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1
Tah. 1 Basic information of the study sample
% %)
25 484 21. 10 1061 46. 20
25~34 503 21 90 1232 53. 70
35~44 633 27. 60 1000 306 13. 30
45~54 482 21. 00 1001~2000 616 26. 80
55~64 125 5. 40 2001~3000 538 23, 40
65 66 2. 90 3001~4000 321 14
57 2. 50 ( 4001~5000 196 8 50
152 6. 60 ) 5001~7500 118 5. 10
569 24. 80 7501~10000 83 3. 60
1310 57. 10 10000 89 3. 90
175 7. 60 779 33. 90
261 11. 40 952 41. 50
396 17. 20 476 20. 70
110 4. 80 54 2. 40
215 9. 40 4 0. 20
256 11. 10 596 26
346 15. 10 s 282 12. 20
180 7. 80 6 243 10. 60
133 5. 80 6~18 601 26. 20
/ 55 2. 40 18 263 11 50
153 6. 70 222 9. 70
178 7. 80 75 3. 30
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Tah. 2 Exploratory factor analysis and reliability testing for tourism motivation

)

Cronbach's

Alpha

0. 692
. 687
. 636

. 654

0. 793

0.
0.
0. 419
0.
0.

. 722
0. 718
0. 587

20. 609

0. 833

33. 296

0. 815

0. 454
0. 433

43. 637

0. 814

0. 47
0. 505
0. 612
0. 648
0. 591
0. 688
0. 676
0. 702
0. 563
0. 622

61 618

0. 912

KMO
Bartlett

Cronbach's Alpha

0. 965
3770 (0. 0007 )
0. 953

ok P<0. 01,



312 ,
C 3, KMO=0. 906, Bartlett
0. 000, o s
Cronbanch’ alpha 0. 889, guielford .
3

Tah 3 Exploratory factor analysis and reliability testing for tourism destination choice factors

Cronbach’'s

(%) Alpha

0. 736
0. 838 16. 119 0. 781
0. 718
0. 709
0. 746
0. 784
39. 865 0. 837
0. 687
0. 510
0. 552
0. 579
0. 676
60. 342 0. 724
0. 821
0. 714
KMO 0. 906
Bartlett 11050 (0. 000 )
Cronbach's Alpha 0. 889
ok P<0. 01,
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Tah 4 Confirmatory factor analysis and reliability testing for tourism involvement

0. 67

0. 66
0. 68
0.72
0. 41
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Tah, 5 Variance analysis of different clusters in tourism motivation, destination choice factors
and tourism involvement
F P
2. 9978 3. 7231 4. 5401 1121. 00 0. 000**
3. 1253 3. 7424 4. 4805 1045. 00 0. 000**
2. 5561 3. 0587 4. 1866 1041. 00 0. 000**
3. 1705 3. 8377 4. 6156 1203. 00 0. 000**
2. 8218 3. 4806 4. 4302 1628 00 0. 000**
3. 4347 3. 8842 4, 6074 549, 66 0. 000**
3. 5902 4. 0598 4, 6493 514. 62 0. 000**
2. 8714 3. 3169 4. 3308 781. 24 0. 000**
2. 8534 3. 7467 4. 487 1062. 00 0. 000**
2. 8495 3. 625 4. 4425 1335. 00 0. 000**
3. 0369 3904 4. 5662 989. 244 0. 000**
ok P<C0. 01,
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Fig 1 Access to information of the three tourism consumption modes
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Fig 2 Interested landscape of the three tourism consumption modes
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Fig 3 Domestic tourism average expenditures of the three tourism consumption modes
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Tah 6 Variance analysis of different tourism consumption modes in the
frequency of participating domestic tourism
4 3~4 0. 5~1
/ / /
6 47 53 109 40 56 311
€Z9) L9 151 17. 0 35. 0 12. 9 18 0 100. 0
19 99 191 377 69 122 877
% 2.2 11. 3 21. 8 43. 0 7.9 139 100. 0
6 116 103 93 20 30 368
(%) L6 3L 5 28,0 25. 3 5.4 82 100. 0
31 262 347 579 129 208 1556
%) 20 16. 8 22.3 37. 2 83 13 4 100. 0
P P<0. 01,
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A study on domestic tourism consumption
modes of urban residents in China

LONG Jiang-zhi'?, LI Heng-yun®
(1. Department of Tourism and Hotel Management, Dongbei University of Finance and Economics.,
Dalian 116025, Liaoning, China; 2. Research Center of Tourism Theories, China
Tourism Academy, Dalian 116025, Liaoning, China; 3. Graduate School, Dongbei

University of Finance and Economics, Dalian 116025, Liaoning, China)

Abstract; This study was based on 2500 questionnaires gathered from urban residents from
15 cities during January to March in 2010. First, the three core variables, including
tourism motivations, tourism involvement, and destination choice factors, are used for ex-
ploratory or confirmatory factor analysis. Second, based on these variables, we extract the
domestic tourism consumption modes of urban residents in China by cluster analysis. Fi-
nally, this paper summarizes the tourism consumption and demographic characteristics of
different typical modes by using variance and interaction analysis. The results are shown
as follows.

(1) Domestic tourism consumption behavior of urban residents in China has three typ-
ical modes. Active-type—Characterized by strong tourism motivations, deep involvement,
and more emphasis on the destination choice factors. Intermediate-type—Affected by the
factors including tourism motivations, involvement, and the destination choice, which
show an average score. Negative-type-Featured by weak tourism motivations, low tourism
involvement, and less focus on the destination choice factors.

(2) There are significant differences among the three consumption modes in tourism
behaviors. Compared with intermediate-type and negative-type, active-type shows more
positive tourism attitude, stronger landscape preferences, higher frequency of travel, lon-
ger average length of stay, higher per capita consumption, more inclined to free travel
way, etc

(3) Different tourism consumption patterns have significant differences in the demo-
graphic characteristics. In active-type, the majority of the residents are female aged below
25 or 45-54 years old. Generally speaking, they are well-educated, high income level, and
most of them are in good health, and they are scientific researchers and teachers,
students, and civil servants. In intermediate-type, the majority of the residents are aged
25-44 with medium education and income levels. As for negative-type, the residents are
generally male-dominated, poorly educated and low-income, aged over 55 years, as well as

retired or self~-employed. and most of them are in poor health.

Key words: domestic tourism; tourism consumption behavior; tourism consumption mode;

urban residents



