Tourism Management Research
Vol.2 No. 2
December 2002

101 ~ 114 pp. 101 ~ 114

A Study on Market Segmentation of On-Line
Accommodation Reservation

Ching-Fu Chen’

Ming-Chuen Liu

233

ABSTRACT

This empirical study attempts to segment the domestic on-line
accommodation reservation market by employing service functions
pursued as benefit variables. A total number of 223 samples are obtained
through internet questionnaire survey conducted by the study. It finds that
the first three reasons of using on-line accommodation reservation are
‘ easly comparing products , ‘ conveniently accessing' and ‘ lower price
available’ . Four main benefit variables extracted by factor analysis are

product information updating function’, ‘interactive communication
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function’, ‘ web-related information providing function’ and * special

membership offer function’ . In addition, four segments of the domestic

market in interest using two-stage cluster analysis are ‘ general service

function pursuer’, ‘price information function pursuer’, ‘all-in-one

function pursuer’ and‘ information searching function pursuer’ .

Kew words: on-line accommodation reservation, market segmentation,
benefit variables
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153 65.7 37 159
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