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Abstract

:

This study employed the travel cost method (TCM) to establish the on-site Poisson model to measure differences in the recreation benefits of Chinese inbound tourists based on the identified cultural distance clusters. Four clusters among the extracted factors of delineated perceptions on cultural distance were identified through the cluster analysis. This study finds that: (1) among four identified cognitive factors of the cultural distance, “social environment” and “personal relationship” were found to be more important than “living arrangement” and “verbal communication” factors; (2) the four cultural distance clusters differ significantly in terms of perceptions on the cultural distance; (3) the economic benefits of culture and heritage tourism ranged between US$4733 to US$6740 for average annual Chinese visitor numbers to Taiwan; (4) the “similar living habits” cluster had higher recreation benefits than the other three cultural distance clusters. The government and travel industries should pay attention to target segments in order to enhance the cultural heritage experience, by delivering an appropriate quality of service to match visitors’ needs and living habits, which in turn, impacts their revisit intent.






Keywords:


cultural distance; travel cost; recreational demand; inbound tourist












1. Introduction


According to the World Travel and Tourism Council [1], in 2017, travel and tourism’s direct contribution to GDP of the world was US$ 8.3 trillion. The total contribution of travel and tourism comprised 10.4% of GPD of the world, and generated over 313 million jobs. It has been forecasted that the total contribution from travel and tourism to the world economy would be 2.9%, and that travel and tourism in North East Asia leads the world with estimated growth of 7.4% in 2017 [2]. In Taiwan, the total contribution of the travel and tourism industry to GDP was US$ 24.4 billion, an estimate of 4.3% of GDP in 2017 [2]. In particular, leisure travel spending of inbound and domestic tourists generated 81.7% of direct travel and tourism GDP in 2017 and is expected to grow by 3.6% in 2018. The total number of inbound tourists to Taiwan was approximately 10.74 million in 2017, and the majority of inbound tourists (89.3%) to Taiwan arrived primarily from Asian countries [3]. Table 1 presents the number and percent of the top 10 international visitor arrivals to Taiwan by residence in 2017 [4]. With the continuously growing contribution of tourism industry to national and world economies, it is crucial to understand the decision-making process of international tourists in selecting a travel destination and activities. Particularly, national culture’s similarities or differences between a home country and a traveling country plays a crucial role in understanding travel demand.



Culture is the integrated traits of learned behavior, which are commonly shared and transmitted by the members of a particular society [5]. Cultural values of a country differ from those of another country, even though these countries are possessing similar ethnicity and background [6,7,8]. Much research shows that people from different countries and cultures have different travel needs, preferences, patterns and activities [9,10,11,12,13,14,15,16,17]. Specifically, selecting a travel destination is directly associated with cultural attributes [18,19,20,21]. Cultural similarities or differences are a strong influence on tourists’ choices. Cultural distance is an important concept of assessing behavioral gaps of international tourists that shows the degree of cultural differences between the similarities and differences from tourist’s home to destination countries [6,18,22]). According to Clark and Pugh (2001, p. 296) [6], cultural distance is defined as “the degree of difference of the cultural cluster to which the target foreign country belongs from the cultural cluster to which the home country belongs.” Previous studies demonstrated that cultural distance has impacts on international destination choices and travel decisions [18,23,24,25] as well as being used as a tool to measure cultural similarities and differences between countries [22,26,27]. However, cultural differences often occurred regardless of national boundaries according to their languages, ethnic, or religious divides. Moreover, Gómez Parra (2009) [28] claimed the concept of cultural distance exists between persons speaking the same language, but who do not share the same cultural values. Based on the study of Hofstede (2001) [29], Asian societies have higher values in power distance, collectivism and maintain a long-term orientation as well as showing mixed values of masculinity and uncertainty avoidance characteristics. In addition, the Confucianism is the foundation of the Chinese traditional culture shared with the Great Chinese Regions such as Mainland China, Taiwan, Hong Kong, and Macau. However, these regions are also represented by their own cultural characteristics which attract different types of tourists based on their geographical, historical, political, and economic conditions. Understanding international tourists’ perception of cultural distance from their home to host cultures allows researchers and marketers to better define the value of tourism behavior and future travel patterns. The paper is structured in five parts. The authors introduce the general scope of the paper in the beginning. Section 2 reviews the literature on the Cultural Distance Theory and the analysis of travel demand. Section 3 describes research methodology, including data collection, measurement and the travel demand estimation. The paper’s results and discussion are presented in Section 4. Section 5 consists of conclusions based on the empirical results, management implications, and limitations and suggestions for future research.



The purpose of this study is to analyze the factors of perceptions of cultural distance, and to estimate the travel demands for Mainland China, Hong Kong, and Macau tourists who travel in Taiwan based on their perception of cultural distances using by travel cost method (TCM). The specific objectives are: (1) to identify underlying dimensions of perceived cultural distance; (2) to segment international tourists based on their perceived cultural distance; and (3) to estimate recreational benefits of each cluster, including evaluations of price elasticity, cross elasticity, and income elasticity. This paper may contribute to the literature by evaluating inbound tourists’ perceptions on cultural distance to investigate the recreational benefits. The findings could bridge the gap on the impact of perceived cultural similarity on the visiting intentions for a foreign destination.




2. Literature Review


2.1. Cultural Distance Theory


Cultural distance refers to the extent to which the culture of the originating place differs from that of the host place [30]. Cultural distance is often used to measure national level differences between countries (e.g., Clark and Pugh, 2001 [6]; Shenkar, 2001 [22]). People from more culturally distant places are more or less motivated to travel across the border remains inconclusive. Previous studies have shown that residents’ attitudes towards tourists and tourists’ behaviors at a destination are directly influenced by the types of contacts and interactions taking place between the two groups as well as the emotional solidarity and social distance between the groups [31,32,33]. Nyaupane et al. [34] point out that social distance determined the relational structures, similarities and dissimilarities between travelers of different faiths consuming the same tourism spaces. Social distance has been used considerably less in the field of tourism studies, with only a few exceptions [32,35] that primarily examine the relationships between the outside visitors and the people being visited.



Ng et al. [18] revealed that there is a negative relationship between cultural distance and intention to travel for Australians. Specifically, the greater the perceived cultural similarity of a foreign destination to the home country, the more likely tourists would visit the destination [18]. On the contrary, McKercher and Chow [36] found that tourists to Hong Kong from culturally proximate countries were less interested in cultural tourism, whereas tourists from culturally distant places were more likely to feel that Hong Kong is rich in culture, history, and heritage. Jackson [23] showed that people from high individualist countries such as United States were more likely to choose culturally similar destinations, while people from high collectivistic countries such as South Korea tended to choose culturally dissimilar destinations. With these mixed results, and the continued international tourism market, particularly in Taiwan, it is critical for incorporating cultural distance as a key variable in understanding tourist destination choice and tourist demand. Proquest had retrieved 25 studies that measured cultural distance [18], and found that 19 studies adopted Kogut and Singh’s [37] index to measure power distance, uncertainty avoidance, collectivism and women specialty manhood individualism based on Hofstede [38]. Four studies used a self-evaluation measurement scale (the cultural value of cognition grade). Interviewees were requested to evaluate the cultural distance between their own country and the destination country. Two studies used Clark and Pugh’s [6] cluster analysis method, which is based on Ronen and Shenkar’s [39] national map. Other previous research has measured cultural distance based on language foundation [40]. Jackson’s [23] indicators of cultural difference summarized Hofstede’s [38] four dimensions to evaluate the degree of cultural distance. Ng et al. [18] adopted five indicators to measure cultural distance. This study employs the cultural value method of cognition to measure the cultural distance of Chinese inbound tourists to Taiwan by employing Clark and Pugh’s [6] cluster method, West and Graham’s [40] language distance, and Spradley and Philips’ [41] culture and concept of pressure design. After measuring difference intensity of cultural and cognitive distance of Chinese inbound tourists to Taiwan before and after traveling, it is then incorporated into the travel demand model. The following section discusses the travel demands of Chinese inbound tourists to Taiwan.




2.2. Travel Demand of Inbound Tourists


Hotelling [42] first proposed the traveling cost method (TCM), and observed the travel distance and participation rate in various residential areas to derive the demand function used to determine recreational benefit. In 1966, Clawson and Knetsch [43] expanded the TCM into the so-called traditional evaluation method of travel cost, and applied it to the assessment of recreational value of national parks in the United States [44]. Lee’s [45] study of travel demand in Taiwan utilized the on-site Poisson model to estimate the travel demand of the Yilan Green Expo in 2006 year to examine differences in travel demand, various elasticity, and recreational benefits in festival participants with various motivations. Lee and Huang’s [46] study adopted the Panel Poisson demand model to analyze the travel demand for festival activities, as well as the elasticity of demand, cross-elasticity, and income elasticity to test the structural change of the travel demand caused by the reduction of the crowded consciousness. This study identifies the similarities and differences of various cultures that could affect the travel choices of tourists. Lee and Chen’s [47] study used the maximum likelihood estimation to evaluate the demand model of festival activities, including the elasticity of demand, cross-elasticity, and income elasticity of the Yilan Green Expo in 2007. There are various travel demands of Chinese inbound tourists to Taiwan from different cultures, such as travel pattern [12,13,14,48] and preferred tourism activity [15,16,17]. Recent studies have focused on hospitality, attitude, and behavioral intention [49]; travel motivation, perceived value, satisfaction, and loyalty [50]; travel purchase behavior and decision making [51]; travel behavior, satisfaction, and revisit intention [52]; travel image in Taiwan [53]; and the impacts of the socioeconomic background and travel characteristic on travel satisfaction [54]. This study identifies the similarities and differences of various cultures that could affect the travel choices of tourists. No study has identified or considered cultural distance as a factor of travel demand. Thus, this study employs the concept of cultural distance to evaluate Chinese inbound tourists to Taiwan, and further combines the cognitive clusters to assess the differences of price elasticity and income elasticity among clusters to reduce the gap in the literature.





3. Methods


3.1. Instrument Development and Measurement Scales


A review of the extant literature regarding inbound tourist experiences provides the foundation for the development of item statements in the questionnaire, containing rating-scale questions. This study reviews extant research relevant to cultural distance dimensions [18,6,39,40,55]. The measurement items of assessing perceptions of cultural distance were primarily adopted from Clark and Pugh’s [6] cultural cluster distance index, West and Graham’s [40] language distance, and Spradley and Philips’ [4] Cultural Readjustment Rating Questionnaire (CRRQ) in terms of lifestyle, languages, relationship and mutuality. Finally, a self-administered survey with the use of close-ended questions was designed to obtain information about participants’ perceptions of cultural distance, demographic information, and travel behavior of staying in Taiwan. Specifically, the questionnaire was comprised of 20 items for measuring cultural and cognitive distance, seven items of demographic variables, and nine items of travel behavior of the international Chinese tourists visiting Taiwan. A five-point Likert scale was used, with a range of 1 (strongly disagree) to 5 (strongly agree). A purposive sampling method of non-random sampling was employed to collect data among selected Chinese tourists traveling in Taiwan. According to statistics [4], three most famous tourist destinations attracted by international inbound tourists in Taiwan were the National Palace Museum, Taroko National Park, and Taipei 101. Three destinations all provide the features of culture, heritage, tradition, or nature in Taiwan. A pilot study with 50 samples was employed during one month to ensure that the measurement scales worked adequately, and to refine the data collection procedures, prior to collecting the data for the main study. Afterward, a formal study survey was administered in above three places, and the data were collected from Mainland Chinese, Hong Kong and Macau tourists around six months. Exploratory factor analysis and cluster analysis were employed to identify underlying dimensions of cultural distances and different clusters with various Cronbach’s Alpha was calculated as reliability parameter to indicate the internal consistency of the items with each dimension.




3.2. Travel Cost Method


This study employs the Travel Cost Method (TCM) to establish the travel demand model for international inbound tourists from Mainland China, Hong Kong and Macau to Taiwan. To understand the travel behavior and demand, as well as the cultural and cognitive distance of Chinese inbound tourists, this study uses the TCM model to estimate the recreational benefit of international Chinese tourists to Taiwan. The TCM model is suitable for further evaluating the travel demand based on the four factorial and cognitive clusters extracted from the factor and cluster analyses. The on-site Poisson model was adopted to estimate the recreation demand function, and to further evaluate the price and income elasticity of the differences in travel behavior. Hence, this study employed the Marshallian demand function to measure the consumer surplus (CS) among targeted clusters. Namely, the elasticity estimation was used to assess the differences of the recreational benefits through the perceived quality improvement among Chinese tourists to Taiwan. To identify cognitive and cultural factors, this study employs a questionnaire survey which includes items that measure travel experiences (e.g., travel expenditure, length of stay, flight time between two countries), socioeconomic background (e.g., gender, income), and further explains the consideration with selection of variables in the estimation of TCM model.





4. Results and Discussion


4.1. Sample Profile


A total of 749 effective samples were collected with the response rate of 90.3%. Of the respondents, 50.9% were male and 50.3% were single. The majority of respondents were from Mainland China (59.3%), Hong Kong (29.4%), and Macau (11.3%). The majority ranged in age from 20 to 29 (29.3%) and from 30 to 39 (25.1%). Slightly less than half (46.3%) worked in service industries (24.0%) and in the commerce sector (22.3%). Monthly income was reported as less than US$ 760 (44.1%), followed by US$761-US$1670 (29.9%).




4.2. Factor Analysis of the Cultural Distance


To identify underlying dimensions of the cultural distance, a principal component analysis was applied to condense the initial 20 items into smaller numbers. One item with cross-loadings was removed. The value of Bartlett’s test and Kaiser–Meyer–Olkin (KMO) were 4444.89 and 0.934 respectively, showing that the data was suitable for factor analysis [56]. Four factors emerge with eigenvalues greater than one, accounting for 54.51% of the variance in the sample. The results of varimax rotation are shown in Table 2, where only factor loadings greater than 0.45 were presented [57]. According to the parameter factor load type attitude, this research details the factors extracted from the cultural and cognitive distance as follows:



Factor I: Social environment. This factor construct comprises seven items (α = 0.80, Eigenvalues = 3.12, total explained variance = 16.41%). The order of the value of factor loading is lignin–environment, the pace of life, cleaning habits, food type, lifestyle, mode of transportation, and religious beliefs. This construct is closely linked with local living environment which the travelers can experience directly; thus, this construct is named “social environment.” Because this construct has the highest Eigenvalues and total explained variation, it becomes a critical factor for measuring the cultural and cognitive distance of Chinese inbound tourists to Taiwan.



Factor II: Personal relationship. This factor construct is comprised of five items (α = 0.81, Eigenvalues = 3.08, total explained variance = 16.23%). The value of factor loading in order is: the degree that people express friendliness and hospitality, interactive relationships, punctuality, courtesy, and historical backgrounds. This construct is closely linked with interpersonal relationships; thus, this construct is named “personal relationship.” This construct has the second-highest Eigenvalues and total explained variance; therefore, it has a crucial role in measuring the cultural and cognitive distance of Chinese inbound tourists to Taiwan.



Factor III: Living arrangements. This factor construct comprises five items (α = 0.74, Eigenvalues = 2.40, total explained variance = 12.64%). The value of factor loading in order is: similar geographical distance, amusement type and recreation activity, attire, sleeping patterns, and diet. This construct is closely linked with the degree of geographical distance; therefore, it is named “living arrangements.”



Factor IV: Verbal communication. This factor construct comprises two items with (α = 0.67, Eigenvalues = 1.76, total explained variance = 9.22%). The value of factor loading in order is: prevalence of language use, and the degree of similarity between languages used. This construct is closely linked with the language; therefore, it is named “verbal communication.”



The discussed factor analysis results show that Chinese inbound tourists to Taiwan primarily possess the component of “social environment,” followed by “personal relationship.” Therefore, we can assert that Chinese inbound tourists to Taiwan focus primarily on local living environments that are similar to those in China. Byrne and Nelson [58] claimed that people are attracted to other countries that have similar attitudes and faith. Although this assumption is based in the social psychology domain, there is sufficient supporting evidence for its applicability in a commercial context. Political and economic factors produce images of a destination country, and the cultural, social, and environmental impacts of the destination country facilitate tourists’ purchase intention of the local products. For example, Wang and Lamb [59] showed that Americans typically buy the products from countries with a democratic style of government. Watson and Wright [60] also showed that the consumers of with sense of superiority believe it is comparatively suitable to import products from countries with a similar culture. It is especially crucial in the tourism industry to prove that there is significant cultural difference between tourists’ own countries and the destination country. For example, Spradley and Philips [41] claimed that diet, language, neat and tidy, pace of life, amusement, living standards, vehicle, sense of humor, intimacy, privacy, and courtesy require adjustment in order to help visitors clearly have goals such as recreational amusement or appreciation of special scenery. In other words, visiting destinations with similar culture could reduce the intensity of cultural and social impacts, thereby producing a positive experience [18]. Therefore, we can infer that similarities in the social environment between China and Taiwan could be of significant assistance to the Taiwanese tourism industry.




4.3. Cluster Analysis of the Cultural Distance


This study employs cluster analysis to identify different groups with various cultural distances to examine the differences in cultural and cognitive distance among the cluster groups. Using non-hierarchy K-means analysis [61], four-cluster classification was selected. The results indicated that the Clusters I, II, III, and IV comprise of 144 (19.23%), 129 (17.22%), 214 (28.57%), and 262 people (34.98%), respectively (Table 3). After confirming the number of clusters, analysis of variance (ANOVA) was used to obtain the mean cultural distance value for the four clusters. Scheffe’s test was then used to identify the difference between paired groups. Each cultural distance construct was named according to the characteristic of each factorial construct showed in Table 2. Based on the Scheffe’s test results, except for Clusters I and II on Factor I (social environment) and Factor IV (verbal communication); Clusters I to III on Factor I (social environment); and Clusters I to IV on Factor IV (verbal communication), the remaining clusters on four factors are significantly relevant. Thus, the market of Chinese inbound tourists to Taiwan could be effectively segmented according to cultural and cognitive distances. Each cluster in the cultural market segmentation are detailed as follows:



Cluster I: Interactive communication. Cluster I is comprised of 144 people. Factor IV (verbal communication) has the highest degree of agreement (3.87), followed by Factor II (personal relationship) (3.69). Because Factor I (social environment) and factor II (personal relationship) are both within their own clusters, their scores are higher than Clusters II and III. Therefore, Cluster I is named “interactive communication.”



Cluster II: Integrative heterogeneity. Cluster II is comprised of 129 people and is the smallest cluster in this study. Factor IV (verbal communication) has the second highest score among the four factors, although it is lower than that of Cluster III because of the average score (less than 3) of Factors I (social environment), II (personal relationship), and III (living arrangements). This shows that the Chinese inbound tourists perceive a greater difference between Taiwan and China. Thus, this Cluster II is named “integrative heterogeneity.”



Cluster III: Similar living habits. Cluster III is comprised of 214 people. Factor III (living arrangements) has the highest degree of agreement (3.36) in terms of degree of the agreement, followed by Factor IV (verbal communication) (3.08). Cluster III is named “similar living habits” because Factor III (living arrangements) is within its own cluster and has the second-highest score among Clusters I, II, and III.



Cluster IV: Cultural similarity. Cluster IV comprises 262 people and has the highest score for all four factors among all clusters. This shows that Chinese inbound tourists perceive similarities between Taiwan and China. Thus, Cluster II is named “cultural similarity.”



Based on this analysis, this study divides Chinese inbound tourists to Taiwan into the following four clusters: social environment; personal relationship; living arrangements, and verbal communication. Cluster IV accounts for 34.98% of all participants and is the largest cluster. Conversely, Cluster I (interactive communication) only accounts for 17.22% of the participants and is the smallest cluster. In addition, all clusters scored at least 3 for Factor IV (verbal communication). Therefore, this study infers that the major Chinese inbound tourists to Taiwan in this study believe the differences between Taiwan and China are only minor. Some scholars have claimed that cultural similarity influences visitors’ intention to travel a destination. For example, China is the popular destination for travelers from Hong Kong because of its similar cultural background. Hong Kong remains the most popular option among the three Chinese tourists [62]. Basala and Klenosky [63] also showed that people tend to visit a destination if they share a common language.




4.4. Empirical Result of the Travel Demand


This study uses the total number of Chinese inbound tourists to Taiwan to estimate the travel demand of traveling in Taiwan. The price, cross and income elasticity among cultural and cognitive clusters were estimated by combining travel cost with the ratio of travel cost per tourist/frequency of visits in each cluster. Table 4 shows that there are significant differences in price elasticity among four clusters of cultural and cognitive distance at a significant level of 1% (F value = 12.36). The “cultural similarity” cluster has the highest coefficient of price elasticity (0.35), followed by “interactive communication” (0.33), “integrative heterogeneity” (0.32), and “similar living habits” (0.26). Similarly, there are significant differences in cross elasticity among the four clusters at 1% (F value = 26.141). The “cultural similarity” cluster has the highest coefficient of cross elasticity (0.34), followed by “interactive communication” (0.33), “integrative heterogeneity” (0.25), and “similar living habits” (0.23). As such, there are significant differences in income elasticity among the four clusters at a significant level of 10% (F value = 2.553). The “integrative heterogeneity” cluster has the highest coefficient of income elasticity (0.43), followed by “similar living habits” (0.41), “cultural similarity” (0.39), and “interactive communication” (0.34) (Table 4).



Based on above elasticity estimation, this study adopts the consumer surplus (CS) as the evaluation model to measure the differences of the recreational benefits among four cultural and cognitive clusters of Chinese tourists. In Equation (1), CSi  is the recreational benefit which i inbound tourist could bring to Taiwan (i.e., Consumer Surplus), C is the travel cost of visiting Taiwan; x is frequency of visits following with the index demand function;  β0 is constant in the eβ0+β1C;  β1 is the estimated coefficient of the travel cost; C0 is the travel cost of current period. On the basis of the formula 2, the recreational benefit of inbound tourists could be assessed on the basis of the ratio of frequency of visits/travel cost per inbound tourist each year.




CSi = ∫C0∞eβ0+β1C dc=[eβ0+β1Cβ1] C→∞1C=C0 =  Xi β1



(1)





The estimation results for the on-site Poisson travel demand model shows that the recreational benefit (CS) of the cultural distance clusters of the international Chinese tourists is US$ 5736, which ranges from US$ 4733 to US$ 6740 at the confidential interval of 95% (Table 5). Based on significant differences among four clusters of the cultural and cognitive distance, the estimation of the recreational benefit of “interactive communication” cluster is US$ 4092, which ranges from US$ 3089 to US$ 5096 at the confidential interval of 95%; the estimation of the recreational benefit of “integrative heterogeneity” cluster is US$ 5594, which ranges from US$ 4590 to US$ 6597 at the confidential interval of 95%; the estimation of the recreational benefit of “similar living habits” cluster is US$ 7053, which ranges from US$ 6049 to US$ 8056 at the confidential interval of 95%; the estimation of the recreational benefit of “cultural similarity” cluster is US$ 5635, which ranges from US$ 4631 to US$ 6638 at the confidential interval of 95%. Among the above four clusters, the “similar living habits” cluster has the highest recreational benefit, followed by “cultural similarity,” “integrative heterogeneity,” and “interactive communication.”





5. Conclusions


5.1. Conclusions


The results show that there are four derived factors through factor analysis including “social environment,” “personal relationship,” “living arrangements,” and “verbal communication.” The tourists who choose to travel to Taiwan enjoy similar local living environments as the Taiwanese. Thus, social environment is a key factor in the perceived cultural distance among Chinese tourists. Consistent with prior studies [31,32,33,34], Social and cultural distance could reduce the travel constraint (cultural and/or social customs, languages, eating habits, etc.). In other words, visiting the same cultural destination reduces the intensity of cultural shock, causing a positive experience [18]. There is a highly similar social environment between Taiwan and other Chinese countries, which greatly assists in developing cultural tourism in Taiwan. This study further used cluster analysis to divide subjects into four cultural cognitive clusters (“interactive communication,” “integrative heterogeneity,” “similar living habits,” and “cultural similarity”) for market segmentation and for exploring the feeling of traveling to Taiwan among clusters. The results reveal that the “cultural similarity” cluster was the majority group, and “integrative heterogeneity” was the minority group. The evaluation score of “interactive communication” among all four clusters was greater than 3, so most Chinese inbound tourists to Taiwan did not see much difference between Taiwan and China. In addition, this study included the cultural distance and tourist type in the travel demand model of Chinese inbound tourists, achieving the study goal of estimating the travel demands of tourists based on cultural distance. Consistent with past travel demand models [45,46,64], the results prove that the outcome of the current On-Site Poisson travel demand model, and show the different recreations benefits among four clusters of perceived cultural distance The results show that the higher cost of traveling to Taiwan, the less frequency of visiting Taiwan; the higher the cost of traveling to a substitute country or the higher the tourists’ incomes, the higher the frequency of visiting Taiwan. In addition, the longer the tourists stay in Taiwan, the higher the tourists’ perceived value; the higher the tourists’ perceived value and satisfaction, the higher the frequency of visiting Taiwan.




5.2. Management Implications


This study identifies that most Chinese international tourists traveling in Taiwan rarely perceive the cultural differences between Taiwan and China. Among Chinese international tourists to Taiwan, “life arrangement cluster” has higher recreation travel demand and “interactive communication cluster” has lower demand than other groups. Thus, the Taiwan Tourism Bureau and Taiwanese travel industry should emphasize living environments, traditions, and conveniences that are similar to Great Chinese Regions. This can attract more Chinese tourists who have similar life arrangements and increase Chinese tourists’ travel to Taiwan. The “similar living habits cluster” has the highest recreation benefit and “integrative heterogeneity cluster” has the lowest recreation benefit for the Taiwan travel industry. Thus, the government and travel industries should pay attention to “similar living habits cluster” in order to bring the maximum reaction benefit by delivering an appropriate quality of service to match visitors’ needs and living habits, which, in turn, impacts their perceptions of value and influences loyalty so as to maintain tourist numbers. In addition, the Taiwan Tourism Bureau and Taiwanese travel industry should provide experiences for tourists aimed to elevate overall satisfaction, this could increase the frequency of tourists visiting Taiwan. Among Chinese inbound tourists to Taiwan, “life arrangement” has higher recreation travel demand and “interactive communication” has lower demand than other the three clusters. Thus, the Taiwan Tourism Bureau and Taiwanese travel industry should emphasize living environments, traditions, and conveniences that are similar to other Asian areas. This can attract more Chinese tourists who have similar life arrangements and increase Chinese tourists’ travel to Taiwan. By solely depending on “verbal communication” in the Asian travel market, this study finds that Taiwan will neither attract more Chinese inbound tourists nor increase tourists’ recreation demand. The primary contribution of this study is the establishment of a measurement scale for cultural and cognitive distance among Chinese inbound tourists to Taiwan, and the segmentation of the inbound tourism market based on cultural distance. The aforementioned results help to understand thoughts, perceptions, and cognitions from different kinds of Chinese inbound tourists to Taiwan. The findings could also assist the Taiwan Tourism Bureau and travel managers or promoters value these tourists’ travel demands and cultural and cognitive distance in order to attract more kinds of tourists via applicable market segmentation in the Taiwan inbound tourist market. Thus, the travel and tourism industry or planners could develop effective marketing strategies (e.g., promoting cultural similarities between Taiwan and China when designing group package tours), market segmentation, and positioning for Chinese inbound tourists to Taiwan.




5.3. Limitations and Further Research


This study, under the time and resource limitations, employed a non-random sampling method (i.e., the purposive sampling method) in the data collection procedure, causing its results to have a limited generalization to various populations. Future researchers could adopt the random sampling method in collecting data to obtain better generalization of the results. Furthermore, the study, for the tourism market, develops a framework, using the Travel Cost Method to estimate tourists’ travel demands and benefits. For the other markets, researchers could employ the other suitable evaluation methods (e.g., the Contingent Valuation Method) to estimate different customers’ demands and benefits.
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Table 1. Number and percentage of top 10 international visitor arrivals to Taiwan by residence in 2017.
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	Rank
	Country of Residence
	Number of Visitors
	Percent (%)





	1
	Mainland China
	2,732,549
	28.3



	2
	Japan
	1,898,854
	19.6



	3
	Hong Kong + Macao
	1,692,063
	17.5



	4
	Korea
	1,054,708
	10.9



	5
	U.S.A.
	561,365
	5.8



	6
	Malaysia
	528,019
	5.4



	7
	Singapore
	425,577
	4.4



	8
	Thailand
	292,534
	3.1



	9
	Philippines
	290,784
	3.0



	10
	Indonesia
	189,631
	2.0



	
	Total
	9,666,084
	100







Source: Tourism Bureau Ministry of Taiwan (2018) [3].
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