Tourism Management Research
Vol.3 No.l
June 2003

23 ~ 41 pp.23~41

The Psychographic Profile and Choice M odels of
Special-Interest Travelers

Sheng-Hshiung Tsaur”
Mei-Ting Shu™
2003/4/23 2003/5/22
€y
¥
&) @
ABSTRACT

The past studies discussed travel market using psychographic
variables mainly focused on the mass travel market and from the respect
of psychographic segmentation. From the viewpoint of pre-segmenting,
this study directly applies the psychographic variables to describe the
special interest travelers of different types and investigate the influential
factors for making choices. Three types of itineraries -Italian cultural

111 55
02-28610511-306 02-28611402



artist, Canadian northern light and golf sport are selected as study objects
and their participants are sampling to conduct a questionnaire survey. The
empirical results of this study are as follows (1) personal values and
lifestyles are proved to show significant differences among different types
of special interest travelers (2) personal values and lifestyles are proved
to have significant influences on the choice of special interest travel  (3)
lifestyles play a superior role in explaining special-interest tour choices
(4) personal valuesare proved to show significant differences on lifestyles
for different types of special interest travelers. The empirical results of the
study could be offered as references of product planning and target
mar keting for travel agents.
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