuity. Taiwan, in the Great Chinese area, is 
infl uenced by the Confucian culture regarding 
thoughts and concepts. The core value of the 
Confucian culture includes trust, cooperation, 
cohesion, and harmony, which will positively 
and directly infl uence family business succession 
(Yan and Sorenson, 2006). In family businesses 
of Taiwan, the reasons for succession of the 
second generation are usually based on “the duty 
to continue family operations instead of 
corporate vision”. “Family” is the key factor of 
operation and management in Chinese enterprises 
and is the motive of entrepreneurship or 
succession.

Taiwanese snacks

In 2012, by the headline“40 Taiwanese 
foods we can’t live without,” CNN reported on 
Taiwanese snacks, which shows that snacks 
are not only important in Taiwan, but also 
well-known in the world. According to the 
defi nition of Chang (1977), in the broad sense, 
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the food of two basic concepts“meals”and“dishes” 
of the Chinese food system can be treated as 
snacks. Snacks are unique products in Taiwan. 
Sung (2000) defined snacks as (1) desserts 
instead of meals; (2) foods which are not eaten 
at meals; (3) food mostly made of rice and wheat; 
(4) cheap foods; and (5) the managers mostly 
sell the snacks as vendors, in markets, temple 
fairs, or on the streets by carrying the food.

According to literature, this study defi nes 
snacks as food with traditional and local 
characteristics familiar to local residents and 
cooked with local materials. The snacks show 
family history or succession. In early times, they 
were sold by vendors.

Key success factor

KSF was first proposed by Daniel in 
“management information crisis” in 1961. 
Daniel (1961) suggested that most industries 
have 3 to 6 key success factors.

According to Aaker (1984), KSF is certain 
condition or asset for successful operation and 
is the advantage of the enterprise. Alazmi and 
Zairi (2003) suggested that for all enterprises, 
satisfying outcomes of some activities will 
guarantee successful competitive performance 
KSF.

Most studies suggested that KSF means the 
key factors to result in profi ts and value, which 
mean success in corporate operation. Corporate 
succession is a long-term dynamic event. It means 
the last generation passing the experience, values, 
and skills on to the next generation that replaces 
the senior members. In the process, the new 
generation must create competitive advantages 
for the family business. They not only continue 
the business, but also expand the business scale. 
Thus, this study defi nes the successful succession 
of Taiwanese snack family business, as follows: 
in early times, the operation was based on 
vendors’sales, while the new generation expands 
the business scale by a direct business model, 
brand authorization, construction of subsidiary 
brands, or a foundation of a tourism factory.

KSF of family business succession and 
expansion

In traditional Chinese values, the concept 
of fi lial piety infl uences the thoughts of children 
in family business. These children will undertake 
the responsibility and mission for family 
business (Yan and Sorenson, 2006). This study 
organizes literature of the key factors of family 
business succession and generalizes the key 
success factors of succession of Taiwanese snack 
family business into the characteristics of current 
managers, characteristics of family successors, 
family relationships and structure, business 
operations and management, knowledge transfer 
and innovation, and succession processes and 
planning.

According to research, in the succession 
process, personal and corporate factors are 
extremely critical (Chaimahawong and 
Sakulsriprasert, 2013). Personal factors include 
characteristics, motives, and relationship with 
successors of current managers, and they are the 
key factors of succession planning and succession 
outcomes (Barach and Ganitsky, 1995; Cabrera-
Suarez, De Saa-Perez, and Garcia-Almeida,2001; 
Dyer, 1988; Handler, 1990; Lansberg, 1988). 
Characteristics of successors of a new generation 
include educational level, motive of succession, 
job experience, and personal capabilities (Barach 
and Ganitsky, 1995; Handler, 1992; Morris, 
Williams, Allen, and Avila, 1997; Sharma, 
Chrisman, Pablo, and Chua, 2001). Regarding 
family relationship and structure, interaction, 
communication, and mutual trust of family 
members, will infl uence succession (Davis and 
Harveston, 1998; Dyer, 1988; Hadler, 1990; 
Handler and Kram, 1988); business background 
and structure includes culture and current 
operation of family business and past experience 
of succession (Astrachan, Klein, and Smyrnios, 
2002), family members’ distribution of shares, 
and internal financial structure. Regarding 
knowledge transfer and innovation, implicit 
knowledge of enterprises includes business 
experience and wisdom, which cannot be passed 
on verbally. Thus, the new generation must learn 
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an accumulation of knowledge. Huber (1991) 
suggested that organizations usually connect 
accumulated knowledge with new knowledge, 
as introduced by new members, in order to 
increase knowledge capacity. After the new 
successors enter the organization, they should 
not only maintain the original business, but 
also continue development and innovation in 
order to enhance corporate competitiveness. 

Succession is not a single event, but is long-term 
process that can last for several years (Le Breton 
Miller, Miller, and Steier, 2004; Sharma, 
Chrisman, and Chua, 2001; Murray, 2003). 
Therefore, in management of succession, a 
succession plan should be carefully arranged to 
select and cultivate suitable candidates (Morris, 
Williams, Allen, and Avila, 1997) at the right 
time, thus, the succession can be successful. 

Table 1. Succession KSF of Taiwanese snack family business
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Table 1. Succession KSF of Taiwanese snack family business (cont.)
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METHODOLOGY

Fuzzy Delphi Method

The Delphi Method is a research tool 
developed by RAND in the U.S. in 1950.The 
main purpose is to construct a prediction method 
that can profoundly explore the problems 
through expert common consensus and judgment. 
It is a kind of group decision making. The Fuzzy 
Delphi Method, first proposed by Murray, 
integrated the Delphi Method and fuzzy theory 
in 1985. Ishikawa et al. (1993) combined the 
Delphi Method with fuzzy theory, and calculated 
by Max-Min.  In  the  Delphi  Method, 
theparticipants must be at least 10, and it can 
reduce group errors to the minimum (Dalkey, 
1969). By geometric mean, Kuo and Chen 
(2008) acquired experts’ common consensus, 
with the steps as shown below.

Step 1: By literature review, the researcher 
determines the related factors. Based on the 
research purposes and review of  related foreign 
and domestic literature, this study fi nds KSF of 

succession and constructs the factors and 
dimensions.

Step 2: Collection of expert opinions
According to the factors, this study conducts 

a questionnaire survey of suitable experts and 
scholars in related fi elds, and invites the experts 
to score the importance of the factors in order 
to collect their evaluation of the factors.

Step 3: Construction of Triangular Fuzzy 
Number

N = (LA, MA, UA)
LA = Min(XAi) , i = 1, 2, 3,……n
MA = (XA1 . XA2……XAN) 1/n
UA = Max(XAi) , i = 1, 2, 3,……,n
XAi = indicates the appraisal value of the 

ith expert for criterion A;
LA = indicates the bottom of all the 

experts’appraisal value for criterion A;
MA = indicates the geometric mean of all 

the experts’ appraisal value for criterion A;
UA = indicates the ceiling of all the experts’ 

appraisal value for criterion A.
A = factor A
i denotes the ith expert, i = 1, 2,…,n

Table 1. Succession KSF of Taiwanese snack family business (cont.)
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Regarding the evaluation of factors collected 
from expert questionnaires, according to the 
following formula, the researcher establishes the 
triangular functions of the factors of Step 3, as 
shown in Figure (1).

Step 4: Screening of defuzzifi cation. 
Regarding precision, this study obtains right 

margin value, left magin value, and total value, 
by the anti-fuzzification of fuzzy sets, as 
suggested by Chen and Hwang (1992), in order 
to screen the indicators. A threshold value of 0.7 
is set for screening the indicators in this research.

Figure 1. Triangular Fuzzy Number of group common 
consensus of decision making

RESULTS AND DISCUSSIONS

Research Results

According to literature review, this study 
reorganizes six dimensions, including 33 key 
factors of succession and expansion of Taiwanese 
snack family business. Where 14 questionnaires 
are distributed to experts and scholars of 
industrial circles, academia, and guidance 
groups; with 10 questionnaires retrieved for a 
return rate of 71.4%. After the return of 
questionnaires, the researcher conducts the 
Fuzzy Delphi Method and analyzes them by 
Excel 2007. The scoring is based on a Likert 
10-point scale. When the items are more 
important, the scores will be higher. After 
fuzzification, as shown in Table 2 and 
defuzzifacation, a threshold value of S = 0.7 is 
set to screen 27 key factors of succession and 
expansion of Taiwanese snack family business. 
Ranking in importance analysis is shown inn 
Table 3.



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 147-162, September, 2014
KSF of Succession and Expansion of Taiwanese Snack Family Business:
Fuzzy Delphi Approach

ISSN: 1906-8654

C.S. Lee and C.F. Lin

155

Table 2. Succession KSF fuzzifi cation of Taiwanese snack family business
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Table 3. Succession KSF defuzzifi cation of Taiwanese snack family business
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By expert decision making results, and after 
eliminating improper factors, this study obtains 
the order of weights of characteristics of current 
managers: the fi rst is “(A2) managers of the last 
generation can face the fact of succession and 
empower the next generation” (0.790), followed 
by “managers of the last generation plan the 
succession and managers of the last generation 
will be business consultants.” Regarding the 
characteristics of family successors, the fi rst is 
“(B2) successors of new generation have a sense 
of duty and intention of succession” (0.949), 
followed by “successors of the next generation 

are trained at basic level of family business,” 
“pursuit of successors of new generation 
matches family business and successors of new 
generation have worked out of family business”. 
Regarding family relationship and structure, the 
highest is “(C4) family members’ duty of 
familism and identifi cation” (0.876), followed 
by “respect and communication between two 
generations,” “internal harmony and trust in the 
family and mutual respect and understanding of 
family members of new generation.” Regarding 
business background and structure, “(D3) 
previous successful succession of family 

Table 3. Succession KSF defuzzifi cation of Taiwanese snack family business (cont.)
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business is the highest”(0.801), followed by 
“prospect of family business”, “family business 
has suffi cient funds of operation, transparent 
distribution of shares of family members,” and 
“family business can properly deal with taxes”. 
Regarding knowledge transfer and innovation, 
the highest is “(E2) successors of the new 
generation have active attitude for knowledge 
learning” (0.887), followed by “transfer of core 
knowledge and technique of family business”, 
“successors of the new generation develop and 
satisfy customers and market by innovation,” 
“family business establishes normalized process 
and statements related to fi nancial management”, 
“successors of the new generation introduce 
external resources and capability of a third party 
to assist with innovation and operation”. 
Regarding planning of succession process, “(F6) 
successors of new generation are trusted by 
managers of the last generation in succession 
process” is the highest (0.904), followed by 
“successors of new generation establish positive 
relationship and integrate local and regional 
resources”, “managers of the last generation 
transfer power and fi nancial funds to successors 
of new generation in stages”, ‘managers of the 
last generation plan long-term succession”, 
“managers of the last generation plan internal 
and external training and learning for successors 
of new generation”, and “managers of the last 
generation pass on mission, vision, and 
organizational regulations.”

CONCLUSION AND 
RECOMMENDATION

Taiwanese snack family business are mostly 
based on vendors’ sales. In business succession, 
successors of the new generations must recognize 
that succession is a long-term and dynamic event 
conducted through a direct business model, 
brand authorization, construction of subsidiary 
brands, and establishment of tourism factories 
or expansion of business scale (Morris, Williams, 
Allen and Avila, 1997). Thus, the family 

relationship and corporate background will 
infl uence the outcomes of succession. According 
to the results, we realize that current managers 
of the last generation and successors of new 
generation in family business succession 
process are the key factors of the entire 
succession process. Managers of the last 
generation must recognize the fact of succession 
and empowerment in stages, the passing on 
of experience can result in successful succession. 
In the succession process, confl ict between two 
generations is inevitable. Successors of new 
generation must have a strong sense of duty and 
intention. In the succession process, they must 
actively acquire the key skills and trust of last 
generation, establish positive local relationships, 
and use local resources. The entire family must 
cooperate and make efforts for the continuity of 
business. Under the infl uence of the Confucian 
culture and familism, in Taiwan, family 
succession is necessary. During the process, 
there are challenges and limitations. In order to 
continue a family business, all family members 
are key factors, and they must cooperate with 
each other in order to lead to successful 
succession and expansion.

REFERENCES

Aaker, D. A. (1984). Strategic market 
management. N.Y.: John Wiley and Sons.

Alazmi, M. and Zairi, M. (2003). Knowledge 
management key success factors. Total 
Quality Management, 14(2), 199-204.

Astrachan, J. H., Klein, S. B. and Smyrnios, 
K. X. (2002). The F-PEC scale of family 
infl uence: A proposal for solving the family 
business definition problem. Family 
Business Review, 15(1), 45-58.

Barach, J. A. and Ganitsky, J. B. (1995). 
Successful succession in family business. 
Family Business Review, 8(2), 131-156.



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 147-162, September, 2014
KSF of Succession and Expansion of Taiwanese Snack Family Business:
Fuzzy Delphi Approach

ISSN: 1906-8654

C.S. Lee and C.F. Lin

159

Barach, J. A., Gantisky, J., Carson, J. A. and 
Doochin, B. A. (1988). Entry of the next 
generation: Strategic challenge for family 
business. Journal of Small Business 
Management, 26(2), 49-56.

Barnes, L. B. and Hershon, S. A. (1976). 
Transferring power in the family business. 
Harvard Business Review, 54(4), 105-114.

Beckhard, R. and Dyer, W. (1983). Managing 
change in the family firms-issues and 
strategies. Sloan Management Review, 
24(3), 59-65.

Benner, M. J. and Tushman, M. L. (2003). 
Exploitation, exploration, and process 
management: the productivity dilemma 
revisited. Academy of Management Review, 
28(2), 238-256.

Benson, B. (1984). The Enigma of the family-
owned business. Perspestive, 10(1), 3-6.

Bird, B.,Welsch,H.,Astrachan, J. H.,and 
Pistrui,D. (2002). Family business research: 
The evolution of an academic fi eld. Family 
Business Review, 15(4), 337-350.

Bjuggren, P. and Sund, L. (2001). Strategic 
decision making in intergenerational 
successions of small and medium-sized 
family-owned businesses. Family Business 
Review, 14(1), 11-24.

Cabrera-Suar ez, K., Saa-Perez, P. D. and 
Garcia-Almeida, D. (2001). The Succession 
Process from a Resource- and Knowledge-
Based View of the Family Firm. Family 
Business Review, 14(1), 37-48.

Carsrud, A.L. (1994). Meanderings of a 
resurrected psychologist, or lessons learned 
in creating a family business program. 
Entrepreneurship Theory and Practice, 
19(1), 39-48.

Chaimahawong, V. and Sakulsriprasert, A. 
(2013). Family business succession and 
post succession performance: evidence 
from Thai SMEs. International Journal of 
Business and Management, 8(2), 19-28.

Chang, K.C. (1977). In his edited food in 
Chinese culture : Anthropological and 
Historical Perspectives. New Haven and 
London : Yale University Press, 1-23.

Chen, S. J., & Hwang, C. L. (1992). Fuzzy 
multiple attribute decision making methods 
and application. NY: Springer-Verlag.

Chen, T. L., Horng, J. S. and Sun, Y. H. (2012). 
Professional Competencies Analysis for 
Small and Medium Size Restaurant 
Entrepreneur. Journal of Entrepreneurship 
Research, 7(3), 63-102.

Chrisman, J. J., Chua, J. H. and Sharma, P. 
(1998). Important attributes of successors 
in family businesses: an exploratory study. 
Family Business Review, 11(1), 19-34.

Chu,W.W.(1999, May). Industrial Growth and 
Small and Medium-Sized Enterprises: the 
Case of Taiwan. Paper presented at the 
meeting of Conference on Transitional 
Societies in Comparison: East Central 
Europe versus Taiwan, Prague.

Churchill, N. C. and Hatten, K. J. (1987). Non-
Market-Based transfers of wealth and 
power: a research framework for family 
businesses. American Journal of Small 
Business, 11(3), 51-64.

Collins, L. and O’Regan, N. (2011). The 
evolving fi eld of family business. Journal 
of Family Business Management, 1(1), 
5-13.

Dalkey, N. (1969). The Delphi method: An 
experimental study of group opinion. CA: 
Rand.



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 147-162, September, 2014
KSF of Succession and Expansion of Taiwanese Snack Family Business:
Fuzzy Delphi Approach

ISSN: 1906-8654

C.S. Lee and C.F. Lin

160

Daniel, R. D. (1961). Management Information 
Crisis. Harvard Business Review, 39(5), 
111-121.

Danneels, L. (2002). The dynalllics of procluct 
innovation and fi rm competence. Strategic 
Mangement Journal. 23(12), 1095-1121.

Davis, P. and Harveston, P. (1998). The infl uence 
of family on the family business succession 
process: A multigenerational perspective. 
Entrepreneurship Theory and Practice, 
22(3), 31-53.

Davis, S. M. (1968). Entrepreneurial succession. 
Administrative Science Quarterly, 13(3), 
403-416.

Dunn, B. (1999). The family factor: Impact of 
family relationship dynamics on progress 
by business-owning families during 
ownership and leadership transitions in 
family enterprises. Family Business Review, 
12(1), 41-60.

Dyck, B., Mauws, M., Starke, F. A. and Miske, 
G. A. (2002). Passing the baton: the 
importance of sequence, timing, technique, 
and communication in executive succession. 
Journal of Business Venturing, 17(2), 143-
162.

Dyer,W. G. Jr. (1988). Culture and continuity in 
family fi rms. Family Business Review, 1(1), 
37-50.

Elstrodt, H. P. (2003). Keeping the family in 
business. McKinsey Quarterly, 4, 94-103.

Fear, J. R. (2001). Thinking historically about 
organizational learning, In Dierkes, 
Meinolf (Ed.). Handbook of Organizational 
Learning and Knowledge, New York: 
Oxford University Press.

Goldberg, S. D. (1996). Research note: Effective 
successors in family-owned businesses: 
Significant elements. Family Business 
Review, 9(2), 185-197.

Handler,W. C. (1989). Methodological issues 
and considerations in studying family 
business. Family Business Review, 2(3), 
257-276.

Handler,W. C. (1990). Succession in family 
fi rms: a mutual role adjustment between 
entrepreneur and next generation family 
members. Entrepreneurship Theory and 
Practice, 15(1), 37-51.

Handler,W. C. (1992). The succession experience 
of the next generation. Family Business 
Review, 5(3), 283-307.

Handler, W. C. and Kram, K. E. (1988). 
Succession in family fi rms: The problem of 
resistance. Family Business Review, 1(4), 
361-381.

Hsu, Y.W. and Huang, C. S. (2010, September). 
Succession and Intergenerational relation 
of Century-old Family Business in Taiwan. 
In M. C. Hu (Chair), Grandparents’ 
Programs and Intergenerational Issues. 
International Forum on Grandparents Day 
and Intergenerational Education, National 
Central Library, Taiwan.

Huber, G. (1991). Organizational learning: the 
contributing processes and the literatures. 
Organization Science, 2(1), 88-115.

Hwang, C. L. and Lin, M. J. (1987). Group 
decision marking under multiple criteria: 
methods and applications. New York: 
Springer Berlin.

Ibrahim, A. B., Soufani, K. and Lam, J. (2001). 
A study of succession in a family fi rm. 
Family Business Review, 14(3), 245-258.

Ishikawa, A., Amagasa, M., Shiga, T., Tomizawa, 
G., Tatsuta, R. and Mieno, H. (1993). The 
max-min Delphi method and fuzzy Delphi 
method via fuzzy integration. Fuzzy Sets 
and Systems, 55, 241-253.



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 147-162, September, 2014
KSF of Succession and Expansion of Taiwanese Snack Family Business:
Fuzzy Delphi Approach

ISSN: 1906-8654

C.S. Lee and C.F. Lin

161

Joseph, H. A., Sabine, B. K. and Kosmas, X. S. 
(2002). The F-PEC scale of family infl uence: 
a proposal for solving the family business 
definition problem. Family Business 
Review, 15(1), 45-58.

Kirchhoff, B. A. and Kirchhoff, J. J. (1987). 
Family contributions to productivity and 
profi tability in small business. Journal of 
Small Business Management, 25(4), 25-31.

Kuo, Y. F. and Chen, P. C. (2008). Constructing 
performance appraisal indicators for 
mobility of the service industries using 
fuzzy Delphi method. Expert Systems with 
Applications, 35(4), 1930-1939.

Lansberg, I. (1988). The succession conspiracy. 
Family Business Review, 1(2), 119-143.

Lansberg, I. (1999). Succeeding generations: 
Realizing the dream of families in business. 
Boston, MA: Harvard Business School 
Press.

Le Breton-Miller, I., Miller, D. and Steier, L. P. 
(2004). Toward an integrative model of 
effective FOB succession. Entrepreneurship 
Theory and Practice, 28(4), 305-328.

Malinen, P. (2001). Like father like son? small 
family business succession problems 
in finland. Enterprise and innovation 
management studies, 2(3), 195-204.

Molokotos, L. (1991). Managing the family 
business: change and transition in family 
businesses. Paper presented at the annual 
meeting of the Family Business Network, 
Barcelona, Spain.

Morck, R., Stangeland, D.A. and Yeung, B. 
(2000). Inherited wealth, corporate control, 
and economic growth: The Canadian 
disease. In R. Morck (ed.), Concentrated 
corporate ownership, 319-369. Chicago: 
University of Chicago Press.

Morris, M. H.,Williams, R. O., Allen, J. A. and 
Avila, R. A. (1997). Correlates of success 
in family business transitions. Journal of 
Business Venturing, 12(5), 385-401.

Murray, B. (2003). The succession transition 
process: a longitudinal perspective. Family 
Business Review, 16(1), 17-33.

Murray, T. J., Pipino, L. L. and van Gigch, J. P. 
(1985). A pilot study of fuzzy set 
modifi cation of Delphi. Human Systems 
Management, 5(1), 76-80.

Parsa, H. G., Self, J. T., Njite, D. and King, 
T. (2005). Why Restaurants Fail. Cornell 
Hotel and Restaurant Administration 
Quarterly, 46(3), 304-322.

Perricone, P. J., Earle, J. R. and Taplin, I. M. 
(2001). Patterns of succession and continuity 
of family-owned businesses: Study of an 
ethnic community. Family Business Review, 
14(2), 105-121.

Sharma, P. and Chrisman, J. J. (1999). Toward 
a reconciliation of the defi nitional issues in 
the field of corporate entrepreneurship. 
Entrepreneurship Theory and Practice, 
23(3), 11-27.

Sharma, P. and Irving, G. (2005). Four bases of 
family business successor commitment: 
A n t e c e d e n t s  a n d  c o n s e q u e n c e s . 
Entrepreneurship Theory and Practice, 
29(1), 13-33.

Sharma, P., Chrisman, J. J. and Chua, J. H. 
(2003). Predictors of satisfaction with the 
succession process in family fi rms. Journal 
of Business Venturing, 18(5), 667-687.

Sharma, P., Chrisman, J. J., Pablo A. L. and 
Chua, J. H. (2001). Determinants of initial 
satisfaction with the succession process in 
family firms : a conceptual model. 
Entrepreneurship Theory and Practice, 
25(3), 17-36.



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 147-162, September, 2014
KSF of Succession and Expansion of Taiwanese Snack Family Business:
Fuzzy Delphi Approach

ISSN: 1906-8654

C.S. Lee and C.F. Lin

162

Shepherd, D. A. and Zacharakis, A. (2000). 
Structuring family business succession: an 
analysis of the future leader’s decision 
making. Entrepreneurship: Theory and 
Practice, 24(4), 25-39.

Tsaur, T. S. (2009). Study of Financial Crisis 
Pre-Warning Model for Taiwan SMEs. 
Journal for SME Development, 9, 135-168.

Venter, E., Boshoff, C. and Maas, G. (2005). The 
Infl uence of Successor-Related Factors on 
the Succession Process in Small and 
Medium-Sized Family Businesses. Family 
Business Review, 18(4), 283-303.

Ward, J. L. (1987). Keeping the Family Business 
Healthy. San Francisco: Jossey-Bass.

Whatley, L. R. (2011). A new model for family 
owned business succession. Organization 
Development Journal, 29(4), 21-32.

Wu, C. M. and Lien, Y. H. (2012). Research on 
the Process of Organizational Change, 
Conflict and Transformation Led by 
Family Business Succession. Journal of 
Management, 29(3), 279-305.

Yan, J. and Sorenson, R. (2006). The Effect 
of Confucian Values on Succession in 
Family Business. Family Business Review, 
19(3), 235-25.

Zellweger, T., Nason, R. and Nordqvist, 
M. (2012). From longevity of firms to 
transgenerational entrepreneurship of 
families: Introducing family entrepreneurial 
orientation. Family Business Review, 25(2), 
136-155.



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 163-168, September, 2014
The Discussion of the Leisure and Health-preserving Industry:  
The case study of Tibetan Medicine Foot Spa in Tainan City, Taiwan

ISSN: 1906-8654

H.C. Wang, et al.

163

THE DISCUSSION OF THE LEISURE AND HEALTH-PRESERVING 
INDUSTRY: THE CASE STUDY OF TIBETAN MEDICINE FOOT SPA 
IN TAINAN CITY, TAIWAN

Huai Chen Wang1, Kuan Ying Chen2, Su Chen Dai3 and Tsai Shu Hsien4

Received: August 20, 2013
Accepted: January 15, 2014

1  Bachelor’s Degree Program of Hotel Management, Tainan University of Technology, Taiwan
 E-mail: ti0004@mail.tut.edu.tw
2  Bachelor’s Degree Program of Hotel Management, Tainan University of Technology, Taiwan
 E-mail: q710308@gmail.com
3  Bachelor’s Degree Program of Health and Leisure Management, Tainan University of Technology, Taiwan 

E-mail: t10007@mail.tut.edu.tw
4 Department of Marine Leisure and tourism, Taipei College of Maritime Technology
 E-mail: f1198@mail.tcmt.edu.tw

ABSTRACT

The industry of leisure and health-preserving area has been emphasized in Taiwan since 
Taiwanese’ living standard makes tremendous improvement nowadays. This distinctive industry 
integrates the area of health issues and tourism, in which the idea of leisure and recreation could 
be associated with the concept of health-preserving. In fact, health-preserving industries could be 
seen everywhere in Taiwan recently, such as foot massage, spa treatment and other related business.

Tibetan Medicine (TM) foot spa is a popular treatment in this industry. It is safe, cheap, no 
side effect, and suitable for various generations. TM spa is functioned by thermal energy. High heat 
steam distills the essence of the treatment is aborted by human skin system then delivering the 
essence to the circulatory system to build up body strength and further alleviating symptoms or 
recovering one’s health. The purpose of this study was to explore the curative effect of Tibetan 
Medicine (TM) foot spa. As little academic research in TM foot spa has been conducted in the past, 
an exploratory study was deemed to be appropriate.

This study is a case study using both quantitative and qualitative research method. For the 
quantitative research, age, gender, and consumption frequency will have signifi cant effect on certain 
indicators (metabolic index, osteoporosis index, weight and etc.). Moreover, qualitative research 
can be summarized as follows: lifestyle, eating habits, and family medical history of the participants, 
will have the different results from the treatment.

Keywords: Leisure and Health-preserving Industry, Tibetan Medicine Foot Spa, Metabolic index
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INTRODUCTION

As a result of transportation and Internet 
developed, healthcare tourism is already along 
with globalization become no boundary, this also 
urges European and American going to the 
developing countries enjoying the low cost, the 
high quality healthcare related service. Healthcare 
Tourism has attained the status of an industry 
and is today perceived as the fastest growing 
segment in marketing a tourist destination, many 
countries were already evolved into investment 
of healthcare service, including Thailand, India, 
Singapore, Malaysia and so on (Huang Zhi Ying, 
2009).

People in Taiwan tend to spend their leisure 
time to maintain their health. It is highly 
involved both in leisure tourism and healthcare 
tourism. Taiwanese government is the key to 
develop healthcare tourism and manage related 
businesses by establishing the regulations and 
system. The government has listed the healthcare 
tourism in national economic strategy, review 
healthcare related policies, encourage business 
to produce functional foods, and educate people 
the concept of healthcare. Under governmental 
policy and leading, the healthcare related 
businesses such as food spa, massage, etc., are 
rapidly developed recently in Taiwan. 

In view of healthcare tourism is a new 
business in Taiwan, Tibetan Medicine (TM) foot 
spa is a popular treatment in this industry. It is 
safe, cheap, no side effect, and suitable for 
various generations and for occupation injury 
such as operators standing by feet for long time 
in factory and white collar workers using their 
mental ability overtime without taking a rest. 
The purpose of this study was to explore the 
curative effect of Tibetan Medicine (TM) foot 
spa. As little academic research in TM foot spa 
has been conducted in the past, an exploratory 
study was deemed to be appropriate. It is a case 
study using both quantitative and qualitative 
research methods and supporting with medical 
literature to research the effect of Tibetan 

medicine spa bring out in healthcare tourism and 
fi nd out how it works effectively in maintaining 
body health. 

LITERATURE REVIEW

Leisure and Health-preserving Industry 
in Taiwan

It has witnessed people change of their 
attitude toward healthcare making healthcare 
tourism rapid growth over the year and today 
has assumed the status of an industry where 
people from all around the world are traveling 
to other countries to obtain both physical and 
mental health condition while at the same time 
touring, vacationing, and fully experiencing the 
attractions of the countries that they are visiting. 
A study by the Deloitte consulting fi rm estimated 
that global medical and healthcare tourism could 
yield as much as $60 billion revenue by 2008 
and 8% of in annual spending on this industry 
(Huang Zhi Ying, 2009).

Simultaneously following the public health 
and the medicine developed highly, most 
diseases could be wiped out and be prevented 
effectively, the mortality rate of Taiwanese drops 
year by year, the life quality has been improved, 
and the average life expectancy has been 
prolonged. According to the estimated, senior 
citizen proportion will reach as high as 29.8% 
in Taiwan, the ratio of ageing increases faster 
than the developed countries. 

The structure of Taiwan is changing into 
ageing society gradually, the awareness of 
healthcare along with the change, seeking for a 
completely joyful and colorful retirement life 
with quality and self-respect. In the future, 
healthcare industry plays a strong character in 
leisure time offering related practices to bring 
the body, mind, and spirit into balance. 

Cross- Strait Health Care and Leisure 
Activities Association took a questionnaire 
survey in November, 2008 at the Shanghai 
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international traveling trade fair, obtaining 1,006 
effective samples and the investigation 
discovered that 41% Chinese have the intention 
to obtain the specific medical treatment in 
Taiwan, 24% are willing to take dental care, 3% 
are for the treatment for cardiovascular disease, 
2% are for artifi cial parthenogenesis, 1% are for 
organ transplantation. The investigation also 
discovered that Chinese appreciates the medical 
treatment of Taiwan in an intermediate rank 
among in American, European, South Korean, 
Singapore, Hong Kong, Taiwan, Chinese, and 
Thailand total 8 countries, Taiwan is 4th inferior 
to US, Europe and Singapore. And there are 70% 
of the interviewees, who are willing to have 
healthcare in Taiwan, considering to choice the 
expensive general medical checkup. Refer to the 
restrictions for transportation and cross-strait 
travel policy, the plan for medical internationalization 
would be focus on healthcare tourism in the 
short-term. (Huang Zhi Ying, 2009).

Industrial Technology Research Institute 
(ITRI) investigated that the target market of 
in-home medical instrument is 50 to 70 years 
old Chinese, the middle class, having a regular 
retiring daily life, worrying about having disease 
destroying their life and loading household 
economic stress making them aware of healthcare 
highly, therefore, they have more purchase 
power on healthcare related service. It is same 
in Taiwan.

Although the mission for a business is 
make profi t, the trend of globalized competition 
in 21st century forces every country to run 
business functionally for sustainability. In 
Taiwan, in order to increase the standard of 
leisure and healthcare business, the government 
emphasized the importance of specialization, 
profundity, and breadth of vision to establish 
the management system and train the business 
specialized. To meet the customer’s need of 
healthcare, there would be more related issues 
to be concerned and discovered along with the 
business operation.

Tibetan Medicine foot spa

Tibetan Medicine (TM) foot spa is an 
ancient external treatment for healthcare, which 
utilizes a complex herbal formula to recover 
from diseases. There are 3 main applications, 
bath application, steam application, and plaster 
application in practice, all are functioned by 
thermal energy with the features of safe, cheap, 
and no side effect under over 1200 years clinical 
holistic Tibetan medicine system. (Huang Fukai, 
2002; Sallon, 2006)

The experiment certifi ed high heat steam 
distilling the essence of the Tibetan herbal 
medicine aborted by human skin system then 
delivering the essence to the circulatory system 
to promote the level of basal metabolic rate, 
stimulate immune system and regulate nervous 
system. (Jin Xueying, 2010) Besides the medical 
effect, It is intended benefi cial effect is preventive 
medicine, skin care and postpone ageing. (Xie 
Baoan, 2008).

METHODOLOGY

We tried to make the cooperation with the 
TM foot spa clubhouse in Tainan City, Taiwan. 
And got 33 samples by simple random sampling 
from the clubhouse then collected their before 
and after treatment data. About the treatment 
data, because of the literature review shows the 
metabolic index is the most important index of 
the TM foot spa treatment, we put emphasis on 
the metabolic index analysis. Paired sample 
t-tests were performed to find whether any 
signifi cant difference existed between the before 
and after the TM foot Spa treatment the 
participants will get the improvement on the 
metabolic index or not. 

After that, we made the interview of the 
participants and the host of the clubhouse, and 
then try to get some information about how to 
improve the curative effect of TM foot spa. The 
results from interview will be discussed in the 
part of the conclusion.
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RESULTS AND DISCUSSIONS

The 33 samples from the TM foot spa 
clubhouse are included 48.5% male and 51.5% 

female means the TM foot spa treatment is 
accepted by male and female. Moreover, the 
average age is 51 years old and the youngest is 
26 years old and the oldest is 75 years old.

Gender

Frequency Percent Valid Percent Cumulative 
Percent

Valid
 
 

Male 16 48.5 48.5 48.5
Female 17 51.5 51.5 100.0
Total 33 100.0 100.0  

Age

N Minimum Maximum Mean Std. Deviation

AGE 33 26 75 51.39 19.720

Valid N (list wise) 33    

To assess signifi cant differences between 
the before and after metabolic index of the 
participants who took the TM foot Spa treatment, 
a paired sample t-test was conducted. For the 
metabolic index, the before and after data via 
paired sample t-test analysis, the results revealed 

that t = -8.632, p < 0.001 were found to be 
statistically signifi cant. That means after the TM 
foot Spa treatment the participants will get 
different result of the metabolic index and most 
of them got the higher scores on metabolic index.

Paired Samples Statistics

Mean N Std. Deviation Std. Error Mean

Pair 1
 

Metabolic 
(Before)

1,328.09 33 154.562 26.906

Metabolic 
(After)

1,355.91 33 168.031 29.250

Paired Samples Correlations

 N Correlation Sig.

Pair 1 Metabolic (Before) & 
Metabolic (After)

33 .997 .000
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Paired Samples Test

Paired Differences

t Df Sig. 
(2-tailed)Mean Std. 

Deviation 

Std. 
Error 
Mean 

99% 
Confi dence 

Interval of the 
Difference

Lower Upper

Pair 1 Metabolic (Before)-
Metabolic (After)

-27.82 18.513 3.223 -36.64 -18.99 -8.632 32 .000

CONCLUSION AND 
RECOMMENDATION

TM foot spa is a popular treatment in the 
Leisure and Health-preserving Industry. Because 
it is safe, cheap, no side effect, and suitable for 
various generations. As the data shows, the 
gender of the participants is almost the same 
between male and female. Furthermore, the age 
of the participants is between 26 and 75 years 
old, and that means the participants for the TM 
foot spa are from a large general population. 

For the curative effect, the data from the 
TM foot spa clubhouse in Tainan City, Taiwan, 
they measured and collected a lot of index of the 
TM foot spa treatment, which included metabolic 
index, osteoporosis index, body fat index, weight 
and etc. But as the research results from the 
literature review we couldn’t fi nd the evidences 
to support that the TM foot spa treatment can 
improve the index like osteoporosis index, body 
fat index, weight and so on. But some of the 
references addressed that the TM foot spa 
treatment is helpful for the metabolic index, and 
this result is the same with this study, the outputs 
of the metabolic index analysis via paired sample 
t-tests, we can know the participants’ metabolic 
index after the TM foot spa treatment is higher 
than before. That means the TM foot spa 
treatment can help to increase participants’ 
metabolism.

Moreover, the information from the 
interview of the participants and the host of the 
clubhouse can be summarized as follows: the 
lifestyle and eating habits of the participants will 
have the different results from the treatment. The 
participant who live the regular life and have 
light diet, the curative effect will be more 
remarkable. And if the participant who takes 
exercise in their daily life the progress of the 
curative effect will be more obvious. In addition, 
if the participants’ who have hereditary diseases 
(family medical history) such as heart disease 
and diabetes, that the treatment effect will be 
infl uenced, but the TM foot spa treatment for the 
whom got the hereditary diseases will more 
focus on the health protection. That means TM 
foot spa treatment can help them to reduce the 
symptom of their hereditary diseases if they can 
take the treatment in regular sequence. 

In Taiwan, the leisure and health-preserving 
industry is a new and rapidly growth industry, 
but less the rules and the regulation to follow. 
The service quality and the measurement of the 
curative effect also lack the standard. If we want 
to continue to launch the business in the leisure 
and health-preserving industry, the rules and 
standards establishments will become the most 
important step in the future. And it also have to 
refer to the part of medical tourism is the leisure 
and health-preserving industry will put more 
emphasis on the treatment and curative effect.
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ABSTRACT

Previous tourism studies investigated the relationships among image, satisfaction and revisit 
intension behavior. In recent years, research trends compared to geography and environmental 
psychology in the fi eld, sport tourism issue is a new subject in tourist areas. Therefore, the study 
aimed to examine the linkage between these variables and sport tourism. The structural relationships 
between the variables were examined by adopting a structural equation modeling (SEM) approach. 
The results showed that Sport tourism image had the most important direct effect on revisit intension. 
Also, tourism image had an indirect effect on revisit intention as mediated by attraction and 
satisfaction respectively. In addition, the relationships among sport tourism attraction, image, tourist 
satisfaction, and revisit intention appeared evidence in this study. In the future, the main focus of 
government should be to build up and improve tourism image dimensions, such as offering diverse 
services and products for tourists, creating more exotic sentiments and entertainment, displaying 
interesting bikeway street performances and stall characteristic.

Keywords: Image, Satisfaction, Attraction, Revisit intention

INTRODUCTION

Bicycle is a traditional transportation 
vehicle. Nowadays, it is not only a bicycle but 
also it is an exercise machine. People ride bicycle 
to decrease transportation cost and to get 
exercise to get healthy. Especially people like to 
ride bicycles together on weekend. The Sports 
Administration, Ministry of Education (SA) has 
devoted itself to the following policies:

1. Promoting the “Coming-of-Age 
Ceremony on a Bike”

 The SA’s promotion of the “Coming-
of-Age Ceremony on a Bike” has been inspired 
by President Ma Ying-jeou’s 600 km bike 
adventure accomplished in September 2007. 
Youngsters are encouraged to learn more about 
their homeland by taking a bicycle tour. Not only 
leaving behind a beautiful memory, such a feat 
can also put their will and perseverance to test. 
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The ceremony is divided into three parts. Those 
who have turned 16 are invited to complete a 
100 km ride in the community where they have 
grown up. After 18, the goal is to try riding 
across counties and cities for a total of 500 km. 
signifying their adulthood attainment–turning 
20–will be a 1,000 km island-wide tour. Boys 
and girls are thus encouraged to learn the true 
meaning of “gratefulness, responsibility and 
sharing” before they are offi cially initiated into 
the adult world.

2. Constructing a Comprehensive Bike 
Path Network

 The citizens of Taiwan increasingly 
look forward to the comprehensive and safe bike 
path network that many Europeans have long 
taken for granted. Building on what is already 
in place, the SA is set to implement a multiyear 
program for building a national network of cycle 
lanes. Other than taking into account the specifi c 
requirements of each region and offshore islands, 
the network will connect all the “green corridors” 
to be found throughout the country. The goal is 
to formulate a larger coastal round-the-island 
network and a smaller island network also 
spanning the entire island. By 2012, the SA 
expects to complete an additional 1,500 km 
of cycle lanes, which will constitute 17 county-
level regional networks.

 Since health consciousness gains 
ground and energy price increases, people ride 
bicycle activity is the best choice among sports 
and is the best way to conserve energy and 
reduces carbon. On the other hand, bikeway is 
constructed like a raging fire to let people 
experience the funny of riding bicycle. Taiwan 
has constructed 40 paths at the end of 2007. 
They combine natural view and humanities 
environment utilizing road and public 
transportation system to plan and construct 
riding path all over the nation. The total length 
has come to 1180 kilometers all over Taiwan 
(Council for Economic Plan and Development, 
2008). Chiayi city government promotes 

bikeway construction very enthusiastically. 
They constructed a bikeway along the Jiayo 
railway to supply a nice environment to exercise 
in the morning and take a walk in the evening. 
The total length is 3.5 kilometers. This paper 
would like to investigate the relationship 
among sport tourism attraction, bikeway 
image, tourism satisfaction and revisit intention 
of Jiayo bikeway in Chiayi city.

METHODOLOGY

The purpose of this research is to investigate 
the relationships among tourism attraction, 
bikeway image, leisure satisfaction and revisiting 
intention. We hope the result can supply good 
reference effect for the development and 
improvement of Jiayo bikeway.

Riding bicycle for recreation is a fashion 
exercise. Tourists may travel everywhere of 
Taiwan. But, how can we attract tourists to travel 
in Chiayi? How can we attract tourists to travel 
again and again? Therefore, there are several 
problems we hope to solve in this article.

Research Problem

1. What are the demographic variables will 
come to be? 

2. Is there any direct or indirect relationship 
between image and revisit intention? What is the 
effect? 

3. Is there any direct or indirect relationship 
between attraction and revisit intention? What 
is the effect?

4. Is there any direct or indirect relationship 
between leisure satisfaction and revisit intention? 
What is the effect? 
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Theoretical Framework

Figure 1. Theoretical Framework
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Figure 2. Conceptual Framework
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Research Hypotheses

We con  cluded that the tourism image will 
affect the tourists’ behavior, and then that will 
have some inference on the revisit intention. 
Thus, the following fi ve fi rst hypotheses are:

H1: bikeway image has a positive infl uence 
on leisure satisfaction.

H2:  bikeway image has a positive infl uence 
on revisit intentions.

H3: leisure satisfaction has a positive 
infl uence on revisit intentions.

H4: sport tourism attraction has a positive 
infl uence on bikeway image.

H5: sport tourism attraction has a positive 
infl uence on revisit intentions.

Table 1. Tourists’ image scale

No  Variable name Item

1 IMA1 Jiayo bikeway has Multiple natural view
2 IMA2 Jiayo bikeway has Many kinds of fl owers and trees
3 IMA3 Jiayo bikeway has good air quality
4 IMA4 Jiayo bikeway has wide view
5 IMA5 Jiayo bikeway has no car disturbance
6 IMA6 Jiayo bikeway has suitable distance to drive
7 IMA7 Jiayo bikeway has good leisure equipment at tropic of Cancer 

Park
Source: Fakeye and Crompton, 1991; Echtner and Ritchie, 1993; Baloglu and McCleary, 1999; Chen and 
Kerstetter, 1999; Chaudhary, 2000; Baloglu and Mangaloglu, 2001

Attraction 

The measurement of attraction adapted from Garvin’s research (1987). 

Table 2. Tourists’ attraction scale

No Variable name Item

1 ATT1 I can increase Physical Fitness
2 ATT2 I can earn leisure happiness
3 ATT3 I can earn leisure happiness
4 ATT4 Jiayo bikeway has beautiful fi eld scenery
5 ATT5 Jiayo expresses different experience in four seasons

Source: Garvin, 1987
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Tourists’ Satisfaction

Tourists’ satisfaction measured on the item refers to Cole and Scott (2004), the concept of the 
tourism products and services for the overall measure of satisfaction for tourist.

Table 3. Tourists’ Satisfaction Scale

No Variable name Item

1 SAT1 I become healthier
2 SAT2 I increase self-confi dence
3 SAT3 It is a new type of exercise
4 SAT4 I can accumulate leisure experience
5 SAT5 I can make acquaintance of new friends
6 SAT6 I relax body and spirit
7 SAT7 I resolve nervous living
8 SAT8 I increase muscular endurance
9 SAT9 I can lose weight

Source: Cole and Scott, 2004

Revisit Intention

Revisiting Intention was measured using an adapted version of the Hui et al. (2007) scale. 
They used 2 items to measure the tourist’s revisit intention, the fi rst of all is “likelihood of revisiting,” 
the second one is “likelihood of recommendation.”

Table 4. Revisiting Intention Scale

No Variable name Item

1 Rev1 I am willing to revisit the Jiayo bikeway.
2 REV2 I am willing to recommend the Jiayo bikeway.

Source: Hui, Wan and Ho, 2007
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Investigate the Tourists’ Present Situation

The descriptive analysis of response data is as table 5. They are almost negatively skewed and 
also negatively kurtosis.

Table 5. The descriptive analysis of response data

Variable min max skew c.r. kurtosis c.r.

REV2 1.000 5.000 -.162 -1.292 -.763 -3.044
REV1 1.000 5.000 -.193 -1.540 -.773 -3.085

IMA1 1.000 5.000 -.358 -2.855 -.372 -1.483

IMA2 1.000 5.000 -.381 -3.036 -.439 -1.752

IMA3 1.000 5.000 -.350 -2.794 -.500 -1.993

IMA4 1.000 5.000 -.268 -2.138 -.550 -2.194

IMA5 1.000 5.000 -.175 -1.398 -.650 -2.592

IMA6 1.000 5.000 -.126 -1.004 -.521 -2.080

IMA7 1.000 5.000 -.266 -2.123 -.665 -2.653

ATT5 1.000 5.000 -.335 -2.674 -.359 -1.434

ATT4 1.000 5.000 -.274 -2.185 -.224 -.894

ATT3 1.000 5.000 -.212 -1.695 -.455 -1.816

ATT2 1.000 5.000 -.229 -1.828 -.056 -.225

ATT1 1.000 5.000 -.202 -1.609 -.022 -.088

SAT9 1.000 5.000 -.215 -1.714 -.664 -2.650

SAT8 1.000 5.000 -.135 -1.075 -.798 -3.186

SAT7 1.000 5.000 -.179 -1.427 -.482 -1.923

SAT6 1.000 5.000 -.213 -1.700 -.540 -2.156

SAT5 1.000 5.000 -.091 -.730 -.653 -2.604

SAT4 1.000 5.000 -.296 -2.361 -.296 -1.179

SAT3 1.000 5.000 -.374 -2.988 -.475 -1.894

SAT2 1.000 5.000 -.159 -1.266 -.642 -2.562

SAT1 1.000 5.000 -.230 -1.838 -.510 -2.033

Multivariate -6.310 -1.818
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RESULTS AND DISCUSSIONS

The size of the sample has a direct impact 
on the appropriateness and the statistical power 
of the Structural Equation Model (Hair, 
Anderson, Tatham, & Black, 1998). SEM is not 
appropriate for sample sizes below 100. As a 
rule of thumb sample sizes of greater than 200 
are suggested (Boomsma 1982; Marsh, Balla, & 
McDonald 1988). Following the rules, the 
sample size in this study was acceptable.

The validity of the constructs was tested 
using the procedure recommended by Fornell 
and Larcker (1981). Then, confi rmatory factor 
analysis (CFA) was conducted using AMOS 5.0 

with covariance matrix to test the convergent 
and discriminate validity of the constructs used 
in subsequent analysis.

Discriminate validity was tested by 
comparing the square root of the average 
variance extracted by each construct to the 
correlations between the construct and all other 
constructs. Table shows the descriptive statistics 
and correlations between the construct and all 
other constructs. For each comparison, most of 
the square roots of the average variance extracted 
estimates from each construct exceeded the 
correlation between each construct (see table 6). 
This shows that each construct is statistically 
different from one another.

Table 6. Analysis of discriminate validity (SEM correlations)

Variables Tourism 
Image Attraction Tourist Satisfaction Revisit Intentions

Tourism Image 0.6780 0.6442 0.7223 0.7221

Attraction 0.6442 0.7554 0.822 0.5555

Tourist Satisfaction 0.7223 0.8222 0.7114 0.6661

Revisit Intentions 0.7221 0.5555 0.6661 0.9445

a: All correlations are signifi cant at p < 0.05.
b: Diagonal elements in bold are square roots of average variable extracted (AVE)

Structural model analysis

The proposed conceptual model was tested 
by using the four constructs: namely tourism 
image, attraction, tourist satisfaction, and revisit 
intentions. Employing the covariance matrix 
among measurement items as input, the SEM 
analysis was conducted to examine the 
relationships between each pair of constructs as 
hypothesized. The results of SEM analysis were 

depicted in Fig 3. The fi t indices of the model 
are summarized in table 7. Indicators of goodness 
of fi t are GFI = 0.972, AGFI = 0.965, PGFI = 
0.770, NFI = 0.212, RFI = 0.096, CFI = 0.997, 
and RMR = 0.073. Comparing these with the 
corresponding critical values, it suggests that the 
hypothesized model fi ts the empirical data well. 
It provides the summary of goodness of fit 
indices for both the measurement and the 
structural equation model.
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Table 7. Summary of goodness of fi t indices for measurement and structural models

Fit indices Criteria Measurement 
Model Indicators

Structural model 
Indicators

GFI >0.9 0.972 0.965

AGFI >0.9 0.965 0.961

PGFI >0.5 0.77 0.877

NFI >0.9 0.212 0.0

RFI >0.9 .096 0.0

CFI >0.9 .997 0.0

RMR <0.05 .073 .085

Hypotheses test

When we analyze by SEM (structural 
equation model), we may get the following 
regression weights as table 8. The P values are 
all very significant. Independent variable 
Tourism Satisfaction signifi cantly affects those 
dependent variables attraction, image and revisit 

variables. Image variable affects revisit 
significantly and also attraction variable. 
Satisfaction of cumulating leisure experience 
affects mostly. Attraction of beautiful field 
scenery affects significantly, too. Image of 
variety of natural view and full of trees, fl owers 
and grass affects equally. 

Table 8. Regression weights of SEM analysis

Estimate S.E C.R. P

ATTRACTION <--- SATISFACTION .931 .144 6.475 ***
IMAGE <--- SATISFACTION .461 .089 5.154 ***

REVISIT <--- SATISFACTION .507 .148 3.440 ***

REVISIT <--- IMAGE .559 .160 3.500 ***

REVISIT <--- ATTRACTION .402 .080 5.034 ***

SAT1 <--- SATISFACTION 1.000

SAT2 <--- SATISFACTION .930 .160 5.805 ***

SAT3 <--- SATISFACTION 1.033 .168 6.157 ***

SAT4 <--- SATISFACTION 2.14* .264 8.146 ***
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Estimate S.E C.R. P

SAT5 <--- SATISFACTION 2.082 .256 8.133 ***

SAT6 <--- SATISFACTION 2.091 .257 8.121 ***

SAT7 <--- SATISFACTION 2.044 .253 8.064 ***

ATT1 <--- ATTRACTION 1.000

ATT2 <--- ATTRACTION .975 .047 20.906 ***

ATT3 <--- ATTRACTION .982 .047 21.121 ***

ATT4 <--- ATTRACTION .99* .047 20.901 ***

ATT5 <--- ATTRACTION .731 .059 12.286 ***

SAT8 <--- SATISFACTION .969 .168 5.769 ***

SAT9 <--- SATISFACTION .914 .164 5.588 ***

IMA7 <--- IMAGE 1.000

IMA6 <--- IMAGE .864 .149 5.793 ***

IMA5 <--- IMAGE 1.031 .170 6.081 ***

IMA4 <--- IMAGE 2.067 .244 8.465 ***

IMA3 <--- IMAGE 2.081 .245 8.494 ***

IMA2 <--- IMAGE 2.12* .250 8.514 ***

IMA1 <--- IMAGE 2.12* .250 8.497 ***

REV1 <--- REVISIT 1.000

REV2 <--- REVISIT .964 .058 16.534 ***

Table 8. Regression weights of SEM analysis (cont.)
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When we standardized the regression weights, the results are the same. Showed as table 9

Table 9. Estimates of standardized regression weights

Estimate

ATTRACTION <--- SATISFACTION .492

IMAGE <--- SATISFACTION .468

REVISIT <--- SATISFACTION .222

REVISIT <--- IMAGE .241

REVISIT <--- ATTRACTION .333

SAT1 <--- SATISFACTION .413

SAT2 <--- SATISFACTION .371

SAT3 <--- SATISFACTION .407

SAT4 <--- SATISFACTION .885

SAT5 <--- SATISFACTION .876

SAT6 <--- SATISFACTION .872

SAT7 <--- SATISFACTION .851

ATT1 <--- ATTRACTION .862

ATT2 <--- ATTRACTION .842

ATT3 <--- ATTRACTION .849

ATT4 <--- ATTRACTION .846

ATT5 <--- ATTRACTION .584

SAT8 <--- SATISFACTION .381

SAT9 <--- SATISFACTION .363

IMA7 <--- IMAGE .424

IMA6 <--- IMAGE .363

IMA5 <--- IMAGE .404

IMA4 <--- IMAGE .867

IMA3 <--- IMAGE .888

IMA2 <--- IMAGE .877
IMA1 <--- IMAGE .873
REV1 <--- REVISIT .872
REV2 <--- REVISIT .891



Internati onal Journal of Asian Tourism Management
Vol. 5 (2): 169-180, September, 2014
The Relati onships among Sport Tourism Att racti on, Bikeway Image,  
Tourism Sati sfacti on and Revisit intension of Jiayo Bikeway in Taiwan

ISSN: 1906-8654

C.C. Hsieh, et al.

179

According to the statistics which will 
measure the fitness of model, we get the 
signifi cant statistics showed as table. Within the 

overall model, the estimates of the structural 
coeffi cients provide the basis for testing the 
proposed hypotheses. 
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Figure 3. The estimated structural model
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As shown in Figure 3, tourism image has a 
signifi cantly positive effect on revisit intention 
(0.559, t-value = 0.16), thus supporting 
hypothesis.

Tourism satisfaction has a significantly 
positive effect on tourism attraction (0.931, 
t-value = 0.144), thus supporting hypothesis.

Tourism satisfaction has a significantly 
positive effect on tourism image (0.461, t-value 
= 0.089), thus supporting hypothesis.

Tourism satisfaction has a significantly 
positive effect on revisit intention (0.507, t-value 
= 0.148), thus supporting hypothesis.

Tourism attraction has a significantly 
positive effect on revisit intention (0.402, t-value 
= 0.080), thus supporting hypothesis.

CONCLUSION AND 
RECOMMENDATION

To sum up, analyze the effects of Tourism 
Image, Tourist Satisfaction and tourism attraction 
on the tourists’ Revisit Intention of the Jiayo 
bikeway. The results of the hypotheses testing 
are summarized. To sum up, tourism satisfaction 
not only infl uence revisit intentions but also on 
tourism attraction and tourism image. Tourism 
image infl uences on tourists’ revisit intention. 
Good tourism attraction infl uences on tourists’ 
revisit intention 

In this paper has attempted to investigate 
the tourist behaviors by constructing a more 
comprehensive model considering tourism 
image, tourism satisfaction, tourism attraction 
and revisit intentions. The structural relationships 
between all variables in the study were tested 
using data obtained from a visitor questionnaire 
survey. As Lee et al. (2005) argued, although 
wide agreement among scholars regarding the 
infl uence of tourism image on process. 

The structural relationship analysis indicates 
that tourism satisfaction has the most important 
effect on revisit intentions. Moreover, tourism 
image is also an antecedent of revisit intentions. 
The result is consistent with Bigné et al. (2001). 
In addition, tourism image was also found to 
have an effect on revisit intentions. Therefore, 
in order to improve the visitors’ revisit intentions, 
the tourism managers should increase the 
visitors’ positive destination image, provide 
more positive attraction for the bikeway and 
create higher tourist satisfaction. We think that 
further research should be carried out; extending 
the study to different types of tourism destinations 
and deepen the multidimensional nature of the 
variables. 
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ABSTRACT

“Elephant Camp Management Model for Sustainable Tourism of Gued Chang Sub-district, 
Maetaeng District, Chiang Mai Province” is based on the concept and elephant crisis or problems 
in Thailand which include elephant roaming due to the termination of the forestry concession and 
elephant mahouts who are more profi t oriented without taking into consideration the care and benefi ts 
that the elephants deserve. The government sector and people concerned therefore see the urgency 
in solving the problems regarding the elephants especially since the elephant is a symbol of Thailand 
and a natural heritage that is in danger of extinction by achieving the task of bringing the elephants 
back to its natural habitat or to a place that provides a life similar to its natural habitat. In the model 
it allows the elephants engage in tourism activities that are appropriate and applies suitable elephant 
management for sustainable tourism above the foundation or concept of relationships among the 
society, culture nature, environment, and community economy leading toward sustainable 
development. The model therefore should serve as a master model for elephant camp development 
and its guidelines. Finally, this study has to answer the question, “what should be the model for 
elephant camp management for sustainable tourism?” 

This research and development study has the following objectives: 1) to analyze the relationships 
among people in the community, elephants, tourists, and tourism management in the community, 
2) to analyze the sustainability of the tourism management using elephants as tool for development, 
and 3) to develop the elephant camp management for sustainable tourism by applying participatory 
action research, conducting focus group interview with the focus group and using mind map as a 
technique of research work and has the procedure of allowing the community participates in debate 
meetings or community forum, workshop and group discussion to obtain the facts about the 
community. 

Results of the study on “Elephant Camp Management Model for Sustainable Tourism of Gued 
Chang Sub-district, Maetaeng District, Chiang Mai Province” that meets objective 1 or analysis of 
the relationship among the people in the community, elephant, tourists, and tourism management 
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in the area, show that Gued Chang sub-district, Chiang Mai province has fi ve elephant camps 
managed by the local people are as follows: 1) Maetaeng elephant camp, 2) Maetaeng tour elephant 
camp (rafting camp), 3) Gang Gued elephant camp, 4) Muang Gued elephant camp, and 5) Thai 
Elephant Home (elephant training school). The owners or entrepreneurs of the said fi ve camps are 
locals in the area and have the commitment toward geography, nature and social system in the 
community, locals, and the elephants compared to as a family relationship that needs care and unity.

One way of conserving the elephant which is a symbol of Thailand and relationships is by 
nurturing the elephants owned by the local entrepreneurs, local people, tourists and elephant that 
needed to see the importance and preservation of the natural heritage. The model of elephant camp 
tourism for receiving tourists should have the characteristic of elephant camp management that 
focuses/pursues on tourists learning and understanding the ways of the elephant and where the 
entrepreneurs of the elephant camps see that tourism is an important channel that will keep the 
elephants stay with the local people. By proper caring/nurturing local people and tourists have the 
same understanding and support for the activities in the camp for sustainable tourism.

Thus, the results of the study that meet objective 2 or analysis of the sustainability of the tourism 
management using the elephant as the tool for development show that the elephant is important in 
driving/pushing the creative activities that pass the process of tourism management that have 
relationships with the elephant, elephant camp entrepreneur, tourists and local people. These creative 
activities will continue/progress by taking into consideration four aspects as follows: 1) tourism 
resources and environmental management, 2) management of learning and building up consciousness, 
3) local people participation in the tourism activities, and 4) tourism management. 

In addition, meeting objective 3 or development of elephant camp management for sustainable 
tourism shows that elephant camp management should develop the mechanism of management in 
four aspects as follows: 1) basic structure of the elephant camp: place, elephants, personnel; 2) 
management model: environment, safety, building up the credibility of the camp to the tourists, 
database, human resource development, control and maintenance of standard; 3) model for learning: 
communicating meaning without using human resources, activities on experiencing the value of 
elephants; and 4) local people participation: local economy connecting tourist places or attractions, 
knowledge of elephants, expansion of food sources for elephants in the area.

Elephant camp management for sustainable tourism at Gued Chang sub-district, at Chiang Mai 
province which is a study on the model for elephant camp management concludes from the 
entrepreneur of the elephant camp, local people, tourists, and experts and analyzes that searches 
for the model following the concept of sustainable development and principles of balance and 
ecology can be feasible in the area or elephant camp owned by the local entrepreneurs and a tourism 
that is creative and sustainable more valuable than tourism but comparable to living library available 
to everyone who wants to learn.

Keywords: Elephant camp, Management, Sustainable tourism
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INTRODUCTION

The elephant the symbolic animal of 
Thailand is used mostly in tourism industry 
nowadays. The elephant is changed or trained 
to do shows to both Thai and foreign tourists at 
various tourist destinations while at another view 
there are many elephants that roam about or lead 
vagrant life (Association of Environmental 
Quality Development, 2008).

After the forestry concession has stopped 
and the elephant mahout takes care of the 
elephants for profi t intention and not for the 
safety of the animal that the elephant deserves 
made the government responsible as well as the 
public see the importance of helping to solve the 
problems concerning the elephant the symbolic 
animal of Thailand. To do is by leading the 
elephants go back to their habitat where they can 
be happy. In the model the elephants do tourism 
activities that are suitable and managing the 
elephant camp correctly to be a sustainable 
tourism. Therefore the researcher is interested 
in looking for a model on elephant camp 
management for sustainable tourism on top of 
the relationship concept on society, culture, 
nature, environment and economy of the local 
community for sustainable development. This 
model will be used for developing the elephant 
camp and help in solving the problems of 
roaming elephants and procedure of elephant 
camp management. In summary, the question of 
the research is “What is the model for elephant 
camp management for sustainable tourism?”

Therefore, this study includes of three 
objectives which are:

1. To analyze the relationships among the 
local people in the community, elephant, tourists 
and tourism management in the tourist area.

2. To analyze the sustainable system of the 
tourism management by using the elephant as 
the tool for development.

3. To develop the e lephant  camp 
management for sustainable tourism.

Expected results are as follows:
1. The owner of the elephant camp will use 

the results of this research in developing a plan 
to improve the services of the elephant camp 
rendered more effi ciently.

2. The head of the Geud Chang Sub-
district Administrative Organization (SAO) the 
head of the local community and other parties 
involved use the results of this research in 
developing the elephant camp support and 
initiate the elephant camp management for its 
effectiveness.

3. The local people in the community will 
use the results of this research in their own 
cooperative effort for developing the elephant 
camp for sustainable tourism and for equal 
benefi ts of all parties concerned.

4. The businessmen in the private sector 
involved with tourism will use the results of the 
research in cooperating toward improving the 
tourism activities of the elephant camp by 
knowing and giving importance in connecting 
tourism with the community and elephant in an 
effi cient way.

5. The administrators and government 
offi cers such as Department of Tourism, TAT, 
Department of Animal Department of National 
Parks, Wildlife and Flora Forestry Industry 
Organization as well as Elephant Conservation 
Center can use the results of this research in 
developing and increase the potential of the 
elephant camp for sustainable tourism.

6. Adminis t ra tors  o f  educa t iona l 
institutions, academia and students can use the 
results of this research in studying and learning 
and developing research problems for developing 
elephant camp for sustainable tourism.

7. Researcher and academician can use the 
results of this research as knowledge base and 
develop research on related issues in an effi cient 
manner for elephant camp development for 
sustainable tourism.

8. Tourists and the general public can use 
the results of this research in learning and build 
understanding and together support creative 
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activities of the elephant camp in a cooperative 
manner and as a useful experience.

Scope of the study

This research on elephant camp management 
model for sustainable tourism in Geud Chang 
sub-district, Maetaeng district, Chiang Mai 
province is a development research which has 
scopes as following: 

1. The research focus on studying and 
conducting the research in Geud Chang sub-
district, Maetaeng district, Chiang Mai province 
which has three elephant camps which are under 
the control of the people in the local community 
as follows:

 1) Maetaeng elephant camp
 2) Maetaeng tour elephant camp 

(rafting camp)
 3) Gued elephant camp
 4) Muang Gued elephant camp
 5) Thai Elephant Home (elephant 

training school)
2. The people and the main respondents of 

this research which is composed of respondents 
in several groups as follows:

 1) the owner and staff of the elephant 
camp

 2) head of the local community: head 
of Geud Chang SAO, village head, 
head or chairman of group involved 
with the elephant camp

 3) tourists to the elephant camp
 4) tourists as the experimental group
3. In this research the researcher will focus 

and study on the elephant camp management 
model by using the factors that result to the 
success of developing a model for elephant camp 
management for sustainable tourism in the 
context. 

Therefore the management model 
(Saereerat, S., et al 1999, Saereerat, S., et al 
2007) will consist of duties or responsibilities 
on managing for a process for achieving 
the goals of the organization which are four 
items leading to effi ciency, precise/accurate 

work that compare between inputs and outputs 
and effectiveness. Output as follows:

1. Planning
2. Organizing
3. Leading/infl uencing
4. Controlling: Human resources, Physical 

resources, Information resources, and Financial 
resources

Elephant camp (Department of Tourism, 
2011). The standards of arranging the tourism 
activities of the elephant camp include four 
components and nine sub-components as 
follows:

1. Organizational structure of the elephant 
camp: venue, elephant nursery, and staff

2. Administration and management: 
environment, safety, assurance for the tourists, 
knowledge base, staff development, control and 
maintenance standard

3. Knowledge transfer
4. Community people participation
Sustainable tourism (Thanupon, 1999), 

(Chooaibumroong, 2009) a procedure of 
management with close and clear coordination 
among the various components:

1. Tourist area: tourism resources and 
environment 

2. Tourism activities: learning and building 
environment consciousness 

3. Cooperation: local people participation
4. Managemen t :  t ou r i sm se rv ice 

management 

Limitation of the study

1. Elephant camp management for 
sustainable tourism is a research for development 
study using qualitative research and quantitative 
research that require a period of time for data 
collection and cooperation with elephant camp 
and therefore may adjust depending on the 
situations. The researcher set the data obtained 
from research area or Gued Chang sub-district 
during conducting a survey and the research 
cover 16 months starting October 2011 until 
January 2013
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2. This research is a Participatory Action 
Research which emphasize on the focus group 
using Projective Technique, story-telling, in-
depth interview, focus group interview, and 
applying mind map for the whole procedure of 
the research. In the procedure, the local 
community has to participate in the community 
forum and study in depth the workshop and 
group discussion in order to seek the truth from 
the community. The researcher should formulate 
questions for each problem that the community 
will have the chance to say their opinions and 
debate about to come up with a common 
conclusion that answer the problems or objectives 
of the research. 

LITERATURE REVIEW

Theoretical and conceptual

Studying the theories involved to know the 
principle or knowledge include the following:

1. Phenomenology theory
2. Mechanism of social change
3. Equilibrium and ecological theory
4. Management theory 

Theoretical framework

The elephant camp management model for 
sustainable tourism in Gued Chang sub-district, 
Maetang district, Chiang Mai province mainly 
apply the phenomenology theory by considering 
and studying local people participation. The 
mechanism of social change on satisfaction and 
management theory on responsibilities of 
management will procede following equilibrium 
and ecological theory. POET+C where P is 
population, O is organization, E is environment, 
T is technology and C is culture from the fi rst 
theory which is the framework of the research. 
(Ducan, Course in Agricultural Extension, 
2011) 

Concepts 

Studying the concept concerned is basic 
knowledge for designing the model for 
conducting the research as follows: 1) concept 
of management model, 2) concept of elephant 
camp, concept of sustainable tourism, and 
4) concept of participatory action research.

METHODOLOGY

The following will describe the research 
methodology for the study and especially it will 
present the methodology under the following 
heading;

Objective 1: To analyze the relationships 
among people in the local community, elephants, 
tourists, and tourism management in the local 
community

1. Study and analyze general data about 
elephants and elephant camp

2. Study and analyze data about elephant 
camp and elephant from the owners of the 
elephant, mahout, community representative, 
and tourists who visit the elephant camp

3. Summarize the research results on 
the relationships among people in the local 
community, elephants, tourists, and tourism 
management in the local community

Objective 2: To analyze the system of the 
sustainability system of the tourism management 
by using elephants as tool for development

1. Analyzing the sustainability system of 
the tourism management using the elephant in 
terms of economy, society, culture, nature and 
environment with the elephant camp owner, 
mahout and community representative analyze 
together applying the equilibrium and ecological 
theory as the guideline in the analysis. 

 POET+C Model (Eugene P. Odum in 
promoting Agriculture Department, 2011)
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 P : Population 
 O : Organization 
 E : Environment 
 T : Technology
 C : Culture
2. Conclude and confi rm the sustainability 

system of the elephant camp management for 
tourism with the elephant camp owner, mahout 
and community representative analyze together 

3. Criticize and analyze the elephant camp 
management model for sustainable tourism by 
qualifi ed/reputable persons 

Objective 3: To develop the elephant camp 
management system for sustainable tourism

1. The elephant camp management model 
is applied by the people in the community in 
Gued Chang focusing on the relationships 
among the elephants, community people and 
tourism

2. Evaluate the services of the elephant 
camp that apply the elephant camp management 
for sustainable tourism

3. Evaluation of the tourists conclude and 
analyze elephant camp management system 
to adjust and improve the elephant camp 
management model be toward sustainable 
tourism

Population and Sample Group

The respondents in objectives 1 and 2 are 
those involved with three elephant camps. 
People in the area are the owners of the elephant 
camps, the mahouts, community leader, 
community representatives, and tourists. By 
purposive sampling 40 individuals are obtained. 
Objective no. 3 is about the tourists who join in 
the elephant camp activities and experiment the 
procedure of the elephant camp management 
model passing through the idea and the 
participatory model for sustainable tourism 
totaling 30 individuals. 

Operational defi nition

The definition of mode of action and 
measurement of variable in objective 1 for the 
analysis of the relationships among the people 
in the community, elephant, tourists and tourism 
management in the local community are stated. 
The researcher will give the meanings of terms 
mode of action and measurement of variables in 
the study such as elephant camp, elephant, 
mahout, elephant camp owner, elephant camp 
management and tourists

Research Instrument

1. Secondary data  col lected from 
publications

2. Primary data from interview or in-depth 
interview

Data gathering

Data are collected in objective 1 and 2. The 
researcher collected data by the following steps:

1. Collection of qualitative data from 
journals and publications

2. Researcher will make a document under 
the Graduate School of Maejo University 
addressed to community leader and sample 
group to ask permission and cooperation in 
collecting data by in-depth interview and 
guidelines for the interview are as follows:

 2.1 basic information is about basic 
relationships among the community people, 
elephant, tourists and tourism management in 
the community

 2.2 Data about sustainability system of 
tourism management by using the elephants as 
tool for development

 2.3 Data about developing the system 
of elephant camp management for sustainable 
tourism
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Analysis of data

This research will analyze the data collected, 
while qualitative data are collected from the 
sample. After analysis the researcher will 
estimate and analyze the data and conclude 
following. Statistical parameters include 
frequency, percentage, mean and standard 
deviation

Research duration

The total period of the research cover 16 
months starting October 2011 until January 2013

RESULTS AND DISCUSSIONS

This research and development study has 
the following objectives: 1) to analyze the 
relationships among people in the community, 
elephants, tourists, and tourism management in 
the community, 2) to analyze the sustainability 
of the tourism management using elephants as 
tool for development, and 3) to develop the 
elephant camp management for sustainable 
tourism by applying participatory action 
research, conducting focus group interview with 
the focus group and using mind map as a 
technique of research work and has the procedure 
of allowing the community participates in debate 
meetings or community forum, workshop and 
group discussion to obtain the facts about the 
community. 

The undergoing research is still in objective 
1 on analyzing the relationships among the 
people in the local community, elephants, 
tourists, and tourism management in the research 
area which can b summarized. Gued Chang sub-
district, Maetaeng district, Chiang Mai province 
has three elephant camps that are under the 
control of the local communities as follows: 1) 
Maetaeng elephant camp 2) Maetaeng tour 
elephant camp (rafting camp) 3) Gang Gued 
elephant camp 4) Muang Gued elephant camp 

and 5) Thai Elephant Home (elephant training 
school) Owners of these elephant camps are 
entrepreneurs in the local communities who are 
committed to the people and elephants in the 
local areas. And also conservation of the elephant 
which is the symbolic animal of Thailand in the 
viewpoint of people outside the local communities 
who want to preserve the elephants as national 
heritage in the form of elephant camp tourism 
to receive both local and foreign tourists can be 
done. This is possible when the tourists 
understand the life of the elephants and the 
owners of the elephant camps see that tourism 
is the way that is important to keep the elephants 
live in the local communities.

The on-going research especially in 
objective 1 which is to analyze the relationships 
among people in the community, elephants, 
tourists, and tourism management in the 
community, can conclude that the study found 
that the Thai elephant which is the Asian species 
possesses special qualities of beauty, intelligence. 
It is sociable and can live with people or can be 
domesticated. The elephant a land animal that 
can do hard work has splendor and has been 
selected as the means of transportation for the 
monarchy. The elephant is the symbol of 
Thailand that signifi es strength, bravery, and 
great merit. The elephant consumes big quantities 
of food and water and needs a big space habitat 
for its food seeking. The forest with abundant 
natural resources can meet the reproduction 
needs of the elephant. Thus, it is possible to say 
that the elephant can be used as a bio-indicator. 
When a forest is ideal elephants can stay but 
nowadays, elephants are decreasing in number 
due to lack of space for their habitat and food 
source. Forest destruction and degradation 
continue (Seetasuwan N., 2004) including 
man’s activities resulting to pollution and 
environmental changes affect the life of 
elephants both biologically and physically. Man 
has domesticated the elephants by training them 
to work hard and serve as vehicle in forest 
industry although at present Thailand has laws 
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prohibiting forest destruction and logging. 
Elephants are used in tourism industry as well 
that also contribute to decreasing population of 
the elephants or even extinction.

Although at present there is an attempt into 
elephant conservation, but domesticating the 
elephants can result to problems such as lack of 
proper care, dangers of accidents, and disease. 
Forced training of the elephant can cause the 
elephant to behave strangely. Therefore, in order 
to conserve the elephant to stay and increase its 
population requires management of its living 
conditions and improving the training method 
to have healthy elephants, elephant society, 
behavior, and environment. Returning the 
elephants back to nature is a way of conservation 
on species management. Narit Seetasuwan 
(2004) prescribed that management of area/
habitat to be suitable with food and water sources 
or high biodiversity and improving the ecosystem 
and a management plan allowing the elephants 
adjust in the area and society in the area are vital. 

The Asian elephant is second only to its 
African cousin (Africana Loxodonta) as the 
largest of all land animals. The elephant camp 
in Geud Chang sub-district is the Asian species 
(Elephas maximus) is smaller in size than the 
African elephant (Loxodonta africana) and with 
smaller ears, where the trunks of the Asian 
elephant has only one fi nger while the African 
elephant that has two distinct fi ngers, the male 
Asian elephant has long tusk called “chang plai” 
and without tusk is called “chang si-dor.” During 
mating season, the elephant can show cruel 
symptoms and the female elephant is called 
“chang pang,” but some have short tusk /tush or 
called “kanai.” Tusks of elephant are categorized 
into two types: 1) “nga plee” whit circumference 
of 15 inches but not too long, and 2) “nga wai” 
or “nga kruea” with circumference of 14 inches. 
Elephant’s tusks are developed upper incisors. 
When the elephant is 2-3 years old the permanent 
tusks will appear. A tusk, which is deeply rooted 
in the cranium, can grow 8 feet long (245-250 
cm) and can weigh over 130 pounds (60 kg) 
each. In Asian elephants, only the male has long 

tusks, although many males have no tusks at all. 
Females have short tusks usually hidden under 
their upper lip called “tushes”. These are rarely 
longer than 4 inches. They are used for digging, 
locating water, for balancing large objects and 
in defense as a potentially lethal weapon. The 
elephant is unique in being the only animal with 
four knees that it needs to lift its immense weight 
from a prone position. 

In nature, elephant can live 80-150 years, 
but elephant that work hard can live for 60 years 
in average. Elephants are herbivores and the Thai 
elephant eats plants such as grass, bamboo, 
climbers fi eld crops and fruits at an amount of 
as much as 250-555 kgs and gets its minerals 
from soil or termite mounds and live together as 
herds and female elephant when old are chief of 
elephant herd. Majority of the Asian elephant 
has height of 2-4 meters (7-12 feet) and weight 
of 3,000-5,000 kilograms (6,500-11,000 pounds). 

A big elephant has a skeletal system of 15% 
of its weight to carry its heavy body, has a big 
head to carry its trunk and tusk. The skull 
covering its brain is thick but light. It has a thick 
skin of 0.5-1.0 inch that sags to decrease water 
loss and for movement of the skin in heat loss 
(drain) where normally, the elephant has a body 
temperature of 97F or 36.1C. The eyes are small 
compared with the size of the body but it can 
see things afar clearly. The ears are big to vent 
heat and have effi cient sense of hearing. The 
trunk has a length that reaches the ground and 
has single fi nger-like projection rather than two. 
It is composed of 100,000 individual muscle 
units that can twist and turn with function of 
breathing underwater when swimming. The 
trunk can be compared to a hand that can pick 
up food to eat can dig the soil and send or convey 
food to its mouth used to touch or smell food 
and communicate grope for the path to walk 
whether it can carry load or not and grope for 
time when eye are not normal and can be a 
weapon. The trunk has fl exibility and very strong 
but sensitive to changes and it is important to 
the elephant and is a symbol of the elephant. 
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Elephants have two types of teeth, molars 
and incisors or six sets of teeth over their 
lifetime. The only other teeth they have are four 
molars–two on the upper jaw and two on the 
lower jaw–which are replaced seven times 
throughout their lives. As the animal ages and 
the teeth are worn away with use, they are 
replaced from behind with the next set. If an 
elephant lives long enough to have used up all 
of its teeth, it then starves to death. The elephant’s 
feet are an amazing product of genetic engineering 
making them unsurpassed as a means of 
traversing saturated ground or marshland. The 
sole pads expand when weight is brought down 
and contract when the pressure is released, this 
allows even distribution of the elephant’s 
massive bulk. Thai elephants usually, but not 
always, have four toenails on their front feet and 
fi ve on the rear. An amazing, but nevertheless 
accurate, fact is that an elephant’s height at the 
shoulder is twice the circumference of his 
foot. 

A newly born elephant is three foot high 
and weighs 100 kgs and stays with its mother 
for 3-5 years. In the early teens they become 
sexually mature and from the age of 16 a female 
can reproduce and can be used for work at age 
of 16-24 years but can be used fully at the age 
of 24-38 years and can hardly be used for work 
at the age of 60 years onward the elephant has 
a long life span of 60-80 years and has a gestation 
period of 22 months. And the mother elephant 
can still reproduce at the age of 60 years at the 
oldest. 

Towards the end of pregnancy the mother 
will choose another female from the herd as an 
‘auntie’ to help with the birth and the rearing of 
her offspring.

Male Asian elephants leave the herd at 
puberty and maintain loose relationships with 
other males as they mature. Males may travel 
alone or in temporary male groups. A wild male 
will become reproductive in his 30s when he 
attains the size and weight to compete against 
other adult males for fertile females. A females’ 

estrus period lasts for about forty-eight hours. A 
bull in musth, a heightened state of sexual 
aggression and activity, must determine if the 
cow is in estrus by smelling her genitals. He 
inhales with the end of his trunk rubbing her 
genitals, and then exhales with the end of the 
trunk in his mouth. This sends chemicals to his 
Jacobson’s organ, located in the palate, to test 
her condition for mating. The oldest, largest 
males do most of the breeding; leaving the 
younger bulls to roam as they age and grow in 
size and strength. Males constantly search for 
mates and rarely stay for more than a few weeks 
with a female and her herd. 

Musth is a condition unique to elephants, 
which has still not been scientifi cally explained. 
It affects sexually mature male elephants usually 
between the ages of 20 and 50. It occurs annually 
and lasts for a period of between 2 to 3 weeks, 
usually during the hot season. During this time 
the elephant becomes highly agitated, aggressive 
and dangerous. Even normally placid animals 
have been known to kill people and other 
elephants when in the full throes of musth. The 
reasons for its occurrence are not fully understood, 
the animal is sexually agitated but musth is not 
thought to be entirely sexual in nature. Elephants 
mate outside the musth period and it is not the 
same as the rutting season common in some 
other mammals. 

When in musth a strong smelling, oily 
secretion fl ows from a gland above the eye. This 
discharge can be quite free fl owing and run down 
the poor elephants face and dribble into his 
mouth, the taste of the secretion can drive the 
animal wild. Domesticated elephants suffering 
musth are usually kept securely chained and fed 
from a distance until the torment subsides, after 
which he will return to his usual character. From 
45-50 musth gradually diminishes, eventually 
disappearing altogether. On very exceptional 
occasions a form of musth has been recorded in 
females.

The Elephant Camp at Gued Chang sub-
district, Maetaeng district, Chiang Mai province 
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is located in Northern Thailand at the northwest 
of Chiang Mai or 64 kms away from the city of 
Chiang Mai and southwest of Maetang district 
or 24 kms away from the Maetang district. 
Geographical features are mountain range of 
overlapping mountains with Huai Nam Dang 
National Park where Maetang River flows 
through. Tourism in Gued Chang includes the 
elephant camp which is a famous tourist 
destination that attracts tourists who want to 
study and experience looking after the elephants, 
and be amazed at the shows performed by the 
elephants. There are many elephant camps such 
as Elephant nursery Gaanggeud elephant camp, 
Maetang elephant camp, Thai Elephant Home 
(training school for elephant mahouts), Thung 
Lakorn elephant camp, Maetaman elephant 
camp, Jungle Raft elephant camp, Maetang tour 
elephant camp, Huai Namdang elephant camp, 
Paka elephant camp, Butik camp elephant camp, 
and Panda Tour elephant camp. The manner of 
elephant camp management is as follows: 1) 
some camps - the owner or entrepreneur is a 
resident in the community, 2) some camps - the 
owner rents the area with a manager from outside 
the community. Each elephant camp has its own 
goals where some camps focus on services to 
the tourist to make them impressed and have fun 
while some camps focus on giving knowledge 
about the elephants’ behavior to the tourists by 
being close to the elephants and knowing the 
elephants well at the same time giving importance 
to the people living near the camps, in which the 
people in the Gued Chang sub-district live 
harmoniously with the elephants. Problems 
faced by the elephant camps are as follows: 
1) lack of food sources, 2) unsuitable habitat, 
3) incorrect way of looking after the elephants, 
4) profi t-oriented elephant camp management, 
4) activities not suitable to behavior of elephants, 
5) lost benefi ts that the elephants should have 
received considering that the elephant is the heart 
of tourism in Geud Chang sub-district and at 
national level. Another problem affecting the 
society is communities around the elephant 

camps or communities involved with the 
elephants. Some elephant camps also give 
importance to communities participating in 
acquiring income from activities in the elephant 
camp and joining together in building awareness 
to everyone to see and understand the importance 
of knowing the nature and behavior of the 
elephants and helping in the conservation of the 
elephants which is the symbol of Thailand. Some 
elephant camps do not see and believe the role 
of the people in the elephant camp although the 
tourism businesses utilize the same resources 
together such as the forests, Maetang River, 
tourism trail and most important is laborers hired 
for some activities. The businessman/owner 
should instead distribute the jobs to the people 
in the local community such as farmers 
introducing their produce for selling as elephant 
food, extending/supporting the local people to 
do reforestation or cultivating elephant food in 
the vacant area in order to increase the elephant 
food or hiring local laborers in joining the 
activities in the elephant camp more than hiring 
foreign laborers. Obvious problems concerning 
nature that are on how to maintain Maetang River 
and various places clean. Some elephant camps 
do not see the value of the elephant dung which 
cannot be taken for granted but can be a resource 
of the community. There should be a way of 
elephant dung management which can generate 
income and keep environment clean and bring 
about a beautiful picture as a whole. The most 
important problem of the elephant camp is in 
forming elephant camp activities which can make 
the tourists see the importance and understand 
the elephants and which can be a chance to make 
everyone turn around and be interested in 
showing favor to the Thai elephant and its worth 
of elephant as the symbol of Thailand and 
conserve the elephants to be a part of the Thai 
society and sustainable tourism activities.

Geud Chang sub-district Maetaeng district 
Chiang Mai province has three locations for the 
elephant camps which are under the control or 
jurisdiction of the people in the local communities 
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which are as follows: 1) Maetaeng elephant 
camp 2) Maetaeng tour elephant camp (rafting 
camp) 3) Gang Gued elephant camp 4) Muang 
Gued elephant camp and 5) Thai Elephant Home 
(elephant training school). The owners of the 
said elephant camps are the local people who 
are committed geographically and socially in the 
communities which is a commitment between 
people and elephants as a family with the 
responsibility of taking care and working 
together. Another point is the conservation of 
the elephants as the symbol of Thailand which 
is a picture of relationship in the way of caring 
elephants as a viewpoint of a person outside the 
community that needs attention and the need to 
reveal the importance and preserving the natural 
heritage of the country in the form of elephant 
camp tourism in order to receive both local and 
foreign tourists by elephant centered elephant 
camp management wherein the businessmen can 
see that tourism is a way that is important which 
will make elephant thrive or stay with the local 
communities by receiving proper care. Local 
people and tourists should have the understanding 
and support for the elephant camp activities 
geared for sustainable tourism.

Thus, the results of the study that meet 
objective 2 or analysis of the sustainability of 
the tourism management using the elephant as 
the tool for development. Results of the study 
show that respondents or entrepreneurs of 
elephant camps and tourists stated that the 
elephant is an important factor to push creative 
activit ies by passing through tourism 
management that depends on relationships and 
connect for economic, social, and cultural 
deve lopmen t  a s  we l l  env i ronmen ta l 
conservation that include proper caring for the 
elephant in a natural way. Therefore, tourism 
activities should be done giving consideration 
to sustainable management in four aspects as 
follows: 1) management of tourism and 
environment resources or developing elephant 
camps, 2) management of education and 
consciousness or models of creative activities, 
3) building participation or cooperation 
with the local people or community, and 4) 
management of tourism model or management 
model by integration as shown in the Figure 1 
elephant camp development for sustainable 
tourism and thus, support from the government 
and private sectors are necessary.

Figure 1. Elephant camp development for sustainable tourism
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In addition, results to meet objective 3 
which is to develop the management of elephant 
camp for sustainable tourism show that elephant 
camp entrepreneurs, community representatives 
and community leaders analyzed cooperatively 
and summarized that elephant camp management 
should develop four mechanisms of management 
as follows: 1) basic organizational structure of 
the elephant camp: place, elephant, personnel or 
staff; 2) management model: environment, 
security, building the confi dence of the tourists, 
database, staff development, control and 
maintenance of standards; 3) education model: 
communication without using human resources, 
communication using human resources, activities 
that give value to elephants; and 4) cooperation 
with the local people: economy of the community 
connect tourism resources in the community, 
elephant knowledge, and expansion of habitat 
or food supply for elephants in the community 
forest.

CONCLUSION AND 
RECOMMENDATION

Elephant Camp Management Model for 
sustainable tourism of Gued-Chang sub-district, 
Maetaeng district, Chiang Mai province. which 
is a study on the model for elephant camp 
management concludes from the entrepreneur 
of the elephant camp, local people, tourists, and 
experts and analyzes that searches for the model 
following the concept of sustainable development 
and principles of balance and ecology can be 
feasible in the area or elephant camp owned by 
the local entrepreneurs and a tourism that is 
creative and sustainable more valuable than 
tourism but comparable to living library 
available to everyone who wants to learn
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ABSTRACT

This research was conducted with the following objectives: 1) survey tourist destinations of 
San Kam Pang district in Chiang Mai province, 2) analyze the link of the tourist destination and 
tourism defi nition and, 3) make a tourist destination map based on the link of the tourist destination 
and tourism defi nition of San Kam Pang district, Chiang Mai province. Using Participatory Action 
Research (PAR) methodology a sample was drawn representing the network of tourist destinations 
from 13 groups in 10 sub-districts at San Kam Pang district, Chiang Mai province. Results of the 
research found that the people of the sample group in the research area desired that the various 
organizations help in the collection of data on tourist destinations including the analyses of the link 
between the tourist destinations and tourism defi nitions in San Kam Pang district, Chiang Mai 
province. The people of the sample group had participatory roles in making the tourist destination 
map and in managing the basic principles of the way of life in the community as the main culture 
in terms of food, language, costumes, etc. which is community-based tourism where the people in 
the community served as managers or a community moved forward by the locals. And after setting 
up the community stage it was found that the community’s participation resulted to consciousness 
of their identity. And after the training or workshop the local people learned sustainable development 
and acquired understanding about tourist destination in the community more. About tourism resource 
conservation which was culture heritage resulted to a strong community with people participation 
and moving forward of the community. Furthermore, a website was created for networking of tourist 
destination in San Kam Pang district that facilitated in the development and uplifting of the capability 
of the local people in having a database on tourist destination, knowledge, and understanding on 
tourism management in the community by allowing knowledge as a guideline in planning sustainable 
tourism development in San Kam Pang district.

Keywords: Community-based tourism map, Links and defi nition Intermediary
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INTRODUCTION

Upper northern region of Thailand, a tourist 
destination on Lanna culture and way of life as 
a heritage of the local people with diverse and 
creative identities are belongings and souvenirs 
that have become popular to be export products 
bringing income to the province of Chiang Mai 
or Thailand. Considered as a leading tourist 
destination in Thailand, Chiang Mai still has 
beautiful sceneries and environment, ancient 
places, antiques, as well as amazing cultures and 
traditions or way of living. Communities possess 
local wisdom, accumulated cultures, and diverse 
ethnic groups having their own special identities.

One outstanding character of the people in 
Northern region of Thailand is their speaking 
dialect which is sweet, soft spoken Thai dialect 
that refl ects the nature of the people as warm, 
tender hearted, charitable, and friendly. These 
resources are economically important that can 
be used to increase its potential for tourism 
purposes. However, to make it real or successful 
there should be collaboration or cooperation 
from each sector concerned be it from the 
government sector, private sector and the local 
community with consideration of its reality and 
identity especially that can be developed toward 
an appropriate policy and management system. 
There is growth in the tourism industry that 
promote handicraft industry, local culture, and 
natural resources hidden in each local community 
are revealed the appearance toward global 
market carried on. Due to low world economy 
it has been affecting directly the export trade as 
well as the tourism business in Thailand. In 
particular the tourism business in San Kam Pang 
district, the main tourism district in Chiang Mai 
province is affected. Therefore, this research is 
conducted with the objective of developing by 
focusing on the local culture or the way of life, 
living conditions, food, dialect, clothing, 
including improving the capability of the local 
people in having a database of its own tourist 
destination, knowledge and understanding to 

serve as a direction in making a development 
plan in tourism for San Kam Pang district that 
is sustainable. 

 

METHODOLOGY

Population sampling

The target population in this research is 
divided into two groups: 

1) Tourism club network by the community 
or a group formed by the local people by 
choosing a sample group that represents tourism 
club network by the community consisting of 
13 groups from 10 sub-districts in San Kam Pang 
district, Chiang Mai province.

2) People meaning residents of San Kam 
Pang district, Chiang Mai province by choosing 
from representatives of the following groups: 
community leaders, community elders, 
occupation groups in the community (local 
wisdom).

Research instrument

Tools used in this research are a questionnaire 
on the basic information, in-depth interview on 
the context of the community in terms of culture, 
way of life, and local wisdom, including survey 
of the tourist destinations in San Kam Pang 
district as well as making a database on tourist 
destination by people participation of the 
community and discussion of group involved in 
directing and making the rules and regulations. 
In the management of welfares for the elders, 
the following are invited: representatives of 
tourism network of the community and 
community leaders, elders, and occupations, 
local wisdom people in order to join the people 
participation by dividing into groups of tourist 
destination as seven groups: 1) ecotourism, 2) 
art and science, 3) history/artifacts, 4) nature, 5) 
recreation, 6) culture, and 7) others.
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Data analysis

Data analysis is done qualitatively by 
collecting data on tourist destinations in order 
to make a tourism map about San Kam Pang 
district so that this map can connect and 
communicate the meaning of tourism through 
people participation.

RESULTS AND DISCUSSIONS

Context on the tourist destination in San 
Kam Pang district, Chiang Mai province

Context on the tourist destination in the area 
of 10 sub-districts (see Appendix A/www.
sankamphaeng.org) in San Kam Pang district, 
Chiang Mai province based from the survey of 
data and interview of people showed that in San 
Kam Pang district it has tourist destinations on 
culture, way of life, and local wisdom which are 
beneficial in making a database on tourist 
destinations by people participation of San Kam 
Pang district, Chiang Mai province by arranging 
these tourist destinations into seven types 
totaling 32 places as follows:

1) Tourist destination on ecology 
 3 places
2) Tourist destination on art and science 

 14 places 
3) Tourist destination on history  3 places
4) Tourist destination on nature 2 places
5) Tourist destination on recreation 
 1 place
6) Tourist destination on culture 6 places
7) Tourist destination on others 3 places

Results on the links between the tourist 
destination and the corresponding 
tourism meaning in San Kam Pang 
district, Chiang Mai province

Setting the scope of framework and the 
path/direction of tourism resulted to a tourism 
management with quality or standard which can 

set the direction of tourism development that can 
protect and diminish the problems due to the 
effects of tourism on society, culture and 
environment. Thus, it is vital to choose the path 
or scope of framework in tourism with potentials 
for development and the path of tourism should 
refl ect the identity of that tourist destination 
clearly reflect the development and living 
conditions of the people in the community in 
order to develop and improve the capabilities of 
the people in the locality and also so that there 
will be a database of the tourist destination in 
the community and a community-based tourism 
network in San Kam Pang district, Chiang Mai 
province. So that there will be a tourism 
management on culture, history and artifacts, art 
and science, that can communicate the meanings 
of tourism focusing on the way of life, particularly 
on culture, food and drink, dialect, clothing or 
tourism where the people in the community 
serve as the managers of the activities on tourism 
in the community. Emphasis is placed on study 
of eight aspects of culture as follows: 1) museum, 
2) ancient places architecture, remains of a city 
plan in the past, 3) indigenous art and handicraft, 
4) traditions and festivals, 5) music and 
entertainment, 6) language and culture, 7) 
religious beliefs, and 8) indigenous culture. And 
in the aspect of ecotourism management there 
is a link as (Integrated and Network Learning 
Ecotourism) that focuses on the diverse 
knowledge in the tourist destinations in the 
community or resources base present in the 
community by a systematic management by 
community having connection or links mixing 
or coordinating with relationship where the 
components of knowledge/learning links like 
renovation has four parts as follows: 1)on area, 
2) on person, 3) on learning/knowledge, and 4) 
multilateral collaboration and has quality of 
renovation between knowledge and nature 
conveyed as a way of life and local culture of 
the people in the community. Renovation or 
integration between knowledge in the locality 
and tourism management and integration/
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renovation of knowledge development and 
spiritual development is by leading the local 
wisdom in building the attraction and connecting 
with natural resource by restoration and 
sustainable natural resource management. 

CONCLUSION AND 
RECOMMENDATION 

This research shows that tourism development 
by the community to be sustainable should come 
from the needs of the people in the community 
as the main foundation and then slowly look for 
an offi ce in the government sector and private 
sector to support it. Since the community is the 
owner of the resources in tourism and the people 
in the community should have a role or 
participate in studying or researching until 
connecting or linking the many tourist destination 
and linking knowledge/learning by integrating 
in aspects of place, person, knowledge/learning 
and multilateral collaboration which will make 
tourism management by 

community be organized or systematic and 
can set path of tourism development to protect 
and diminish problems due to the effects of 
tourism to the society, culture, and environment 
so that development and way of life be hand in 
hand with the community toward sustainability.
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APPENDIX A. 

Community-based tourism map of San Kam Pang district, Chiang Mai province, Thailand

Tourist destination on ecology
1. Muangsai Homestay
2. Community learning center on self-

suffi ciency Ban Suan Sai lomjoi
3. Ban Nongsae integrated farming group

Tourist destination on art and science
4. Ban Tonchok Siamprornprathan
5. Ban Lao Kianmai handicraft
6. Pratchaoban Community Ban Maehom
7. Ban Sanprajowngam
8. Ban Nongkong
9. Mulberry Paper Community Ban Tonpao
10. Ban Mae Pukahuaban
11. Ban Pukatai

12. Yong way of life village “Mae Hatnoi”
13. Ya Pai Handicraft
14. Ban Changnak Museum
15. Sanklangneua Enterprises Community 
16. Ban Tookata Yeem Sankamphaeng
17. Lanna Sculptors group

Tourist destination on history
18. Watpateung Museum

Tourist destination on ecology
19. Muangsai Homestay
20. Community learning center on self-
 suffi ciency Ban Suan Sai lomjoi
21. Ban Nongsae integrated farming group
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Tourist destination on art and science
22. Ban Tonchok Siamprornprathan
23. Ban Lao Kianmai handicraft
24. Pratchaoban Community Ban Maehom
25. Ban Sanprajowngam
26. Ban Nongkong
27. Mulberry Paper Community Ban Tonpao
28. Ban Mae Pukahuaban
29. Ban Pukatai
30. Yong way of life village “Mae Hatnoi”
31. Ya Pai Handicraft
32. Ban Changnak Museum
33. Sanklangneua Enterprises Community 
34. Ban Tookata Yeem Sankamphaeng
35. Lanna Sculptors group

Tourist destination on history
36. Watpateung Museum
37. Lanna way of life museum Ban Saimoon
38. Ban Donmoon Luang Pukamsaan 
 community

Tourist destination on nature
39. Royal Project Huai Lan water reservoir 
40. Padongpongwy 
 (Ban Mongkeeo M4 Rongwuadaeng)

Tourist destination on recreation
41. The Log Paradise Cowboy Resort

Tourist destination on culture
42. Ban Pukanuea
43. Wongwaen self-suffi ciency economy farm
44. Thai culture Saiyai community 
 Wat Rongwuadaeng 
45. Wat Patan museum
46. Ban Mai-ngan homestay
47. Konmuang village (Huaisai sub-district)

Tourist destination on others
48. Ya Thai village
49. Sankamphaeng Lakeview Resort
50. Ban Borsang
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