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Abstract

This study is to explore that A Study on Tourist Pre-purchase
Information Search Tactic For Gu-Guan Hot Spring Area Travel. Magjor
to know that when travel information source could affect potentia tourist
to come into being practice action, and to go into hot spring travel.  And
then supply related operator how to get up to advertisement and sale
purpose.

This study according b tourist information search behavior model
by consulting Fodness and Murray’ s research results (1999) and the other
related internal & abroad literatures to proceed the research. This study
use four study face to proceed anadyss. Four study face include Nature
of Decision-Making, Information Search Tactic, customer character and
tourism behavior.

In this study, questionnaires were distributed tourist that dip hot
spring a Tichung Gu-Guan hot spring area. The number of valid
guestionnaires were 334. By way of factor anaysis, cluster anaysis,
ANOVA, and Chi-Square Test et a satistics analysis, the study results
are summarized as follows:

1. Tourist Pre-purchase Information Search Tactic For Gu-Guan Hot
Spring Area Travel search more much from opinions of friends and
relatives with travel product purchasing experiences is the most important
source, and specialized travel magazine & profundity report is the sources
most frequently used.

2.By source degree of information source, could segment to three
significantly different clusters.

3.In terms of decision-making nature, the three clusters are significantly



different in original knowledge by myself, experience of friends and
relatives, experience of nonfriends and non-relatives, ability collecting
information, the perception of time, and have interest collect trave
Information.

4. In terms of travel behavior, the three clusters are significantly different
just intravel frequency, the other aren’ t significantly different. In terms

of customer character, the three clusters aren’ t significantly different.

Keywords Information Search Tactic, Nature of Decison-Making, Hot
Spring Area, Information Source, Cluster Analysis
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11.137| 0517
20 5 4.3% 8 6.2% 9 102% |22 6.6%
21-25 33 284% |46 354% |32 364% |111 33.2%
26-30 25 21.6% |27 208% |12 136% |64 19.2%
31-40 28 241% |18 138% |18 205% |64 19.2%
41-50 15 129% |16 123% |11 125% |42 12.6%
51-60 8 6.9% 12 9.2% 4 45% |24 7.2%
61 2 17% 3 2.3% 2 2.3% 7 2.1%
4619 | 0.915
1 0.9% 1 0.8% 1 1.1% 3 09%
4 3.4% 2 15% 2 2.3% 8 24%
19 164% |22 169% |17 193% |58 17.4%
35 3029 |37 285% |27 307% |99 29.6%
48 414% |61 46.9% |39 44.3% |148 44.3%
9 7.8% 7 54% 2 23% |18 54%
28.221| 0.251
26 224% |39 300% |36 409% |101  30.2%
16 138% | 11 85% 2 23% |29 87%
40 345% |40 30.8% |25 284% |105 31.4%
5 4.3% 6 4.6% 0 00% |11 33%
4 3.4% 3 2.3% 3 34% |10 3.0%
0 0.0% 0 0.0% 0 0.0% 0 0.0%
3 2.6% 7 54% 4 45% |14  42%
2 17% 1 0.8% 1 1.1% 4 12%
9 7.8% 11 85% 5 57% |25 7.5%
4 3.4% 3 2.3% 5 57% |12 3.6%
5 4.3% 3 2.3% 3 34% |11 33%
2 17% 5 3.8% 3 34% |10 3.0%
0 0.0% 0 0.0% 1 1.1% 1 03%
0 0.0% 1 0.8% 0 0.0% 1 03%
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4-14

P
X 2
12.263| 0.425
20,000 36 31.0% |49 37.7% |42 47.7% |127 38.0%
20,001~30,000 38 328% |35 269% |18 205% |91 27.2%
30,001~40,000 23 19.8% |23 17.7% |12 136% |58 17.4%
40,001~50,000 6 52% | 9 69% 9 102% |24 7.2%
50,001~60,000 3 26% | 6 4.6% 3 34% |12 36%
60,001~100,000 7 60% | 7 54% 3 34% |17 51%
100,001 3 26% | 1 08% 1 1.1% 5  15%
19.837| 0.135
40,000 16 13.8% |24 185% |16 182% |56 16.8%
40,001~60,000 23 19.8% |38 292% |28 318% |89 26.6%
60,001~80,000 31 26.7% |16 123% |17 193% |64 19.2%
80,001~100,000 23 19.8% |21 162% |12 136% |56 16.8%
100,001~120,000 |12 103% |15 115% | 6 6.8% |33 9.9%
120,001~200,000 4 34% |13 100% | 5 57% |22 66%
200,001~300,000 3 26% | 2 15% 2 2.3% 7 21%
300,001 4 34% | 1 08% 2 2.3% 7 2.1%
4.718 | 0.909
63 54.3% |79 60.8% |58 659% (200 59.9%
10 86% | 11 85% 7 80% |28 84%
12 103% | 12 9.2% 7 80% |31 93%
6
14 121% | 12 92% 7 80% |33 9.9%
6~17
10 86% | 9 6.9% 3 34% |22 66%
18
7 60% | 7 54% 6 68% |20 6.0%
20.525| 0.550
11 95% | 12 92% |12 136% |35 10.5%
94 81.0% [103 79.2% |68 77.3% [265 79.3%
11 95% |15 11.6% | 8 91% [34 10.2%

*P 01 **pP 005
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Principa Components Analysis
Varimax eilgenvalue
1 0.3 40
2000
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6 KMO
0.539 Bartlett' s Test
250.119 P 0.000
1
31547  22.787
54.334
4-16
416
31.547%|54.334%
[o2. 0.820
[os. 0.723
[o1. 0.636
22.787%

[os. 0.817
fo4. 0.752
[os. 0.563

2

10 KMO
0.753 Bartlett’ s Test 657.996
P 0.000
1 30.753%
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17.285% 10.913%
58.951%
417
417

30.753%|58.951%
oo 0.801
o7. 0.778
10, 0.738
Jos. 0.733
[os. 0547

17.285%
o2 0.795
os. 0.782

10.913%
Jos. 0.714
o4 0.622
0L 0538

4.7.2




0.132

* %

0.150
0.259
0.158
0.218
4-18
4-18
Pearson 1.000 0.000 0.132* -0.034 0.158** 0.045
1.000 0.016 0.534 0.004 0.411
Pearson 0.000 1.000 0.150** 0.259** -0.013 0.218**
1.000 0.006 0.000 0.815 0.000
Pearson 0.132* 0.150** 1.000 0.000 0.000 0.000
0.016 0.006 1.000 1.000 1.000
Pearson -0.034 0.259** 0.000 1.000 0.000 0.000
0.534 0.000 1.000 1.000 1.000
Pearson 0.158** -0.013 0.000 0.000 1.000 0.000
0.004 0.815 1.000 1.000 1.000
Pearson 0.045 0.218** 0.000 0.000 0.000 1.000
0.411 0.000 1.000 1.000 1.000
0.05

0.01




4.7.3

1
0.142
0.117 0.131
2.
0.211
0.170
3.
0.137
4.
0.180

4-19
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4-19

)
Pearson 1.000 0.000 0.000 | 0.142** | 0.211** 0.044 0.085
1.000 1.000 0.009 0.000 0.423 0.119
Pearson 0.000 1.000 0.000 0.117* -0.037 | 0.137* 0.041
1.000 1.000 0.033 0.499 0.012 0.453
Pearson 0.000 0.000 1.000 0.131* 0.170* 0.030 | 0.180**
1.000 1.000 0.016 0.002 0.584 0.001
Pearson 0.142** | 0.117* 0.131* 1.000 0.000 0.000 0.000
0.009 0.033 0.016 1.000 1.000 1.000
Pearson 0.211** | -0.037 | 0.170** 0.000 1.000 0.000 0.000
1.000 1.000 1.000
0.000 0.499 0.002
Pearson 0.044 0.137* 0.030 0.000 0.000 1.000 0.000
0.423 0.012 0.584 1.000 1.000 1.000
Pearson 0.085 0.041 | 0.180** 0.000 0.000 0.000 1.000
0.119 0.453 0.001 1.000 1.000 1.000
* 0.05
*x 0.01
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