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Abstract

The heavy users are important to mar-
keters of .many goods and services. Like
many businesses, travel agencies need to
segment their markets and develop marketing
strategies targeted toward specific groups of
customers. One targeting strategy used suc-
cessfully by both packaged goods and ser-
vices marketers is to concentrate on the

heavy-user segment. This study attempts to

present profiles of the heavy user of travel
agencies to demonstrate the usefulness of this
approach in market segmentation and strat-
egy development in the vacation travel in-
dustry across Taiwan, USA, Singapore. Data
from 185 adult consumers in USA in 1994
(Goldsmith, Flynn & Bonn, 1994), 184
adults in Singapore in 1999 (Goldsmith &
Litvin, 1999) and presented the findings of a
self-administered survey in Taiwan in 2002.
The main purpose of the study is to deter-
mine whether there are differences among
heavy users of travel agencies of three na-
tionalities. In order to test whether the find-
ings of this study vary between nationalities,
we use Chi-square test, t test, One-way
ANOVA, Two-way ANOVA, and Bonferroni
multiple test. Finally, the analysis of the
findings have surprised in contrast to some
previous studies. In the light of empirical
findings and observations, theoretical and



practical implications are discussed and ob-

stacles of comparative research dealing with

the measurement of the heavy-user segment

presented.

Keywords: The heavy user of travel agency;
Segmentation, Comparative research;
Taiwan; USA; Singapore
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