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ABSTRACT

This study examines long-haul Chinese outbounddtsishopping intentions
using the planned behavior approach. Attitude oflpct and store attributes, subjective
norms of co-workers are found to significantly peedhopping intentions of respondents
during their overseas trips. Further, behavioréieleeand the corresponding outcome
evaluation of product and store attributes leatthéoformation of attitude. Normative
beliefs of co-workers, motivation to comply with-amrkers, and the interaction between
them significantly influence respondents’ subjextiorms on overseas tourism shopping.
Control beliefs, power of control beliefs, and thieraction between them predict
respondents’ perceived behavioral control on oasrsmurism shopping. Both academic

and practical implications are made based on thatee
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CHAPTER 1

| NTRODUCTION

1.1STATEMENT OF THE PROBLEM

Shopping is one of the most pervasive tourist awi/in destinations (Choi et al.,
1999; Snepenger et al., 2003; Yuksel, 2007). Theomance of shopping experience as a
part of tourists’ overall experience has begunrewdincreasing attention from
researchers (Getz, 1993; Yuksel, 2007; Turner &iRger 2001; Kemperman et al.,
2009; Hsieh and Chang 2006; Timothy & Butler, 1996ksel & Yuksel, 2007; Heung
& Cheng, 2000; Wong & Law, 2003; Yuksel, 2004; Reger & Turner, 2002; Jansen-
Verbeke, 1991). It has been noted that shoppingityas particularly important to
international tourists who are likely to spend &rgmount of money on souvenirs and
goods that may not be readily available or affolelat their home country (Dimanche,
2003; Jansen-Verbeke, 1991; Timothy & Butler, 198Xtant studies report that
shopping can be a powerful motivating force indeeision to undertake a cross-border
trip (Timothy and Butler 1995); tourists of different ioaialities may have diversified
shopping preferences (Lehto et al., 2004; Reisi&g€urner, 2002) and hold varied
satisfaction levels (Wong & Law, 2003; Yuksel, 2D04

Shopping behavior of Asian tourists, who are thgomsource of global
shopping, has raised extensive interests amongres®s (Lehto et al., 2004; Ko, 2000;

Hobson & Christensen, 2001; Wong & Law, 2003; Kepth®89; Reisinger & Turner,
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2002; Jansen-Verbeke & Theobald, 1995; Pawitra &, PA03; Mak et al., 1999). For
example, Reisinger and Turner (2002) find the d#fifie shopping satisfactions of
Japanese tourists visiting Hawaii and the Gold Caesdetermined by the perceived
importance of product attributes. Other resealsh sheds light on Japanese tourists’
shopping behavior including their propensity to lupverseas destinations (Keown,
1989), the effect of culture value on their shoggdsehavior (Hobson & Christensen,
2001), and the relationship of shopping actividaed other tourist consumptions among
Japanese tourists (Jansen-Verbeke, 1995). Pizadeand (1996) compare behavioral
characteristics among Japanese, American and Kgreap tourists and argue that
nationality makes a difference on group tourisehdwior, of which shopping behavior is
one of the 18 different characteristics identifleadong those three groups. Ko (2000)
examine the issues and underlying reasons of tteeted shopping tour of Korean
tourists in Australia, and further argued its iefhee on tourists’ overall satisfaction.
Shopping as a tourist activity is particularly fewd by the Chinese tourists, and a
large portion of their travel expenditure is spemtshopping (Prideaux, 1996; Zhang &
Qu, 1996; Zhou et al., 1998; Hangin & Lam, 1999 €al., 2001; Lehto et al., 2004;
Heung & Cheng, 2000). Chinese shoppers are highilgle in places such as Hong
Kong, Paris, London, and New York (VisitBritain,20). The Australia Bureau of
Tourism Research (2003) found that 81% of the Glarautbound tourists engaged in
shopping when traveling in Australia, making it thest popular activity (Chow &
Murphy, 2008). The Masterindex of Travel Chinad2walf of 2008) revealed that the
main activities of Chinese independent travelerllitdestinations in the world were

general sightseeing (84%) and shopping (82%) (E2D@1). Meanwhile, the recent
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development of China’s long-haul outbound tourisadem Chinese tourists a major
market drawing worldwide attention (Pan et al., Z0Ryan & Gu, 2008). As of late
2011, there were 140 destinations around the vibdtsigned the bilateral tourism
agreement with China, called Approved Destinatitaius (ADS) (CNTA, 2012). For
example, China currently has a middle class of riimaa 300 million people that are able
to travel to the United States, and it is the ftsgeowing outbound travel market in the
world (US Travel Association, 2009). According tatfdnal Tourism Administration of
the People’s Republic of China (CNTA), in 2010, @se outbound tourist volume
reached 57.4 million with a 20.4% annual incre&d&TA, 2011). Furthermore, the
Chinese outbound tourism market ousted the UK fitwnd place among the world’s top
tourism spenders in 2010, with a 26% increase peediture on travel and tourism
abroad (in US dollar term), to US$54.9 billion (ETZD11). The most recent data from
Tourism Australia Research, showed that in 2011n€3e tourist arrivals to Australia
increased by 19.4%, which made China still amoegdistest-growing markets since
2000 (Tourism Australia Research, 2012). Europeandl Commission reported that in
2010, Chinese tourist arrivals to Europe totalédmillion, representing 34.8% of the
Chinese long haul outbound market. In the same yeanist arrivals from China to the
United States reached 802,000, an annual growgtofdd2.8% (OTTI, 2011); the total
spending of Chinese tourists amounted at $5 bjlemeraging $6,243 per person per trip,
which represented the highest spending interndtioagket and supported 35, 500
domestic jobs in the U.S. (U.S. Travel Associati2®il 1).

Previous research on Chinese outbound touristeedr@hina as an important

market for the global tourism industry (e.g. Kimakt 2005; Sparks & Pan, 2009; Zhang
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& Heung, 2002; Zhou et al., 1998; Zhang & Chow,£200 et al., 2011; Wong &

Kwong, 2004; Qu & Lam, 1997; Pan, 2003; Zhang £t28l09; Harrill et al., 2010; Qu &
Li, 1997; Cai et al., 2001, Li & Stepchenkova, 20ZRang et al., 2009; Stepchenkova &
Li, 2012; Li et al., 2011; Chow & Murphy, 2011; &t al., 2012). Due to its unique social
and Culture background (Doctoroff, 2005), Chineseists’ behavior and preferences
appear different from other international travel@hkow & Murphy, 2008, 2011). For
example, Chinese tourists prefer travelling in gotather than alone, as collectivism are
highly valued in Chinese culture (Hofstede, 199bkM: DeFranco, 1999). Additonally,
Chinese usually save money for months before gomtips abroad (Lau, 2004) and
bring gifts to family, friends and co-workers asaial norm (Lehto et al., 2004; Xu &
McGehee, 2012). In terms of overseas destinatioibaties, beautiful scenery (Kim et
al., 2005; Sparks & Pan, 2009), quality infrastiuet autonomy, inspirational motives
and social self-enhancement (Sparks & Pan, 20@9pand to be considered important
to Chinese tourists. Television program and inteane an important source of
information used by Chinese people to learn alarget destination (Sparks & Pan,
2009; Zhang & Heung, 2002; Cai et al., 2001). Femrtiore, Sparks and Pan (2009) note
that seeking shopping opportunity, looking for imgpon and the need of interaction
with locals are strongly influenced by the useebévision program. Some research has
attempted to investigate preferences in termswigbactivities among Chinese people.
Du and Zhang (2003) examines Chinese outbound goausts concerning their most
preferred activities in future overseas travel. Témult shows that the majority preferred
sightseeing (47.1%), participatory entertainmeBt3%), adventure activity (13.1%) and

others wanted to experience local lifestyle (17.62hpu, King, & Turner (1998) suggest
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“places which are highly popular” are the most im@ot. For the relatively new market
such as the U.S., Cai, Lehto and O’Leary (2001 tiveir top five activities were
shopping, dining, city sightseeing, visiting histat places, amusement and theme parks.
Similarly, Li et al. (2011) examine Chinese towsigixpectations of outbound travel
product in various aspects and shopping is fourietone of the major travel
motivations and an important activity of interest €hinese outbound tourists.

Although Shopping is found to be one of the mosgbfable tourist activities by
outbound Chinese tourists (Cai et al., 2001; lalet2011), very limited studies
investigated outbound Chinese tourists’ shoppirtab®r. Hong Kong is one of the few
first outbound destinations for Mainland Chinesgrigts (Qu & Lam, 1997; Zhang &
Heung, 2001) and it has been labeled as a popubgpsg destination particularly for
tourists from Asian countries. A few studies shigtitlon Mainland Chinese tourists’
shopping experience in Hong Kong. For example, Maith Chinese tourists are found to
have high importance expectation on quality of go@ervice quality, variety of goods
and price of goods when shopping in Hong Kong (Wé&rigaw, 2002). Qu and Li
(1997) indicate that Mainland Chinese tourists ongl Kong are satisfied with the
shopping facility, variety of choices, conveniemcghe shop and staff service but are not
satisfied with both the product quality and priéeeed. Most significant complaints
among Mainland Chinese visitors to Hong Kong atetbto be the mandatory shopping
trips provided by tour guides (Zhang & Chow, 20Bhang et al., 2009). Furthermore,
Choi et al. (2008) examine a wide range of aspacshopping including locations, brand

preference, tendency to purchase new brand, deaisaking style, product attributes,
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shopping environment and sales service of indiligistors from Chinese Mainland to
Hong Kong.

Though in scarce, researchers began to show inhtaréee long-haul Chinese
outbound tourists’ shopping behavior. It is suggeshat long-haul Chinese tourists
prefer purchasing electronics and famous brand-ntames for their extended network of
friends, family and even acquaintances when tragaiverseas (Guo et al., 2007). Li et
al. (2011) report that long-haul Chinese outbownudists want to acquire shopping
information from the tour operators, prefer to vs&hopping area with local flavor and do
not want forced shopping. Chow and Murphy (201 Bnexe the predictive power of
psychographic and demographic variables on Chioe®und tourists to Australia and
found that ‘shopping and dining’ is proved to bgndiicant related to a combination of
psychographic and demographic contributors. Mastny, Xu and McGehee (2012)
conduct in-depth interviews with Chinese touristevinad participated group tours of
East Coast cities during the spring of 2008. Thaditative research reveals Chinese
tourists’ product choices, shopping motivation,gbiag experience and problems during
the shopping trip on a general dimension.

In sum, Chinese outbound tourists shopping behddsrattracted increasing
attention but due to the scarce extant researcbhmswnknown about this important,
fast-growing market. To date, the majority of sasdon Mainland Chinese tourists’
shopping experience are presented in the Hong lKettopg, a non-overseas, non-long-
haul destination. The relevant literature in thegldhaul, overseas setting is still in
infancy stage (Li et al., 2011) and minimal resbaras done on long-haul Chinese

outbound tourists’ shopping behavior. The scateedture calls for more exploration on
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this significant subject matter. Meanwhile, exigtstudies have highlighted the need on
Chinese outbound tourist shopping (Heung & ChefAg02Wong & Law, 2002; Lehto et
al., 2004; Xu & McGehee, 2012). Therefore, thiggtaims to fill the gap of providing
empirical findings on long-haul Chinese outbounatigt shopping intentions. In other
words, this study attempts to empirically investegimng-haul Chinese outbound tourists’
shopping intention with a sample of Chinese tosngth travel experience to long-haul
overseas destination in the past. Theory of PlaB&vior (Ajzen, 1988; 1991) is
applied in this research setting as the theorefiicaidation to examine the factors which
influence tourists’ shopping behavior and theirdicgng relationship with the future

shopping intention.

1.2 BACKGROUND
1.2.1 Chinese outbound market: tourist arrivals

Official statistics showed the Chinese outboundisbypopulation is growing in
recent years. In the first three quarters of 2@idre were over 50 million outbound
travelers in China with a 20% year-to-date increase (COTRI, 2011).

Among the destinations in the world, Australia basn a popular long-haul
tourism destination for Chinese tourists for thetdd years. Despite a 7.3% decline in
2003 due to the outbreak of Severe Acute Respyr&gndrome (SARS), China
visitation to Australia increased steadily at arrage annual rate of 14.2% since 2000
(Australia Government Department of Resource, Bnargl Tourism, 2011). European
Union areas currently received approximately 3.Boni Chinese annually, with about
200,000 more than Japanese count. The number sgdeoed to be higher if measured in

terms of cumulative arrivals in different Europesastinations (ETC, 2011). In 2011,

www.manaraa.com



European Travel Commission reported that Chinesestoarrivals to Europe totaled 3.9
million, representing 34.8% of the Chinese longllmautbound market (ETC, 2011). The
United Kingdom also sees an upward trend of Chinestation. Till 2011, the total
volume of Chinese tourists to UK amounted at 14@ @@h a 5-year period increase rate
of 40% (VisitBritain, 2012). Since the grant of A&pproved Destination Status) in
May 2008 (CNTA, 2010), The United States has stépp@ the game in competing for
Chinese outbound tourists on a much larger scaleafXXl McGehee, 2012). The Chinese
tourist arrivals to U.S. have been increasing lierrecent years. The U.S. Travel
Association reported that approximately 13.2% bCalinese residents traveling beyond
Asia visited the U.S. in 2010, and this share iedasted to increase to 25% by 2015
(U.S. Travel Association). The most recent figuyedd T1 (2011) shows that though
slow down a bit, China still top the increase tateourist arrivals to U.S. in 2011
(35.9%). According to the U.S. Commerce Departm@htna is forecasted to account

for 2.16 million of the total 14 million visitor gwth through 2016 (OTTI, 2012).

1.2.2 Chinese outbound market: Tourist spending

The growing disposable income amongst Chinesestisunas boosted their
oversea spending in recent years. It has beenmasmbthat the global economic
downturn did not affect China as much as one wbaklkt expected (ETC 2011).
Throughout the recession, China was one of thddading outbound travel markets
around the world that continued to show positiveagh in economic value (VisitBritan,
2012). The most updated data from Chinese Tourisad@my indicated for the first half
of 2011, outbound tourism expense amounted atldBidn USD and trade deficit of

tourism services reached at 10.7 billion USD, whaglates to 54.1% of the total trade
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deficit of service industries (COTRI, 2011). Therism department of Australia
government forecasted that in the longer term 02€he Total Inbound Economic
Value (TIEV) is expected to double to over $6.0idnl, which will make China
Australia’s most valuable inbound market (Austr&@iavernment Department of
Resources, Energy and Tourism, 2011). The OfficEra¥el and Tourism Industries
reported in 2010 that U.S. travel and tourism etgp@pending) to China have increased
by 30% in seven of the last eight years (OTTI)201.1, visitors from China spent $7.7
billion in the United States, positioning China ai@f Germany in ranking of top
spending markets for the first time. What worth tr@mis that the spending growth rate
of Chinese outbound tourists usually outpaces treival growth rate (i.e. in 2011 the
spending growth rate in U.S is 47% while the afrgrawth rate is 36%), which indicates
that it may be more important for overseas destinatto focus on the Chinese inbound

market in terms of dollar spending.

1.2.3 Chinese outbound market: Tourist shopping

Shopping is the most popular destination activitite€hinese tourists when
taking outbound travels (Cai, et al., 2001; Heun@l&eng, 2000; Wong and Law, 2003;
Lin and Lin, 2006). Chinese consumers are becotnicrgasingly discerning with more
exposure to foreign goods and services. The strangeency also helped to trigger
much expanded spending overseas.

In 2005, a survey of Chinese tourists releasedch®YOINTA showed that travelers
to various EU member states spent about 3,000 jerrtrip, of which 34% went on
shopping (ETC, 2011). Recent figures proved thepimg trend is growing. Among

Chinese tourists visiting Britain, there are mdrant 80% VFR (Visiting Friends and
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Relatives) visitors and more than 60% Holiday talsfropped during their trips
(VisitBritain, 2012). In U.S. shopping with an agge participation percentage at 90%,
has been holding the number-one place (followetDining in Restaurants’ and
‘Sightseeing in Cities’) on the top 10 activitytlef Chinese tourists for 7 consecutive
years since 2005 (OTTI).

According to the Masterindex Survey, preferred ginagitems for Chinese
tourists are local souvenirs, antiques and artscealts (71%), apparel and personal
effects (67%), electronic and audio-visual prod8éfo), food items (35%) and luxury
and branded goods (32%) (ETC, 2011). In recentsy@aand-conscious Chinese tourists
are becoming well known for their “shopping powarid their enthusiasm for expensive
high-end products (VisitBritain, 2012). A key dbtnie of the Chinese outbound market is
a tendency to make big-bill purchases. with figudrem Global Blue indicating that
during the first seven months of 2012, China actedifor one fifths of sales in the
world where departing visitors reclaimed tax, phgcChina second to Middle East
(VisitBritain, 2012). Recent comments from Chinésgrists also suggest that branded
goods bought in Europe, though often are founcetortade in China’, are valued both

for being cheaper than bought in China and moedhito be genuine (ETC, 2011).

1.3 RESEARCH OBJECTIVES

The overall purpose of this study is to determitnatfactors influence long-haul
outbound Chinese tourists’ intentions to shop dytireir overseas trips. After a careful
examination of the current body of literature, gossible constructs from the Theory of
Planned Behavior (Ajzen, 1988; 1991) have beertiitleoh that are believed to influence

tourists’ intention to shop. In other words, thigdy uses the Theory of Planned Behavior

10

www.manaraa.com



(TPB) (Ajzen, 1988; 1991) to examine the effect$agtors on tourists’ shopping
intention during long-haul outbound trips. Spedaifig the constructs include (1)
behavioral beliefs and attitude toward shoppingesas, (2) normative beliefs and
subjective norms about how pressured the toureds fieom reference groups in terms of
shopping during overseas trips, as well as (3)robbeliefs and perceived behavioral
control of some possible constraints or barrieev@nt the tourist from shopping during
overseas trips. Through the use of a survey ingninthis study will identify which, if
any, of these constructs predict long-haul outbadDhihese tourists’ intentions to shop
overseas. It will also determine the strengthdefrelationships between the independent
and dependent variables.

The study context covers the research areas détouretail and Chinese
consumer behavior. Past research has shown th@h#wey of Planned Behavior is able
to be transferred and reliably applied to tourismng & Hsu, 2004, 2006; Sparks, 2007,
Sparks & pan, 2009; Quintal et al., 2010), retgili@anniére et al., 2009) and the
Chinese setting (Bagozzi et al., 2001; Chan & 12001; Lam & Hsu, 2004, 2006; Simth
et al., 2009; Sparks & Pan, 2009). Therefore,shigly attempts to further test the
applicability of the TPB in the tourism shoppinghtext with a sample of long-haul
outbound Chinese tourists. Even though many stusgtied light on tourism shopping
(e.g. Getz, 1993; Yukesel, 2007; Turner & Reisingé01; Kemperman et al., 2009) and
several focused on Chinese tourist shopping prefeseand satisfactions (Heung &
Cheng, 2000; Lehto et al., 2004; Lin & Lin, 200@)ere’s limited amount of literature on
Chinese outbound tourists shopping intentions,@albgin the context of long-haul

overseas travel such as the United States. Orthlee lsand, due to the recent

11
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development of Chinese outbound tourism and Chitesests’ increasing spending
power overseas, destinations around the worldzeglii is important to attract Chinese
people to spend and investigating their spendinigpa(Xu & McGehee, 2012). Among
the tourist activities of Chinese outbound travgl&hopping is an important activity of
interest and even one of the major travel motivetifXu & McGehee, 2012; Li et al.,
2010, 2011; Cai et al., 2001; OTTI; ETC, 2011; ¥Bsitain, 2012). Thus, there is a need
to address Chinese outbound tourists’ shoppingiicies and shopping behavior,
especially in the context of the long-haul mark&tder the theoretical framework of the
TPB, this study attempts to explore the behavimtahtions to shop of long-haul
outbound Chinese outbound tourists from the shapg@ata of overseas long-haul
Chinese tourists. Specially, the research objestfe¢his study are to:

1. Explore the influence of touristbehavioral belief¢BB) andoutcome
evaluation(OE) of overseas shopping attitudetoward shopping during a
long-haul outbound trip.

2. Explore the influence of touristaormative belief¢NBs) andmotivation to
comply(MC) of overseas shopping sabjective norntoward shopping
during a long-haul outbound trip.

3. Explore the influence of touristsontrol belief§CBs) andoower of control
beliefs(P) of overseas shopping parceived behavioral contrébward
shopping during a long-haul outbound trip.

4. Examine the respective predictive abilityatfitude subjective normand
perceived behavioral contrain behavioral intentiorto shop during a long-

haul outbound trip.

12
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Therefore, in accordance with the research objestithe four specific research questions
of this study are as follows:

1. How dobehavioral beliefsoutcome evaluatioand the interaction between them
influence Chinese touristattitudetowards shopping during overseas trips?

2. How donormative beliefsmotivation to complyand the interaction between them
influence Chinese tourist®ubjective normgoward shopping during overseas
trips?

3. How docontrol beliefspowerof control beliefs and the interaction betweemthe
influence Chinese touristjgerceived behavioral contrain shopping during
overseas trips?

4. How doattitude subjective normandperceived behavioral contrahfluence

Chinese touristsshopping intentionduring their long-haul outbound trips?

13
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CHAPTER TWO

L ITERATURE REVIEW

2.1 TOURISM SHOPPING

Many researchers argue that while shopping isres#ioned as primary motive
for travel, it is a common and one of the main istuactivities (Kent et al., 1983; Keown
et al., 1984; Witter, 1985; Keown, 1989; Dickmaf8%; Jansen-Verbeke, 1991; Jansen-
Verbeke, 1994; Timothy & Butler, 1995; Ko, 2000; iga2012). For some tourists,
shopping may be the single most important purpbsereel (Cohen, 1995; Reisinger &
Waryzack, 1996; Huang & Hsu, 2005), or be considlatdeast an indispensable part of
being a tourist (Heung & Qu, 1998; Yuksel, 2004 numnber of studies emphasize the
importance and popularity of shopping in touristting. The development of shopping
sectors is instrumental in tourism promotion (Jargerbeke, 1991). Di Matteo and Di
Matteo (1996) indicate that due to the more leisurented setting for shopping in the
destination, it has become a major leisure actiatynany tourists. Timothy and Butler
(1995) argue that the desire and necessity forghgps based on the elements of
relaxation, fleeing from mundane routine, and @k that are associated with
shopping, which in turn motivate tourist to trav@lirthermore, shopping opportunities
can often function as attractions (Ryan, 1991)./Shsuch as Harrods in London, Nike
Town in Chicago or Taipei 101 Building Shopping Made major tourist attractions

(Reisinger & Turner, 2002; Wang, 2012).

14

www.manaraa.com



2.1.1 Tourist shopping motives

Shopping in tourism setting can be resulted fromous motives including
diversion, self-gratification, learning about lotaditions and new trends, and sensory
stimulation (Tauber, 1972). Tourist shopping mdiimas, as stated by Jansen-Verbeke
(1994), can be divided into four categories: (t¢sgthening social ties, (2) taking
advantage of the unique goods provided or bargaipiites offered, (3) purchasing
goods and products that represent the identitge@fiestination, and (4) being motivated
by the favorable exchange rate. In keeping withfdlie categories, motivations of
Chinese tourists shopping in the United Statedaaned to be: a) purchase gifts for
friends and relatives; b) take advantage of unoéucts (special souvenirs or high
guality products) and lower price; and c¢) make gosel of travel time (Xu & McGehee,
2012). Mok and Iverson (2000) attribute Taiwanesgists’ keenness of overseas
shopping to their culture value of maintaining sbcelationship through the giving of
gifts. Souvenir shopping by Japanese touristsuadaampant due to the important
tradition of exchanging gifts (Jansen-Verbeke, 399#mothy and Butler (1995) report
that taking advantage of price difference, getamgy from a routine life and sampling a
different culture comprised tourist motivation faking cross-border shopping trips.

On the other hand, Wang (2004) classified touhsipping motives into leisure
and functional purposes. Furthermore, the addedbslfoomeanings account for the other
motivations (Lehto et al., 2004). Trip remembranaespsychologically important to
many tourists (Anderson & Littrell, 1995). The geddurists purchased often carry
symbolic meanings and special memories that thef ta cherish and remember (Belk,

1988; Gordon, 1986; Littrell et al., 1993; Oh et aD04; Swanson, 2004). For example,
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the souvenir a tourist bought in the destinatioa iangible symbol and reminder of an
experience that differs from daily routine and thidterwise would remain intangible,
such as memories of people, places and event (6o1@&6; Littrell, 1990; Simith,
1979).

Leisure shopping is one of the most popular aatiziin global tourism (Law &
Au, 2000). Some researchers claim that shoppielf issa tourism activity that satisfies
people’s needs for leisure (Kent et al., 1983; Wa0§4). Heung and Cheng (2000)
suggest consumers may consider shopping for undgedducts as a leisure activity.
Moscardo (2004) argues that tourists shopping rastoan be recognized as instrumental
and expressive ones. The expressive motives reyrégeneed to escape, to relax, and to
have a change of the life pace while the instruadenbtives include shopping for
necessities associated with travel and shoppira @stivity that meets social obligation.
Similarly, Geuens et al. (2004) suggest that tobsh®pping motivations can be
diversified into functional motivation, social madition and experiential motivation.
Functional motives can be referred to rational givagpbehavior motivated by factors
such as lower prices, more varieties and betterty&hang et al., 2006). Shopping
opportunities are a major attraction drawing tasrie many less developed countries
where the prices of goods are generally low (Ked@89). Moreover, tourists tend to
shop goods that may not be readily available ardéble in their home country
(Dimanche, 2003).Existing research also reporttthateisure and functional nature of
tourism shopping can be explained by hedonic aitithutin shopping values which have

been applied in tourism (Gursoy et al., 2006; YUuk&@07; Bruwer & Alant, 2009;
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Kemperman et al., 2009) and retail settings (Babaad., 1994; Childers et al., 2002;

Jones et al., 2006; Overby & Lee, 2006).

2.1.2 Tourist shopping values

Researchers acknowledge that shopping experieacesdeed produce both
utilitarian and hedonic value (e.g. Belk, 1987, chr & Arnold, 1990; Sherry, 1990a).
As suggested by Batra and Ahtola (1990), “consumershase goods and services and
perform consumption behavior for two basic reas¢esconsummatory affective
(hedonic) gratification (from sensory attributes)d (b) instrumental, utilitarian
reasons.” Utilitatiran consumer behavior has bexstidbed as task-related and rational
(Batra & Ahtola, 1991; Engel et al., 1993; Shedr§90b). Utilitarian shopping value,
reflecting shopping with a work mentality (Hirschm& Holbrook, 1982), relates to
whether the purchase goal of the shopping trigeemplished (Babin et al., 1994;
Yuksel, 2007), and is often accompanied with dedibeand efficient purchase (Babin et
al., 1994).

Contrarily, hedonic shopping value represents @ging trip’s potential
entertainment and emotional worth (Bellenger etl&l76). Rather than stemming from
task fulfillment, hedonic value results from fundgmayfulness (Holbrook & Hirschman,
1982) and is more subjective and personal thantihirian value. Unlike utilitarian
consumption which need stimulating the shoppingwas accomplished (Babin et al.,
1994), shopping itself, with or without purchasiegn provide hedonic value in many
ways (Marking et al., 1976). Researchers indida&t fantasy fulfillment, perceived
freedom, increased arousal, heightened involvermethtescapism all may generate a

hedonic shopping experience (Bloch & Richins, 1983bschman, 1983). Perceived
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enjoyment by recreational shoppers through shopgatigities is a resource of hedonic
value that allowing a consumer to enjoy a produa¢sefits without purchasing it (Bloch
et al., 1986).

Previous studies suggest that hospitality and $oauproducts are likely to be high
in both hedonic and utilitarian values (Batra & glla, 1990; Voss et al., 2003). Tourist
shoppers experience both utilitarian and hedoropgimg values. Tourist shoppers seek
particular products and souvenirs based on funatiattributes such as brand names and
logos, product and package size, price, and pragluadity (e.g. Turner & Reisinger,
2002; Xu & McGehee, 2012). The range of goods msel by tourists is large and may
not just consist of souvenirs and necessary pergenas. It includes goods such as
clothes, jewelry, books, art and craft, duty-freequcts and electronic goods (Turner &
Reisinger, 2001). For example, Xu and McGehee (Ridds that Chinese tourists shop
in the States in order to take advantage of highlyet quality, U.S. branded goods and
lower price compared to the same products in Cl@methe other hand, tourists’
shopping is a hedonic activity which is often clgsessociated with tourist’ experiences
of the “consumption of place” (Jansen-Verbeke 19998; Timothy & Butler, 1995).
Tourists may view shopping experiences as entenmh or recreation even without
purchasing a product (Jones, 1999). They often fobkxcitement and pleasure as well
as seek opportunities to interact with local peaghen shopping (Littrell et al., 1994;
Jones, 1999). A tourist’s quest for pleasurablgpimg experience may be more
significant than acquisition of products (Yukseéd0Z). Furthermore, tourists who believe
that the shopping district can provide them with, fpleasurable and enjoyable shopping

experience are likely to return in the future (Yelk007).
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2.1.3 Tourist shopping attributes

Many tourists want to secure the highgsality item possible when purchasing
goods while they are away from home (LeHew & Wesk§07). Studies find that
tourists search for high-quality, well-designeddarots when shopping in the destination
(Costello & Fairhurst, 2002; Littrell et al., 1998aige & Littrell, 2003; Rosenbaum &
Spears, 2006; Tosn et al., 2007; Reisinger & Tyr2@02; Xu & McGehee, 2012). High
guality of workmanship are found to be an imporisyect that travelers seek from the
crafts they purchase (Hu & Yu, 2006). Chinese sigfbelieve that the quality of
products in the U.S. is guaranteed and there shmaultb fake brands due to sound legal
systems (Xu & McGehee, 2012), This belief fostare major motivation that drives
them to shop in the U.S. Moreover, tourists conrgmlgchasing an item by a well-known
manufacturer is very important (Littrell et al., 9, and thus looking for well-known
brand names and logos when shopping (Gee, 1987).

Price is another important attribute for tourists whaogping in the destination.
Research shows that the most important variabééinmulating tourist shopping is price
differentials between home and destination (Timdgutler, 1995; Heung & Cheng,
2000; Hobson, 2000). Low price, though not a sali@ctor, is highly weighted in
tourists’ judgments about a retail store (Keowalet1984). Hong Kong and Singapore
are well-known shopping destinations, particuldolyduty-free goods, largely due to
their competitive price on both imported and logatlade products (Hobson &
Christensen, 2001). For Japanese tourists, priteimost obvious explanation for the

type of product lines purchased, perceived bess$ bauyd desires to buy certain items
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(Keown, 1989). Chinese tourists are also motivatetbwer prices of products when
shopping in the U.S., especially of well-known litgmoducts (Xu & McGehee, 2012).

Uniquenes®f products as symbolic motives enhances thedouexperience by
giving the tourists a special memory about théir fFurner & Reisinger, 2001). For
example, travel souvenirs are important to touastseminders of special travel
experiences (Littrell et al., 1994). Memorable ghiog experiences and purchases of
special goods form an integral part of the trip d&rson & Littrell, 1995). Getting access
to unique U.S. brands is one of the motivations din@e Chinese tourists to shop in the
U.S. (Xu & McGehee, 2012) because they believegmmonU.S.-branded products home
carry a symbolic memory of the trip. Urry (1990yaes that part of the social experience
involved in many tourist context is to be able tmsume commodities in the company of
others. Satisfaction is derived not from the indizal act of consumption but from the
fact that all sorts of other people are also coressrof the service (Urry 1990). Several
studies reveal that tourists take group tours dubd motive of seeking social interaction
with travel companions as well as people in theidason (Yarnal & Kerstetter, 2005;
Whipple & Thach, 1988; Wong & Lau, 2001; Wang ef 2000). Particularly,
researchers find that Chinese tourists are fortdkafg group tours due to the benefit of
personnel interaction involved (Wong & Lau, 200baAg & Chow, 2004; Wang et al.,
2002; Wang et al., 2000).

Personnefactors also influence tourists’ overall shoppaxgperience. Anderson
and Littrell (1995) note that tourists’ interactiaith shopkeeper and crafts producers are
woven into their stories of memorable experiencgbauthentic souvenir purchases

during trips. Lam and Hsu (2004) indicates toutists/ing decisions are influenced by
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their travel companion, especially tour guides. @asicular aspect of the personnel
factors that influencing tourists’ buying behaviethe staff service quality (Keown et
al., 1984; Heung & Cheng, 2000; Bitner et al., 1;9%old at al., 2005; Zeithaml et al.,
1988; Lin & Lin, 2006; Wong & Law, 2002). The intation between the shop assistant
and shoppers, referred to as the service encousgegritical part of the product delivery
(Reisinger & Waryszak, 1994). Staff's friendlinesaring, attentiveness, expertise,
competence, respectfulness and knowledge of a prade among the vital determinants
of sales effectiveness and of service quality (iRgex & Waryszak, 1994). Service
quality is identified to be the most influentiattar of tourists’ overall shopping

satisfaction in Hong Kong (Heung & Cheng, 2000).

2.1.4 Chinese tourists’ shopping characteristics

Though extensive research had shed light on Chioesists outbound travel
behaviors (Zhang & Lam, 1999; Mok & Iverson, 208parks & Pan, 2009; Lee at al.,
2011; Liat al., 2011; Xu & McGehee, 2012), limitachount of them specifically focus
on Chinese tourists shopping behaviors. Howevepging as a tourist activity is
particularly favored by Chinese tourists and adgogrtion of their travel expenditure is
spent on shopping (Prideaux, 1996; Zhang & Qu, 1986u et al., 1998; Zhang & Lam,
1999; Cai et al., 2001; Lehto et al., 2004; HeunGlg&eng, 2000). Lehto et al. (2004)
identify that besides demographic factors, traweppse and travel style influence
Chinese tourist shopping preference and destinatioice. Mainland Chinese travelers
are found to have higher expectation on qualityaxdds compared to western travelers
when shopping in Hong Kong (Wong & Law, 2002), whis confirmed by later studies

that one of the motivations Chinese tourists shappi the U.S. is to take advantage of
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the higher quality of U.S. products (Xu & McGeh2812). Lin and Lin (2006) find that
visitors from Mainland China are only satisfied mitome delivering service when
shopping in Taiwan but least satisfied with othgheattributes including
commemoration of the product, uniqueness of thdymband price. Barriers such as
restricted shopping hours (Prideaux, 1996; Xu & Mhée, 2012), Language problems
(Lam & Hsu, 2006; Xu & McGehee, 2012) and mandagtops at certain shops (Zhang
& Chow, 2004) are identified by several researclrers both exploratory studies and

empirical tests.

2.2 THEORETICAL FRAMEWORK: THEORY OF PLANNED BEHAVI OR
2.2.1 Theory of Planned Behavior (TPB)

The Theory of Planned Behavior (Ajzen, 1988; 1998n extension of the
Theory of Reasoned Action (Ajzen & Fishbein, 19Bi3hbein & Ajzen, 1975). The
TRA model has been applied in various fields likarketing, social psychology or even
education (e.g. Pryor, 1990; Shimp & Kavas, 198%€rBer et al., 1980). Two key
variables — attitude and subjective norm have l@eoduced in the TRA constructs to
encompass behavioral goals. However, the preditiaisiweakened when the TRA is
applied to types of behavior not under volitionahtrol (Sheppard et al., 1988).
Compared to the TRA, the Theory of Planned BehaUieB) includes additional
measures of control beliefs and behavioral comtrabver the behaviors not under
complete volitional control. The TPB postulatesthkey constructs that generate
behavioral intention and in turn, drive actual beabaeventually. Specifically, intention
is based on such variables as attitude towardehaor, subjective norm and perceived

behavioral control. Figure 1 depicts the theorthie form of a structural diagram.
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Figure 2.1 Theory of Planned Behavior

Attitude. According to Ajzen and Fishbein (198@jtitudetoward the behavior
refers to an individual's overall positive or ndgatevaluation of performing a particular
behavior, which derives from the function of Belwasl beliefs and the evaluation of
perceived outcomes. TPB predicts that the morerédle an individual evaluates a
particular behavior, the more likely he/she wilieind to perform that behavior (Ajzen,
1987). For example, positive attitude toward takangine oriented vacation is likely to
be a key influence on intentions to take such atrac (Sparks, 2007). An attitude is a
predisposition result from learning and experiemefect in a consistent way toward an
object, such as a product (Lam & Hsu, 2006). MdwiiL987) suggests that in tourism
context, attitudes are predispositions or feeltoggrd a vacation destination, a tourist
activity, or service, based on multiple perceiveadoict attributes.

Behavioral beliefs. Behavioral belief is considered to have two dinnems An
individual's Behavioral Belief in performing a p&dlar behavior that will lead to a

specific consequence; and the Evaluation of Outoehieh refers to one’s assessment of
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that particular consequence (Ajzen & Fishbein, 19%%en & Fishbein, 1980). In other
words, a combination of beliefs that the behavidklead to certain outcomes; and the
evaluation of these outcomes together generataddtiNumerically, Attitude can be
predicted by multiplying an individual’'s behaviotalief of each salient attribute
associated with the behavior by the individual’aleation of the corresponding

outcomes of each salient attribute, and then thdymts are aggregated for the total set of
beliefs (Ajzen, 2002; Ajzen, 2006).

Subjective norms. Subjective norm refers to an individual’s perceptof whether
people who are important to him/her think that he/should or should not perform a
certain behavior in question (Ajzen & Fishbein, QR8Any person or group served as a
reference group could exert a key influence omdividual’s beliefs, attitudes and
choices (Moutinho, 1987). In consequence, an idd& may conform to his/her referent
group(s). Such conformation is subjective norm.j&etive norms are assumed to assess
the social pressures on individuals to performairta perform a particular behavior
(Conner & Armitage, 1998). In tourism setting, arist might choose to perform a
certain behavior not only depend on their signiftoathers such as family members and
close friends, tour guides or fellow tour group nhems can also become a source of
social pressure (Lam & Hsu, 2004; Lam & Hsu, 2006).

Normative beliefs. An individual's behavior is influenced by his/herportant
others’ standards of judgment. What those impoxémers think he/she should do is
defined asormative belief¢Ajzen & Fishbein, 1980). Such beliefs and theeakbf
motivation to which the individual wants to compWth altogether determingubjective

norms The more an individual perceives that significatiters think he/she should
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engage in the behavior, the greater an individuaVel of motivation to comply with
those others (Lwin & Williams, 2003). Accordingline strength of eaamormative belief
is weighted by the corresponding motivation to ctyngnd the products are summed to
produce thesubjective normgAjzen, 1991; Ajzen & Fishbein, 1980).

Perceived behavioral control (PBC). Perceived behavioral control (PBC) is a
non-volitional factor. It reflects an individualfgerception of the ease or difficulty in
performing a specific behavior (Ajzen & Fishbei®8D). The proposed relationship
between perceived behavioral control and behaviotahtion as well as actual behavior
is based on two assumptions (Ajzen, 1990). Firstnerease in perceived behavioral
control will result in an increase in behaviorakintion and the likelihood of performing
the actual behavior. Second, perceived behaviorgral will influence the actual
behavior directly to the extent that perceived oaneflects actual control (Armitage &
Conner, 2001). Judgments of PBC are influenceddtigfis concerning whether one
access to the necessary resources and opportuaipesform the behavior successfully,
weighted by the perceived power of each factoatilifate or inhibit behavior (Ajzen,
1988,1991).

Control beliefs. The perception of factors likely to facilitate ahibit the
performance of the behavior are referred to asrobbeliefs (Conner & Armitage,

1998). These factors include both internal cordttributes such as information, personal
deficiencies, skills, abilities or emotions, andezral control factors such as
opportunities, dependence on others, barriers (€ofirArmitage, 1998). Perceived
behavioral control is a composition of control bédiand perceived power. Perceived

power of each control factor is considered to lvidual assessment of the importance
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of the resources and opportunities in achievingaignal outcomes (Ajzen & Madden,
1986; Chang, 1998). In sum, the total productsachecontrol belief multiply the
corresponding perceived power generate perceivieaMimal control (Ajzen, 1991,
2009; Ajzen and Fishbein, 1980).

I ntention. Behavioral intention can be defined as a perssukgective probability
of performing a particular behavior (Ajzen, 1991 )a0 individual’s anticipated or
planned future behavior (Swan, 1981). It reflectsralividual’'s expectancies about a
particular behavior in a given setting and can jperationalized as the likelihood to act
(Fishbein & Ajzen, 1975). Behavioral intention t & a certain way is the immediate
determinant of a behavior (Ajzen, 1985). In otherdas, intention can result in actual
behavior when there is an opportunity. Therefdri#ha intention is measured accurately,
it will provide the best predictor for behavior §Gbein & Ajzen, 1975). Overall, the
basic paradigms of the TPB are that an individsiéikely to undertake a particular type
of behavior if they believe that such behavior \ald to a valuable outcome; that their
important referents will value and approve of te@dvior; and that they have the
necessary resources, abilities, and opportuntiearry out such behavior (Ajzen, 1985;

Conner et al., 1999).

2.2.2 Applications of the TPB

Many studies have provided support for the uséetheory of planned behavior
in prediction of various social behaviors (e.g. Aage & Conner, 2001; Conner &
Sparks, 1996; Sparks, 1994; Van den Putte, 199deMer, limited amount of research
is conducted in a tourism context. Meng and Xu @(qropose a conceptual model

incorporating the TPB with consumer impulsive shoggehavior (e. g. Rook & Hoch,
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1985; Rook, 1987; Rook & Gardner, 1993; Rook & Eisi995) as well as hedonic and
utilitarian value (e.g. Leve & Witz, 2009; Hobro&kHirchman, 1982; Babin et al.,
1994) to predict tourist shopping behavior.

Lam and Hsu (2004) test the fit of the TPB withgrdtal travelers from Mainland
China to Hong Kong as the sample. Results showatiiaide, perceived behavioral
control and past behavior are found to be relaietie intention of choosing Hong Kong
as a travel destination. Particularly, beliefs dl@gperience and shopping and
sightseeing in Hong Kong attribute to the formidgtitude and in turn, have an impact
on Chinese tourists’ travel intentions. Perceivebdvioral control resulted from control
beliefs including high expense, short vacation ésawvisa application procedures and
safety issues, lower the intention of travelinghe destination among Chinese tourists.
However, such travel intention is found to be restaiated with subjective norm, which
contradict with previous studies depicting thatr@&se rated self-monitoring highly and
strived to change their behaviors in accordanch thig¢ situation and people surrounding
them (Yang, 1992).

Lam and Hsu (2006) attempt again to test the agiplity of the TPB on
behavioral intention of choosing a travel destimatoy using a sample of potential
Taiwanese travelers to Hong Kong. The study reseeh variables as subjective norm,
perceived behavioral control predicted the behavimtention of Taiwanese tourists
choosing Hong Kong as a travel destination. Instiiely, subjective norm has the
greatest direct effect on behavioral intentionisfting Hong Kong. Travel agency, close
friends and family are found to be Taiwanese tasirimportant social referents.

Controlbeliefs in safety, mandatory stop duringttifgand communication problems
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composed of perceived behavioral control to neggtiinfluence travel intentions to
Hong Kong.

Sparks (2007) finds that perceived control, noragainfluences, past attitude,
wine/food involvement and three wine attitudinahénsions predict the tourists’
intentions to take a wine vacation. The extendedehbased on the TPB was tested in a
wine tourism context and was shown to have utititpredicting wine-related vacations.
Sparks and Pan (2009) investigate potential Chioa#und tourists’ values in terms of
destination attributes, as well as attitudes towaternational travel by using a survey
developed based on the TPB. Five destination ateggoare identified to be important. In
terms of predicting intention to travel, social mative influences and perceived lavels of
personal control constraints were most influertieded on TPB.

Quintal et al. (2010) apply the TPB in examining thnpacts of risk and
uncertainty on travel decision-making by usingshenple from South Korea, China and
Japan tourists visiting Australia. Results showertgived risk and uncertainty are
distinct constructs that have different impactsAgen’s TPB (1985, 1991). The analysis
also suggests both subjective norms and perceeavioral control are significant
predictors of intentions to visit Australia. Funthrere, important referents show an even
greater influence than previous studies with thigondhat subjective norms impact both
attitudes and perceived behavioral control begpdedicting intentions.

Previous researches in shopping context demonsh&tatility of the TPB to
predict buying intention (Cannier et al., 2009; €et al., 2002; Kalafatis et al., 1999;
Tarkianien & Sundqvist, 2005). Cannier et al. (@0find that the TPB constructs are

better predictors of consumer buying intentionmbarel than the relationship quality

28

www.manaraa.com



model. Consumer’s intention to buy environmentédigndly products (i.e. green hotel
or organic food) are influenced by their attitudes&rds such products, their important
others’ perceptions and possible resources andryyiies (Han & Kim, 2009; Han et
al., 2010; Kalafatis et al., 1999; Tarkianien & 8quist, 2005). Furthermore, extensive
research on consumer adoption of online shoppsmsipport the applicability of the
TPB (Pavlou & Fygenson, 2006; Hsu et al., 2006;d¢aret al., 2004; George, 2004;
Hansen, 2008) and the intentions of taking leisuterities are tested by using key TPB

constructs (Rhodes & Dean, 2009; Hrubes et al.0p01
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CHAPTER THREE

METHODOLOGY

3.1 TARGET POPULATION

Due to the fact that long-haul outbound travel r@ is still at its beginning
stage, Mainland Chinese citizens who can affordaedvilling to travel abroad and
shopping overseas are still a tiny portion of thentry’s population (Li & Stepchenkova,
2012). Therefore, the target population of thigigtis defined as adult mainland Chinese
citizens (eighteen years old and above) who haentan outbound long-haul leisure trip
outside Asia in the past three years. The sampke¢bnsists of tourists who have

overseas long-haul travel and shopping experieatmd

3.2 SAMPLING

Participant sampling were conducted in Beijing, r&jtei, and Guangzhou, the
three major gateway cities which are the primaypound tourist-generating areas
generally categorized as “Tier I” cities of Chir&aT(C, 2007; WTO, 2003). These three
cities were selected because the residents’ dignegt/ income per capita is among the
highest in China (National Bureau of Statistictina, 2003). These individuals are
expected to provide more pragmatic judgments amndays in the survey (Lam & Hsu,
2004), as their likelihood of travel to the UnitSthtes or other overseas countries is

higher than that of citizens in less developed.area
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Participants must be long-haul Chinese outboundsisuvho have shopping
experience during their overseas travel. The losg-hinese outbound tourists are
defined as “non-agricultural, adult Mainland Chieegtizens (18 years old and above)
who have taken a leisure trip of four or more reglty plane, outside Asia in the past
three years” (Li et al., 2010). To make the sangpinmore relevant to the overseas tourism
shopping, the potential respondents must have quswverseas tourism shopping
experience by spending over 6,000 Chinese Yuaru{a#ig000) on shopping activities
undertaken by him/her-self.

The data collection of this study employed syst@&matercept sampling in
Beijing, Shanghai, and Guangzhou. The sample iesl@d0 respondents: (1) who have
traveled to an overseas destination outside Asikefsure purpose in the past three years;
(2) who have spent four or more nights during tigewith at least one night at a paid
accommodation; (3) who have spent over 6,000 Chiivesin (RMB), i.e.,
approximately $1,500, on shopping during the tf4);who have undertaken the
shopping activities by him/herself excluding thege only paid for the shopping bill for

someone else.

3.3 SURVEY INSTRUMENT

The study design employed a survey approach tatesstablished theoretical
model in the Chinese outbound tourist shoppingexdnPast research has shown that the
measurement model of the TPB is able to transfétareliably applied to tourism
(Lam & Hsu, 2004, 2006; Sparks, 2007; Sparks & Ra09; Quintal et al., 2010), retail
(Canniere et al., 2009) and the Chinese contexddBa et al., 2001; Chan & Lau, 2001;

Lam & Hsu, 2004, 2006; Simth et al., 2009). Thesgoanaire was initially developed in

31

www.manaraa.com



English due to the fact that most extant literatan@ English, with inputs from a team of
academic experts in both tourism and retailingielThe questionnaire was then
professionally translated into Chinese and thelk ranslated to English by a bilingual
researcher majoring in tourism and hospitality. ®hginal questionnaire and the back-
translated questionnaire were then compared anelwed by two researchers. Finally, a
round of pilot test was conducted before officalriching of the survey.

This survey includes 7 main sections: screeningtiues, general information
guestions, behavioral beliefs and attitude, noweatieliefs and subjective norms, control
beliefs and perceived behavioral control, shopjmentions, and lastly, demographics.
All likert-type scaled items were adapted to intdrscales using a five-point likert scale.
Though most of the studies applying the TheorylahRed Behavior used seven point
response categories (e.g. 1=strongly agree, 7xgyraisagree) to measure the construct
scale items (e. g. Ajzen, 2002, 2006; Lam & HsW@£L@006; Sparks, 2007; Sparks &
Pan, 2009), this study adopted five point scaltears of seven to make the questionnaire
more reader friendly, but still generate relialdsuits for further data analysis. Previous
studies about optimal number of scale categoridisated that seven may be the modal
number of response alternatives (Symonds, 1924risbor, 1972; Ramsey, 1973, Peter,
1979). However, others suggested that reliabibtypained relative constant for self-
rating scales with both five and seven scales (Bgnd 953, 1954; Dawes, 2008;
Komorita & Graham, 1965; Cicchetti et al., 1985xQlb, 1980; Dawis, 1987). For
example, one of the most recent studies (Dawes3)Z00nd that five and seven-point
scales produced the same mean score and eachhmotémeeasily be re-scaled with the

resultant data being quite comparable. In the nmanit has been argued that less
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guestions (e.g. Edwards et al., 2002; Kanuk & Bspan1975; Champion & Sear, 1969;
Bean & Roszkowski, 1995) and respondent-friendligleimproves survey response
(e.g. Dillman, 1978; Kulka et al., 1991; DillmanReynolds, 1990; Dillman et al., 1991).
Therefore, in order to give respondents a cleamv with a reader friendly feeling, five
point response categories are used in all likgré-tgcaled questions in this study. Each

sections of the survey instrument are describeédarparagraphs below.

Screening questions

This section includes two screening questions thighpurpose to reach to the
targeted responden{d) who have traveled to an overseas destinatitsid®iAsia for
leisure purpose in the past three years; (2) whe Bpent four or more nights during the
trip with at least one night at a paid accommoadat{8) who have spent over 6,000
Chinese Yuan (RMB), i.e., approximately $1,000sbopping during the trip; (4) who
have undertaken the shopping activities by himéieexcluding those who only paid for
the shopping bill for someone else.

IN.1. How many trips (including business, leisunel &isiting friends and relatives)
have you taken overseas outside Asia during thietipes years? (at least FOUR
nights were spent and at least ONE night was aDP*¥CCOMMODATION
during such trips; non-Aisia destinations incluéstthations other than Japan,
Korea and Southeast Aisia contries)

[N TSAY 7T 1>
TERMINATE

0 1 1 2.

2-B MBS . e ————————— e 3.

D B S . ettt s————— a1 rra e aaa 4...

B LIMES OF ADOVE . .ceeiieiie ettt e e eaaas 5

IN.2. Did you ever spend RMB 6,000 or more for ghiag during one of your overseas
trip outside Asia in the past 3 years (excludingdf@and accommodation
expenditure)? If you travelled as a family, plessfer to the family’s shopping
expenditure).
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—->TERMINATE
Y B ittt ————— ittt a ettt 2

General Information of respondents

The general information section measures travatedlcharacteristics including
travel destination, frequency of overseas shop@ntunt spent on shopping during the
overseas trip, length of stay in the destinatigpetof the tour, primary products bought,
time spent on shopping during the overseas trigpgimg companion, and shopping

allocation.

GlL.1. What overseas destinations have you visibefdig Please select all that apply)

o] g1 I AN 0 1] o= 1
BUIMOPE .. e e 2..
AUStralia/NEeW Zealand ..........o.ovveiieiie e 3
F A { 7= R 4.

Other (Please specify)

Gl.2. How many times have you shopped over 6,00BRvhile traveling to an
overseas destination?

00 1 1T 1.

P2 (0 TG 20 111 1< 2
i (o ST (] 1.4 L= 3
6 tIMES ANA ADOVE.....c.eeiieiiiie it e e 4

Gl1.3. In which year did you take your most recergrgeas trip and spent 6,000 RMB
in shopping?

Gl.4. How much did you spend on shopping in thpPt(in RMB)

6,000 — 10,000.....cccuuiieiereieietee et eeer e e e 1
10,001 — 20,000.....ccccuueieieiiieeereeeieseeees e e e e e e e e e r e 2
20,001 — 30,000, .ccuuiiieieeeieee e eeee e 3
30,001 — 40,000, ... it eeee e 4
40,001 —50,000......cccuuiieiiieeie et eemmr e ——————— 5
50,00100 @DOVE ... ieveiieieiee et eemmme et e e e 6

Gl.5. What was the destination country/region att tinip? (If you visited an area
consists of multiple countries, for example, Europi can provide the name of
the region)

Gl.6. How long did you stay in that destination otyy/area? days
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GI.7.

GL.8.

GL.9.

Gl.10.

Gl.11.

What is the tour type of your most recentrseas trip of this type?
Packaged tOUT .........ooiiiiiiiiiiiiiie i s e e e e e e e e e e eeeeeeeeannnn 1
Full Independent Tour (FIT) ......ouuuiieiiii e 2
Other (Please specify)
What primary products did you buy during thaerseas tripPlease select all
that apply)
Apparel/Shoes/Handbags............oouuiviiimccc e 1
JEWEIIY/ACCESSONES ...ttt e e 2
Healthcare produCLS ..........oooeiiiiiiiiis e e e e eeeeeeees 3
EIECIIONICS. ... e 4
COSMELtICS/BRAULY CAre.......ceeiieiieieeeeee e 5
SOUVEBINIIS. .ttt ettt eeeee ettt s e e e e e e e e e e e e e aeeeeesennnees 6
Other (Please specify)
In total, how many hours did you spend onpghiag during that overseas trip?
(Please provide an estimate)
5 NOUIS OF IESS ittt 1
6 10 10 NOUIS...ccoiiieeiee e 2
11 £0 20 NOUIS. .ttt e 3
2110 30 NOUIS....ciiiiiiiiiiecee et 4
2110 30 NOUIS....ciiiiiiiiiiieeee ettt 4
3L NOUIS OF MOTE ..coiiiiiiiiieeiee e 4
Please indicate persons you shopped witinglthat overseas trif°lease select
all that apply)
Family members...........viii e 1
Friends/RelatiVES. ..o 2
CO-WOIKEIS ..ottt bttt et e e e e e e e e e e e e e e e s e s annaes 3
Travel group/TOUr QUIAE ........uuvueeee s mmmmm e e e e e e e e e e 4
Others (Please speficy)
What percentage of your total shopping ergare was spent for others (the two
percentage numbers must add up to 100%)?
1) Gifts for family, friends and realads, co-workers, etc. %
2) Buy on others’ behalf (with payment %

Behavioral beliefs and Attitude

The measurement of behavioral beliefs comprisesdiv@nsions: an individual’s

beliefs in performing a particular behavior thaligad to a specific consequence; and

evaluation of the consequence (Ajzen & Fishbenb18jzen & Fishbein, 1980). This

section summarized 14 themes from the tourist shgdjgerature (Jansen-Verbeke,
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1991; Keown et al., 1984; Wong & Law, 2002; TurdeReisinger, 2001; Doyle &
Fenwick, 1974; Chewdhury et al., 1998) and the €$entourist shopping literature
(Heung & Cheng, 2000; Wong & Law, 2002; Lin & Li2Q06; Xu & McGehee, 2012).
Behavioral beliefs are measured by asking respdademate their agreements of those
14 items in the context of shopping in the Unitealt&s. Evaluations of outcomes of the
14 beliefs are measured by asking the importanead item (Lam & Hsu, 2004, 2006;
Ajzen, 2002, 2006; Hrubes & Ajzen, 2001)

BB. When answering all the following questions, pleasefer to your most recent
non-Asia overseas trip in which you spent more thas,000RMB. For each of
the items listed below, select the number to thktrihat best describes your
beliefs about shopping during the overseas trip.
1=Strongly disagree, 2= Disagree, 3=Neutral (neithelisagree nor agree), 4=

Agree, 5=Strongly agree

Table 3.1 Behavioral Beliefs ltems

| believe shopping overseas

woulld enable me to iggg%’e Disagree| Neural | Agree S;rgrnegely

receive......

(a) High product quality 1 2 3 4 5

(b) Bringing back gifts for others 1 2 3 4 5

(c) Wide variety of product 1 2 3 4 5

(d) Genuine branded goods 1 2 3 4 5

(e) Good value for the money 1 2 3 4 5

() Commemoration of the trip 1 2 3 4 5

(g) Product uniqueness 1 2 3 4 5

(h) Access to world-known 1 2 3 4 5
brand

(i) Hospitable service 1 2 3 4 5

(j) Attractive product price 1 2 3 4 5

(k) Fashion and novelty 1 2 3 4 5

(I) Unavailable in my own 1 2 3 4 5
country

(m)Good store environment 1 2 3 4 5

(n) Product trustworthiness 1 2 3 4 5

OE. How important are the following items tauyp@henshopping in the overseas
destination?
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1=very unimportant, 2= Unimportant, 3= Neutral, 4=Important, 5=Very

important

Table 3.2 Outcome Evaluation ltems

un

How important is...... Very mportan | Vel
unlmg;ortan impcirtan Neutral t |mp(zrtan

(a) High product quality 1 2 3 4 5

(b) Bringing back gifts for 1 2 3 5
others

(c) Wide variety of product 1 2 3 4 5

(d) Genuine branded goods 1 2 3 4 5

(e) Good value for the money, 1 2 3 4 5

() Commemoration of the trip 1 2 3 4 5

(g) Product uniqueness 1 2 3 4 5

(h) Access to well-known 1 2 3 4 5
brand

(i) Hospitable service 1 2 3 4 5

(j) Attractive product price 1 2 3 4 5

(k) Fashion and novelty 1 2 3 4 5

(I) Unavailable in my own 1 2 3 4 5
country

(m)Attractive store 1 2 3 4 5
environment

(n) Product trustworthiness 1 2 3 4 5

Numerically, Attitude can be predicted by multiplgian individual’'s behavioral
belief of each salient attribute associated withliehavior by the individual's evaluation
of the corresponding outcomes of each salienbatei and then the products are
aggregated for the total set of beliefs (Ajzen,2@®D06), which is the interaction effect
between behavioral beliefs and outcome evaluatliomeasuring attitude, the following
6 attitudinal items are adopted from Hsu and Hus(2009) study in using the TPB and
tourist motivation to predict Chinese tourists’ beioral intentions in visiting Hong
Kong. Respondents are asked to select the catduairipest describes their attitude about

shopping in the United States.

37

www.manaraa.com



ATT. To me shopping during the overseas trip.is. Please rate your agreement to
the following descriptions.
1=Strongly disagree, 2= Disagree, 3=Neutral (neithelisagree nor agree), 4=
Agree, 5=Strongly agree

Table 3.3 Attitude Iltems

To me, shopping

) Strongly | . Strongly
?riuprlinsg the overseas disagree Disagree| Neural | Agree agree
(a) Pleasant 1 2 3 4 5
(b) Enjoyable 1 2 3 4 5
(c) Important 1 2 3 4 5
(d) Worthwhile 1 2 3 4 5
(e) Satisfying 1 2 3 4 5
() Rewarding 1 2 3 4 5

Normative beliefs and Subjective norms

The measurement of normative beliefs also conesttwo parts: What an
individual's important others think he or she shibdb and the individual’s motivation to
comply (Ajzen & Fishben, 1975; Ajzen & Fishbein809. Three reference groups,
family, friends and relatives, and travel agentadepted from previous TPB studies in
predicting Chinese tourist’s travel intention tortgadkong (Lam & Hsu, 2004; Lam &
Hsu, 2006). Two reference groups, co-workers aaktrgroup fellows are particularly
added for the overseas shopping context of thidysfRespondents are asked to rate the
extent of these reference groups’ agreement onpagpluring overseas trips, and the

likelihood of complying with what their social reénce groups think they should do.

NB. Please indicate twhat extent people around you think yahould shop during
overseas trip.
1=Absolutely should not, 2= Should not, 3=Neutrak#= Should, 5=Absolutely

should
Table 3.4 Normative Beliefs Items
Absolutel Should Absolutel
shSSI(;l re10); ncc);tJ Neutral Should ssrf:)ﬂlg Y
(@) My family | ... think | 1 2 3 4 5
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(b) My should shop
friends during the_ 1 5 3 4 5
and overseas trip
relatives

(c) My travel 1 2 3 4 5

agent

(d) My co- 1 2 3 4 5

workers

(e) My travel
group 1 2 3 4 5
fellows

MC. Thinking about shopping during an overseas plpase indicate the likelihood of
you complying with the wishes of people around ybtNMery unlikely, 2= Unlikely,
3=Neutral, 4= Likely, 5=Very likely

Table 3.5 Motivation to Comply Items

:;'S?;anig)ely a':)e you to ur\lllfkreyly Unlikely Neutral Likely Very likely

(a) My family 1 2 3 4 5

(b) My f.rlends and 1 5 3 4 5
relatives

(c) My travel agent 1 2 3 4 5

(d) My co-workers 1 2 3 4 5

(e) My travel group 1 2 3 4 5
fellows

Subjective norms questions are formed based omAZ2002, 2006)
measurement studies of the TPB and previous TREarels in both tourism and retalil
context (Lam & Hsu, 2004, 2006; Sparks, 2007; Sp&#an, 2009; Canniére et al.,

2009).

SN. Again, thinking about shopping during an ovassiip, please rate the agreement to
the following descriptions about the influence ebple around yot=Strongly disagree,
2= Disagree, 3=Neutral (neither disagree nor agregd= Agree, 5=Strongly agree

Table 3.6 Subjective Norms Items

jtrongly Disagree Neural Agree Strongly

isagree agree

(a) Most people who are important 1 2 3 4 5
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to me would think | should
shop during an overseas trip.

(b) Most people who are importa
to me would think | should
take advantage of buying 1 2 3 4 5
something during an oversea
trip.

(c) Most people who are importa
to me would approve of my
shopping during an overseas
trip.

Control beliefs and perceived behavioral control

The perceptions of factors likely to facilitateiohibit the performance of the
behavior are referred to as control beliefs (AjzZE391; Conner & Armitage, 1998).
Control beliefs are measured by the salient inbibibr facilitators along with the
perceived power of each control beliefs (Ajzen, )99 his section derived four themes
from previous studies in Chinese outbound tourisch@utbound tourism shopping (Xu
& McGehee, 2012; Lam & Hsu, 2004; Sparks & Pan,2Q0 test whether tourist’s
control beliefs would influence his/her shoppintgittion and actual behavior. Questions
of control beliefs and perceived power are formadabased on Ajzen’s (2002, 2006)
guestionnaire design study of the TPB constructssveiral TPB studies in the tourism
setting (Lam & Hsu, 2004, 2006; Hsu & Huang, 2069stly, respondents are asked to
select their agreement under a five-point likeaisavith the six themes including
language batrrier, limited shopping time, limiteg/mp&nt method, shopping cost,
inconvenience in transportation, and mandatory gimgptrips. Secondly, the perceived
power of control beliefs is evaluated under a fpaent likelihood scale by rating the

influence of each control belief.
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CB. For each of the descriptions listed below,leitbe number to the right that best
describes your agreement witte issues you may have when shopping during
overseastrip (refer to your most recent overseas trigstrongly disagree, 2=
disagree, 3=Neutral (neither disagree nor agree)=dagree, 5=Strongly agree

Table 3.7 Control Beliefs Iltems

When shopping during overseas Strongly | oo ree|  Neural|  Agree| STONGY
tnp ______ dlsagree agree
@1 ha\_/e language/ Communication 1 5 3 4 5
barriers
(b) There is limited time to shop 1 2 3 4 5
(c) There are limited payment methods 1 2 3 4 5
for shopping
(d) Shopping could cost me a lot 1 2 3 4 5
(e) Thereis inconvenience in 1 5 3 4 5
transportation for shopping
(N 1 have to go for the mandatory
: 1 2 3 4 5
shopping arranged by travel agents
(g) Other (please specify ) 1 2 3 4 5

P. Please rate the likelihood of the following ieeabouthe influence of the possible
shopping problems. 1=Very unlikely, 2= unlikely, 3=Neutral, 4= likely,

5=Very likely

Table 3.8 Power ltems

How IiI_<er these shopping problems | very Unlikely | Neutral Likely Very
would influence you...... unlikely likely
(a) Communication/language barriers
would influence my buying 1 2 3 4 5
decision
(b) Time spent on shopping would
: - 1 2 3 4 5
affect my buying decision
(c) Payment meth_oq would influence 1 2 3 4 5
my buying decision
(d) Sho_pplng cost would influence my 1 5 3 4 5
buying decision
(e) Transportation concerns would
: : - 1 2 3 4 5
influence my buying decision
() Mandatory shopping arrangements
would influence my buying 1 2 3 4 5
decision
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Questions of perceived behavioral control are mddmsed on Ajzen’s (2002,
2006) TPB measurement study and several TPB studkasth tourism and retail settings
(Lam & Hsu, 2004, 2006; Sparks, 2007; Sparks & B@00; Canniére et al., 2009). Four
themes of possible shopping issues during an caets® (Xu & McGehee, 2012; Lam
& Hsu, 2004; Sparks, 2007; Sparks & Pan, 2009)rererporated into the perceived
behavioral control questions. Respondents are dskede their agreement under a five-

point likert scale about the perceived behaviooaltm! of shopping in the United States.

PBC. Please indicate to what extend you agreesagdee with the following statement
aboutfactors that may control your shopping experience \erseas
1=Strongly disagree, 2= Disagree, 3=Neutral (neithelisagree nor agree), 4=
Agree, 5=Strongly agree

Table 3.9 Perceived Behavioral Control ltems

ﬁ;rongly Disagree Neural Agree Strongly
isagree agree
(@) If I want, | have control over shopping
) ) 1 2 3 4 5
during an overseas trip
(b) If  want, | would be able to do
: : : 1 2 3 4 5
shopping during an overseas trip
(c) If  want, | could easily do shopping
: ) 1 2 3 4 5
during an overseas trip

Behavioral Intentions

The behavioral intentions section includes foumsedescribing tourist shoppers’
intentions to shop again during future oversegstirive point likert scale ranging from
extremely unlikely to extremely likely has been pbal. The measurement of intentions
is based on Ajzen’s measurement study (2002, 200 TPB as well as three studies
on predicting Chinese tourists’ travel intentioogHong Kong by applying the TPB and

adjusted model of TPB (Lam & Hsu, 2004, 2006; HsH&ang, 2009). The intentions
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section will be put as the last section in the tjaasaire (excluding demographics) to

follow the respondents’ engaging logic.

INT. Thinking about your intentions to shop duriodgerseas trip in the future, please rate
your agreement on the following descriptidrStrongly disagree, 2= Disagree,
3=Neutral (neither disagree nor agree), 4= Agreeotrongly agree

Table 3.10 Intentions Iltems

gitsr(;ngly Disagree Neural Agree Strongly

gree agree

(@) lintend to s_hop during my future 1 2 3 4 5
overseas trip

(b) I planto shpp during my future 1 5 3 4 5
overseas trip

(c) I desire to s_hop during my future 1 2 3 4 5
overseas trip

(d) I probably will shop again during

. 1 2 3 4 5

my future overseas trip

Demographics

The final portion of the survey includes seven dgraphic questions and one
open ended question. The demographic informatiomp®rtant in order compare them
against the dependent and independent variableshdisehold income categories are
adopted from two most recent studies on Chinedgoomid tourists to America (Li &
Stepchenkova, 2012; Stepchenkova & Li, 2012). khtaah, shop companions (Borges et
al., 2010; Prus, 1993) are added particularly dube study context

D1. Please circle the respondent’s genfid@ NOT READ, JUST RECORD]

1Y 1L TRR 1.
FOMAIE ... 2.

D2. What is your residency city?

D3. What is your marrital status? Are you.[READ LIST. ACCEPT ONLY
ONE.]

SINGIE <o e 1.
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MaAITIEA/P AN ..o e e e e e e e e eeens 2

Separated/Divorced/WidOWed ................. e eeeeevveeinnniiinaneenns 3
(@11 0 TSRS 4...
Prefer not to sajDO NOT READ] ........ccviiiiiiiiiiiiiiiieeeeeeeeeeee 99

D4.  Which of the following broad categoriesludes your age?

L8 it —————— ettt 1.
28m3D i ——————— 2...
B8-S e ——————— 3.
B0 e —————— et 4...
DB ettt ——————— et 5.
ST ] =1 010 1Y/ 6

RefUSE 10 ANSWEN ... ... e e e e e e 22.99

D5. What is the highest level of education you heamplete@ [READ LIST.
ACCEPT ONLY ONE]

High school/Vocational/Technical school or belaw................... 1
Associate degree or some college ..........eveeeeiiiiiiiiiiiiiiiiiiinn 2
COollege dEQree ......coiiiieiiiee it e e e e e e e eeeeeaeeees 3
Graduate work/Master’'s/Doctoral degree.......cccceeeeeeeeeeeeeeneneee. 4
Or something else (please SPecify) ........occeeeemuiiiiiiiiiiinieeeeeeee, 5
Prefer not to sajDO NOT READ] ........cuvviiiiiiiiiiiiiiiieiieeeeeeeee 99

D6. Which of the following broad categories besta@es your approximate monthly
household income in 2012 before taxes (RMEREAD LIST. ACCEPT

ONLY ONE]

BEIOW 4,000 ....ouiiiiiiiei e ssse e e e e e e e e e e e e aarrnnnaa 1
4,001 10 7,000 ...ooiiiiiieieieiiieie e 2
7,001 £0 10,000 ....euuiiiiiiniiiieeee et 3
10,001 t0 20,000 ....evviieiiiiiiiiiiieeee e 4
20,001 t0 30,000 ....cooeiiiiiiet e 5
30,001 t0 40,000 ....cooiiiiiiiieie e 6
40,001 t0 50,000 ...cooiiieiiiiiiiiii e 7
50,001 OF @DOVE......ccoiiiiiiiit e 8
Prefer not to sajDO NOT READ] ........cccvimiiiiiiiiiiiiieeeeeeeeeeeee 99

D7. Please indicate your employment status.

Employed full-time/part-time ...........oooo e 1
Housewife (Househusband)/Homemaker ........ccccceeevvvvvvnnnnnnnnn. 2
Temporarily unemployed/looking for work............ccccceeveiininnnen. 3
RELIEA ... e e e 4...
Y 10 [0 [T o | PR 5
Other please specify )....6
Prefer not to sajDO NOT READ] .......cccccumiimiiiiiiiiieiieeeeeeeeeee 99

3.4 DATA COLLECTION
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Intercept interviews were conducted by a profesdiogsearch company in China
in May 2013. A total of 300 completed, useful sys/avere collected by this research
company. The survey sites include high-end locatsrch as upper-class neighborhoods,
premium shopping malls, luxury restaurants andleateBeijing, Shanghai and
Guangzhou. Well-trained interviewers were hiredh®/research company to conduct the
intercept interview. To increase response rateimpdove reply quality, monetary
incentive are offered to each participant. Addisiltyy the research company was
required to take quality control measures suchnasite training, result review, central

briefing and supervisor back check.

3.5METHOD OF DATA ANALYSIS

In order to analyze the data, SPSS 20 will be usest, an exploratory factor
analysis approach was taken to determine the sfmaleach construct, namely,
behavioral beliefs, outcome evaluation, attitudenmative beliefs, motivation to comply,
subjective norms, control beliefs, power of conbtreliefs, perceived behavioral control,
and behavioral intentions. Next, Cronbadhlishavalue for the scales will be determined
to measure scale reliability (.70 and above). Thseries of two-way ANOVA will be
conducted to test the interaction effect betweah sat of individual variables such
behavioral beliefs and outcome evaluation. Lastlgeries of multiple regression
analyses will be used to identify potential preidics, which includes the prediction of

attitude, subjective norms, perceived behavioratrob and that of behavioral intentions.
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CHAPTER 4
RESULTS

4.1 DEMOGRAPHIC CHARACTERISTICS

Of the 300 respondents, 51% were females and 49% males. Most classified
themselves as married or have partner (77%) foliblmesingle (21%), or
separated/divorced/widowed (2%). Most of the redeoits were within the age range of
26 to 35 (28%), 46 to 55 (25%) and 36 to 45 (24P&ycentages of respondents’
residency cities were evenly allocated in BeijiB8%), Shanghai (33%) and Guangzhou
(33%). The respondents’ highest level of educatmmpleted included college degree
(35%), Associate degree or some college (31%), Hagtool/VVocational/Technical
school or below (27%), and Graduate work/Mastedstbral degree (7%). The
respondents had varying amounts of monthly houslehobme. The largest group
earned between 10,001 and 20,000 RMB (41%) permméwitowed by the group whose
income is between 20,001 and 30,000 RMB (19%).thind group earned between
7,000 to 10,000 RMB (18%) monthly, and the smaligstip earned less than 7,000 (2%)
per month. The majority of the respondents wereleyeg full-time or part-time (82%)
followed by retired (11%). Student, other, tempibyarnemployed/looking for work, and
Housewife (Househusband)/Homemaker accounts for28%6,1%, and 1% respectively.
Table 4.1 summarizes respondents’ demographicrveton.

Table 4.1 Demographic Characteristics of the Redpois
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Variable Frequency Percentage
Gender
Male 146 49%
Female 154 51%
Residency City
Beijing 100 33%
Shanghai 100 33%
Guangzhou 100 33%
Marital Status
Single 63 21%
Married/Partner 232 77%
Separated/Divorced/Widowed 5 2%
Age
18-25 29 10%
26-35 83 28%
36-45 72 24%
46-55 74 25%
56-65 21 7%
66 or above 21 7%
Education Level
High school/Vocational/Technical school or 81 27%
below
Associate degree or some college 93 31%
College degree 106 35%
Graduate work/Master's/Doctoral degree 20 7%
Monthly Household Income (RMB)
4,001 to 7,000 6 2%
7,001 to 10,000 53 18%
10,001 to 20,000 123 41%
20,001 to 30,000 56 19%
30,001 to 40,000 30 10%
40,001 to 50,000 17 6%
50,001 or above 15 5%
Employment Status
Employed full-time/part-time 246 82%
Housewife (Househusband)/Homemaker 2 1%
Temporarily unemployed/looking for work 2 1%
Retired 34 11%
Student 10 3%
Other 6 2%

4.2 TRAVEL & SHOPPING RELATED CHARACTERISTICS

Most of the respondents visited Europe (36%) befioteowed by North America
(30%). Australia/New Zealand (30%), and Africa (21%hen asked about how many
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times that they spent over 6,000 RMB on shoppingndwan overseas trip, the majority
(65%) answered 1 time, and 30% answered 2 to 3t{8@%). Only 3 respondents (1%)
indicated 6 times and above. The largest grouptdpeween 10,001 to 20,000 RMB
(38%) on shopping during their most recent overs@asvith shopping expenditures
over 6,000 RMB. The second largest group spentdetvé,000 and 10,000 (21%) on
shopping, followed by 20,001 to 30,000 (17%), 3Q,6©40,000 (10%), 50,000 and
above (8%), and 40,001 to 50,000 (7%). As for émgth of stay in the overseas
destination, most of the respondents spent 1 teeks/(68%) and 3 to 4 weeks (26%).
Only 5% of the respondents spent less than a weredknfoverseas trip and only 3
respondents (1%) indicated the length of stay waierthan one month. Respondents
who attended packaged tours (56%) were about 108é than that went as Full
Independent Tourist (44%). Respondents indicatatitktiey purchased a wide range of
products. apparel/shoes/handbags (79%) were faube the top choices, followed by
jewelry/accessories (65%), souvenirs (64%), cosrsteauty care (58%), electronics
(42%), and Healthcare products (25%). Most of dspondents spent between 6 and 10
(41%) and between 11 and 20 (30%) hours on shoghingg an overseas trip and were
accompanied by family members (54%) and friend®latives (46%) while shopping.
22% of the respondents indicated travel group or goiide are their shopping
companions and 16% selected co-workers. When askiagt the allocation of shopping
expenditure for others, averagely 77% were spetiuyimg gifts for family, friends and
relatives whereas 23% were spent on buying on sthehalf. Table 4.2 summarizes
respondents’ travel and shopping related infornmatio

Table 4.2 Travel & Shopping Related Characterisifdhie Respondents
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Variable
Overseas destination visited
Europe
North America
Australia/New Zealand
Africa
Number of times spent 6,000 + on shopping
(RMB)
1time
2 to 3 times
4 to 5 times
6 times and above
Amount spent on shopping in such a trip (RMB)
6,000 - 10,000
10,001 - 20,000
20,001 - 30,000
30,001 - 40,000
40,001 - 50,000
50,0010r above
Length of stay in the destination
Less than a week
1to 2 weeks
3 to 4 weeks
More than a month
Type of the tour
Packaged tour
Full Independent Tour (FIT)
Primary products bought
Apparel/Shoes/Handbags
Jewelry/Accessories
Souvenirs
Cosmetics/Beauty care
Electronics
Healthcare products
Hours spent on shopping during the trip
5 hours or less
6 to 10 hours
11 to 20 hours
21 to 30 hours
31 hours or more
Shopping companion
Family members
Friends/Relatives
Travel group/Tour guide
Co-workers
Shopping expenditure for others
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Frequency

108
91
91
62

196
91
10

62
113
51
31
20
23

15
202
80

169
131

237
194
192
174
125
74

36
124
91
30
19

162

138

67
48

Percentage

36%
30%
30%
21%

65%
30%
3%

1%

21%
38%
17%
10%
%
8%

5%
68%
26%
1%

56%
44%

79%
65%
64%
58%
42%
25%

12%

41%
30%
10%
6%

54%

46%

22%
16%
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Mean

Gifts for family, friends and relatives, co-wers, 77.49
etc%
Buy on others' behalf (with payment)% 22.51

4.3 FACTOR ANALYSIS
4.3.1 Behavioral Beliefs

In order to determine the underlying dimensionthefcorrelated behavioral
beliefs variables toward shopping during oversaps,tthe 14 items were factor
analyzed utilizing a principal components analygih varimax rotation. Three items,
‘Bringing back gifts for others’, ‘Wide variety @iroduct’, and ‘Product uniqueness’
were deleted due to low loadings. The overall sigance of the correlation matrix was
0.000, with a Barlett test of sphericity value 80864 and Kaiser-Meyer-Olkin value of
0.855. Therefore, the data were suitable for tiop@sed statistical procedure of factor
analysis (Hair et al., 2002). The result suggestatia three-factor solution be identified,
representing approximately 59.5% of the total var&in behavioral beliefs (See Table
4.3). All retained factors had an eigenvalue girethi@n 1 and all factor loadings were
above .50. The three factors were labeled as ‘Rtaghd store attributes’, ‘Price’ and
‘Travel-related benefits’. The ‘Product and stotteilautes’ factor presented the highest
percentage of the total variance (29.3%), whichcated that product and store attributes
served as a very important behavioral belief faotdhe respondents toward shopping

during overseas trips. The reliability coefficie(@onbach’s alpha) are listed in the table

below.
Table 4.3 Behavioral beliefs about shopping dudugrseas trip
Factor Factor Eigenvalue Explained Reliability
loading variance  coefficient
Factor 1: Product and store 4.228 29.3% 0.840
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attributes

Hospitable service 0.781
Good store environment 0.699
Product trustworthiness 0.696
High product quality 0.673
Genuine branded goods 0.635
Access to world-known brand 0.627
Fashion and novelty 0.524
Factor 2: Price 1.309 18.5% 0.675
Good value for the money 0.832
Attractive product price 0.761
Factor 3: Travel-related benefits 1.002 11.7% 0.385
Unavailable in my own country  0.808
Commemoration of the trip 0.712
Total variance explained 59.5%

4.3.2 Outcome evaluation

With the purpose to keep the items of each fact@muitcome evaluation
consistent with these in behavioral beliefs, tHeetors were grouped manually
following the factor analysis result of behavidoaliefs. The reliability coefficients of
each factor in outcome evaluation were testeddwethe internal consistency of the
items. Following the item-grouping rules of beha&ldeliefs, Factor 1 in outcome
evaluation included ‘Hospitable service’, ‘Goodrstenvironment’, ‘Product
trustworthiness’, ‘High product quality’, ‘Genuif@anded goods’, ‘Access to world-
known brand’, and ‘Fashion and novelty’. Factavds labeled ‘Product and store
attributes’ and had a reliability value (Cronbachfgha) of 0.806. Factor 2 in outcome
evaluation included ‘Good value for the money’ &itiractiv product price’. Factor 2
was labeled ‘Price’ and had a reliability valued@lvach’s alpha) of 0.721. Factor 3
included ‘Unavailable in my own country’ and ‘Commeration of the trip’. Factor 3
was labeled ‘Travel-related attributes’ and hadlelbility value (Cronbach’s alpha) of
0.441.

4.3.3 Attitude
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Summated variable of attitude was generated byngdtie scores of the six
attitude items, ‘Pleasant’, ‘Enjoyable’, ‘ImportgritWorthwhile’, ‘Satisfying’ and
‘Rewarding’. The mean value of each respondemesage attitude score was then
calculated dividing the summated scores by six
4.3.4 Subjective norms

In order to determine the underlying dimensionthefcorrelated subjective
norms variables towards shopping during oversgas the 3 items were factor analyzed
utilizing a principal components analysis with vaaix rotation. The overall significance
of the correlation matrix was 0.000, with a Bartett of sphericity value of 199.475 and
Kaiser-Meyer-Olkin value of 0.669. Therefore, ttegadwere suitable for the proposed
statistical procedure of factor analysis (Hairlet2002). The result suggested that a
unidimensional solution be identified, represen@pgroximately 65.6% of the total
variance in subjective norms (See Table 4.4). dhiesfactor had an eigenvalue greater
than 1 and the loadings above .40. The factor alaaléd as ‘Subjective Norms’. The
reliability coefficient (Cronbach’s alpha) was 0773

Table 4.4 Subjective Norms on shopping during caesgrips

Factor Factor Eigenvalue Explained Reliability
loading variance  coefficient
Factor: Subjective Norms 1.967 65.6% 0.737

Most people who are important 0.849
to me would shopping during an
overseas trip
Most people who are important 0.807
to me would think | should take
advantage of buying something
during an overseas trip
Most people who are important 0.771
to me would think | should shop
during an overseas trip

Total variance explained 65.6%
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4.3.5 Control beliefs

In order to determine the underlying dimensionthefcorrelated control beliefs
variables towards shopping during overseas tripsgtitems were factor analyzed
utilizing a principal components analysis with vaaix rotation. Two items, ‘I have
language/communication barriers’ and ‘Shopping damalst me a lot’ were deleted due
to low reliability. The overall significance of tlo®rrelation matrix was 0.000, with a
Barlett test of sphericity value of 251.679 anddeaiMeyer-Olkin value of 0.735.
Therefore, the data were suitable for the propasatistical procedure of factor analysis
(Hair et al., 2002). The result suggested thatidinn@nsional solution be identified,
representing approximately 56.2% of the total va&in normative beliefs (See Table
4.5). This one factor had an eigenvalue greater thand all factor loadings were above
40. The factor was labeled as ‘Overseas shopmnsgt@ints’. The reliability coefficient
(Cronbach’s alpha) was 0.738.

Table 4.5 Control Beliefs about shopping duringreeas trips

Factor Factor Eigenvalue Explained Reliability
loading variance  coefficient
Factor 1: Overseas shopping 2.246 56.2% 0.738

constraints
There are limited payment 0.781
methods for shopping
| have to go for the mandatory 0.748
shopping arranged by travel

agents
There is limited time to shop 0.745
There is inconvenience in 0.723
transportation for shopping
Total variance explained 56.2%

4.3.6 Power of the control beliefs

53

www.manaraa.com



In order to determine the underlying dimensionthefcorrelated power of the
control beliefs towards shopping during overseias tthe 6 items were factor analyzed
utilizing a principal components analysis with wvaaix rotation. One item, ‘Payment
method would influence my buying decision’ was tkddledue to non-loading. The
overall significance of the correlation matrix w800, with a Barlett test of sphericity
value of 461.602 and Kaiser-Meyer-Olkin value &03. Therefore, the data were
suitable for the proposed statistical proceduractor analysis (Hair et al., 2002). The
result suggested that a unidimensional solutiom®etified, representing approximately
56.6% of the total variance in normative beliefe€Sable 4.6). This one factor had an
eigenvalue greater than 1 and all factor loadingsevabove .40. The factor was labeled

as ‘Overseas shopping constraints’. The reliabdagfficient (Cronbach’s alpha) was

0.805.
Table 4.6 Power of Control Beliefs about shoppiogrdy overseas trips
Factor Factor Eigenvalue Explained Reliability
loading variance  coefficient
Factor 1: Power of controlling 2.830 56.6% 0.805

overseas shopping constraints
Transportation concerns would 0.814
influence my buying decision
Communication/language 0.794
barriers would influence my
buying decision
Mandatory shopping 0.761
arrangements would influence
my buying decision
Time spent ton shopping would 0.728
affect my buying decision
Shopping cost would influence 0.654
my buying decision

Total variance explained 56.6%

4.3.7 Perceived behavioral control
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In order to determine the underlying dimensionthefcorrelated perceived
behavioral control towards shopping during overseps, the 3 items were factor
analyzed utilizing a principal components analydth varimax rotation. One item, the
overall significance of the correlation matrix w800, with a Barlett test of sphericity
value of 235.536 and Kaiser-Meyer-Olkin value &9Y.. Therefore, the data were
suitable for the proposed statistical proceduractor analysis (Hair et al., 2002). The
result suggested that a unidimensional solutiom®etified, representing approximately
68.6% of the total variance in normative beliefedSable 4.7). This one factor had an
eigenvalue greater than 1 and all factor loadingsevabove .40. The factor was labeled
as ‘Perceived control on overseas shopping’. Thabiéty coefficient (Cronbach’s
alpha) was 0.805.

Table 4.7 Perceived Behavioral Control about shagpduring overseas trips

Factor Factor Eigenvalue Explained Reliability
loading variance  coefficient
Factor 1: Perceived control on 2.059 68.6% 0.805

overseas shopping
If | want, | would be able to do 0.847
shopping during an overseas trip
If | want, | have control over  0.820
shopping during an overseas trip

If I want, | could easily do 0.818
shopping during an overseas trip
Total variance explained 68.6%

4.3.8 Intentions

In order to determine the underlying dimensionthefintentions towards
shopping during overseas trips, the 4 items war®fanalyzed utilizing a principal
components analysis with varimax rotation. One jtdra overall significance of the

correlation matrix was 0.000, with a Barlett tessphericity value of 268.414 and
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Kaiser-Meyer-Olkin value of 0.680. Therefore, ttegadwere suitable for the proposed
statistical procedure of factor analysis (Hairlet2002). The result suggested that a
unidimensional solution be identified, represen@pgroximately 54.8% of the total
variance in normative beliefs (See Table 4.8). Dimis factor had an eigenvalue greater
than 1 and all factor loadings were above .40.fabtr was labeled as ‘Shopping
intention during overseas trips’. The reliabilityetficient (Cronbach’s alpha) was 0.722.

Table 4.8 Intentions about shopping during oversées

Factor Factor Eigenvalue Explained Reliability
loading variance  coefficient
Factor 1: Shopping intention during 2.191 54.8% 0.722

overseas trips
| desire to shop during my 0.794
future overseas trip
| plan to shop during my future 0.791
overseas trip
| probably will shop again 0.779
during my future overseas trip
| intend to shop during my 0.574
future overseas trip
Total variance explained 54.8%

4.4 ANOVA: TESTING INTERACTION EFFECTS

Before running Multiple Regressions to predict edependent variable in the
model, namely, Attitude, Subjective Norms, PercegiBehavioral Control and Intentions,
a series of two-way ANOVA analysis was appliedast wwhether there would be
significant interaction effect between BehavioraliBfs and Outcome Evaluation,
between Normative Beliefs and Motivation to Compalgd between Control Beliefs and
Power of Control Beliefs. This procedure is to deiee whether the interaction effects

of each set of independent variables should bediecl in the predictors of corresponding
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independent variables in the following multiple neggion analyses. Table 4.9
demonstrates the interaction effects statisticsach set of independent variables.

From the significant values of each interactioreeffthere were no significant
interaction between Behavioral Beliefs factor 1 @&ndcome Evaluation factor 1, product
and store attributes, between Behavioral Belieftofa2 and Outcome Evaluation factor
2, Price, and between Behavioral Beliefs facton@ @utcome Evaluation factor 3,
travel-related attributes. Therefore, these thmésraction variables would not be
considered as predictors in predicting Attitudéhia following multiple regression test.
In addition, non-significant interaction effect sta between Control Beliefs factor 1 and
Power factorl, overseas shopping constraints. Tthasnteraction effect of Control
Beliefs and Power of Control Beliefs would not heluded in predicting Perceived
Behavioral Control in the multiple regression asayHowever, four sets of Normative
Beliefs and Motivation to Comply items showed siigiaint interaction effects (p < 0.05).
Therefore, these four sets of interaction effeetsvben Normative Beliefs and
Motivation to Comply would be considered as prem®talong with other 10 individual
predictors (5 NB items and 5 MC items) in estalitighthe regression model of
Subjective Norms.

Table 4.9 Interaction Effects of BB and OE, and &B Power

Interaction effect variable Type llI Mean F-Value Sig.
SS Square

Behavioral Beliefs * Outcome

Evaluation
BB Factorl * OE Factorl 7.707 0.106 0.975 0.539
BB Factor2 * OE Factor2 3.616 0.172 1.336 0.152
BB Factor3 * OE Factor3 3.794 0.200 1.527 0.076

Normative Beliefs * Motivation to

Comply
NB Iteml * MC Item1 0.501 0.167 0.580 0.629
NB Item2 * MC Item2 3.696 0.924 3.424 0.009
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NB Item3 * MC Item3 13.303 0.950 3.662 0.000

NB Item 4 * MC Item4 1.894 1.224 4,944 0.001

NB Item5 * MC ltem5 6.314 0.574 2.080 0.022
Control Beliefs * Power

CB Factorl * P Factorl 20.331 0.295 0.856 0.771

4.5 MULTIPLE REGRESSIONS
4.5.1 Regression I: predicting attitude

A multiple regression analysis was conducted tduasa how well ‘Attitudes’
is predicted by ‘Behavioral Beliefs’ and ‘Outcomedtiation’. The mean score of the
five ‘Attitude’ items was computed to be used asdiependent variable in the regression
equation. The three ‘Behavioral Beliefs’ factor igsoand the three “Outcome
Evaluation’ factor scores were used in the regoesanalysis as independent variables.
Because the previous ANOVA tests showed non-sigamti interaction effects between
each BB factor and OE factor, the interaction effeas not included in predicting the
dependent variable. In total, six predictors wereeed. The following equation
summarizes the computed relationship between thables in the regression model:
Attitude =a + B:bbFactorl #8-bbFactor2 48sbbFactor3 48.0eFactorl fsoeFactor2 +
BsoeFactor3 €. The results suggested there were statisticalyifscant correlations
between Behavioral Beliefs and Attitude as welDascome Evaluation and Attitude.
The Behavioral Belief scale was positively correthtvith Attitudes based on thandp
values of Factor Ir(= 0.416,0 < 0.001), Factor 2 (= 0.253,p < 0.001) and Factor 3 €
0.136,p < 0.05). The Outcome Evaluation scale was alsdipely correlated with
Attitudes with Factor 1r(= 0.480,0 < 0.001), Factor 2 (= 0.271,p < 0.001) and Factor

3 ( =0.188,p < 0.05).
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From the Coefficients output, the initial regressinodel was: Attitude = 1.794
+ 0.205 bbFactorl + 0.092 bbFactor2 + 0.077 bbFaet®.366 oeFactorl — 0.126
oeFactor2 + 0.090 oeFactor3. The Adjusted R Squas0.263; therefore, about 27.7%
of the variation in Attitudes was explained by theee Behavioral Beliefs factors and the
three Outcome Evaluation Factors. The ANOVA resHlt&, 293) = 18.713) < 0.001,
suggested that at the 0.05 level of significanoexd existed enough evidence to conclude
that at least one of the predictors is useful fedgting Attitudes; therefore, the model
was useful. Thé andp values of each coefficient were used to assessdghdicance of
the Beta weights. bbFactor2€ 0.902t = 1.502,p > 0.05), bbFactor3¢ = 0.077, t =
1.298, p > 0.05), oeFactor@ € -0.126,t = -1.789,p > 0.05), and oeFactorBsc 0.090,t
=1.480,p > 0.05) were not statistically significant in pietthg Attitudes because of
below-0.05p values. Thus, these four independent variables deleted. The final
regression model in predicting Attitudes can becdbed as: Attitude = 1.794 + 0.2(5]
bbFactorl + 0.36@}] oeFactorl. Table 4.10 presents the details ofégsession model.

Table 4.10 Predicting attitude

Model Beta Coeff. t-Value Sig. Adjust R F-Value
(Constant) 1.794 7.664 0.000 0.263 18.749
bbFactorl 0.205 2.838 0.005

bbFactor2 0.092 1.502 0.134

bbFactor3 0.077 1.298 0.195

oeFactorl 0.366 4.365 0.000

oeFactor2 -0.126 -1.789 0.075

oeFactor3 0.090 1.480 0.140

4.5.2 Regression II: predicting subjective norms
A multiple regression analysis was conducted tduasta how well ‘Subjective

Norms (SN)’ is predicted by ‘Normative Beliefs (NB)nd ‘Motivation to Comply (MC)'.
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The unidimensional factor score of SN was useth@asliépendent variable in this
regression analysis. Individual scores of the K\&items, the five MC items, and the
four significant interaction effects produced byltiplying each NB item and each MC
item were used as the independent variables. Tdrerdotoally fourteen predictors
(independent variables) were entered. The folloveggation summarizes the computed
relationship between the variables in the regressiodel: SN = + finbx + Banbe + Psnbs
+ Banb: + Bsnbs + femcee + frMe + BsMG + Pomc: + P0G + Punb*mc: +p2nbs*mcs
+Bnb*mces HPanbs*mces + & The results suggested there were statisticailyifscant
correlations between NB and SN, MC and SN, and &etvthe interaction of NB and
MC and SN. All the NB and MC items were positivetyrelated with SN witlp values
below 0.05. The four interaction items were alssifpely correlated with SN with
significantp values.

From the Coefficients output, the Adjusted R Squeas 0.127; therefore,
about 12.4% of the variation in Subjective Normseaplained by the independent
variables. The ANOVA results; (14, 285) = 4.113) < 0.001, suggested that at the 0.05
level of significance, there existed enough eviéaiacconclude that at least one of the
predictors was useful for predicting Subjective iNsr therefore, the model was useful.
Thet andp values of each coefficient were used to assessighdicance of the Beta
weights. Only Normative Beliefs of ‘My co-worker@.= 0.904,t = 2.786,p < 0.05),
Motivation to Comply of ‘My co-workers'flo=1.101t = 2.586,p < 0.05), and the
interaction effect of NB ‘My co-workers’ and MC ‘Mgo-workers’ fis=-1.312t = -
2.185,p < 0.05) produced significaptvalues in predicting Subjective Norms. The rest

13 independent variables were deleted becausene$igaificantp values. Therefore, the
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final regression model can be described as: Subgeliorms = 1.886 + 0.908{ NB my
co-workers + 1.10B] MC my co-workers — 1.31B[s] NB my co-workers * MC my co-
workers. Table 4.11 presents the details of theessgon model.

Table 4.11 Predicting subjective norms

Model Beta Coeff. t-Value Sig. Adjusted F-Value
R2

(Constant) 1.886 0.923 0.357 0.127 4.113

NB my co-workers 0.904 2.786 0.006

MC my co-workers 1.101 2.586 0.010

NB my co-workers *  -1.312 -2.185 0.030

MC my co-workers

4.5.3 Regression llI: predicting perceived behavial control

A multiple regression analysis was conducted tduata how well ‘Perceived
Behavioral Control (PBC)’ is predicted by ‘Contiétliefs (CB)’, ‘Power of Control
Beliefs (P)’ and the Interaction of the two varedl The one-dimensional factor score of
the three ‘Perceived Behavioral Control’ items wasputed to be used as the dependent
variable in the regression analysis. The one-dimoeas ‘Control Beliefs’ factor score,
the one-dimensional “Power of Control Beliefs’ faicscore, and the multiplied
interaction scores were used in the regressiorysisas independent variables. In total,
three predictors were entered. The following equesiummarizes the computed
relationship between the variables in the regressiodel: PBC = +B:.cbFactor
+BzpFactor Bscb*p +&. The results suggested there were no statistisgghjificant
correlations between CB and PBC, Power and PBCttenphteraction between CB *

Power and PBC. The CB was negatively correlatedd RBC ¢ =-0.071,p > 0.05).
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Power was positively correlated with PBCH0.03,p > 0.05). The interaction between
CB and Power was positively correlated with PB& 0.01,p > 0.05).

From the Coefficients output, the initial regressinodel was: PBC = 6.63 —
1.31 CB - 0.76 Power + 1.90 CB*Power. The R Squa® 0.090; therefore, about 9%
of the variation in PBC is explained by CB, Powed £B*Power. The ANOVA results,
F (3, 296) = 9.736p < 0.001, suggested that at the 0.05 level of Baamice, there
existed enough evidence to conclude that at lessbbthe predictors was useful for
predicting Attitudes; therefore, the model was ukéfhet andp values of each
coefficient were used to assess the significanteeoBeta weights. All thp values of
the independent variables were below 0.001, whigjyssted that CB, Power and
CB*Power was statistically significant in predig@i®BC. Therefore, the final regression
model in predicting PBC can be described as: PB®3 — 1.31f):] CB — 0.76p-] Power
+ 1.90PBs] CB*Power. Table 4.12 presents the details ofrggession model.

Table 4.12 Predicting perceived behavioral control

Model Beta Coeff. t-Value Sig. R-Square F-Value
(Constant) 6.627 12.007 0.000 0.090 9.736
Control Beliefs -1.314 -5.338 0.000

Power -0.760 -3.794 0.000

CB*Power 1.900 4.883 0.000

4.5.4 Regression IV: predicting intentions

A multiple regression analysis was conducted tduaa how well ‘Intentions’
toward shopping during overseas trips is predibtethttitude’, ‘Subjective Norms
(SN) and “Perceived Behavioral Control (PBC)’. Time&idimensional factor score of

‘Intentions’ was used as the dependent variabl¢h®regression analysis. The mean

score of the five ‘Attitude’ items was computedb® used as the first independent
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variable. The one-dimensional factor scores of ftijective Norms’ and ‘Perceived
Behavioral Control’ were used as the other two jpatelent variables. In total, three
predictors were entered. The following equation mamzes the computed relationship
between the variables in the regression modelntiaes =o + p:Attitude +p-SN +
BsPBC +&. The results suggested there are statisticallyifsignt correlations between
Attitudes and Intentions, SN and Intentions, an€CRBd Intentions. Attitude € 0.31,p
<0.001), SN(=0.41,p<0.001) and PBC (= 0.18,p < 0.05) were all positively
correlated with Intentions.

From the Coefficients output, the initial regressinodel was: Intentions =
1.69 + 0.19 Attitudes + 0.34 SN + 0.04 PBC. Thegea@e was 0.203; therefore, about
20.3% of the variation in Attitudes was explaingdlibe independent variables. The
ANOVA results,F (3, 296) = 25.072 < 0.001, suggested that at the 0.05 level of
significance, there existed enough evidence toloadedhat at least one of the predictors
is useful for predicting Intentions; therefore, thedel was useful. Theandp values of
each coefficient were used to assess the signdecahthe Beta weights. PBB:E 0.036,
t = 0.653,p > 0.05) was not statistically significant in pretiiig Intentions because tphe
value was over 0.05. Therefore, the final regressiodel in predicting Intentions can be
described as: Intentions = 1.69 + OfPAttitudes + 0.34f:] SN. Table 4.13 presents the
details of the regression model.

Table 4.13 Predicting intentions

Model Beta Coeff. t-Value Sig. R-Square F-Value
(Constant) 1.691 5.310 0.000 0.203 25.072
Attitudes 0.191 3.490 0.001
Subjective Norms 0.336 5.798 0.000
PBC 0.036 0.653 0.514

63

www.manaraa.com



CHAPTER 5
CONCLUSION

5.1 SUMMARY OF THE ANALYSIS
5.1.1 Demographic and travel-related characteristie

According to the demographic frequencies of theganmost long haul
outbound Chinese tourists who had overseas shopgpeyience during their trips are
married, received above-high school educationstioie employed and have a monthly
household income between approximately 2,000 t0®B\0S dollar. Most of them are
young adults or at their middle adulthood. Basedhentravel-related characteristics of
the sample, Respondents who attend packaged teuabaut 10% more than that travel
as Full Independent Tourist. Above two thirds @& tespondents shopped only once over
about $1,000 US dollar during their overseas tfjpfslicating that overseas shopping for
Chinese outbound tourists is still at its emergitage. Most Chinese tourists spent 1 to 2
weeks in the overseas trip and the time spent oppshg activities ranges from 6 to 10
hours or 11 to 20 hours. As for the primary produymirchased, apparel/shoes/handbags
appears to Mainland Chinese tourists’ favorite capfollowed by jewelry/accessories,
souvenirs, and cosmetics/beauty care. In additienmajority of the respondents are
found to shop with their family, friends and relas during their overseas trips. As for
the allocation of shopping expenditure for oth@isinese tourist spend a large portion,

namely about four fifths of the expenditure, onibgygifts for family, friends and
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relatives. In the meantime, a small portion is $penthe favor of buying on other’s

behalf and bringing the goods back to China.

5.1.2 Behavioral beliefs, Outcome evaluation and Atude

Fourteen behavioral beliefs statements are factalyaed to reduce the
dimension of the initial set of items. Three fastare extracted from behavioral beliefs
scale. The three factors are ‘Product and stonbuaties’, ‘Price’ and ‘Travel-related
benefits’. ‘Product and store attributes’ represbatlargest percentage of variance
explained (29.3%), indicating that Chinese tourtsikl strong beliefs on certain
characteristics of product and shopping environnretiie overseas destination, such as
product trustworthiness, high product quality andgitable service in the store. The
second dimension, price, explains about 19 pewfeihie total variance, demonstrating
that Chinese tourists also believe shopping duswegseas trips can let them enjoy the
comparatively low price. Outcome evaluation aslksithportance of each behavioral
belief to the respondents. With the purpose to kkemroup of items consistent with
these in behavioral beliefs, three factors are gedunanually following the factor
analysis result of behavioral beliefs.

The interaction effect between each behaviorakb&ictor and each outcome
evaluation factor is tested using two-way ANOVAn@An-significant F value indicates
that there is no statistically significant intefantbetween behavioral beliefs and
outcome evaluation with respect to the dependanha, attitude. Therefore, the
interaction effect is excluded from the set of jpetats of attitude in the following
multiple regression analysis. The multiple regr@ssinalysis in predicting attitude shows

that among the six predictors, namely three bemalvielief factors and three outcome
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evaluation factors, only behavioral beliefs of “guat and store attributes” and outcome
evaluation of “product and store attributes” agngdicant in predicting attitude.
Therefore, perceptions and evaluations of “produnct store attributes” are the most and
solely important factors to predict respondentstuate toward overseas tourism
shopping.

The regression equation is ‘Attitude = 1.794 + 6[aQ] bbFactorl + 0.366[a4]
oeFactorl’, demonstrating for each single unitease in behavioral belief of product
and store attributes, there will be 0.205 unitéase in attitude; for each single unit
increase in outcome evaluation of product and dtiréoutes, there will be 0.366 unit
increase in attitude. The result shows that thadrigating Chinese tourists place on
certain characteristics of product and store attei, the more positive attitude they have
toward shopping during overseas trips. Additiongle more important Chinese tourists
perceived on certain characteristics of productstoce attributes the more positive

attitude they have toward shopping during overseps.

5.1.3 Normative beliefs, Motivation to comply and Gbjective norms

Normative beliefs and motivation to comply are bwtbasured using five
reference groups, my family, my friends and rekivmy co-workers, my travel agent,
and my travel group fellows. Normative belief agksat the respondent’s reference
group would think about on certain behavior whemaasivation to comply asks about
the respondent’s likelihood of complying with wila¢ reference groups think he/she
should do. Three subjective norms items are faatatyzed and a one-dimensional factor
is extracted with a reliability value (Cronbachlpte) of 0.737, explaining 65.6% of the

total variance.
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The interaction effect between each normative beéen and the corresponding
motivation to comply item is tested using two-wal@VA. The result indicate the first
set of items, ‘my family think | should shop duritige overseas trip’ and ‘how likely are
you to listen to your family’, does not reveal grsficant interaction effect. The rest of
each normative belief and motivation to complyestagnt all represents significant
interaction effects. Therefore, 14 independentaldeis are entered for the following
multiple regression analysis in predicting subjeethorms, namely 5 normative items, 5
motivation to comply items and 4 interaction itefise multiple regression analysis
shows that among the 14 predictors, only threestkave significanp values.
Specifically, normative beliefs of my co-workersptivation to comply of my co-
workers and the interaction effect between thenstastically significant in predicting
subjective norms.

The regression equation is described as: Subjeliivens = 1.886 + 0.904[a4]
NB my co-workers + 1.101[&9] MC my co-workers —12f13] NB my co-workers *
MC my co-workers. It indicates that for each singhét increase in normative belief of
co-workers toward shopping during overseas trips,rifluence of subjective norms on
shopping during overseas trips will increase 0.904s. Also, for each single unit
increase in motivation to comply what my co-work#msk toward shopping during
overseas trip, the influence of subjective normisincrease 1.101 units. The interaction
effect shows a negative correlation with the depeabgariable subjective norms. This
result indicates that on different levels of motiwa to comply (moderating variable), the
function/strength of the correlation between resigomns’ normative belief of co-workers

and their subjective norms changes.
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To explain the results more specifically, the ressdemonstrate that respondents’
subjective norms on overseas shopping are signtficanfluenced by their co-workers’
opinion. At the same time, respondents’ subjeatimens on overseas shopping are
significantly influenced by their likelihood to cqaly with their co-workers’ opinion.
Furthermore, depending on how much the respon@eatskely to comply with their co-
workers, their subjective norms on overseas shgppil be influenced by their co-
workers’ opinion at different levels and strendftihe respondents are more likely to
comply, the correlation between their normativadieind subjective norm on overseas
shopping will be strong; whereas if the respondargdess likely to comply, the

correlation will be weak.

5.1.4 Control beliefs, Power of control beliefs an&erceived behavioral control
Control beliefs and power of the copesding control beliefs are both factor
analyzed to reduce the dimension of the items.rékelts produce a one-dimensional
factor for control beliefs (4 items) and on-dimemsfactor for power of control beliefs (5
items). The factor of control beliefs is summarizsdoverseas shopping constraints and
the factor of power is refer to power of contraljiaverseas shopping constraints. The
factor of control beliefs has a reliability valu@ronbach’s alpha) of 0.738 and explains
56.2% of the total variance. The factor of powes haeliability value (Cronbach’s alpha)
of 0.805 and explains 56.6% of the total variamceaddition, perceived behavioral
control is also factor analyzed and the result shawni-dimensional factor detected for
the scale of perceived behavioral control (3 itefie factor ‘perceived control on
overseas shopping’ has a reliability value (Crohtmalpha) of 0.805 and explains

68.6% of the total variance. Three variables, ngyriee factor of control beliefs, the
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factor of power of control beliefs, and the interac between control beliefs and power
are entered for the following multiple regressiorlgsis. The result shows control
beliefs of shopping constraints, power of contnglshopping constraints are negatively
predicting perceived behavioral control. Howevbe, interaction between control beliefs
and power positively predicts perceived behavioaatrol. Specifically, the regression
equation is PBC = 6.63 — 1.3 CB — 0.76P-] Power + 1.90}:] CB*Power, indicating
that for each sing-unit increase in beliefs abbopping constraints, perceived
behavioral control will decrease 1.31 units; focleane unit increase in power of
controlling shopping constraints, perceived behatioontrol will decrease 0.76 units;
for each sing-unit increase in the interactionafteol beliefs and power, perceived
behavioral control will increase 1.90 units. Thatistical results demonstrate that the
stronger beliefs about overseas shopping consirdiat Chinese tourists hold, the less
control they obtain to freely and smoothly shopimgioverseas trips. The more
perceived influence of shopping constraints amohig&se tourists, in other words, the
less power they have to control shopping conssathe less control they have to freely
shop during overseas trips. The interaction etietiveen control beliefs and perceived
behavioral control exerted a positive influencepenceived behavioral control,
indicating that depending on the perceived power ahopping constraints, the
correlation or influence of respondents’ contrdidfe on their perceived behavioral
control on overseas shopping are different. Inotvards, if respondents have more
power in controlling possible shopping constraititg, negative effects of control beliefs

will be deteriorated.

5.1.5 Attitude, subjective norms, perceived behawal control and intention

69

www.manaraa.com



Attitude is measured by six attitudinains, namely, ‘Pleasant’, ‘Enjoyable’,
‘Important’, ‘Worthwhile’, ‘Satisfying’ and ‘Rewairitig’. The scores of the six items are
added and averaged to be used as respondent’g@\atifide score. Subjective norms
are measured by three items. The three subjeatirrasiitems are factor analyzed and
extracted into one factor with a reliability val(@ronbach’s alpha) of 0.737 and a
percent of total variance explained of 65.6%. Heetebehavioral control is also factor
analyzed, producing on-dimensional factor (3 itemith a reliability value (Cronbach’s
alpha) of 0.805 and explains 68.6% of total var@aniotention is measured by four
statements to ask respondents’ willingness to sluojmg their future overseas trips. The
four statements are also factor analyzed to rethecdimension. A uni-dimensional
factor labeled ‘shopping intentions during futukeiseas trips’ is extracted with a
reliability value of 0.722 and a percent of totatiance explained of 54.8%.

A multiple regression is performed to see how whedl dependent variable,
‘shopping intentions during future overseas tripgredicted by the independent
variables, attitude, subjective norms, perceivdthl®ral control. The result shows that
attitude and subjective norms are statisticallyigigant in predicting shopping intentions,
whereas perceived behavioral control is not stediby significant in predicting shopping
intentions during future overseas trips. The regjogsis described as: Intention = 1.69 +
0.19[B:] Attitudes + 0.34-] SN, indicating for each single unit increasefititade, there
will be 0.19 units increase in shopping intentifor;each single unit increase in the
influence of subjective norms, there will be 0.34tslincrease in shopping intention. The
result of the multiple regression in predictingemtion demonstrate that for Chinese

tourists, the more positive attitude they hold d@tshwpping during overseas trips, the
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higher intentions they have on shopping again duiuture overseas trips. Meanwhile,
Chinese tourists have higher intentions to shomadjaring future overseas trips if they
are more influenced by their reference groups emihtter of shopping during overseas
trips. However, Chinese tourists perceived cordrofome possible overseas shopping
constraints such as limited payment methods, mangdahopping trips and limited time
for shopping does not significantly influence thatentions to shop again during future
overseas trips. In other words, although Chinesadts may perceive some shopping
constraints during their overseas shopping expegiesuch constraints do not affect their
willingness to shop again. The future shoppingritita is primarily influenced by their
attitudes towards overseas shopping and the gqueieéptions of people around them on

overseas shopping.

5.2 CONCLUSION

This study investigated the applicapitif the Theory of Planned Behavior
(Ajzen, 1988, 1991) in a Chinese outbound touhspping setting. Specifically, the
study applied the TPB to explore factors influegdiong-haul Chinese outbound tourists
shopping intention. The study identified relatioipséimong various components of TPB
among long-haul Chinese outbound tourists who hag@@ing experience during their
overseas trips before.

Overall, the study examined the relationship betwagétude toward shopping
during overseas trip, the influence of subjectigenms on overseas tourism shopping,
perceived behavioral control on the possible shagpponstraints during overseas trip,
and intention to shop during future overseas tijp& TPB model explained Chinese

tourists’ shopping intention during future oversegss moderately well. Attitude,
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subjective norms were found to be significant fexto influence the intention of
shopping during future overseas trips. Congruettt this, multiple regression analysis
indicated that the influence of subjective normsraantion was stronger than that of
attitude. Although past studies have suggestedotraeived behavioral control should
be included to the theory of a planned behaviorehodpredicting intention and
behavior (Lam & Hsu, 2004, 2006; Sparks, 2007; Epé&rpan, 2009; Quintal et al.,
2010), no significant predicting power has beemtbin the setting of predicting long-
haul Chinese outbound tourists’ shopping intentions

Particularly, ‘product and store attributes’ was behavioral beliefs and
important outcome evaluations that attributed eftirming of attitude, and attitude can
have an positive impact on long-haul outbound Glerteurists’ intentions to shop
during future overseas trips.

Normative beliefs of Chinese tourists’ co-workehgir motivation to comply
with their co-workers on the matter of overseasison shopping, and the interaction
effect between the normative beliefs of co-worlard motivation to comply with co-
workers together influence the subjective norm€bmese tourists’ overseas tourism
shopping. This finding indicated that co-workers #re most important reference group
in building Chinese tourists’ social identities aeding shopping during overseas trips.
Co-workers’ opinions and Chinese tourists’ williegs to comply with what their co-
workers think positively influence Chinese touristsbjective norms, namely, what
people around them would think they should do conng overseas tourism shopping.
In addition, being moderated by how much the redpats are likely to comply with

their co-workers, Chinese tourists’ subjective n®on overseas shopping will be
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influenced by their co-workers’ opinion at diffetdavels and strength. If the
respondents are more likely to comply, the cori@abetween their normative belief and
subjective norm on overseas shopping will be strargereas if the respondents are less
likely to comply, the correlation will be weak.

Furthermore, control beliefs of possible shoppiagstraints, power in
controlling these constraints, and the interactiboontrol beliefs and power together
predict perceived behavioral control on shoppingrduoverseas trips. The result reveals
that Chinese tourists’ perceived behavioral cordroshopping during overseas trips are
influenced by their control beliefs in shopping styaints and power over such
constraints. However, if Chinese tourists have npanger in controlling possible

shopping constraints, the negative predicting éffe€ control beliefs will be deteriorated.

5.3 IMPLICATIONS
5.3.1 Academic implications

This study partially proved the apptidigdy of the Theory of Planned Behavior in
predicting long-haul outbound Chinese tourists giragpintentions. Particularly, Attitude
towards shopping during overseas trips and sulbgorms on shopping during
overseas trips are positively predicting shoppirigntion during overseas trips.
Behavioral beliefs of product and store attributes] outcome evaluation of product and
store attributes positively influence attitude, attitude can have a positive impact on
shopping intentions. Normative beliefs of co-woskand motivation to comply with co-
workers on overseas tourism shopping positivelgaf§ubjective norms. Specifically,
the effect of motivation to comply with co-workerederates the positive predicting

relationship between normative beliefs and subjeatiorms. Together, normative beliefs,
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motivation to comply and the interaction betweesntipredict the influence of subjective
norms. Although perceived behavioral control onsas shopping constraints was not
found to predict shopping intention, control bedigiower of control beliefs and the
interaction between them together influence pestebehavioral control on shopping
constraints. Specifically, control beliefs of shomgpconstraints negatively related to
perceived behavioral control, whereas power ofratliig such constraints positively
predicts perceived behavioral control. The negatationship between control beliefs
and perceived behavioral control is moderated bypttwer of controlling shopping
constraints.

Therefore, by applying and testingdbelicability of the TPB in both the tourism
shopping and the Chinese outbound tourism settthgsstudy extend the usability of the
TPB in predicting tourist shopping intentions, istishopping intentions during long-
haul, international trips, Chinese tourist shoppirtgntion and long-haul outbound
Chinese tourist shopping intention. To date, thedfi of Planned Behavior has been
applied in tourism (Lam & Hsu, 2004, 2006; Spad@®)7; Sparks & pan, 2009; Quintal
et al., 2010), retailing (Canniére et al., 2009) e Chinese consumer behavior setting
(Bagozzi et al., 2001; Chan & Lau, 2001; Lam & H2004, 2006; Simth et al., 2009;
Sparks & Pan, 2009), but there is scarce applicatiadhe TPB in tourism shopping and
especially Chinese tourist shopping intention. Thius study broadens the TPB literature
in the above areas provides empirical findingSditure TPB research in the related areas.

On the other hand, there’s rising ies¢iin investing Chinese tourist shopping
behaviors in the academic area (e.g. Mok & lam,;718#ung & Cheng, 2000; Wong &

Law, 2002; Lehto et al., 2004; Hsieh & Chang, 200Bang & Yang, 2006; Lin & Lin,
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2006; Mok & Defranco, 2008; Xu & McGehee, 2012)rtRalarly, Chinese outbound
tourists shopping behavior has been paid increadiegtion (Xu & McGehee, 2012; Lin
& Lin, 2006). This study investigated the factdrattinfluencing long-haul outbound
Chinese tourists shopping intentions. Importantdiacsuch as behavioral beliefs of
product and store attributes, attitude toward e shopping, normative beliefs of co-
workers on overseas shopping and subjective norenfoand to be significantly related
to long-haul outbound Chinese tourists’ shoppingntions. To date, almost none
research has been particularly examined the redbandrive long-haul outbound
Chinese tourists spend greatly on shopping duheg bverseas trips. This study
provides possible explanations for this emergingn@menon by empirically test some
factors influencing Chinese tourists’ shopping imitens using a sound and widely used

theoretical foundation.

5.3.2 Practical implications

Based the findings of the study, a nemdd salient practical implications can be
derived. First, beliefs of ‘product and store &tites’ as well as outcome evaluations of
‘product and store attributes together attributtheoform of attitude, and attitude then
impact on Chinese tourists’ shopping intention eigifuture overseas trips. Chinese
tourists want to shop again in their future longdh@utbound trips because they believe
that products sold in overseas destination possstan attributes, such as ‘product
trustworthiness’, ‘high product quality’, ‘genuileanded goods, and ‘fashion and
novelty’. Destination retailers can therefore taitpe Chinese tourists market by

promoting physical characteristics of products addertising on the perspective of
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superior product features such as quality assuyaxcellent workmanship, brand of
origin and beautiful design.

Meanwhile, Chinese tourists also believes certaresattributes in the overseas
destinations, such as ‘hospitable services’, ‘gstode environment’ and ‘access to
world-known brands’, these beliefs positively irghce their attitude towards overseas
shopping and in turn, affect their shopping intemsi during future overseas trips.
Consequently, destination retailers should impravgtore service to better cater Chinese
tourists’ shopping needs. For example, mandarialspg sales can be placed in store to
assist Chinese tourists selecting products. Resashould also create enjoyable store
environment using elements such lighting, musicanodna to attract Chinese tourists.
To satisfy Chinese shoppers, it is suggested taigea friendly, welcoming shopping
environment. Chinese shoppers, especially feméketd communicate with sales
assistants and learn more details on the commsdigéore making the final purchase
decision. Additionally, stores could emphasizeithage of brand-collection shops to
meet Chinese tourists’ beliefs that overseas singpgould bring them access to world-
known brands.

Second, normative beliefs of Chinesgists’ co-workers regarding the matter of
shopping during overseas trips, motivation to comyth what co-workers think and the
interaction between normative beliefs and motivatmcomply together predict the
influence of subjective norms among Chinese tasinstshopping during overseas trips.
Unlike westerners, Chinese people value co-workagrsiion greatly and follow what co-
workers think, as co-workers are an important gnoupuilding Chinese people’ social

identity. In this study, Chinese tourists’ co-warkepinion about shopping during
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overseas trips significantly attributed to the forgof subjective norms, and subjective
norms in turn predict shopping intentions durintufa overseas trips. Therefore,
destination retailers should be aware of this paldr reference group when targeting
Chinese tourists market. Correspondingly, stongroduct promotions can involve the
ideas of building workplace image, favorite prodocbrand among co-workers, or
referring bonus programs among co-workers, etadttition, sales persons in the front
line should also be aware of the importance of cokers’ opinions among Chinese
tourists and promote personally from the perspeatiwvhat the customer’s co-worker
would think if he/she purchase the products.

Third, perceived behavioral control slo@t significantly influence Chinese
tourists’ shopping intentions. This means that giothere are shopping constraints
among Chinese tourists during their overseassgtiph constraint would not affect their
willingness to shop again in future overseas titigmwvever, certain control beliefs of
shopping constraints, power of controlling suchstaaints, and the interaction effect
between control beliefs and power do influence Esantourists’ perceived behavioral
control on shopping during overseas trips. Spggialopping constraints include limited
payment methods, mandatory shopping arranged bgl tagents, limited time for
shopping, and incontinent transportation for shngpConsequently, it is recommended
that the destination retailers should work withfbloical banks and banks in China to
improve the smoothness of payment so that tow#tdully enjoy the shopping
experience. Besides, tour operators in the ovedestiation should make the itineraries
more relaxed and arrange more convenient trangmort@ethods so that tourists can

shop freely with enough time and easy transporiatibeanwhile, any commission
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format, forcing shopping should be resisted by l&tgd industry rules to ensure that

tourists can shop voluntarily during their oversegss.

5.4 LIMITATION AND RECOMMENDATION

One limitation of the study is that gempling frame only covered three major
cities in China, and the sample size is only 30€hadugh data collection fieldwork has
been carefully designed and carried out to includariety of respondents in terms of
age, gender, travel experience, and other demoigraparacteristics, the population
from which the sample was drawn might not be tptapresentative of the general
Chinese overseas travel population. Thereforergbglts may not be generalized to all
Chinese tourist shoppers.

Future studies should include a lasganple size with greater geographic
representations of China’s regions. Data can adscoliected with regards to particular
overseas destination retailers to examine actuaistoshoppers’ decision-making process.
In addition, this study solely applies TPB modeéiplain tourist shopping behavior in
overseas trip; attitude and subjective norms erpthabout 55% of the variance of
respondents’ shopping intention, indicating otlaatdrs not included in this study may
also influence Chinese tourists’ shopping intergidn the future research, a broader
variety of factors should be considered and integranto the model in predicting the
Chinese tourists’ shopping intention more comprehaty. Additional variables that
may be investigated include Chinese cultural valpessonal shopping values, past
shopping experience, and satisfaction with the seees trip. Especially, gift shopping
values along with Chinese cultural values couldhiserporated into further extended

model in the future.
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