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The outbound Chinese tourists (OCTs) are now becoming a mainstream of tourist resource and serving 
as a catalyst for economic growth in many countries. However, the literatures so far neglected their 
travel behavior, travel preference and destination choice. This study has focused solely on OCTs to 
address behavioral differences among visitors segments and separate the tourist visitations data to 
look at the preferences of visitors. There are two purposes in this study: First is to explore the key 
factors of tourism attraction in Taiwan to OCTs, and second to identify the factors of demographic and 
travel behavior characteristics on tourism attraction and explain how they affect the tourism attraction. 
The findings indicated that OCTs were most interested in sightseeing with “Natural Scenery”, followed 
by “Geographical Landscape”. It also found the items that OCTs liked to tour were “Natural 
Landscape”, followed by “Art and Shows” and “Local Snacks and Specialties”.  
 
Key words: Demographic characteristics, travel behavior characteristics, tourism attraction, outbound Chinese 
tourists. 

 
 
INTRODUCTION 
 
Background and overview 
 
The "Measures for the Administration of the Overseas 
Tours of Chinese Citizens" was enacted on July 1, 2002 
by the government of China; it allowed the citizens of 
Mainland China to travel abroad more freely. Since 2002, 
the OCTs have begun playing an important role in the 
world tourism market. The estimated number of OCTs will 
reach 52 million in 2010, up 19.0% over 2009. Moreover, 
with the continuing appreciation of RMB (China’s 
currency) and the increase of disposable income and 
leisure time, the projected number of OCTs is predicted to 
reach 100 million in 2020. The OCTs spent US$21.8 
billion in 2009, with 70% of tourists mainly visiting 
countries in Asia, and the average consumption by one 
person RMB8, 800 (US$1,300) (Economic Analysis, 
China National Tourism Administration, 2010).  

In other words, China is going  to  become  the  biggest  
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source of tourists to the world tourism market, not only in 
number of tourists but also in total consumption. Since 
Taiwan is one of the favorite destinations for OCTs, this 
paper investigates why the OCTs like to visit Taiwan; it 
also explores the key factors in attracting tourists to 
Taiwan and in satisfying OCTs. Therefore, the goal of this 
study is to identify their demographic background and 
examine the variables of their travel behavior as well as 
their perception attributes of tourism destination. 
 
 
Limitations 
 
The research scope of this study is limited to Taiwan and 
the subjects are tourists from Mainland China who visited 
Taiwan between December 2009 and April 2010. In order 
to assess the factors in tourism attraction, demographic 
characteristics and travel behavior characteristics, the 
researchers designed and administered a questionnaire 
to collect necessary data. As all of the research was 
conducted in Taiwan and the respondents all were 
tourists from Mainland China, the result might be different 
from   other   countries   because  the  features  of  tourist 



 
 
 
 
attraction are different.  
 
 
Hypotheses 
  
1. The factors of demographic characteristics on the 
tourism attraction are significant differences.  
2. The factors of travel behavior characteristics on the 
tourism attraction are significant differences.  
 
 
LITERATURE REVIEW 
 
Tourism attraction 
 
Lewis (1986) defines attractions as “things to see, 
activities to do, and experiences to be remembered.” He 
suggests that attractions are elements and conditions 
that are not available at home and that motivate tourists 
to venture temporarily outside of their residential area. 
The principal components of a tourism attraction are 
those that entice people from other areas to travel there 
in order to see or to do something. Victor (1989) explains 
“attractions as something that motivates the tourists to 
visit.” Pearce (1991) provides an operational definition of 
a tourism attraction as being a “named site with a specific 
human or natural feature which is the focus of visitor and 
management attention”. Prentice (1993) argues the 
definition of attraction as “a site, theme or area which 
attracts visitors.” Saleh and Ryah (1993) depict “activities 
participation is one of attractions to attract tourists to the 
destination”. Hu and Ritchie (1993) point out the 
destination attractiveness is necessary to meet tourists’ 
particular demands and perceived satisfaction” Gao 
(1995) defines attraction as “a destination with unique 
features in which visitors are interested.” 
 
 
Demographic characteristics  

 
When the researcher analyzes tourism attraction and 
tourist satisfaction with destinations, knowing the 
differences influenced by demographic characteristics is 
a must (Huh et al., 2006). Therefore, demographic, socio-
economic, and behavioral indicators are used in tourism 
research to profile by age, gender, income, marital status, 
occupation, and education or ethnic background (Yavuz, 
1994). Master and Prideaux (2000) analyzed the variance 
by age, gender, occupation and previous overseas travel 
of Taiwanese cultural/heritage tourists to determine if 
demographic and travel characteristics influenced 
responses on the importance of attributes and 
satisfaction levels. Kerstetter et al. (2001) supported the 
concept of visitor segments to different types of 
destination and the need to create programs and develop 
marketing strategies and campaigns to address the 
needs of the individual segments.  
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Travel behavior characteristics 
 

Jin (2002) depicts tourists’ travel behavior characteristics 
to include membership in a group, past experience, 
length of stay, decision time taken to select a destination, 
and sources of information about the destination. Vesna 
(2008) argues that travel behavior characteristics 
included travel companion, type of tourism influence, 
traveling decisions, and sources’ information about the 
destination. 

Yang (2007) also discussed how different socio-
demographics affect their travel characteristics, as well as 
travel characteristics affect their travel satisfactions. 
 
 
Conclusion 
 
As we can see many authors have written about the 
definition of travel behavior characteristics and the 
difference is negligible. Therefore, the variables of travel 
behavior characteristics applied in this study are 
consistent with prior literature.  
 
 

Elements of tourism attraction 
 

Rust et al. (1993) explained that the relative importance 
of each attribute to the overall impression should be 
investigated because dissatisfaction or satisfaction can 
be the result of evaluating various positive and negative 
experiences. Ferrario (1979) states that several factors 
that cannot be defined as attractions still influence the 
attractiveness of a destination. These factors are: 
Economic (exchange rates and cost of living); natural 
(climate and natural disasters); socio-cultural (welcoming 
residents and friendly police officers); and infrastructure. 
Ritchie and Zins (1978) identify factors that affect the 
attractiveness of a tourism destination. They are natural 
beauty and climate, cultural and social characteristics, 
sports, recreational, and educational facilities; shopping 
and commercial facilities; infrastructure; cost of living; 
attitudes towards tourists; and accessibility.   
 
 

Conclusion 
 

A range of terms relating to the elements of tourism 
attraction have been used, and each of these has 
limitations that it does not embrace the full range of 
possible destinations, so the typology becomes blurred. 
To catch the most potential tourists from Mainland China 
and comprehend their core activities and different tourism 
needs, a strict research is definitely needed. This is one 
of aims of this study. 
 
 

Classification of tourism attraction 
 

Jafari    (1982,    1983)   identified   three   interconnected  
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Table 1. Variables of the study   
 

Dependent variable Tourism attraction 

 

Independent variables 

 Natural scenery, geographical landscape, flora and fauna, aboriginal arts and 
culture, aboriginal customs, aborigine shows, cultural and historic arts, cuisine 
restaurant , local specialties, gourmet snacks, souvenirs, festivals, outdoor 
leisure activities, recreational facilities, hotels amenities, temples,  historic sites 

 

 

 

Control variables 

 

Tourists’ demographic characteristics: Age, gender, marital status, education 
level, occupation, place of residence, income level 

 

Travel behavior characteristics: Frequency of visit, group tour 3. travel 
companion, information sources, consumption 

 
 
 
tourism supply typologies that are likely to comprise the 
tourism attractiveness. 
 
 
Tourism-oriented products 
 
These are strictly related to tourist needs and include 
hotels and motels, transportation, recreation and 
entertainment, food services, shopping, and restaurants. 
 
 
Resident-oriented products 
 
Resident-oriented products are pharmacies, gyms, 
bookstores, grocery, night markets that generally are 
marketed to the community. However, they are 
increasingly used by tourists who plan an extended stay 
at the destination. 
 
 
Background tourism elements 
 
The background tourism elements are the core tourism 
attractions, such as the natural, cultural, and man-made 
resources. 
 
 
Variables used to represent tourism attractions 
 
The criterion that guided the selection of the variables 
used in the studies is the availability of different tourism 
resources in a region; this is because data collection 
depended exclusively on a region. But different variables 
might be used for analysis even in a single region. For 
example, Smith (1987) in his article “Regional Analysis of 
Tourism Resources” explored four dimensions: “Urban 
tourism,” “Outdoor recreation,” “Cottaging and boating” 
and “Urban fringe tourism”. These four resource 
components explain 77.9% of the variance. However, 
Lovingood and Mitchell (1989) replicated Smith’s 
variables. They revealed four dimensions “Urban 
recreation-amenities  rich,”   “Urban    recreation-tourism,” 

“Boating and camping” and “Outdoor recreation-nature 
oriented” that were different from those in Smith’s study. 
The overall resource variance explained was 86.4%, 
higher than that in Smith’s study. Spotts (1997) also 
followed Smith’s approach. The author obtained six 
tourism resource dimensions: “Urban,” “General 
Wilderness,” “General Coastal,” “Parkland,” “Lake 
Michigan Coastal” and “Canoeing/ORV Riding.”. These 
dimensions captured 70.4% of the variance. The authors 
of these studies used different resource attributes based 
on their availability. The factored groups that result from 
the resource variables differ widely in their nature, 
structure, number, item representation and amount of 
variance explained. As prior literature indicated, data 
collection and the variables used in a study had to be 
adjusted according to different regions. To match this 
indication and explain all variables used in this study, the 
authors have gathered all variables and illustrated them 
in Table 1. 
 
 
METHODOLOGY 

 
Research framework 
 
The model in Figure 1 illustrates the logical sequence of theoretical 
components that results from the objectives and literature review of 
this study. It provides a structure for the empirical investigation of 
relationships among demographic characteristics, travel behavior 
characteristics and tourism attraction; these are critical to the 
determination of tourism attractions.  

 
 
Instrumentation 

 
The instruments adopted in this study were divided into three 
sectors. The first one consisted of seven items of demographic 
information including respondents’ gender, age, marital status, 
education level, occupation, place of residence and income level.  
The second sector (5 items) was the travel behavior characteristics 
including frequency of visit, group tour, travel companion, 
information sources and consumption. The third sector (17 items) 
was the tourism attraction. The respondents expressed agreement 
and disagreement with each item along a 5-point Likert scale; 
strongly agree = 5, agree = 4, normal = 3,  do  not  agree  = 2  and 
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Demographic Characteristics

Age, Gender, Marital status, Education 

level, Occupation, Place of residence , 

Income level

Travel Behavior Characteristics

Frequency of visit, Group tour, Travel 

companion, Information sources, 

Consumption

Tourism Attraction

Activities Participation, 

Arts & Shows, 

Snacks & Specialties

Natural Landscape

 
 

Figure 1. Research framework. 
 
 
 
strongly disagree = 1.   
 
 
Survey design 
 
The study subjects were outbound tourists from Mainland China. 
The investigation period was December 17, 2009 to April 4, 2010. 
By adopting convenience sampling, we purposely conducted 
separate investigations on weekdays, holidays and weekends and 
issued a total of 600 questionnaires at three different times, 565 
questionnaires were collected. Thirty-six incomplete ones were 
excluded from analysis; the remaining 529 questionnaires were 
analyzed, yielding a response rate of 94.0%. 
 
 
Pretest 
 

After completing the design of the questionnaire, the researcher 
conducted a pretest to examine the reliability by convenience 
sampling in December, 2009 to OCTs in Taiwan. A total of 150 
questionnaires were distributed, and 15 questionnaires were 
eliminated. The results were Cronbach’s α = 0.90 on tourism 
attraction scale. Obviously, the reliability was high, so it allowed us 
to proceed with the full-scale survey.  
 
 
Data analysis 
 

For the data analysis, the researcher used descriptive statistics, 
item analysis, factor analysis, difference analysis, t-test, and one-
way ANOVA to analyze the data and conduct hypotheses testing. 
The statistical analysis consisted of two stages. The first stage 
included item analysis and factor analysis. The second stage tested 
the hypotheses and included difference analysis and t-test. 

 
 
FINDINGS AND DISCUSSION  
 

Background of OCTs  
 

The characteristics of tourists are important factors in 
research on tourism (Huh and McCleary, 2006). 
Therefore, this research used demographic information to 

profile OCTs who came to Taiwan for sightseeing by 
gender, age distribution, marital status, education level, 
occupation, monthly income and place of residence. The 
findings indicated more male (58.1%) than female tourists 
(41.9%), and their age distribution was 31-40 years old 
(31.9%) and 21 to 30 years old (25.7%). Most of the 
tourists (70.8%) were married. In terms of education, 
41.0% had attended college; businesspeople comprised 
the largest professional group (30.9%), followed by public 
servants (19.5%). Thirty-eight percent of respondents 
earned less than ¥3,000 in a month. In terms of 
residence, tourists from southern China accounted for 
23.2%. The details are shown in Table 2.  
 
 

Travel behavior characteristics  
 

As previously mentioned, the subjects of this study were 
tourists from Mainland China in Taiwan, so their travel 
behavior characteristics discussed include; frequency of 
visit, group tour or not, information sources, travel 
companions and personal spending in a day. The results 
found 85.6% were first-time tourists, group tour 
accounted for 92.6%, friends and colleagues were 50.5% 
of tour companions, 34.7% used travel agency as their 
information sources, and 47.4% spent ¥101 to 200 
(US$35 to 70) in a day (Table 3).  
 
 

Tourism attraction  
         
In order to assess validity and reliability, factor analyses 
and item analyses were conducted to examine the 
dimensionality of tourism attraction. 
 
 

Items analysis  
 
This   study  adopted  item  analysis  to  examine  tourism  



26       J. Hospitality. Manage. Tourism 
 
 
 

Table 2. Demographic characteristics of china’s outbound tourists. 
 

Variable of background No. of people % Rank 

 Gender 
Male 307 58.1 1st 

Female 221 41.9 2nd 

 

 Age distribution  

20 years old or less 40 7.6 5th 

21 - 30 years old 136 25.7 2nd 

31 - 40 years old 169 31.9 1st 

41 - 50 years old 121 22.9 3rd 

51 years old and up 63 11.9 4th 

 

Marital status 
Unmarried 151 29.2 2nd 

Married 367 70.8 1st 

 

Education level 

Junior high school 49 9.3 4th 

Senior high school 104 19.7 3rd 

Junior college 216 41.0 1st 

University 143 27.1 2nd 

Master’s and Ph. D 15 2.8 5th 

 

Occupations 

Student 99 18.8 2nd 

Freelancer 78 14.8 4th 

Public Servant 103 19.5 3rd 

Business 163 30.9 1st 

Agriculture and animal husbandry 32 6.1 6th 

Miscellaneous 53 10.0 5th 

 

Place of residence 

Southern China 122 23.2 1st 

Central China 119 22.7 2nd 

Northern China 109 20.8 3rd 

Northeast China 32 6.1 6th 

Eastern China 99 18.9 4th 

Others 44 8.4 5th 

 

Income Level (¥) 

< 3,000  197 38.0 1st 

3,000 - 000 172 33.2 2nd 

5,000 -7,000 72 13.9 3rd 

7,000 - 10,000 52 10.0 4th 

> 10,000  25 4.8 5th 
 
 
 

attraction (CR = 11.13 to 17.73, P < 0.001; r = 0.56 to 
0.67, p < 0.001), all reached the significant level (p < 
0.001). In addition, by using Cronbach's α coefficient to 
test the reliability of the tourism attraction, Cronbach’s α 
was 0.90. It meant all items could be reserved, and the 
scale designed by this study has high reliability as shown 
in Table 4.  
 
 
Factor analysis -KMO and Bartlett's test 
 
The researcher   conducted  KMO  and  Bartlett’s  test  on 

tourism attraction, KMO value was measured at 0.88 
which was interpreted as “meritorious,” a high sampling 
adequacy, and Bartlett's sphericity test, Chi-square = 
3949.29 (p < 0.001), meant there was a covariance 
among the factors, and factor analysis could be 
conducted again. After factor analysis, the scale extracted 
four dimensions. The first dimension was labeled 
"Activities Participation" which explained 38.61% of 
variance; the second dimension "Arts and Shows," 
explained 9.98% of variance; the third dimension "Snacks 
and Specialties," explained 8.55% of variance, and the 
fourth dimension  "Natural Landscape,"  explained  6.29%  
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Table 3. Travel behavior characteristics of China’s outbound tourists. 
 

Background No. of tourist % Rank 

Frequency of visit 
First-time 453 85.6 1st 

Repeated 76 14.4 2nd 

     

Group tour 
Yes 490 92.6 1st 

No 39 7.4 2nd 

 

Travel companion 

Family and relatives 141 26.7 2nd 

Friends and colleagues 267 50.5 1st 

Classmate and teacher 73 13.8 3rd 

Individuals 29 5.5 4th 

Others 19 3.6 5th 

 

Information sources 

Textbook 157 29.8 2nd 

Travel agencies 183 34.7 1st 

Travel magazine 57 10.8 3rd 

Internet 52 9.9 5th 

Friends & relatives 57 10.8 3rd 

Others 21 4.0 6th 

     

Consumption (day) 

<¥100 159 30.2 2nd 

¥101- 200 250 47.4 1st 

¥201-400 71 13.5 3rd 

¥401-600 23 4.4 5th 

>¥601 24 4.6 4th 
 
 
 

Table 4. Item analysis: Tourism attraction. 
 

Item Extreme value test r-value Effective item 

Natural scenery 12.21*** 0.57*** 1 

Geographical landscape 13.78*** 0.60*** 2 

Flora and fauna 14.20*** 0.56*** 3 

Aboriginal arts and culture 14.16*** 0.60*** 4 

Aboriginal customs 13.55*** 0.56*** 5 

Aborigine shows 12.28*** 0.59*** 6 

Cultural and historic arts 16.91*** 0.67*** 7 

Cuisine restaurant  14.71*** 0.63*** 8 

Local specialties 16.34*** 0.67*** 9 

Gourmet snacks 16.56*** 0.68*** 10 

Souvenirs 13.02*** 0.61*** 11 

 Festivals 17.73*** 0.67*** 12 

Outdoor leisure activities 15.70*** 0.67*** 13 

Recreational facilities 17.42*** 0.70*** 14 

Hotels amenities 13.61*** 0.57*** 15 

Temples 12.98*** 0.60*** 16 

Historic sites 11.13*** 0.58*** 17 
 

*p＜0.05 **p＜0.01; ***p＜0.001. 

 
 
 

of variance. The cumulative  variance  was  63.42%,  and  the explanatory  power  of  the  dimensions  as  shown  in  



28       J. Hospitality. Manage. Tourism 
 
 
 

Table 5. Factor analysis:  Tourism attraction. 
 

Variable 
Activities 

participation 

Arts and 

shows 

Snacks and 
specialties 

Natural 
landscape 

Outdoor leisure activities 0.82 

 
Recreational facilities 0.75 

Festivals 0.72 

Hotel amenities 0.65 

Aborigine shows 

 

0.78 

 
Aboriginal customs 0.70 

Aboriginal arts and culture 0.63 

Cultural and historic arts 0.60 

Gourmet snacks 

 

0.69 

 
Local specialties 0.61 

Souvenirs       0.53 

Cuisine restaurant  0.49 

Geographical landscape  

 

0.79 

Flora and fauna 0.72 

Natural scenery 0.71 

Temples 0.38 

Historic sites 0.31 

Eigen-value 6.56 1.70 1.45 1.07 

% of variance explained 38.61 9.98 8.55 6.29 

Cumulative % of variance 38.61 48.59 57.14 63.42 
 

KMO value=0.88; Bartlett's=3949.29; Degrees of freedom=136; p<0.001. 

 
 
 

Table 5 was up to 63.42%, indicating the validity met 
statistical accuracy. 
 
 
The factors of tourism attraction in Taiwan to 
outbound Chinese tourists  
 

The most attractive factors in Taiwan to OCTs were 
"Natural Scenery" (M = 4.08), "Geographical Landscape" 
(M = 3.89), and “Outdoor Leisure Activities” (M = 3.83). 
The least popular tourism attraction was "Temples" (= 
3.59), since the temples in Mainland China were much 
older than temples in Taiwan. So the factor of “Temples” 
was the least attractive to the mainland Chinese tourists. 
The average of overall is 3.70 as shown in Table 6.          
 
 

Demographic characteristics on overall tourism 
attraction: Difference analysis   
 
 

Gender   
 

After t-test, this study found that gender made no 
significant difference on tourism attraction. 
 
 

Age  
 

This  study  used    one-way   ANOVA    to    analyze   the 

differences by different ages of visitors in the tourism 
attraction; it found no significant differences on tourism 
attraction. 
 
 
Marital status  
 
The differences on tourism attraction between unmarried 
and married were analyzed by the t-test. The results 
showed “Arts and Shows,” and “Snacks and Specialties” 
dimensions had significant difference; the unmarried 
visitors in these dimensions were more interested than 
the married visitors.  
 
 
Education level  
 
Tourism attraction in different education levels was 
analyzed by one-way ANOVA, and there was no 
significant difference.  
 
 
Occupation 
 
Different profession levels on tourism attraction were 
analyzed by one-way ANOVA. The results showed 
significant difference in “Arts and Shows,” “Natural 
Landscape. ” After  Sheffé  post  hoc  test,  “Student”  was  
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Table 6. Factors of tourism attraction in Taiwan to outbound Chinese tourists. 
 

Variable Mean Standard deviation Rank 

1 Natural scenery 4.08 0.77 1st 

2 Geographic landscape  3.89 0.80 2nd 

3 Flora and fauna 3.76 0.83 4th 

4 Aboriginal culture and arts 3.60 0.85 16th 

5 Aboriginal customs 3.68 0.84 8th 

6 Aborigine shows 3.64 0.89 11th 

7 Cultural and historical arts 3.66 0.83 9th 

8. Cuisine restaurants 3.69 0.86 7th 

9 Local specialties  3.61 0.86 13th 

10 Gourmet snacks 3.63 0.89 12th 

11 Souvenirs 3.61 0.85 13th 

12 Festival 3.70 0.89 6th 

13 Outdoor leisure activities 3.83 0.90 3rd 

14 Recreational facilities 3.75 0.87 5th 

15 Hotels amenities 3.61 0.89 13th 

16 Temples 3.59 0.86 17th 

17 Historic sites 3.65 0.84 10th 

 Average of overall  3.70   

 
 
 
more significant than “Public Servant,” in dimension of  
“Arts and Shows,” “Miscellaneous.” was more significant 
than "Public Servant," "Businesspeople" and “Agriculture 
and Animal Husbandry,” in the dimension of "Natural 
Landscape," and “Miscellaneous” was more significant 
than “Freelancer,” “Public Servant,” and “Business 
people.”   
 
 
Residence  
 
Tourism attraction by place of residence was analyzed by 
ANOVA. "Natural Landscape" had significant difference. 
After Sheffé post hoc comparison, “Southern China” was 
more significant than “Northern China.”  
 
 
Income level   
 
Monthly income levels’ effect on tourism attraction was 
analyzed by one-way ANOVA, “Activities Participation,” 
“Arts and Shows,” “Snacks and Specialties” and “Natural 
Landscape.” all had significant differences. After Sheffé 
post hoc comparison, “< ¥3,000” was greater than 
“¥3,000 to 5,000” in terms of “Activities Participation” and 
“< ¥3,000” was greater than “¥5,000 to ¥7, 000,” in terms 
of “Arts and Shows.” There was no difference in the 
dimension of “Snacks and Specialties” and “< ¥3,000” 
was greater than “¥3,000 to 5,000” in the dimension of 
“Natural Landscape.”  

Under the difference analysis, this study found different 
demographic    variables    of    “marriage,”   “occupation,” 

“residence” and “personal monthly income” had 
significant differences on tourism attraction. The results 
proves hypothesis 1 to be true as shown in Table 7.  
 
 
Travel behavior characteristics on overall tourism 
attraction: Difference analysis  
 
Frequency of visit 
 
To measure the influence of different frequency of visit on 
tourism attraction, a t-test was conducted, and it found 
the dimension of “Natural Landscape” had significant 
difference. The analysis indicated that “First-time visit” 
was more than “Repeated,” showing “First-time visit” on 
tourism attraction greater than “Repeated.” The reason 
might be tourism attraction in Taiwan had great appeal to 
first-time tourists because the scenery was new and 
fresh, but for repeated visits, the destinations had lost 
their freshness and became less attractive to COTs, so 
the number of first-visit tourists was greater than 
repeaters. It depicts frequency of visit on tourism 
attraction had significant difference.  
 
 
Travel companion 
 
To know if the tourism attraction was affected by travel 
companions, one-way ANOVA was used. The four 
dimensions “Activities Participation,” “Arts and Shows,” 
“Snacks and Specialties,” and “Natural Landscape” all 
showed significant difference.  
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Table 7. Tourist characteristics on tourism attraction: A difference analysis. 
 

Background 
No. of 

sample 

Activities          
participation 

Arts and 
shows 

Snacks and 
specialties 

Natural 
landscape 

Gender (t-value)  0.39 1.05 0.20 0.44 

 Male 307 3.70 3.73 3.63 3.78 

Female 221 3.73 3.68 3.62 3.80 

      

Age (F-value)  1.36 1.91 1.70 1.80 

< 20 years old 40 3.86 3.72 3.76 3.80 

21 - 30 years old 136 3.79 3.76 3.71 3.87 

31 - 40 years old 169 3.69 3.57 3.55 3.75 

41 - 50 years old 121 3.63 3.59 3.56 3.71 

> 51 years old 63 3.65 3.62 3.68 3.83 

Scheffe (Post Hoc)      

 

Martial status  (t-value)  2.24* 2.80** 2.08* 1.93 

A. Unmarried  151 3.82 3.77 3.73 3.87 

B. Married 367 3.67 3.59 3.59 3.76 

 

Education level (F-value)  0.68 2.12 0.14 0.49 

Jun. High School 49 3.64 3.78 3.65 3.73 

Sen. High School 104 3.66 3.58 3.60 3.76 

College  216 3.70 3.56 3.63 3.77 

University 143 3.79 3.73 3.61 3.84 

Master’s and Ph. D. 15 3.73 3.77 3.72 3.80 

Scheffe (Post Hoc)      

 

Occupation (F-value)  1.99 6.80*** 1.82 6.30*** 

Student 99 3.78 3.81 3.67 3.93 

Free-lancer 78 3.71 3.61 3.63 3.74 

Public Servant  103 3.69 3.50 3.63 3.70 

Business 163 3.65 3.57 3.55 3.69 

Agriculture and animal husbandry  32 3.51 3.38 3.46 3.70 

F. Misc. 53 3.94 4.00 3.85 4.12 

Scheffe (Post Hoc)   F>C,D,E  F>B,C,D 

 

Residence (F-value)  1.87 1.54 1.20 4.56*** 

Southern China 122 3.78 3.71 3.63 3.91 

Central China 119 3.72 3.54 3.59 3.71 

Northern China 109 3.54 3.58 3.57 3.65 

Northeast China 32 3.64 3.61 3.50 3.56 

Eastern China 99 3.75 3.64 3.64 3.89 

Others 44 3.83 3.81 3.84 3.90 

Scheffe (Post Hoc)     A>C 
 

Income level (F-value)  3.19* 3.45** 2.45* 4.60** 

 < ¥3,000 197 3.84 3.73 3.70 3.91 

 ¥3,000 - 5,000 172 3.60 3.58 3.60 3.69 

¥5,000 - 7,000 72 3.65 3.59 3.50 3.71 

¥7,000 - 10,000 52 3.60 3.38 3.45 3.63 

>¥10,000 25 3.72 3.71 3.79 3.84 

Scheffe (Post Hoc)  A>B A>D None A>B 
 

*p＜0.05; **p＜0.01; ***p＜0.001. 



 
 
 
 
After Sheffé post hoc comparison, "Activities 
Participation,” “Snacks and Specialties” and “Natural 
Landscape,” had no significant difference. In “Arts and 
Shows,” “Classmates and Teachers” was greater than 
“Friends and Colleagues.” This presented different travel 
companions made significant differences in “Arts and 
Shows.” 

 
 
Group tour  
 
To know whether tourism attraction was affected by group 
tour or not, this study used ANOVA for analysis. The 
result showed no significant difference. 

 
 
Information sources  
 
To examine the influence of information sources on 
tourism attraction, one-way ANOVA analysis was 
conducted. The results indicated significant difference in 
dimensions of “Activities Participation” and “Natural 
Landscape.” After Sheffé post hoc comparison, Textbook” 
was greater than “Travel agencies” and “Travel 
magazines” in “Activities Participation.” In the dimension 
of “Natural Landscape,” “Textbook” was greater than 
“Friends and Relatives.” The reason might be because 
information sources were obtained from textbooks used 
in schools, so the tourism attraction of Taiwan had a 
higher appeal. This means different information sources 
were significant differences on tourism attraction 
particularly in “Activities Participation” and “Natural 
Landscape.” 

 
 
Consumption  
 
The influence of the amount of money spent by the 
tourists on tourism attraction was analyzed by ANOVA, 
and “Arts and Shows” and “Natural Landscape” showed 
significant difference. After Sheffé post hoc comparison of 
“Arts and Shows,” “>¥601” was greater than "¥201 to 
400.”  

The reason might be the tourists with more funds had 
better understanding and interest in arts. Also, after 
Sheffé post hoc comparison to “Natural Landscape,” 
there was no significant difference. The results here 
represented different amounts of consumption had 
significant difference in tourism attractions particularly in 
“Arts and Shows.” 

To know the influence of travel behavior characteristics 
on tourism attraction, the different analysis was con-
ducted separately. After statistical analysis of frequency 
of visit, travel companions, information sources and 
amount of consumption, the results indicated significant 
difference on tourism attraction.   

The results support the  hypothesis  2.  The  details  are  
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shown in Table 8. 

 
 
CONCLUSIONS  

 
1. In point of demographic characteristics, there are more 
males than females; 31 to 40 years is the largest age 
group; more subjects are married; college is the largest 
education category; businesspeople accounts for the 
largest occupation group, < ¥3,000 is the most in monthly 
income level and the tourists from southern China are the 
most in place of residence.  
2. In point of travel behavior characteristics, there are 
more group tour attendants; most of them are first-time 
visitors, the greatest information source is a travel agent; 
friends and colleagues accounted for most travel 
companions; and ¥101 to 200 is the most in average 
consumption a day.   
3. To the Outbound Mainland Chinese tourists, the first 
three key factors of tourism attraction in Taiwan are 
natural scenery, geographical landscape and outdoor 
leisure activities. 
4. Four tourism attraction dimensions are obtained by 
item analysis “Activities Participation,” “Arts and Shows,” 
“Snacks and Specialties”. 
5. In point of demographic characteristics, marriage, 
occupation, place of residence and personal monthly 
income level result in significant differences in tourism 
attraction. 
6. In point of travel behavior characteristics, frequency of 
visit, travel companions, information sources, and 
consumption are significant differences on tourism 
attraction.  

 

 
IMPLICATIONS 

 
The contribution to the tourism field is three-fold. First, 
comprehending what OCTs seek at a landscape, this 
may help tourism marketers better understand the 
potential tourists from China. Second, identifying which 
attributes satisfy OCTs could help tourism decision-
makers develop strategies to attract more tourists from 
China. Third, knowing who the satisfied OCTs are may 
reduce marketing costs and focus on destination’s 
sustainability. Furthermore, this study contributes to the 
body of knowledge in satisfaction research. The findings 
should strengthen knowledge about the relationship 
between the items and factors that satisfy tourists from 
China and tourists’ behaviors after purchasing tourism 
products. For the further studies, this study would 
recommend them to explore tourist satisfaction of OCTs 
to other destinations and make a comparative analysis to 
assess their tourist behavioral intention and emotional 
intention are similar or not similar as indicated in this 
study. 
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Table 8. Travel behavior characteristic on tourism attraction: Difference analysis. 
 

Background 
No. of 

sample 

Activities 

participation 

Arts and 
shows 

Snacks and 
specialties 

Natural 
landscape 

Frequency of visit (t-value)  0.80 0.57 0.41 2.28* 

First-time visit 453 3.70 3.63 3.63 3.81 

Repeated 76 3.77 3.68 3.60 3.64 

 

Group tour (t-value)  0.25 0.58 1.45 1.19 

 Yes 490 3.71 3.63 3.61 3.80 

No 39 3.68 3.70 3.78 3.68 

 

Travel companion (F-value)  3.22* 2.89* 2.55* 2.78* 

Family and relatives 141 3.77 3.65 3.75 3.82 

Friend and colleague 267 3.63 3.58 3.54 3.74 

Classmate and teacher 73 3.91 3.85 3.66 3.94 

Individual 29 3.58 3.53 3.67 3.60 

Other 19 3.93 3.81 3.76 3.95 

Scheffe (Post Hoc)   C>B   

 

Information sources (F-value)  5.55*** 1.61 1.36 4.14** 

Textbooks 157 3.92 3.58 3.71 3.91 

Travel Agencies 183 3.59 3.68 3.57 3.76 

Travel magazine 57 3.50 3.61 3.67 3.74 

Internet   52 3.73 3.74 3.68 3.78 

Friends and relatives 57 3.61 3.50 3.49 3.52 

 others 21 3.88 3.88 3.57 3.88 

Scheffe (Post Hoc)  A>B, C   A>E 

 

Consumption (F-value)  1.05 4.03** 1.70 2.65* 

<¥100 159 3.67 3.67 3.61 3.76 

¥101 - 200 250 3.73 3.61 3.61 3.81 

¥201 - 400 71 3.62 3.45 3.53 3.66 

¥401 - 600 23 3.89 3.87 3.84 3.89 

> ¥601 24 3.85 3.99 3.88 4.08 

Scheffe (Post Hoc)   E>C   
 

*p＜.05; **p＜.01; ***p＜0.001. 
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