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The rising income level of the middle class
in Thailand has also raised the disposable income
and interest to visit tourism destinations abroad. In
last seven years the number of outbound tourists
has doubled suggesting a growth rate of 15% per
annum. With a population of approximately 63 mil-
lion and a change in perception of the Thai people
that travelling is no longer a luxury but a beneficial
and productive activity has given boost to the out-
bound tourism. This study adapts the Leisure
Motivation Scale to determine travel motives of
young Thai university students towards holidaying.
A conceptual model with six hypotheses is proposed
which tests the relationship of constructs ‘to chal-
lenge my abilities® and ‘to explore new experiences’
with experiencing adventure, the Maori Culture and
natural beauty offered by a tourist destination. The
study investigates if New Zealand is perceived to
be the right place for such experiences by the Thai
university students. Structural Equation Modelling
with maximum likelihood method is used to test
all relationships simultaneously from the 420 re-
sponses using Amos 20.0. The findings suggest that
the young Thai university students do not perceive
New Zealand as a destination where they can chal-
lenge their abilities and skills while on a holiday
to experience adventure or Maori Culture. On the
other hand when they are looking to explore new
experiences they do perceive New Zealand as a des-
tination to experience adventure. Maori Culture and
natural beauty. The outcomes from the study are
unique in relation to travel motives of the young

Thai market segment generally, and in relations to
New Zealand specifically. On the theoretical front
the study has adapted the Leisure Motivation Scale
to develop and test constructs through a proposed
theoretical model. Considering this from a market-
ing point of view, exploring new markets is the
key for all destination marketers to sustain economic
gains from tourism, the current study adds in-
formation about an unexplored market segment.
Hence, suggesting implications for destination mar-
keters to get to know about this new emerging mar-
ket segment.

Keywords: Holiday attitudes, students, adven-
ture, Maori Culture, leisure motivation, Thailand.

INTRODUCTION

Studying the travel behaviour and motives of
the university students continues to be an area of
interest to both tourism researchers and tourism
marketers. This segment is proving to be a social
group with complex and unique trave] behaviour
(Limanond, Butsingkorn, & Chermkhunthod, 2011;
Kim. Hallab & Kim, 2012; Chen, 2012). Travel ex-
perience amongst the students has been on the in-
crease influenced by discounted travel and tour
packages for students, international student ex-
change programmes, and a general push by uni-
versities to send students abroad for cultural and
educational experiences. Past travel experience to
a destination could impact their future travel deci-
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sion and choices (Kim et al 2012). The literature
also suggests that perceptions of tourists about a
destination impacts their travel behaviour and choice
of destination (Bonn, Joseph & Mo, 2005: Beerli
& Martin, 2004; Chon, 1991: Echtner & Ritchie,
2003). In examining the role of motivations, prior
travel experience, social ties and destination choice
in pre-trip attitude of the American university stu-
dents, authors Nyaupane, Paris and Teye (2011) find
that academic motivations and social ties influence
students’ destination selection for study abroad pro-
gramme with social motivation emerging as the
most important factor that impacts attitude towards
the destinations prior to the travel. Such information
is significant in determining pre-trip perceptions of
young students which could well grow into
adulthood. Authors Ballantyne, Gannon and Wells
(2012) suggest in their findings that as a university
student even a short-term study related travel has
shown to impact on their attitude, awareness and
cross-cultural perceptions.

Though several studies have recently explored
the travel motives of university students high-
lighting significance of the student travel segment
and the uniqueness associated with their travel atti-
tudes and perceptions, research on Asian students’
travel motives is scarce and in relation to students
from Thailand almost non-existent in the tourism
and hospitality literature. Based on this premise the
current study contributes to the literature by inform-
ing travel motives and attitudes of the Thai uni-
versity students generally and their perceptions
about New Zealand as tourist destination
particularly. Several studies related to a particular
destination have been published, such as American
students thinking of travel beyond Europe
(Deresiewicz, 2009), student travel behaviour from
the UK and China (Xu, Morgan, & Song , 2009),
students’ travel behaviour in terms of travel/tourism
preferences. transportation, housing, food and enter-
tainment were compared between the US, South
Africa and Israel by (Shoham, Schrage, & Eeden,
2004), intention of students to travel to Mauritius
(Phau, Shanka, & Dhayan, 2009), experiences of
Norwegian students abroad (Wiers-Jenssen, 2003),
Chinese students’ perceptions about Australia
(Wang & Davidson 2008), and perceptions of inter-
national students about Malaysia (Shan, Shah, &
Suat, 2013).

The rising income level of the middle class
in Thailand has also raised the disposable income
and interest to visit tourism destinations abroad
(Chaipinit & Phetvaroon, 2011). In last seven years
the number of outbound tourists has doubled sug-
gesting a growth rate of 15% per annum (Thailand
Development Research Institute cited in Chaipinit
and Phetvaroon, 2011). With a population of ap-
proximately 63 million and a change in perception
of the Thai people that travelling is no longer a
luxury but a beneficial and productive activity has
given boost to the outbound tourism (World
Tourism Organisation, 2006). The main age group
of outbound Thai travellers is between 24-44 years
of age and travelling for holidays is the largest seg-
ment comprising 54.3% (WTO, 2006).

Thailand in recent years has faced challenges
in the form of floods and political unrest which
impacted both inbound and outbound tourist flows.
However, given the dynamism of the tourism in-
dustry it has been able to bounce back quickly, as
is evident from different regions affected by the
Asian tsunami, SARS, act of terrorism etc. it is be-
lieved that outbound tourism will continue to grow
from Thailand. The outbound travel records from
the Suvarnabhumi Airport, Thailand show that from
2006 to 2014 (September) 22,203,043 Thai tourists
departed for abroad (Immigration Bureau, Police
Department 2014). This reflects that even in adverse
circumstances outbound travel of the Thai people
did not drop extraordinarily.

This travel pattern signifies the increasing af-
fluence of this market which became the impetus
for the current study. With scarce research on Asian
students’ travel motives generally in the English lit-
erature, and almost non-existent in relation to Thai
students, this study provides new and unique
information. This information is obtained through
proposing a new conceptual model with six hypoth-
eses and testing relationships between the constructs
in the model. Further, the outcomes from the study
are expected to help tourism marketers and destina-
tion management in planning targeted future promo-
tion and activities to attract outbound tourists from
Thailand.
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Theoretical Background and Research
Hypotheses,

Travel Motives

As a psychological term motivation compels
individuals and yearns for action (Schiffman &
Kanuk 2003). Several researchers have argued that
travel motives is a starting point to study tourist
behaviour and obtain a better understanding of their
travel choice (Fodness, 1994; Jonsson & Devonish,
2008; Kim, 2007; Kim & Jogaratnam, 2003: Kim,
Jogaratnam, & Noh, 2006; Pearce & Lee, 2005:
Rittichainuwat, 2008). The current study largely
draws upon the Leisure Motivation Scale of Beard
and Ragheb (1983) as it is more of a generalised
motivational scale demonstrating both stability and
rigour (Loundsbury & Hoopes, 1988; Newlands,
2004). The scale continues to be used either in its
original form or modified form by tourism re-
searchers (Ryan & Glendon, 1998; Klenosky, 2002;
Pearce & Lee, 2005; Wang &Walker, 2010). In
studying travel motivations for the Chinese out-
bound market Zhang and Peng (2014) suggest that
it has been a relatively under researched area and
research done between 1999-2010 suggests that
most common motivational factors for Chinese tou-
rists to travel overseas were noted to be knowledge,
prestige, enhancing personal relationship, relaxa-
tion, experiencing different cultures and lifestyle
and shopping. Most of these factors relate to the
measures used in the Leisure Motivation Scale.
Additionally Kim (2014) also suggests that social
interaction, cultural immersion, provides memorable
expe}i'ences which have been widely discussed in
the literature to become motives to travel.

Travel Activity

Travel activity helps to segment the market
based on holiday makers’ interest in the activity
and level of involvement in the activity. Examples
of such activities could be cultural tourism
(McKercher et al, 2002; Kerstetter, Confer &
Bricker, 1998), natural tourism (Lang & O’Leary,
1997). adventure tourism (Sung, Morrison &
O’Leary, 1997, 2000), and tourism aiming to visit
friends and family (Moscardo et al., 2000). This
helps tour managers to anticipate personal expect-
ations, the expected benefits (Formica & Uysal,

1998), and understand destination choices
(Moscardo et al., 1996), besides improving the im-
age of a certain destination (Beerli & Martin, 2004;
Trauer & Ryan, 2005). Understanding tourists’ in-
terest then proposing the travel activity helps to gen-
erate meaningful interest and experience to re-
member from that travel (Kim 2014). The current
study seeks to explore holiday motives of Thailand
university students and their interest in activities
offered by New Zealand as a destination. The study
proposes a theoretical model to test the significance
of the relationship of constructs such as ‘to explore
my abilities’ and ‘to explore new experiences’ with
‘adventure’, ‘Maori Culture’ and natural beauty’.

The following hypotheses have been devel-
oped to test and propose implications from this
study.

Tourists usually seek different travel experi-
ences which are related to their stage in life, hence,
determines their travel needs and experiences (Kim
2007; Dotson, Clark, & Dave, 2008). With uni-
versity students and young travellers, it is found
that risk taking and sensation seeking approach im-
pacts their travel behavior and selection of tourism
activities and destination (Pizam, Jeong, Reichel &
van Boemmel, 2004). To date holiday motives of
young Thailand university students have not been
studied specifically in relation to activities offered
by New Zealand as a destination. Considering that
they represent an emerging segment on the cusp
of major life stage change with potential to travel,
raises questions such as - what is it that they look
for to explore their abilities and skills while on a
holiday? Are adventure activities such as those
available in New Zealand of any attraction to them?
Hence, the following hypothesis is proposed:
HI: the more the Thai students challenge their abil-
ities and skills on their holidays, the higher they
perceive New Zealand as an attractive destination
to experience adventure.

Ryan (1998) states that tourism experiences
are enhanced when tourists are placed in a realistic
situation which could involve interaction with
people. Such interaction becomes more meaningful
when experienced with a diverse culture and tend
to result as a travel motive which is evident from
the work of Richards (2002), Tung and Ritchie
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(2011), Funk and Bruun (2007) and Morgan and
Xu (2009). To test this within the context of
Thailand university students’ abilities and skills in
experiencing a new culture such as Maori Culture,
following hypothesis is proposed:

H2: the more the Thai students challenge their abil-
ities and skills on their holidays, the higher they
perceive New Zealand as an attractive place to ex-
perience the Maori Culture.

Attributes and perceptions about a destination

usually impact travel motives to that destination
(Kim 2014). For example natural beauty, shopping,
cultural immersions and other experiential activities
have an impact on destination choice (Echtner &
Ritchie, 1993; Chi & Qu, 2008; Kim et al., 2012).
New Zealand is quite famous for its natural beauty
and according to Crouch (2011) destinations with
unique attributes should take full advantage of their
competitive edge. Is New Zealand perceived to be
an attractive destination to experience natural beauty
by the Thailand university students? The following
hypothesis is proposed to test the question:
H3: the more ihe Thai students challenge their abil-
ities and skills on their holidays, the higher they
perceive New Zealand as an attractive destination
to experience natural beauty.

Discovering novelty and visiting new places
has always been of attraction for travellers.
Adventure activities become part of discovering
new experiences, they are often demanding and need
particular interest while on holiday (William &
Soutar, 2000; Crompton, 1979; Pizam et al., 2004).

New Zealand is full of ddventure activities of differs

ent levels soft to active thrill and, it is a segment
which is growing (Bentley, Page, & Laird, 2003)
leads to a question - do the adventure activities of-
fered by New Zealand help Thailand ‘university stu-
dents discover new experiences when planning a
holiday? The following hypothesis is proposed to
assess:

H4: the more the Thai students go on holidays to
explore new experiences, the higher they perceive
New Zealand as an attractive destination to experi-
ence adventure.

Experiencing new cultures continues to be an

attractive activity and travel motive for travellers
as is evident from the contemporary tourism liter-
ature (Sharpley & Sundaram, 2005; Tung & Ritchie
2011 ; Funk & Bruun, 2007; Morgan & Xu, 2009).
New Zealand provides a unique opportunity to expe-
rience the Maori Culture. Do the Thailand university
students consider this as a new experience? The
following hypothesis is proposed to test their atii-
tude:
H5: the more the Thai students go on holiduys to
explore new experiences, the higher they perceive
New Zealand as an attractive destination to experi-
ence the Maori Culture.

Beautiful landscape with natural surroundings -

is one of the selling attributes of any tourist destina-
tion, it adds to the competitive advantage. Though
some researchers have examined the relationship be-
tween destination attributes, tourism performance
and tourists’ experience (Assaf & Josiassen, 2012;
Meng. 2006), largely research is scarce in this area
(Kim, 2014). Hence, is the natural beauty of New
Zealand attractive enough to provide a new experi-
ence for the Thailand university students? The fol-
lowing hypothesis is proposed to assess:
H6: the more the Thai students go on holidays fo
explore new experiences, the higher they perceive
New Zealand as an attractive destination to experi-
ence natural beauty.

In summary our hypotheses propose that there
is a relationship between exploring abilities and
skills, and new experiences with adventure, Maori
Culture and natural beauty as perceived by the
young Thailand university students. Figure 1 pres-
ents the conceptual framework and the proposed
hypotheses tested in this research.
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To challenge my
abilities and skills

To explore new
experiences

Experience Adventure

Experience Maori
Culture

Experience Natural
Beauty

Figure 1 Conceptual Model

RESEARCH METHODOLOGY
Sample and data collection procedure

Growing income level of the middle class in
Thailand has also generated interest to visit tourism
destinations abroad (Chaipinit & Phetvaroon, 2011).
In last seven years the number of outbound tourists
has doubled suggesting a growth rate of 15% per
annum (Thailand Development Research Institute
cited in Chaipinit & Phetvaroon, 2011). With a pop-
ulation of approximately 63 million and a change
in perception of the Thai people that travelling is
no longer a luxury but a beneficial and productive
activity has given boost to the outbound tourism.

The research sample was composed of 420
tertiary level students from Thailand. In order to
assess young Thailand students’ attitudes towards
New Zealand as a holiday destination, university
students were chosen as a sample as they not only
represent the youth of Thailand but also a segment
which is expected to grow professionally and earn
a better disposable income relative to many of their
peers. We used a structured questionnaire to gather
data from our sample. In order to develop the struc-

tured questionnaire we extensively reviewed the ex-
isting literature in the tourism management area.
We also interviewed three academic and manage-
ment experts in the field to help developing the
questionnaire. Following Churchill’s (1979) recom-
mendation we asked three experts in the area to
assess the content validity of the questions and
constructs. The questionnaire was originally written
in English and translated into Thai Language by
two bilingual experts. Yet, in order to enhance ques-
tionnaire’s consistency we followed Van de Vijver
and Leung’s (1997) translation procedure.

With the purpose to gather a sample of Thai
students, questionnaires were distributed to 900 ter-
tiary level students in different universities and loca-
tions in Thailand. Students were approached in the
main entrance of public and private universities in
Thailand. They were asked then, to fill out the struc-
tured questionnaire. Special attention was given to
the gender and public and private universities dis-
tribution proportion of students in Thailand. 51%
of questionnaires were distributed to male students
and 49% to female students on an attempt to meet
the gender criteria of the country. We also met the
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proportion of students from private and public
universities. The students were asked to return the
questionnaires to the secretariat office with no iden-
tification or contact details. That procedure yielded
420 valid questionnaires, representing a response
rate of 46%. According to Zou, Andrus, and Norvell
(1997) this response rate represents a fairly high
response rate for a developing country. Previous
studies that have been conducted in similar research
settings are usually in the range of 15 percent to
20 percent (Menon , Bharadwaj, & Howell, 1996).

Development of Measures and Questionnaire

The survey questionnaire had three sections.
The measures used in the questionnaire were largely
based on the Leisure Motivation Scale (Beard &
Ragheb, 1983) and its modified version used by
Ryan and Glendon (1998). The other sources with
regard to adventure and tourism activities offered
by New Zealand as a destination were adapted from
Mohsin (2005) and Mohsin & Ryan (2007). The
first section of the questionnaire gauged re-
spondents’ motivations for going on holidays. All
measures were assessed a 7-point Likert Scale which
ranged from 1 (of no importance) to 7 (extremely
important). These measures have been frequently
used in previous research (Mohsin & Ryan, 2007,
Mohsin & Alsawafi, 2011).

The section 2 of the questionnaire measured
the constructs related to tourists’ level of attraction
with regard to activities offered by New Zealand
as a tourist destination. These measures were adapt-
ed from the study done by Mohsin and Ryan (2007)
and Mohsin and Alsawafi (2011). A 7-point Likert
Scale was which ranged from 1 (of no attraction)
to 7 (extremely attractive). The section gauged atti-
tudess about travel and touristic activities of the
young Thailand students. Such measures help to
segment the market for promotional purposes.
Examples could be cultural tourism (McKercher et
al., 2002; Kerstetter, Confer & Bricker, 1998), natu-
ral tourism (Lang & O’Leary. 1997), adventure tour-
ism (Sung, Morrison & O’Leary, 1997, 2000), and
tourism aiming to visit friends and family
(Moscardo et al., 2000). Understanding tourists" in-
terest then proposing the travel activity helps to gen-
erate meaningful interest and experience to re-
member from that travel (Kim, 2014).

In addition to the variables presented in the
model we included age and gender as control varia-
bles, which comprised the third section of the
questionnaire. Previous research suggests that age
and gender have an influence on the reasons for
going on holidays (e.g. Mehmetoglu & Normann,
2013)

Reliability and Validity

The content validity was assessed through the
literature review and by consulting experts in the
tourism management area which helped to conclude
that our measures have content validity. We apply
the confirmatory factor analysis (CFA) paradigm
proposed by Anderson and Gerbing (1988) to assess
convergent validity and scale reliability. The resuits
obtained from the estimation of the CFA model in-
dicate that the overall chi-square for the measure-
ment model was 61.04 (p<0.001) with 34 degrees
of freedom (Table 1). Due to the fact that the
chi-square value can be inflated by the large sample
size (Byme, 2001), we examined four other meas-
ures of fit: comparative fit index (CF1=0.985),
Tucker-Lewis fit index (TLI=0.975), incremental fit
index (IF1=0.985), and RMSEA (0.044). According
to the results of the CFA model the items employed
to measure the constructs were both considered valid
{convergent validity) and reliable (composite reli-
ability, variance extracted, and internal consistency
— Cronbach’s Alpha). The large and significant
standardized loadings of all items present in the
model (£>1.96; p<0.05) indicate that convergent val-
idity was achieved. In terms of internal consistency
and composite reliability, Table | shows that all
constructs were deemed acceptable, since all
Cronbach’s Alpha fell well above the cut-off point
of 0.5, ranging from 0.66 (to explore my abilities
and skills) to 0.83 (Adventure) (Cronbach, 1951).
Regarding composite reliability, all constructs fell
above the minimum threshold of 0.60 established
in the literature (Bagozzi & Yi, 1988). Yet, all five
constructs fell above the minimum level recommend -
of 0.5 for average variance extracted criterion.
Based on the results above presented for the proce-
dures undertaken, the measurement model and its
variables were deemed acceptable.
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Table 1 Constructs Measurements Summary Confirmatory Factor Analysis and Scales Reliability

Standardized
Loading

Constructs/Variables

Composite Cronbach’s

t-Value AVE p jiability (p )* Alpha (a)**

0.52

1. To challenge my abilities and skills : 0.67 0.66
S1_12 To challenge my abilities 837 Set to 1

S]1_13 To use my physical abilities/skills in sport 577 8.063

2. To explore new experiences 052 0.68 0.69
S1_15 To see new cultures 724 11.096

S1_17 To explore new ideas 719 Set to 1

3. Experience Maori Culture 0.67 0.80 0.80
S2 13 ;l"o buy authentic indigenous Maori souvenirs 871 Set to |

S2 14 To experience indigenous Maori culture 759 12.769

4. Experience Natural Beauty 0.65 0.79 0.79
S2 20 To experience wildlife in natural setting 817 Set to |

S2 21 To experience other natural attractions 799 13.765

5. Experience Adventure 0.62 0.83 0.83
§2 02 A chance to go canoeing/kayaking 775 15.721

S2_01 A visit to Albatross colony 495 15.431

S2 03 A chance to go for ballooning 798 Set to 1

Chi-square = 61.04
Degrees of freedom = 34

*p- composite reliability (pe=(T\)Pvar(R)/[(Shiyvar(E) + £65]) (Bagozzi and Yi, 1988).

*%g. Cronbach's alpha (Cronbach, 1951)

AVE = Average Variance Extracted (Fornell and Larcker. 1981)

Testing of Hypotheses

Because of the complexity of the specified
structural model (Figure 1) we used structural equa-
tion modeling with maximum likelihood method to
test all relationships simultaneously (Amos 20.0).
The overall chi-square for the structural model was
91.57 (p<0.001) with 37 degrees of freedom (df).
Byrne's (2001) recommendation of using additional
fit indices to chi-square in the case of large samples
was adopted. We also analyzed the comparative fit
index (CFI=0.969). Tucker-Lewis fit index
(TLI=0.954), incremental fit index (IF1=0.955), and

root means squared error of approximation
(RMSEA = 0.059). All fit indices (including
RMSEA: IFI; CFl; TLD) fell within the recom-

mended range values (Browne & Cudeck, 1993;
Vandenberg & Lance, 2000; Byrne, 2001). We can
advocate that the estimated model was acceptable.
Table 3 presents the path analysis results and hy-
potheses of the specified structural model.

Hypothesis 1 proposed that the relationship
between to explore my abilities and skills as a moti-
vation to go on holidays and their attitude towards
New Zealand as an attractive destination to experi-
ence Adventure was positive. Surprisingly, the re-
sult suggests that that relationship was significant
but negative (-0.215; p<0.10). Thus, hypothesis |
was not supported.

The results for hypotheses 2 are significant
but again negative (-0.349; p<0.01). This means that
the more young Thai go on holidays to explore abil-
ities and skills the less they perceive New Zeaiand
as an attractive place to experience Maori Culture.
Thus, hypothesis H2 was rejected. The results fail
to provide support for H3, because the results were
not significant (-0.128; p>0.10).

The results for the hypothesis 4 support the
notion that the more young Thai students go on
holidays to explore new experiences, the greater
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Table 1 Consfructs Measurements Summary Confirmatory Factor Analysis and Scales Reliability

Standardized

Constructs/Variables

Composite Cronbach’s

t-Value AVE

Loading Relisbility (p )* Alpha (a)**
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S2_20 To experience wildlife in natural settlng

759 12.769
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SZ 21 To expenence other natural attractlons

SZ 02 A chance to go canoemg/kayaklng
S2_01 A visit to Albatross colony
S$2_03 A chance to go for ballooning

Chi-square = 61.04
Degrees of freedom = 34

799 13.765

275 15721
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798 Set to 1

*p- composite reliability (p=(TAifvar(E)[(TA:)var(t) + £6;]) (Bagozzi and Yi, 1988).

**a- Cronbach’s alpha (Cronbach, 1951)

AVE = Average Variance Extracted (Fornell and Larcker, 1981)

Testing of Hypotheses

Because of the complexity of the specified
structural model (Figure 1) we used structural equa-
tion modeling with maximum likelihood method to
test all relationships simultaneously (Amos 20.0).
The overall chi-square for the structural model was
91.57 (p<0.001) with 37 degrees of freedom (df).
Byme’s (2001) recommendation of using additional
fit indices to chi-square in the case of large samples
was adopted. We also analyzed the comparative fit
index (CFI=0.969), Tucker-Lewis fit index
(TL1=0.954), incremental fit index (IF1=0.955), and
root means squared error of approximation
(RMSEA = 0.059). All fit indices (including
RMSEA; JFI; CFI; TLI) fell within the recom-
mended range values (Browne & Cudeck, 1993;
Vandenberg & Lance, 2000; Byrme, 2001). We can
advocate that the estimated mode]l was acceptable.
Table 3 presents the path analysis results and hy-
potheses of the specified structural model.

Hypothesis 1 proposed that the relationship
between to explore my abilities and skills as a moti-
vation to go on holidays and their attitude towards
New Zealand as an attractive destination to experi-
ence Adventure was positive. Surprisingly, the re-
sult suggests that that relationship was significant
but negative (-0.215; p<0.10). Thus, hypothesis |
was not supported.

The results for hypotheses 2 are significant
but again negative (-0.349; p<0.01). This means that
the more young Thai go on holidays to explore abil-
ities and skills the less they perceive New Zealand
as an aftractive place to experience Maori Culture.
Thus, hypothesis H2 was rejected. The results fail
to provide support for H3, because the results were
not significant (-0.128; p>0.10).

The results for the hypothesis 4 support the
notion that the more young Thai students go on
holidays to explore new experiences, the greater
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they perceive New Zealand as an attractive place
to experience adventure (0.857; p<0.01). Then, the
results support H4.

Hypothesis 5 was also supported (0.974:
p<0.01). This means that the more young Thai go
on holidays to explore new experiences, the higher
they perceive New Zealand as an attractive destina-
tion to experience the Maori culture.

Finally, in relation to hypothesis 6, the results
indicate that young Thai students who go on holi-
days to explore new experiences perceive perception
of New Zealand as an attractive tourism destination
to experience natural beauty (0.864; p<0.01).

In summary, three out of the six hypotheses
were supported, while H1 and H2 were rejected,
and H3 was not significant (see Tables 2 and 3).
Despite the three hypotheses that have been rejected,
these results reveal an interesting situation.

Regarding the control variables testing, neither
age nor gender influenced on the dependent variables
search for adventure, experience the Maori culture
and experience natural beauty. Additionally, none
of the path coefficients tested in the model were
affected by the control variables (see Figure 2).

Experience Adventure
-0.215, 1.752*
To challenge my K .
abilities and skills -0.349, 2.454*%*
-0.128, 1.092 X .
Experience Maori
x ) Culture
0.857, 6.687%**
To explore new 0.974, 6.504%%*
experiences
0.864, 6.891*** .
& Experience Natural
Beauty

Figure 2 Final Model

Note:

* p0.10

** p=0.05
**%p<0.01
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Table 2 Correlation between Constructs

-0‘);

Construct : h B & 2 3 4 -5
1 To challenge my ability and skills 0.72
2 To explore new experiences 0.345 0.72
3 Experience Natural Beauty -0.150 0.478 0.81
4 Experience Maori Culture -0.326 0.391 0.346 0.82
5 Experience Adventure -0.317 0.365 0.352 0.590 0.79

Table 3 Path analysis of the Structural Model and Hypotheses Results

L T | - standardized ‘parameter - | Hypotheses
S Lmkages in the model B estimates i S Results
H1) To explore my abilities and skills — search for adventure -0.215 R
H2) To explore my abilities and skills — experience the Maori culture -0.349 2.454%* R
H3) To explore my abilities and skills — experience natural beauty -0.128 -1.092 NS
H4) To explore new experiences — search for adventure 0.857 6.687%**
HS5) To explore new experiences — experience the Maori culture 0.974 6.504%** S
H6) To explore new experiences — experience natural beauty 0.864 6.891%**
Note:
* p<0.10
** p<0.05
**+%p<0.01
R - Rejected
S - Supported

DISCUSSION, CONCLUSIONS AND IMPLICATIONS

Studying tourist behaviour to determine travel
motives and interest in travel activities is of sig-
nificant interest to destination marketers and helps
to develop targeted marketing strategies (Bryant &
Morrison, 1980; Cha et al., 1995; Jurowski, Uysal
& Noe, 1993; Loker & Perdue, 1992; Mo, Havitz
& Howard, 1994; Mudambi & Baum, 1997; Cho,
1998; Sung. Morrison & O’Leary, 2000: Shoham
et al., 2004; Xu et al.,, 2009). Exploring new and
emerging tourism markets not only provides a com-
mercial opportunity but also adds information to
the tourist behaviour literature based on new re-
search findings on trends and interest specific to
the market. From this perspective the current study
examines the travel motives and level of interest
in different touristic activities of the young uni-
versity students from Thailand. The rising income
levels of the middle class in Thailand (Chaipinit
& Phetvaroon, 2011) assure good future for the uni-
versity graduates as future travellers. The findings
of the current study provide information on the holi-

daying attitudes of this new emerging market -
Thailand.

The current study adopts the Leisure
Motivation Scale to determine the travel motives
and level of interest in touristic activities of young
Thailand university students. A conceptual theoret-
ical model was proposed (see Figure 1) highlighting
six hypotheses. The hypotheses test relationships be-
tween exploring individuals® abilities and skills with
adventure, Maori Culture and natural beauty.
Likewise exploring interest in new experiences and
their relationship with adventure, Maori Culture and
natural beauty.

The need to study travel motives becomes nec-
essary to help understand travel patterns and interest
of different market segments which vary from market
to market and person to person (Shields 2011;
Correia. Valle & Moco 2007; Jonnson & Devonish
2008; Kim 2007; Meng & Uysal, 2008). In studying
travel motivations for the Chinese outbound market
Zhang and Peng (2014) suggest that though this
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is a relatively under researched market segment, most
common motivational factors to fravel overseas were
noted to be knowledge, prestige, enhancing personal
relationship, relaxation, experiencing different cul-
tures and lifestyle and shopping. Most of these factors
relate to the measures used in the Leisure Motivation
Scale which has also been used in the current study.
Additionally Kim (2014) also suggests that social
interaction, cultural immersion, provides memorable
experiences which have been widely discussed in
the literature to become motives to travel. In testing
the theoretical construct 7o challenge my abilities
and skills as a motivation to go on holidays and
its relationship with New Zealand being perceived
an attractive destination to experience adventure as
part of H1, the results suggest that the relationship
was significant but negative (-0.215; p<0.10). This
is somewhat surprising as it means that the young
Thai students in challenging their abilities and skills
seek adventure activities but do not perceive that
New Zealand can fulfil their this desire. What an
ironic message for a country full of activities from
soft to hard adventure? This finding provides an
opportunity for Tourism New Zealand to understand
the travel motive and interest of this emerging market,
plan and promote adventure activities offered by
New Zealand to build an interest to holiday in New
Zealand.

The H2 tested the theoretical construct o
challenge my abilities and skills as a motivation
to go on holidays and its relationship with New
Zealand being perceived an attractive destination
to experience Maori Culture. The results suggest
that the relationship is significant but again negative
(-0.349; p<0.01). This finding only adds to the sur-
prise that New Zealand being the core country to
experience Maori Culture is not perceived by young
Thai students as a destination to provide them with
this experience when on a holiday. Yet another op-
portunity for Tourism New Zealand to promote and
correct the perception of this emerging market with
regard to Maori Cultural experience. The results of
H3 suggest that relationship between the construct
to challenge my abilities and skills as a motivation
to go on holidays and its relationship with New
Zealand being perceived an attractive destination
to experience natural beauty were not found
significant. ‘

The second theoretical construct to explore
new experiences of our model tested its relationship
with experiencing adventure as part of H4. The re-
sults (0.857; p<0.01) support the notion that the
more the young Thai students explore new experi-
ences on a holiday the more they perceive New
Zealand as a destination to experience adventure.
This finding represents another anomaly that though
New Zealand perceived as a destination to experi-
ence adventure, it is not perceived by the young
Thai segment as a destination to challenge their abil-
ities and skills. In some ways it makes the promotion
of New Zealand as an adventure destination to the
young Thai market segment somewhat easier.
Likewise the results of H5 (0.974; p<0.01) in testing
the relationship between exploring new experienc-
ing and perception of New Zealand as a destination
to experience Maori Culture is also supported.

This finding adds to the advantage of promot-
ing New Zealand as a place to experience Maori
culture and also provide opportunity to the young
Thai market to challenge their ability and skills in
experiencing new cultures. The notion in H6 high-
lighting and testing the relationship between new
experiences and perception of New Zealand as a
destination to experience natural beauty is also sup-
ported (0.864; p<0.01).

In summary, the results based on the six hy-
potheses testing the relationship of the two theoretical
constructs in the model i.e. 1o challenge my abilities
and skills and to explore new experiences suggest
that the young Thai university students do not per-
ceive New Zealand as a destination where they can
challenge their abilities and skills while on a holiday
to experience adventure or Maori Culture. On the
other hand when they are looking to explore new
experiences they do perceive New Zealand as a desti-
nation to experience adventure, Maori Culture and
natural beauty. These findings not only report an
interesting situation but also suggest that promotion
of New Zealand as destination to challenge abilities
and skills in experiencing adventure, Maori Culture
should become a travel motive for them to visit
New Zealand. Several studies have noted that young
travellers enjoy thrill which challenges their abilities
(Dotson, Clark, & Dave, 2008; Swarbrooke &
Homner, 1999; Hallab. Price & Foumier, 2006; Pizam
et al,, 2004, Bywater, 1993).
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So what is the significance and implications of this
study?

The distinctiveness of the study is embedded
in the fact that it explores travel motives of young
Thai generation towards holidaying. Comparatively
the literature is full of studies done in the Western
context on young travellers’ motivations to travel.
Within the context of young travellers from Asia,
studies are scarce and in relation to Thailand almost
non-existent. From this perspective the study adds
to the literature on travel motivations. On the theoret-
ical front the study has adapted the Leisure
Motivation Scale to develop and test constructs
through a proposed theoretical model (Figure 1).
These constructs and their results are unique in rela-
tion to travel motives of the young Thai market
segment generally, and in relations to New Zealand
specifically. Considering this from a marketing point
of view, exploring new markets is the key for all
destination marketers to sustain economic gains from
tourism, the current study adds information about
an unexplored market segment. Hence, suggesting
implications for destination marketers to get to know
about this new emerging market segment.

Like any other study, the current study also
has limitations in form of small sample size, sub-
jectivity in responses hence cannot claim to be whol-
ly conclusive. The results should be considered in
light of this limitation. However, the study provides
some value through its findings for other researchers
for comparative studies and suggests further re-
search with a larger sample size and focus on cul-
tural and other leisure related issues.

References

Anderson, J.C., & Gerbing, D.W. (1988) Structural
Equation Modeling in Practice: A Review and
Recommended Two-Step Approach. Psychological
Bulletin 103(3). 411-423.

Assaf. G.A. & Josiassen, A. (2012). European vs US
airlines: performance comparison in a dynamic
market. Tourism Management 33 (2), 68-81.

Bagozzi, R. P.. & Yi, Y. (1988). On the evaluation of
structural equation model. Journal of the Academy
of Marketing Science, 16(1), 74-94.

Ballantyne, S., Gannon, R., Berret, B., and Wells, M.E.
(2012). Comparing the intensity of students attitude

and perception changes from short-term travel
course. Journal of International Business and
Cultural Studies, 6. pp 1-9.

Beard, J. & Ragheb, M. (1983). Measuring Leisure
Motivation Scale. Jowrnal of Leisure Research 15
(3), 219-228.

Beerli, A., and Martin, J. (2004). Factors influencing
destination image. Annals of Tourism Research,
31, 657-681.

Bentley, T., Page, S. & Laird. (2003). Managing tourism
safety: The experience of the adventure tourism
industry. In: J. Wilks and S. Page (Eds.) Managing
tourist health and sqfety in the new millennium,
pp,85-100., Oxford: Elsevier

Bonn, M.A,, Joseph, SM. & Mo, D. (2005). International
versus domestic visitors: An examination of
destination image perceptions. Journal of Travel
Research 43, 295-301.

Browne, M.W. & Cudeck, R. (1993), Alternative ways
of assessing model fit. In K.A. Bollen, , J.S. Long.
(Eds), Testing structural equation models. Beverly
Hills, CA :Sage, 136-162.

Bryant, B. & Morrison, A. (1980). Travel market
segmentation and the implementation of market
strategies. Journal of Travel Research,l8, 2-8.

Byme, B. M. (2001). Structural equation modeling with
AMOS:  Basic concepts, applications, and
programming, New Jersey: Lawrence Erlbaum
Associates, Inc.

Bywater. M. (1993). The Youth and Student Travel
Market. Travel and Tourism Analyst, 3, 35-50.

Cha, S.. McClearly, K. & Uysal, M. (1995). Travel
motivations of Japanese overseas travellers: A
factor-cluster segmentation approach. Journal of
Travel Research, 33, 33-39.

Chaipinit, W., & Phetvaroon, K. (2011). Motivation and
behaviour of Thai outbound tourists to Europe.
Journal of Tourism, Hospitality & Culinary Arts,
3 (1), 99-109.

Chi, C.G., & Qu, H. (2008). Examining the structural
relationship of destination image, tourist
satisfaction and destination loyalty: an integrated
approach. Tourism Management 29, 624-636.

Chen, X. (2012). Statistical and activity-based modelling
of university student travel behaviour. Transport
Planning and Technology, 35 (5), 591-610.

Cho. B.H. (1998). Segmenting the younger Korean
Tourism Market: The attractiveness of Australia
as a holiday destination. Journal of Travel and
Tourism Marketing, 7(4): 1-19.

Chon, K. (1991). Traveller destination image modification
process: marketing  implications.  Tourism
Management 12, 68-72.

Churchill, G.A. (1979). A paradigm for developing better
measures of marketing construct. Jouwrnal of
Marketing Research, 16, 64-73.



158 |

APTA 2015, Kuala Lumpur, Malaysia 14th—171h May 2015

Correia. A., Valle. P., & Moco, C. (2007). Why people
travel to exotic places. International Journal of
Culture, Tourism and Hospitality Research, (| ),
45-61.

Crompton, J.L. (1979). Motivations for pleasure vacation.
Annals of Tourism Research, 6 (4), 408-424.

Cronbach. LJ (1951) Coefficient Alpha and the Internal
Structure of Tests. Psychometrika 16(3): 297-324.

Crouch, G.I. (2011). Destination competitiveness: an
analysis of determinant attributes. Journal of Travel
Research, 50 (27), 17-45.

Deresiewicz, W. (2009). Beyond Europe: The new student
travel. The Chronicle of Higher Education 55 42).
pp n/a.

Dotson, M., Clark, J., & Dave, D. (2008). Travel
motivations and destination activities of young
travellers of different ages: an empirical study in
the United States. Jmternational Journal of
Management, 25, 665-778.

Echtner, CM. and Ritchie, JRB. (1993). The
measurement of destination image: am empirical
assessment. Journal of Travel Research, 31 (4),
3-13.

Echtner, C.M. & Ritchie, J.B. (2003). The meaning and
measurement of destination image. The Journal
of Tourism Studies, 14 (1), 37-48.

Fodness, D. (1994). Measuring tourist motivation. 4nnals
of Tourism Research, 21, 555-581.

Formica, S. & Uysal, M. (1998). Market segmentation
of an intemational cultural-historical event in Italy.
Journal of Travel Research, 36(4): 16-24.

Fomell, C.. & Larcker, D.F. (1981). Evaluating Structural
Equation Models with Unobservable Variables and
Measurement Error. Journal of Marketing Research
18(1), 39-50.

Funk, D.C., & Bruun, TJ. (2007). The role of
socio-psychological and culture-education motives
in marketing international sport tourism: a
cross-cultural perspective. Tourism Management
28 (3), 806-819.

Hallab, Z., Price, C., & Foumnier, H. (2006). Students’
travel motivations. Tourism Analysis,11, 137-142.

Immigration Bureau and Police Department (2014).
Inbound-Outbound Travellers at the Suvarnabhbumi
Airport. Government of Thailand.

Jonsson. C., & Devonish, D. (2008). Does nationality,
gender, and age affect travel motivation? A case
of visitors to the Caribbean Island of Barbados.
Journal of Travel & Tourism Marketing, 25, 398
408.

Jurowski, C., Uysal, M. & Noe, F. (1993). USS. Virgin
islands national park: A factor-cluster segmentation
study. Jouwrnal of Travel and Tourism Marketing,
1(4): 3-31.

Kerstetter, D.L., Confer, JJ.& Bricker. K. (1998).
Industrial heritage attractions: Types and tourist.
Journal of Travel and Tourism Marketing, 7(2):
91-104.

Kim, JH. (2007). Exploring motivation and towrist
typology: The case of Korean golf tourists travelling
in the Asia Pacific. Unpublished doctoral thesis,
University of Canberra, Australia.

Kim, J.H. (2014). The antecedents of memorable tourism
experiences: The development of a scale to measure
the destination attributes associated  with
memorable experiences. Tourism Management, 44,
34-45.

Kim, K., Hallab, Z., & Kim, J. N. (2012). The moderating
effect of travel experience in a destination on the
relationship between the destination image and the
intention to revisit. Journal of Hospitality
Marketing and Management 21 (5), 486-505.

Kim, K., Jogaratnam. G., & Noh, J. (2006). Travel
decisions of students at a US university: segmenting
the international market. Journal of Vacation
Marketing, 12, 345-357.

Kim, K. & Jogaratnam, G. (2003). Activity preferences
of Asian international and domestic American
university students: An alternative basis for
segmentation. Journal of I'acation Marketing, 9
(3), 260-270,

Klenosky, D.B. (2002). The ‘pull’® of tourism destinations:
a means-end investigation. Journal of Travel
Research 40 (4), 385-395.

Lang, CT. & O’Leary, J.T. (1997). Motivation,
participation and preference: A multi-segmentation
approach of the Australian nature travel market.
Jowrnal of Travel and Tourism Marketing. 6(3/4):
159-180.

Limanond, T.. Butsingkomn, T., & Chermkhunthod, C.
(2011). Travel behaviour of university students who
live on campus: a case study of a rural university
in Asia, Transport Policy, 18, 163-171.

Loker, L. & Perdue, R. (1992). A benefit-based
segmentation of a non-resident summer travel
market. Journal of Travel Research: 31. 30-35.

Loundsbury, J. W. & Hoopes, L. (1988). Five year stability
of leisure activity and motivation factors. Jowrnal
of Leisure Research, 20(2), 118-134.

McKercher, B., Ho, P.S.Y., du Cros, H., & So-Ming.
B.C. (2002). Activities-based segmentation of the
cultural tourism market. Journal of Travel and
Tourism Marketing, 12(1): 23-46.

Mehmetoglu, M., & Normann, @. (2013). The link between
travel motives and activities in nature-based
tourism. Tourism Review of AIEST - International
Association of Scientific Experts in Tourism, 68(2),
3-13.

Menon, A., Bharadwaj, S.G., & Howell, R.D. (1996),
“The quality and effectiveness of marketing
strategy: effect of functional and dysfunctional
conflict in intraorganizational relationships™,
Journal of Academy of Marketing Science, 24(
4), 299-313.



DEVELOPMENTS OF THE NEW TOURISM PARADIGM IN THE ASIA PACIFIC REGION ] 159

Meng. F. (2006). An examination of destination
compelitiveness from the tourists’ perspective: The
relationship between quality of tourism experience
and  perceived destination competitiveness.
Unpublished doctoral dissertation. Blacksburg,
Virginia: Virginia Polytechnic Institute.

Meng, F., & Uysal, M. (2008). Effects of gender
differences on perceptions of destination attributes,
motivations, and trave] values: An examination of
a nature-based resort destination. Jowrnal of
Sustainable Tourism, 16, 445-466.

Mo, C., Havitz, M., & Howard. D. (1994). Segmenting
travel markets with the international tourism role
scale. Journal of Travel Research, 33: 24-30.

Mohsin, A. & Alsawafi, A. M. (2011). Exploring attitudes
of Omani students towards vacations. Anatolia, 22:
I, 35 — 46.

Mohsin, A. (2005). Tourist Attitudes and Destination
Marketing — the case of Australia’s Northern
Territory and Malaysia. Tourism Management,
26(5): 723-732.

Mohsin, A. & Ryan, C. (2007). Exploring attitudes of
Indian students towards holidaying in New Zealand
using Leisure Motivation Scale. Asia Pacific
Jowrnal of Tourism Research, 12(1). 1-18. Morgan,
M, & Xu, F. (2009). Student travel experiences:
memories and dreams. Journal of Hospitality
Marketing and Management, 18, 216-236.

Moscardo, G., Pearce, P., Morrison, A., Green, D., &
O’Leary. J.T. (2000). Developing a typology for
understanding  visiting friends and relatives
markets. Journal of Travel Research, 38(3):
251-259.

Moscardo, G., Morrison, A.M. Pearce, P.L., Lang, C.T,,
& O’Leary, J.T. (1996). Understanding vacation
destination choice through travel motivation and
activities. Journal of Vacation Marketing, 2(2):
109-122.

Mudambi, R. & Baum, T. (1997). Strategic segmentation:
An empirical analysis of tourist expenditure in
Turkey. Journal of Travel Research, 36: 29-35.

Newlands, K. (2004). Setting out on the road less travelled:
A study of backpacker travel in New Zealand. In
G. Richards & J. Wilson (eds), The Global Nomad:
Backpacker Travel in Theory and Practice, 217-
236. Clevedon, England: Channel View
Publications.

Nyaupane, G.P., Paris, CM., & Teye, V. (2011). Study
abroad motivations, destination selection and
pre-trip attitude formation. International Journal
of Tourism Research 13. 205-217.

Pearce, P.L. & Lee, U. (2005). Developing the travel
career approach to tourist motivation. Journal of
Travel Research. 43 (3), 226-237.

Phau, L., Shanka, T., & Dhayan, N. (2009). Destination
image and choice intention of university student
travellers to Mauritius. International Journal of

Contemporary Hospitality Management, 22 (5),
758-764.

Pizam, A., Jeong. G., Reichel, A., & van Boemmel, H.
(2004). The relationship between risk-taking,
sensation seeking, and tourist behaviour of young
adults: A cross-cultural study. Journal of Travel
Research, 42, 251-260.

Rittichainuwat, B. (2008). Responding to disaster: Thai
and Scandinavian tourists’ motivation to visit
Phuket, Thailand. Jowrnal of Travel Research. 46,
422-432.

Richards, G. (2002). Tourism attraction systems: exploring
cultural behaviour. Annals of Tourism Research,
29 (4), 1048-1064.

Ryan, C. (1998). Saltwater crocodile as tourist attractions:
a pilot study. Journal of Sustainable Tourism, 6
(4), 314-327.

Ryan, C. & Glendon, 1. (1998). Application of Leisure
Motivations Scale to tourism, Annals of Tourism
Research 25, (1), 169-184.

Schiffinan, L.G. & Kanuk, L.L. (2003). Consumer
behaviour (8%ed.).Upper Saddle River,NJ:Pearson
Prentice Hall.

Shan, B.Y., Shah, NART. & Suat, O.B. (2013).
International students’ perception on Malaysia as
a destination for Tertiary Hospitality and Tourism

Education.  Imeerdisciplinary  Journal of
Contemporary Research in Business, 5 (5),
435-456.

Sharpley. R.. & Sundaram, p. (2005). Tourism: a sacred
journey? The case of ashram tourism, India.
International journal of Tourism Research, 7 (3),
161-171.

Shields, P.O. (2011). A Case for Wanderlust: Travel
Behaviour of College Students. Journal of Travel
and Tourism Marketing, 28, (4), 369-387.

Shoham, A.. Schrage. C.. & van Eeden, S. (2004). Student
travel behaviour: A cross-national study. .Journal
of Travel and Tourism Marketing, 17 (4), 1-10.

Sung. H. Y., Morrison, AM., & O’Leary, J.T. (1997).
Definition of adventure travel: Conceptual
framework for empirical application from the
provider’s perspective. dsia-Pacific Journal of
Tourism Research, 1(2): 47-67. -

Sung, H. Y., Morrison, AM. & O’Leary, J.T. (2000).
Segmenting the adventure travel market: From the
North American industry providers’ perspective.
Journal of Travel and Tourism Marketing, 9(4):
1-20.

Swarbrooke, J., & Homer, S. (1999). Consumer behaviour
in tourism. Oxford: Butterworth-Heinemann.

Trauer, B. & Ryan, C. (2005). Destination image, romance
and place experience: An application of intimacy
theory in tourism. Tourism Management, 26(4):
481-49],

Tung, V.W.S. & Ritchie, 1.R.B. (2011). Exploring the
essence of memorable tourism experiences. Annals
of Tourism Research, 3 (4), 1367-1386.



160 |

APTA 2015, Kuala Lumpur, Malaysia 14th-17th May 2015

Van de Vijver, F.. & Leung, K. (1997). Merthods and
data analvsis of comparative research. In 1. W.
Berry, Y. H. Poortinga & J. Pandey (Eds.),
Handbook of Cross-Cultural Psychology (2nd ed.,
Vol. 1, pp. 247-300). Boston: Allyn and Bacon.

Vandenberg, R.J., & Lance, C.E. (2000) A Review and
synthesis of the measurement invariance literature:
Suggestions, practices, and recommendations for
organizational research. Organizational Research
Alethods 3(1), 4-70

Wang, Y.. & Davidson, C.G. (2008). Chinese student
travel market to Australiaz an exploratory
assessment of  destination perceptions.
International Journal of Hospitality and Tourism
Administration, 9 (4), 405-426.

Williams, A.P., & Soutar, G. (2000). Consumption of
adventure tourism: Some finture issues. Proceedings
of the Tourism in the New Millennium conference.
University of Surrey.

Wiers-Jensses, J. (2003). Norwegian students abroad:
experiences of students from linguistically and
geographically peripheral European country.
Studies in Higher Education 28, (4), 391-411.

World Tourism Organisation (2006). Thailand: The Asia
and the Pacific Intra-regional Outbound series.
Worid Tourism Organisation publications, Madrid,
Spain.

Xu, F., Morgan, M., & Song P. (2009). Students travel
behaviour: A cross-cultural comparison of UK and
China. international Jowrnal of Tourism Research.
11, 255-268.

Zhang, Y. & Peng, Y. (2014). Understanding travel
motivations of Chinese tourists visiting Cairns,
Australia. Journal of Hospitality and Tourism
management, 21, 44-53.

Zou, S., Andrus, DM. & Norvell, D.W. (1997),
“Standardization of international marketing
strategy by firms from a developing country”,
International Marketing Review, 14(2), 107-123.



