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A Segmentation Approach of Lake Tourism:

Travel Motivations and Benefit-seeking

Student: Li-Hsin Chang Advisor: Dr. Janet Chang
Dr. Ya-Li Chang

Chinese Culture University

ABSTRACT

Water is a vital part of human life. A lake, in terms of natural, human, life and
culture, has its certain value. There are many lake-based destinations around the world
for which tourism is significant such as the lake districts of England and the Great
Lakes of North America. Therefore, a tourist’ choice of getting close to water in terms
of lake tourism attractions is worthy of exploration. To date, scholars have started to
study historical elements, cultural values, plans, and management issues for lakes.
However, the study of tourists’ motivation on lake tourism is relatively scant.

Tourism scholars have long recognized the importance of studying motivations
toward tourism destinations so as to contribute to the decision-making in tourism and
consumer behaviors. Among segmentation variables, benefit-seeking is also considered
as an effective segmenting tool to draw upon. As such, tourists’ motivations and
benefit-seeking of segmented groups are discussed. Furthermore, the demographic
variables of lake tourists based on segmented groups are also presented.

The survey instruments of this study are adapted from various studies. Along with
a pre-test, the reliability and validity of questionnaires are examined prior to the formal
survey. The sampling method adopts convenience sampling and questionnaires are
distributed around tourism attraction sites around the Sun Moon Lake. The research
subject is the Chinese mainland group tourists. The pre-test was conducted from
December 19 to 24, 2007 and the reliability scores were satisfactory.

Key words: lake tourism, market segmentation, travel motivations, benefit-seeking
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