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ABSTRACT
Koreans are increasingly participating in overseas golf holidays in the Asia Pacific region and
this trend is expected to continue. The popularity of golf holidays has been linked to the
growing demands of special interest tourism and sport tourism where tourists seek to satisfy
specific travel needs and wants to meet their travel motivations. Research into travel
motivation using the concept of the push and pull framework is therefore a focus of study in
tourism research.

To date, little or no research has examined travel motivation and tourist typology using the
push and pull framework in the markets of special interest tourism, sport tourism, or golf
tourism. This thesis fills the gap in the literature and contributes to knowledge of tourist
motivation and typology. The aims of the research were therefore three-fold: to identify the
push and pull factors of golf travel motivation, to classify heterogeneous golf tourists into
homogeneous groups, and to profile the clusters with respect to socio-demographics, golf
related behaviour and travel characteristics, destination attributes, and destination preferences.
This was achieved by collecting empirical data on Korean golf tourists travelling in the Asia
Pacific region.

The methodology comprised both qualitative research based on semi-structured interviews
and quantitative research based on self-completed questionnaires. A principal component
factor analysis was employed to identify five push based socio-psychological motivations and
seven pull based destination attributes. A cluster analysis was then conducted to classify
golfers into three different clusters, namely, Golf-intensive Golfers, Multi-motivated Golfers,
and Companion Golfers. The golf clusters were then profiled based on the findings in respect
to socio-demographics, golf related behaviour and travel characteristics, destination attributes,
iv

and destination preferences. A cross tabulation with chi-square tests and analysis of variance
(ANOVA) were used to test the hypotheses of this thesis.

Results revealed that golf tourists were not homogeneous in their push based sociopsychological travel motivations. Their profiles are theoretically and statistically feasible
because the research tested hypotheses indicate that each cluster had both similarities and
differences in socio-demographics, golf related behaviour and travel characteristics,
destination attributes, and destination preferences. This suggests that marketing strategies
should target both the different and similar aspects of golf travel behaviour.

The research is of benefit not only to academics and practitioners in the study of travel
motivations and tourist typology in the field of special interest tourism, sport tourism, and, in
particular, golf tourism, but also to tourism marketers and tour operators in the development,
promotion and packaging of golf holiday products.
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Chapter 1: Introduction

CHAPTER ONE
INTRODUCTION

There is a current trend in the tourism market towards increased segmentation with
specialisation in new forms of travel markets such as bicycle tourism (Ritchie, 1998), cultural
tourism (McKercher, 2002), wine tourism (Charters & Ali-Knight, 2002), adventure tourism
(Sung, 2004), and golf tourism (Kim, Chun & Petrick, 2005). This trend towards
specialisation in the travel market has been linked to the growing demands of special interest
tourism and sport tourism where tourists seek to satisfy specific travel needs and wants to
meet their travel motivations. Meanwhile, tourism marketers and authorities emphasise the
importance of having a deeper knowledge of travel motivations in order to respond to specific
travel needs and wants relating to new forms of the tourism product.

Research into travel motivation is therefore a focus of study in tourism research, contributes
to an understanding of why people undertake a particular holiday (push based sociopsychological travel needs) and what factors influence people to visit a preferred destination
(pull based destination attributes). However, since the nature of the heterogeneous travel
market is such that tourists with different socio-psychological travel needs may have different
personal and travel characteristics, the socio-psychological push motivations can play an
important role in classifying heterogeneous tourists into groups with similar travel needs.

Tourist typology based on socio-psychological push motivations, enables tourism marketers
not only to gain a more meaningful understanding of a set of individuals that demands
specific needs and wants relating to sophisticated products, but also to inform tourism
marketing and managerial decisions in respect to the development of product, price,
promotions, programming, and packaging.
-1-
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However, there is little or no research which examines travel motivation and tourist typology
using the push and pull framework in the markets of special interest tourism, sport tourism, or
golf tourism, although research into travel motivations using the framework is often used in
tourism studies more generally. Accordingly, little or no specific methodology relating to this
important travel motivation and tourist typology has been introduced in the fields of special
interest tourism, sport tourism, or golf tourism.

This thesis therefore endeavours to fill this gap in the literature and contribute to the
knowledge of tourist motivation and tourist typology in such tourism fields by undertaking
research of Korean golf tourists travelling in the Asia Pacific region.

In this first chapter the researcher presents a thesis overview providing both the background
information to the research and the justification for the research. The research problem and
questions are then addressed, and the research methodology used in this thesis is also
overviewed. The key definitions used, the scope of the research and the assumptions
underlying this thesis are also addressed. Finally, the current chapter outlines the research
structure.

1.1 Background to and Justification for the Research

The popularity of Asia Pacific countries as holiday destinations for Korean tourists has
increased, accounting for 7.8 million (77.1%) of total outbound trips in 2005 (Korea Tourism
Organisation [KTO], 2006; Pacific Asia Travel Association [PATA], 2006). The significant
number of Korean travellers to this region has been associated with the growth of special
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interest and sport travel activities, while holiday/leisure travel, business trips, and visiting
friends and relatives (VFR) dominate as the main purpose of the trips undertaken (KTO,
2006).

Koreans are increasingly taking golf holidays in the Asia Pacific region. Indeed, golf holidays
now represent one of the most popular travel activities in this region (Kim, Chun & Petrick,
2005). For example, an estimated 181,000 Koreans claimed golf-clubs at custom counters at
international airports for playing golf in 2004 (Nam, 2005). Recent figures also revealed that
an estimated 685,000 Koreans travelled to the Philippines, China, Thailand, and other parts of
Asia for the purpose of playing golf in 2006, spending US$1.183 billion on their overseas golf
holidays (Seo, 2007). The trend is expected to continue, as the Korean golfing population is
expected to increase by 10% to 20%, annually (Korea Leisure Industry Consulting [KLIC],
2002).

This notable Korean travel pattern is reflected in a new specialised form of golf tourism in the
Asia Pacific region, following the current trend in tourism where the nature of the
heterogeneous tourism market has become more segmented and specialised. There is some
evidence to support this trend. The Tourism Authority of Thailand (TAT, 2004a), for example,
has identified the Korean golf travel market as a major target in its ‘Marketing Plan 2005’;
and Tourism Victoria (2003) has developed its ‘Golf Tourism Plan 2003-2006’ in response to
the demand from international golfers visiting Victoria, Australia. Other reflections of this
trend are also clear in the marketing activities of golf destinations in response to the demand
for Korean golf holidays. These include designing golf holiday package programs (the
Philippines), promoting golf membership programs (Malaysia), operating flight charter
services (China), and advertising world-renowned golf courses (Hawaii) (Kim et al, 2005).

-3-
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However, despite indications that the Korean golf holiday market is increasing and the market
may be substantial for destination marketers in the Asia Pacific region, it has received little
attention in special interest tourism, sport tourism, or golf tourism studies. Furthermore,
although the golf travel market is regarded as by far the largest sports-related tourism industry
(Readman, 2003) and as one of the major growth areas within the tourism industry (Priestley,
1995), as well as the market makes a significant financial contribution to the global market,
including the markets of the USA (National Golf Foundation [NGF], 1998), Europe
(International Association of Golf Tour Operators [IAGTO], 2004), Thailand (Delpy Neirotti,
2005), and Australia (Tourism Victoria, 2003), the nature of golf tourism is yet to be clearly
defined.

Tourism Victoria (2003) has attempted to define golf tourism by considering the key
definition of tourism aspects including spatial, temporal, and motivational. Specifically,
Tourism Victoria (2003) regards travel motivators as a focal point in defining golf tourism
which implying that it is important to understand the travel motivations of golf tourists.

In tourism studies, the concept of push and pull factors has been applied in order to
understand tourist motivations within the tourism system (Yuan & McDonald 1990; Uysal &
Jurowski, 1994; Jamrozy & Uysal, 1994; Jang & Cai, 2002; Kozak, 2002; Kim, Lee &
Klenosky, 2003; Bansal & Eiselt, 2004). Push factors relate to socio-psychological travel
motivations, such as escape, social interactions, learning, challenging, and benefits, which
explain why people undertake a particular type of travel from a tourist generating region. Pull
factors, on the other hand, relate to destination attributes, for example, the natural
environment, tourism attractions, tourism facilities and services, nightlife and entertainment,
which determine what factors influence people to visit a preferred destination. Goodall (1991)

-4-
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states that the push and pull factors are fundamental in understanding holiday behaviour and
explaining who goes where and why.

The concept of the push and pull theoretical framework suggests that it can be used to
understand why golf tourists undertake an overseas golf holiday and what factors influence
them to visit a preferred golf destination. Further, previous studies using the push and pull
framework have suggested that destination marketers should develop different marketing
strategies for different tourists because tourists may have different push and pull factors
across travel groups (Jamrozy & Uysal, 1994), travel regions (Yuan & McDonald, 1990; Jang
& Cai, 2002), and socio-demographics (Kim et al, 2003).

Empirical studies of the push and pull framework imply that golf tourists may be
heterogeneous in undertaking golf holidays and therefore may have different sociodemographics, golf related behaviour and travel characteristics, destination attributes, and
destination preferences. For example, a group of golf tourists which undertakes golf holidays
mainly for learning and challenging may have different personal and travel characteristics in
regard to age, golf handicap, travel expenditure, destination attributes, and the choice of
destinations when compared to a group of golf tourists which travels mainly for social
interaction.

With the recognition in tourism studies that groups of tourists are heterogeneous, the tourist
typologies have increasingly been performed using psychographics, for example, motivation,
perception, learning, personality, and attitudes to support tourism marketers in developing
product, packaging, pricing, and targeting strategies (Lowyck, Langenhove & Bollaert, 1992;
Swarbrooke & Horner, 1999; Mountinho, 2000; Decrop & Snelders, 2005). This is because
psychographic variables explain the how, what, and why of travel (Plog, 1987; Lowyck et al,
-5-
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1992; Mountinho, 2000). Others also suggest that segments based on psychographic variables
enable understanding as to why certain groups of tourists tend to favour a specific type of
holiday destination (Waryszak & Kim, 1994; Mountiho, 2000; Lehto, O’Leary & Morrison,
2002).

Mayo and Jarvis (1981) asserted that motivation based psychological forces more likely
explain the reason why people travel than other psychological forces. In this regard, Fodness
(1994) suggested that travel motivation can be used to identify particular types of tourists and
create a better profile of their travel patterns in order to support tourism marketers in product
development and positioning. Other writers have also pointed out that tourist typology is
useful in providing a meaningful classification within the complex phenomenon of tourist
motivations (Dann, 1981). Tourists can therefore be classified into groups of people with
different sets of motives. In this way, unique appeals can be developed for each of the separate
groups (Crompton, 1979; Plog, 1987).

Previous empirical studies related to the tourist typologies of travel motivation concerning the
socio-psychological factors (Cha, McCleary & Uysal, 1995; Oh, Uysal & Weaver, 1995;
Bieger & Laesser, 2002; Andreu, Kozak, Avci & Cifter, 2005; Yuan, Cai, Morrison & Linton,
2005; McCleary, Weaver & Meng, 2005; Lee, Lee, Bernhard & Yoon, 2006) suggest that
tourism researchers should classify heterogeneous tourists into homogeneous groups
according to socio-psychological push motivations, and profile them with respect to sociodemographics, golf related behaviour and travel characteristics, pull based destination
attributes, and destination preferences. With such profiling, marketing and managerial
implications can be recommended to tourism marketers to target different types of tourists
more effectively. This is because successful tourism marketing emerges from approaching the
marketing mix strategies (e.g. product, price, place, promotion), as a result of market analysis,
-6-
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segmentation, tourist profiling, and from gaining a better understanding of travel needs and
behaviours (Heath & Wall, 1992; Seaton & Bennett, 1996; Moscardo, Morrison, Pearce, Lang
& O’Leary, 1996; Middleton & Clarke; 2001; Morrison, 2002; Kotler, Bowen & Makens,
2003; Holloway, 2004).

In this thesis, substantial studies of travel motivations and tourist typologies as well as
relevant theories and concepts are used to demonstrate that research into travel motivation
provides valuable insights: to explain the push and pull factors of golf tourists; to segment
heterogeneous golf tourists into homogeneous groups; to profile the homogeneous groups
with other personal and travel characteristics; and to assist in developing marketing and
managerial strategies.

A comprehensive study linking travel motivations, tourist typologies, and marketing and
managerial issues is presented in Chapter three, Conceptual Framework and Research
Propositions. This study led to the development of a conceptual framework for the thesis. The
conceptual framework and its application will be useful for tourism researchers to conduct
research on travel motivation and tourist typology in the fields of sport tourism and golf
tourism as subsets of special interest tourism which, until now has been lacking in these study
areas.

1.2 Research Problem

Travel motivations using the concept of the push and pull framework have indicated that
tourists may have different socio-psychological travel needs and destination attributes in
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undertaking holidays and visiting particular destinations (Dann, 1977; Crompton, 1979; Yuan
& McDonald 1990; Uysal & Jurowski, 1994; Jamrozy & Uysal, 1994; Fluker & Turner, 2000;
Goossens, 2000; Jang & Cai, 2002; Kozak, 2002; Kim et al, 2003; Bansal & Eiselt, 2004).
These studies have been linked to the review of existing literature in tourism, special interest
tourism, and sport tourism studies which reveals that tourists are not homogeneous and
therefore need to be classified into homogeneous groups of similar aspects, mainly using push
based socio-psychological travel motivations (Cha et al, 1995; Oh et al, 1995; Galloway,
2002; Bieger & Laesser, 2002; Andreu et al, 2005; Yuan et al, 2005; McCleary et al, 2005;
Lee et al, 2006; Chi, 2006).

However, to date, there has been very little study into special interest tourism and sport
tourism that has identified the travel motivations of either special interest tourists or sport
tourists. In particular, there is no empirical research into the motivation of the golf tourist nor
the typology of the golf tourist on the basis of socio-psychological push motivations. No
information is therefore available to access heterogeneous golf tourist behaviour. For example,
thus far different concepts and applications other than travel motivations have been used to
segment heterogeneous golf tourists (Gray, 1982; Petrick, Backman & Bixler, 2000; Petrick,
Backman, Bixler & Norman, 2001; Petrick, 2002; Kim, Clemenz, & Weaver, 2002;
Siegenthaler & O’Dell 2003; Gibson & Pennington-Gray, 2005; Kim et al, 2005).

Accordingly, there is no specific methodology or conceptual framework that has been
addressed relating to important travel motivations and tourist typologies. As a consequence,
there is a lack of knowledge in terms of the motivations, typology, profile, and marketing and
managerial implications of special interest, sport, and golf tourists.

-8-
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There is an emerging need, therefore, to undertake empirical research on golf travel
motivations. Heterogeneous golf tourists should then be classified using push based sociopsychological motivations, and then each golf group profiled using other important personal
and travel characteristics to determine where similarities and differences exist among different
golf groups. Alternative marketing and managerial implications can then be developed for
each golf group.

1.3 Research Questions

The assumption underpinning this research is that in undertaking overseas golf holidays, golf
tourists are not homogeneous in relation to socio-psychological push motivations. In this
respect, this research argues that golf tourists who are classified on the basis of sociopsychological push motivations, may have different socio-demographics, golf related
behaviour and travel characteristics. This research further argues that golf tourist groups with
similar push motivations may have different pull based destination attributes in visiting golf
holiday destinations and therefore may have different preferences in relation to particular golf
destinations.

In this thesis, the following specific questions are addressed based on the arguments outlined
above and discussed in Chapter three, Conceptual Framework and Research Propositions.

1) Can the travel motivations of golf tourists be identified using the concept of push and pull
factors? (OR, What are the important push and pull travel motivations for golf tourists?)
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2) Can golf tourists be clustered into homogeneous groups on the basis of sociopsychological push motivations?
3) Are socio-demographics, golf related behaviour and travel characteristics, destination
attributes, and destination preferences similar/different among the cluster groups?
4) How can marketing mix strategies be suggested for each golf cluster group?

1.4 Research Aims

The aim of this research is three-fold. First, the research seeks to identify the push and pull
factors of golf travel motivation to assist in understanding the socio-psychological travel
needs of Korean golf tourists in undertaking golf holidays and the destination attributes of
preferred golf destinations in the Asia Pacific region. Second, the research attempts to classify
heterogeneous golf tourists into homogeneous groups based on socio-psychological push
motivations. The golf tourist typology assists in achieving the final aim of the thesis by
profiling the golf clusters with respect to socio-demographics, golf related behaviour and
travel characteristics, destination attributes, and destination preferences. On this basis,
effective marketing implications and promotion strategies will be proposed.

In order to achieve the aims, the research approach and methodology applied in this thesis are
briefly outlined in the following section and discussed in detail in Chapter four, Research
Design and Methodology.
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1.5 Research Approach and Methodology

A two phase research methodology was empirically designed based on the understanding of
research paradigms in tourism research. The first stage relates to the interpretive paradigm
which utilises the qualitative methodology for the development of knowledge about travel
patterns based on data collection by means of interviews. The second and final stage relates to
the positivist paradigm which applies quantitative methodology to explain tourist behaviour
by testing hypotheses with analysis of data collected from surveys (Jennings, 2001).

In this thesis, the qualitative methodology is applied in order to discover important push and
pull golf travel variables, and to identify popular golf holiday destinations in the Asia Pacific
region. This was achieved by conducting a semi-structured personal interview with managers
who have provided overseas golf travel information and consultation services to golf clients.

Following the qualitative research, the quantitative methodology was designed and the
research methods implemented to collect empirical data including socio-demographics, golf
related travel behaviour and characteristics, push and pull factors, and destination preferences.
This was done by conducting self-completed questionnaire based surveys using a sample of
individuals who were practising golf at selected indoor and outdoor golf practice ranges.

Several statistical methods were used to conduct the data analysis. Since a posteriori approach,
for example, factor-cluster analysis is often used as a method for market segmentation or
tourist typology (Smith, 1989), a principal component factor analysis was first applied in this
thesis to identify the underlying dimensions of the push and pull factors of overseas golf
holidays. Following the factor analysis, a cluster analysis was employed to classify the
heterogeneous golf tourists based on the factor analysed socio-psychological push motivations.
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A discriminant analysis was then employed to determine the extent to which the golf clusters
depended on socio-psychological push factors. Chi-square (x2) tests were also conducted on
cross-tabulations to determine where similarities and differences exist in respect to sociodemographics, golf related behaviour and travel characteristics, and destination preference
among the golf clusters. An analysis of variance (ANOVA) with Tukey’s HSD tests was used
to determine whether the pull factors of golf destination attributes differed among golf
clusters. A detailed explanation of the research process and analysis methods is presented (in
Figure 4.4) in Chapter four.

1.6 Scope and Key Assumptions

As outlined above, a two phase research design incorporating both qualitative and quantitative
methodology was utilised and leads to a focus with the following scope.

The scope of the qualitative research in this thesis was limited to managers and consultants
from outbound golf travel agencies across Seoul, Korea who have provided overseas golf
travel information and consultation services to golf clients. The researcher assumed that their
special expertise and work experience on behalf of their golf clients would assist in
determining the overall golf holiday motivations of Korean tourists in the Asia Pacific region.

The scope of the quantitative study focused on Korean golf tourists who have undertaken an
overseas golf holiday in the Asia Pacific region and planned to repeat the same holiday in the
same region. The researcher assumed that their previous overseas golf holiday experiences
and future expectations in this region would contribute comprehensive results to the study.
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Hence, the reliability of the findings is more likely to be robust. The target, Korean golf
tourists who actively participated in golf, rather than those who only passively participated in
golf, fills a gap in the research about participant behaviour in the fields of special interest
tourism, sport tourism, and golf tourism. Weed (2005) notes that there is only very limited
understanding of participation in sports tourism. Rather, sport tourism is dominated by studies
of events.

Because of the cost limitation (e.g. travel expenses) and the need to complete this research
project within a realistic time frame, this thesis was limited in achieving more than moderate
sample size. In addition, it was limited in utilising a random sampling procedure due to the
unknown sampling frame regarding this particular niche market. For these reasons, this study
assumed that it may not be representative of a large population. This thesis suggests that a
future sample should be large enough and more randomly collected.

1.7 Importance of the Current Study

Three important areas benefit from conducting research relating to this potentially lucrative
travel market.

First, this research will provide new empirical and region-specific information concerning the
push and pull factors of travel motivation that influence Korean golf tourists to undertake
overseas golf holidays, and their preference for particular golf destinations in the Asia Pacific
region. Consequently, the thesis will contribute by filling the gap in knowledge about travel
motivations within special interest tourism, sport tourism, and golf tourism studies.
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Second, this research will provide a conceptual framework and a research framework which
should be useful for academics and practitioners in researching travel motivations. More
importantly, the use of the research design and methodology in this thesis will provide a way
of classifying heterogeneous golf tourists into similar groups according to travel motivations
related to socio-psychological push factors. Therefore, both the conceptual framework and
research framework of the current research should make an important contribution to the body
of theoretical and practical knowledge in the fields of special interest tourism, sport tourism,
and golf tourism that until now have lacked the application of relevant concepts and theories.

Finally, the empirical findings enhance the validity and reliability of the thesis to provide
useful insights for golf destination marketers in the Asia Pacific region. In particular, the
findings will be beneficial for golf tour operators and golf resorts or course managers by
providing a basis for improved marketing and managerial decisions in the development of
product, pricing, advertising and promotions, and packaging.

1.8 Key Definitions to be used in this Thesis

Golf tourism and overseas golf holidays
As mentioned, golf tourism is a new concept and has not been defined in mutually agreed
terms, although definitions and descriptions have been seen in special interest tourism, sport
tourism, and golf tourism studies and reports (Hall, 1992; Smith, 1992; Priestley, 1995;
Sullivan, 1996; Economist, 1997; Standeven & De Knop, 1999; Tourism Victoria, 2003;
Readman, 2003; Palmer, 2004; Ritchie & Adair, 2004; Weed & Bull 2004; Robinson &
Gammon, 2004; Gibson & Pennington-Gray, 2005; Kim et al, 2005). In this thesis, golf
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tourism is defined as an active golf holiday, where people travel for the purpose of playing
golf, spending more than one night at specific destinations, while using the goods and services
provided by those destinations to meet their golf travel motivations. A more detailed
definition is discussed in Chapter two.

Asia Pacific region
For the purposes of this study countries in the Asia Pacific region comprise China, Japan,
Malaysia, Philippines, Thailand, Vietnam, and Australia which is the definition used by the
WTO, PATA, and Pearce, Morrison and Rutledge (1998). Hawaii is included in this thesis for
the purpose of golf tourism research but Canada and other parts of the U.S. are excluded,
although Hall (1997) included such countries in his study of tourism in the Pacific Rim. It is
also noted that such countries as India, Pakistan, Egypt, and Saudi Arabia are excluded from
this thesis because those countries do not play a part in tourist flows to the same extent as the
part played by the other included countries, as suggested by Hall (1997) when defining the
Pacific Rim.

Motivation and push and pull factors
Motivation refers to the state of need that exerts a push on the individual toward certain types
of action (Mountinho, 1987; Goodall, 1991). In this regard, psychologists view the term as a
driving force that exists to reduce a state of tension (Mayo & Jarvis, 1981). In tourism studies,
motivation is related to the concept of push and pull factors, where push factors are sociopsychological travel needs that influence people to travel from the tourist generating region,
and pull factors are destination attributes that influence people to travel to a preferred tourist
destination region (Crompton, 1979; Yuan & McDonald 1990; Jamrozy & Uysal, 1994). In
this thesis, socio-psychological push motivations are emphasised to explain why golf tourists
undertake overseas golf holidays, while pull based destination attributes are used to
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understand what factors influence golf tourists to visit a preferred golf destination. A more
detailed explanation is presented in Chapter three.

Heterogeneous and homogeneous
These terms are often used in studying market segmentation in which the term
‘heterogeneous’ refers to a market consisting of segments of subgroups which differ from
each other in terms of their characteristics, while the term ‘homogeneous’ refers to a market
made up of people whose characteristics are the same or identical (Vanhove, 1989;
Swarbrooke & Horner, 1999). In this thesis, the terms heterogeneous and homogeneous are
used to describe golf tourists. Heterogeneous golf tourists are tourists who differ from each
other significantly in their golf travel motivations when undertaking overseas golf holidays,
whereas homogeneous golf tourists are tourists whose travel motivations are similar in
undertaking golf holidays.

Segmentation and typology
Although some writers have attempted to differentiate these terms in the use of market
segmentation and tourist typology (Swarbrooke & Horner, 1999; Hose & Wickens, 2004),
these terms have not been used in a distinct way in tourism studies. Instead, they are used
interchangeably when grouping heterogeneous populations into similar homogeneous groups.
However, the term, ‘typology’ is preferred in this thesis as this study aims to classify golf
tourists within the golf tourism market.

Marketing mix
This term refers to the set of controllable marketing tools consisting of product, price, place
and promotion which marketers manipulate in order to produce the response needed in the
target market (Swarbrooke & Horner, 1999; Holloway, 2004). In this thesis, the term is used
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for the marketing activities for each type of golf tourist. This may assist golf tourism
marketers and tour operators in developing, promoting, advertising, and packaging cost
effective golf holiday products (see Chapter three for more details).

1.9 Thesis Outline

Chapter one: Introduction
The current chapter presents a thesis overview by providing brief background information to
the research as well as the justification for the research. The current chapter also addresses the
research problem and the research questions. The aims of the thesis are articulated and the
research approach and methodology are briefly outlined. This chapter also highlights the
importance of the current research as a contribution to knowledge in the fields of special
interest tourism, sport tourism, and golf tourism. Some of key definitions used in this thesis
are previewed and the reader is advised of the scope and key assumptions.

Chapter two: Travel Trends and Golf Tourism
Chapter two provides more detailed background information relating to the Korean travel
market to the Asia Pacific region, with particular reference to the golf tourism market. The
broader knowledge of special interest tourism and sport tourism is reviewed as it is linked to
the golf tourism market. Golf tourism is defined and golf tourists are examined. The key
factors responsible for the popularity of overseas golf holidays with Korean tourists are also
discussed. Previous research on special interest tourism, sport tourism, and golf tourism
studies is reviewed and gaps in the current tourism market are identified.
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Chapter three: Conceptual Framework and Research Propositions
In this chapter, a theoretical conceptual framework is constructed and the research
propositions are addressed. The framework and research propositions are developed based on
literature reviews in the context of leisure, tourism, special interest tourism, sport tourism, and
golf tourism, especially the relevant theories and concepts of travel motivation and tourist
typology, as well as the destination marketing and managerial issues of the study.

Chapter four: Research Design and Methodology
This chapter details the research approach and methodology outlined in section 1.5 earlier in
this current chapter. This chapter begins with research aims and objectives, and the research
hypotheses. Research paradigms are discussed and the methodology for this thesis is also
described together with the qualitative and quantitative research design. Important
preliminary findings are obtained by conducting qualitative research. This is followed by a
discussion of appropriate research methods for the quantitative research and a consideration
of the ethical aspects of the research. Finally, a research framework is proposed to guide the
research process of the quantitative study.

Chapter five: Factor – Cluster Analysis
This chapter conducts a factor-cluster analysis by employing appropriate statistical
measurements and techniques. The push and pull factors of Korean golf tourists travelling in
the Asia Pacific region are identified and heterogeneous golf tourists are classified into groups
of similar push motivations. Issues which concern the validity and reliability of the push and
pull factors are discussed and the validation of the typology is examined.

Chapter six: Findings and Testing Hypotheses
Chapter six provides the findings of the research relating to the whole sample of the research
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and to the golf cluster groups that were derived from the typology. The hypotheses of the
research are tested by determining the similarities and differences in socio-demographics, golf
related behaviour and travel characteristics, destination attributes, and destination preferences
across golf cluster groups. The findings presented in this chapter relate to the profile of each
of the golf clusters.

Chapter seven: Summary of Findings, Discussion, and Implications
This chapter commences with a summary of the study’s findings. The discussions then focus
on a comparison of previous studies, interpretation of the results of the current study, and an
explanation of the reasons for these findings. As a result of the research findings and
discussions, the chapter suggests alternative marketing strategies for golf tourism marketers.

Chapter eight: Conclusions and Future Directions
This final chapter concludes with a reflection on the aims, objectives, questions, and
hypotheses of the research. The chapter also considers the possible limitations to this research
and suggests future directions for the research. Finally, the significance of this thesis is
highlighted together with the contributions to both theory and practice.
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CHAPTER TWO
TRAVEL TRENDS AND GOLF TOURISM
Part 1: Studies of Korean Outbound Tourism
Part 2: Studies of Golf Tourism

2.1 Introduction

Chapter one provided an overview of the current research thesis. The background to the
research was briefly introduced and the research problem addressed along with the
justification for the research. The research methodology used in this thesis in order to achieve
the aims of the research was overviewed. The importance of the current research was also
discussed.

This chapter reviews relevant literature on the research topic in order to understand the
background to the study and to identify a possible gap in the current state of tourism research
thereby supporting the need for this thesis.

The current chapter has been organised into two parts. The first part of the chapter examines
the nature of the Korean travel market to the Asia Pacific region. Specifically, this
examination reveals the growth of Korean golf holiday trends, as Koreans are now
increasingly engaging in special interest and sport activities in this region.

The remainder of this chapter examines the broader knowledge of special interest tourism and
sport tourism in order to understand the nature of golf holidays. In particular, previous
research on the demand for special interest travel and sport travel is examined to understand
the current state of research in the fields of special interest tourism and sport tourism. This
examination incorporates both the theoretical and the practical implications.
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As golf travel in tourism studies has yet to be clearly defined, the term, golf tourism, has been
defined for the purposes of this thesis in order to understand the basis of the thesis. This
definition is derived by underlying the key definition of tourism aspects including spatial,
temporal, industrial, and motivational which are commonly used in defining new forms of
travel markets in tourism research. Following the working definition, the current golf travel
market examined will focus particularly on the Asia Pacific region.

Finally, various travel behaviours of golf tourists will be investigated by documenting
previous research which reveals that golf tourists are heterogeneous in their travel behaviour.
This review indicates that there is a lack of studies on the specific travel motivations of
different types of golf tourists in the context of special interest tourism, sport tourism, and
golf tourism, and suggests that the current research should classify heterogeneous golf tourists
into homogeneous groups on the basis of travel motivations.

PART 1: STUDIES OF KOREAN OUTBOUND TOURISM

From an examination of relevant and recent literature, this study provides a realistic profile of
the Korean outbound travel market. This profile shows that the market has been growing
constantly, with an increased number of outbound Korean tourists between 2000 and 2005.
For example, in 2005, more than 10 million Koreans travelled overseas for the first time in
history (Korea Tourism Organisation [KTO], 2006; Pacific Asia Travel Association [PATA],
2006). Previous statistics recorded 5.5 million Korean departures in 2000, 7.1 million in 2002,
and 8.8 million in 2004 (Bureau of Tourism Research [BTR], 2004; Mintel, 2004; KTO,
2006). The increase in tourist numbers has resulted in Korea being ranked 16th as a world
tourism expenditure country, generating US$ 9.9 billion in 2004 (World Tourism Organisation
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[WTO], 2005).

2.2 Travel in the Asia Pacific Region

The most popular region for Korean outbound travel in 2005 was the Asia Pacific region
(77.1%), accounting for 7.3 million (72.6%) to Asia and 0.5 million (4.5%) to the Pacific.
This was followed by the Americas (8.1%), Europe (5.8%) and Africa (0.3%) (KTO, 2006;
PATA, 2006). These figures indicate the value in understanding the major outbound tourism
market for Koreans in the Asia Pacific region and their travel behaviour.
Table 2.1 Koreans’ major destinations in the Asia Pacific region, 2000-2005 (‘000)
Destinations
2000
2001
2002
2003
China
1,033
1,298
1,722
1,569
Japan
1,101
1,170
1,266
1,427
Malaysia
51
51
56
60
Philippines
162
204
280
293
Thailand
351
447
582
575
Vietnam
43
60
91
113
Australia
132
148
161
173
Source: BTR (2004); Mintel (2004); KTO (2006); PATA (2006).

2004
2,335
1,569
83
377
754
203
172

2005
2,961
1,739
98
481
662
268
198

Table 2.1 highlights the top seven holiday destinations for Koreans in the Asia Pacific region,
namely, China, Japan, Malaysia, Philippines, Thailand, Vietnam, and Australia, based on the
fact that these seven most popular travel destinations continued to attract Korean tourists
between 2000 and 2005 (BTR, 2004; Mintel, 2004; KTO, 2006; PATA, 2006).

As shown in Table 2.1, China has been consistently chosen by Koreans as the most popular
destination with almost three million visitors in 2005, whereas Japan is the next most visited
destination by Koreans, accounting for 1.7 million visitors in 2005. A large number of
Koreans also travelled to South-East Asia between 2000 and 2005. For example, the numbers
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of Koreans travelling to the Philippines have tripled, while the number travelling to Thailand
has almost doubled since 2000. In particular, a dramatic growth of Korean visitors has been
seen in Vietnam, with a six-fold increase from 43,000 in 2000 to 268,000 in 2005. The Pacific
region, especially Australia was chosen consistently between 2000 and 2005 with a rise in
numbers from 132,000 to 198,000 over the period.

Figures from the report ‘Korean Outbound Travel Patterns 2005’ undertaken by the KTO
(2005) supported this trend, indicating that in the future most preferred destinations for
Koreans are likely to be countries in the Asia Pacific region such as Japan (28.3%), Australia
(21.1%), China (16.4%), and Thailand (9.5%).

In line with the significant growth in Korean travel to the Asia Pacific region, the travel
patterns of holiday/leisure, business trips, and visiting friends and relatives (VFR) travel were
the main purposes of trips between 2000 and 2005, while other travel motives such as special
interest and sport-related activities continued to push Koreans to travel in this region (KTO,
2006). It is important to note that other travel motives should not be overlooked when
considering Korean outbound travel patterns, because they are also potentially important for
understanding the travel behaviour and motivations of Korean tourists travelling to the Asia
Pacific region.

Choy (1998) points out that Asia Pacific travel patterns have shifted away from the resort
holiday destinations offering sun, sand and sea, and towards those offering special tourism
products for mature travellers who seek alternative travel experiences in line with their special
interests. These changes have resulted in an increase in the variety of ‘tourist types, needs,
and patterns’ (Martin & Mason, 1987, p. 113), and explain ‘new patterns in holiday-taking;
special interest holidays to cater for the expanding range of interests of a leisure society’
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(Holloway, 1985, p. 39).

Derrett (2001, p.11) also believes that today’s tourist behaviour has seen a shift in interest
‘from traditional tourist attractions to special interest products’, and a move ‘from mass
tourism to a demand for personalised and sophisticated tourism’. This trend has defined the
characteristics of the ‘new traveller’ who searches for physically and mentally challenging
experiences and desires learning and self-fulfilment (Weaver & Lawton, 2002, p. 350). Muller
(2001) suggests that in the future, travellers will use sophisticated travel products to motivate
them to travel. They will be looking for an intensive leisure experience, relaxation with a
focus on health consciousness and the opportunity to see various locations during their travels,
as well as products that represent value for money.

In the view of Pearce, Morrison, and Rutledge (1998), niche and specialist markets with a
motive to pursue specific hobbies and skills for example, scuba-diving, fishing, and golfing
will lead the market in Asia Pacific tourism. Specifically, Fream (1998) noted that golf
tourists who emerged across the Asia Pacific region in the next decade would constitute a
more sophisticated and lucrative market.

2.3 Golf Travel Trends in the Asia Pacific Region

A closer examination of Korean travel trends over recent years indicates that Koreans are
increasingly undertaking overseas golf holidays. Indeed, the golf holiday is now one of the
popular travel activities in the Asia Pacific region (Kim, Chun & Petrick, 2005). For example,
an estimated 181,000 Koreans claimed golf-clubs at custom counters at airports for the

- 24 -

Chapter 2: Travel Trends and Golf Tourism

purpose of playing golf in 2004 (Nam, 2005). The number of overseas golf tourists who
travelled carrying their own golf-clubs increased at an annual average growth of 60% between
2000 and 2004 (Table 2.2).

Table 2.2 Koreans travelling overseas carrying golf-clubs, 2000-2004
2000
2001
2002
2003
2004 Average annual
growth rate
Golf Tourists
40,940
54,697
93,135
117,167
181,000
Growth (%)
99.4
33.6
70.3
25.8
54.5
60.0%
Source: Nam (2005) based on the reports: Korea Customs Service; Ministry of Culture and Tourism.

Korean overseas golf travel is expected to continue with the golfing population consistently
increasing. About 3 million people (i.e. 6.4%) of the country’s population of 47 million took
up golf in 2002 ranking Korea as the fifth largest golfing population in the world (Lee, 2003).
Korea Leisure Industry Consulting (KLIC, 2002) indicates that the Korean golfing population
is expected to rise to 3.6 million by 2008 and 3.8 million by 2010 which would be an increase
of 10% to 20% annually from 887,000 in 1990.

The significant trend in the popularity of Korean golf travel has been seen in the Asia Pacific
region, specifically, Thailand, Malaysia, the Philippines, China, Japan, and Australia (Kim et
al, 2005; Seo, 2007). For example, in 1999, Korea was ranked the most significant golfing
market for Australia, with 11% of Korean tourists playing golf during holidays in Australia
(BTR, 1999). In 2003, about 117,167 Korean golf tourists who claimed golf-clubs at airports
had travelled to China (26.5%), Thailand (21.4%), Japan (12.2%) and the Philippines (10.2%)
(Kim, 2004). Recent figures show that an estimated 685,000 Koreans travelled to the
Philippines, China, Thailand, and other parts of Asia for the purpose of playing golf in 2006,
spending US$1.183 billion on their overseas golf holidays (Seo, 2007).

The popular trend for Korean golf holidays in the Asia Pacific region can also be seen from
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the promotional activities of golf destinations resulting from the demand for Korean overseas
golf holidays. Some examples follow.

Thailand organised ‘the annual golf travel mart’ to raise awareness of Thailand as a worldclass golfing destination and to attract international golf visitors to Thailand (Koumelis, 2004;
Tourism Authority of Thailand [TAT], 2004). More specifically, the TAT (2004a) identified
the Korean golf travel market as a major target in its ‘Marketing Plan 2005’.

Philippine officials designed a tour package, ‘tee-off at the former Clark Air Base’, which
aimed to attract 30,000 golf tourists annually from Korea, Japan and other parts of Asia (Lee,
2001). In addition, The Philippines Tourist Office in Seoul sponsored a Korean golf
championship with a four-night golf holiday package program at international championship
golf courses in the Philippines (Kim et al, 2005).

The Malaysian government promoted a golf membership program called ‘Malaysia
Destination Golf Playing Privileges’ in Seoul. The program allows members to use 36 golf
courses and 15 resorts for 10 years in return for purchasing membership worth US$10,000 for
10 years (Park, 2004). In 2005, Tourism Malaysia organised an online event, ‘Lucky
Rounding in Malaysia’ to promote Malaysia as a golf holiday destination and to attract more
Korean golf tourists (Hwang, 2005).

In China, Hainan Airlines operates four scheduled flights a week to promote Hainan Island to
Korean golf tourists. Hainan Island is known as the ‘Hawaii in Asia’ for Korean golf tourists
(Kim et al, 2005). The Hawaii Tourist Office in Seoul also advertised more than 10 worldrenowned golf courses highlighting the good natural environment and the mild climate (Korea
Travel Times, 2003). Because golf travel has become an important market for the Australian
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tourism industry, the official Tourism Australia (formerly Australian Tourist Commission
(ATC)) office in Seoul developed tactical campaigns to target Korean golf tourists in 1996
(Prideaux, 2002). Tourism Victoria (2003) developed its ‘Golf Tourism Plan 2003-2006’, in
response to the demand of international visitors who wished to play golf in Victoria,
Australia.

PART 2: STUDIES OF GOLF TOURISM

Since the indications are that the Korean international golf holiday market is increasing and
that the market may be substantial for destination marketers in the Asia Pacific region, this
section attempts to understand the nature of golf tourism and the golf travel market. Although
this thesis does not aim to analyse the term explicitly, it is necessary to examine the nature of
golf tourism by drawing on previous research in associated areas such as tourism, special
interest tourism, and sport tourism. There are two reasons why this needs to be done: 1) there
is limited or little academic research on the topic; and 2) a precise definition of the term is
needed to guide and focus the study.

2.4 Golf Travel Emerges from Special Interest Tourism and Sport Tourism

As mentioned earlier, the significant trend in Korean golf travel to the Asia Pacific region is
linked to the increase in special interest and sport-related travel activities. The growth in these
types of tourist activities has emerged in new forms of tourism sectors such as special interest
tourism and sport tourism. Hall (1992, p.149) states that golfing is ‘a major sports tourism
activity both as a direct form of special interest travel and as an adjunct to other forms of
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travel.’ In other words, both golf tourism and sport tourism are subsets of special interest
tourism.

Many other researchers have also described golf travel as a holiday to learn golf and to play
golf (Smith, 1992; Sullivan, 1996), an active sport holiday type (Standeven & De Knop, 1999;
Ritchie & Adair, 2004; Robinson & Gammon, 2004; Gibson & Pennington-Gray, 2005), a
preferred international travel product (Kim et al, 2005), luxury sports tourism (Economist,
1997; Weed & Bull 2004), and as a business with social or economic impacts (Priestley, 1995;
Palmer, 2004).

Because of the conceptual linkage between golf travel and special interest tourism or sport
tourism, this thesis also reviews the literature which is pertinent to the broader knowledge of
special interest tourism and sport tourism in order to understand the nature of golf tourism.
This broader knowledge may be better explored by examining travel characteristics and
motivations because new forms of tourism are associated with the changing patterns of tourist
motivation and tourist activity (Moscardo, 2000).

2.4.1 Special Interest Tourism and Sport Tourism

As commentators on special interest tourism, Hall and Weiler (1992) and Derrett (2001), have
noted that this kind of tourism has given rise to new patterns in the travel market, when
holiday travellers are driven by specifically expressed interests. These authors have described
the term, ‘special interest tourism’ as active or experiential travel because special interest
tourists visit destinations for the specific purpose of a particular activity or experience, and
select tourism products or services to satisfy their individual interests and needs.
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Read (1980, cited in Hall & Weiler 1992) notes that special interest tourists travel to a
particular destination with a particular interest for ‘rewarding, enriching, adventuresome and
learning experiences’. Similarly, Derrett (2001, p.11) suggests that special interest tourists
travel ‘to satisfy their curiosity, learn more, appreciate beauty, collect things, improve
themselves, express their personalities and receive approval from others’.

In this regard, Hall (1998, p. 269) claims that special interest tourism relates to ‘the primary
motivations of the tourist to participate in a trip or activity’. The primary motivations could
include self-actualisation, social interaction and belongingness, and lasting physical products
of the activity (Hall & Weiler, 1992). In this regard, travel motivations appear to be important
in understanding special interest tourists.

In fact, most tourism books relating to special interest tourism have provided the travel
characteristics and travel motivations, followed by an introduction to sub-segments of specific
travel markets and case studies, such as adventure tourism, cultural tourism, wine tourism, or
sport tourism (Weiler & Hall, 1992; Douglas, Douglas & Derrett 2001). Other authors have
published special interest tourism books with analysis of the markets of cultural tourism
(McKercher & du Cros, 2002), adventure tourism (Swarbrooke, Beard, Leckie & Pomfret,
2003), and wine tourism (Hall, Sharples, Cambourne & Macionis, 2000).

In particular, Gibson (2003, 2005) notes that sport related tourism books in several editions
have been increasingly published (Standeven & De Knop, 1999; Hudson, 2003; Ritchie &
Adair, 2004; Hinch & Higham, 2004; Weed & Bull, 2004; Higham, 2005), whilst specialist
sport journals and tourism journals have also been devoted to sport tourism: Tourism
Recreation Research, 22(1), 1997; Journal of Vacation Marketing, 4(1), 1998; Current Issues
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in Tourism, 5(1), 2002; Journal of Sport Management, 17(3), 2003; and the European Journal
of Sport Management, 5(3), 2005. They appear to be important not only in understanding the
travel characteristics and travel motivations of sport tourists, but also in dealing with the
general term of sport tourism.

Sport tourism is regarded as one major form of specific segmentation in the market of special
interest tourism and mass tourism, since many researchers have attempted to understand what
sport tourism is (Hall, 1992; Gibson, 1998; Standeven & De Knop, 1999; Hinch & Higham,
2001; Weed & Bull, 2004; Deery & Jago, 2005).

Although many books and journals contain a definition for sport tourism, the precise
definition is still being debated. For example, one definition of sport tourism is travel for
‘non-commercial reasons to participate or observe sporting activities away from the home
range’ (Hall, 1992, p.147). Other writers, such as Standeven and De Knop (1999, p.12) argue,
however, that sport tourism should also include ‘business or commercial reasons’. This is
because, regardless of whether it is an active or passive involvement in sporting activity, it
can occur while a person is travelling for business or commercial reasons where sports
activities have been undertaken either accidentally or as part of the purpose of the trip.
Robinson and Gammon (2004) have attempted to understand sport tourism by dividing it into
two types; sport tourists, or those who travel primarily for sport, and tourism sportists [sic], or
those who travel primarily for tourism.

Gibson (1998, p.49) defined sport tourism as including: active sport tourism (actively
participating);

event

sport

tourism

(spectating);

and

nostalgia

sport

tourism

(visiting/venerating). Similarly, Delpy (1998, p.23) stated that sport tourism ‘refers to travel
away from home to play sport, watch sport, or to visit a sport attraction’. However, there is
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currently general agreement to date that sport tourism constitutes two types: an active type
and a passive type (Standeven & De Knop, 1999; Weed & Bull, 2004; Hinch & Higham,
2004; Ritchie, 2005).

Active sport tourists are characterised as more likely to be male and tend to be affluent and
well educated (Gibson, 1998). The primary motives of active sport tourists are health/fitness
and challenge (Nogawa, Yamguchi & Hagi, 1996), and these types of tourists regard
participation as a means of self expression – an outlet for the skills and knowledge of the
participant (Hall, 1992a).

Gibson (1998, p.55) cites Attle’s (1996) study of American active sport tourists who preferred
a destination with attributes that include relative quiet, a group orientation, and offering an
element of risk. In addition, they preferred destinations that are outdoors, actively oriented,
not too crowded, and which provide modern amenities popular with active sport tourists.
According to the study, these attributes encourage sport tourists to visit particular destinations.

However, Hinch and Higham (2004) claimed that such an overall profile of active sport
tourists fails to capture the diversity of the market segments that exist in active sport tourism.
In other words, understanding of tourist behaviour may be limited without considering
heterogeneous tourist behaviour in which tourists with different motivations for undertaking
holidays may have different travel characteristics and behaviour.

In fact, a number of researchers have attempted to segment the markets of special interest
tourism and sport tourism. This has resulted in the creation of niche travel markets in the
current tourism industry. According to Robinson and Novelli (2005, p.5), niche tourism can
be seen as ‘breaking down into still relatively large market sectors (macro-niches – cultural
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tourism, rural tourism, sport tourism), each capable of further segmentation (micro-niches –
geo-tourism, gastronomy tourism, cycling tourism)’.

The following case studies of niche travel markets that have been published in various
tourism journals in recent years are examined in order to understand the nature of
heterogeneous tourist behaviour, especially in the context of special interest tourism and sport
tourism. From this examination this thesis identifies the current state of tourism research
which has applied theoretical applications and practical implications.

2.4.2 Niche Markets in Special Interest Tourism and Sport Tourism

A heterogeneous group of heritage tourists visiting heritage sites in south-western
Pennsylvania was studied by Kerstetter, Confer, and Graefe (2001). Using the concept of
specialisation in leisure studies, three different types of tourists in low, medium, and high
specialisation categories were identified, based on past experience, involvement, knowledge,
and investment. The groups were then profiled with respect to socio-demographics, visitation
behaviour, motivations, and overall satisfaction.

These dimensions yielded significant differences between the groups where tourists in the
highly specialised category were likely to be more highly educated and motivated to learn
something new, to experience authentic elements, and to consider the site’s historic character
in their decision to visit than tourists in the low and medium specialisation categories.
However, tourists in the highly specialised group were less likely to be first time tourists than
tourists in the low specialisation category. In terms of overall satisfaction, both groups of high
and medium specialisation were more satisfied with the quality of their experience than the
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low specialisation group.

The study suggested that the concept of specialisation can be used to segment heritage tourists.
Moreover, the findings using the concept are useful in developing programs and promoting
campaigns. However, the study lacks a qualitative analysis which would enable the
development of a more relevant and distinct specialisation index for the market.

Charters and Ali-Knight (2002) carried out a study in which they segmented three types of
wine tourist, the wine lover, the wine interested, and the wine novice by conducting personal
interviews at six selected wineries within two different wine regions of Western Australia:
Margaret River and the Swan Valley. The wine tourists were asked to self-classify on the basis
of their interest in wine and their knowledge of wine.

The study addressed the result of travel motivations among the groups in which the wine
lovers (the highly interested) were more likely to want to buy wine, to learn about wine and
food links, and to taste wine at the winery. However, members of the wine interested group
(the interested) were more likely to have attended a wine tasting prior to visiting the winery
and were keener to learn wine tasting than other segments. The wine novices (those with
limited interest) were more likely to want a winery tour, but less likely to participate in wine
tasting than other groups. In addition, overall wine tourists to both wine regions were profiled.
The study found that the wine tourists in the Swan Valley were older and more likely to be in
a professional or managerial position, but less likely to expect a winery tour, or to meet the
winemaker than wine tourists to the Margaret River region.

The study demonstrated that there are several distinct market segments reflecting different
levels of interest in wine and knowledge of wine. However, the research lacked a study of the
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travel motivations of wine tourists, as the research was mainly conducted in relation to the
educational possibilities at the winery.

McKercher (2002) used a two-dimensional model of cultural motives and experience to
segment five different types of cultural tourists, namely, purposeful, sightseeing, casual,
incidental, and serendipitous cultural tourists. Departure interviews were conducted with
tourists from six different countries at the Hong Kong International Airport.

Each of the five segments displayed different behaviour and interest in different types of
attractions. For example, ‘purposeful cultural tourists’, or those who with high
motivation/deep experience, showed they had an intellectually challenging learning
experience through travelling to lesser known cultural and heritage sites. ‘Sightseeing cultural
tourists’, or those with high motivation/shallow experience, collected a wide array of cultural
experience while travelling the country. ‘Casual cultural tourists’, or those with modest
motivation/shallow experience, exhibited the mix of activities pursued by sightseeing, visiting
cultural attractions and exploring more widely within the country. ‘Incidental cultural tourists’,
or those with low motivation/shallow experience, indicated no emotional or intellectual
challenging experience and visited only convenience-based attractions in inner city tourism
nodes. ‘Serendipitous cultural tourists’, or those with low motivation/deep experience,
showed that cultural tourism held little or no motivation for them in visiting particular
destinations, but activities, sites, and experiences triggered a deep experience.

The study demonstrated that the two-dimensional model was a useful method to identify five
discrete cultural tourism market segments that displayed different behaviour at a destination
and visited different types of attractions. However, more work is needed to test the model in
the market of special interest tourism.
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Dolnicar and Fluker (2003) constructed six different types of surfers on the basis of their past
surf destination choice among the most popular surf destinations. For example, behavioural
segment number 1 (B1) was included in the cluster with Indonesia because this group has a
very strong focus on Indonesia as a surfing destination. The remaining segments were B2
(American breaks), B3 (Indonesia/Western Australia), B4 (Queensland/New South
Wales/Victoria), B5 (Surf breaks world-wide), and B6 (New South Wales/Queensland).

The study found that the six market segments were significantly different in age, surfing
ability, travel length, preferred wave type, and regularity in undertaking surf trips. For
example, surfers in groups B2 and B5 tended to be in the older age groups with the most
experienced surfers, whereas B3 and B6 were the least experienced groups. In particular,
surfers in B3 and B5 groups were likely to have undertaken surf tourism experiences more
often than other surf groups. Other behavioural differences included that groups B2 and B6
preferred fun beach break waves, while groups B1 and B5 preferred challenging hollow
waves. Also, the B1 group appeared to stay the longest period at the destination, whereas
groups B2, B3, and B6 had the shortest lengths of stay.

The study suggested that knowledge from the findings would be useful in developing strategic
marketing initiatives. Further, this study suggests that while past choice of surf destinations
can be used as a criterion for the classification of surfers into homogeneous market segments,
other segmentation criteria than destination choice may also be useful in exploring
heterogeneous tourist behaviour.

McGehee, Yoon and Cardenas (2003) used the concept of involvement in a study on the
perceptions of and attitudes to segment recreational runners of North Carolina running clubs.
Two groups of runners were identified as high involvement and medium involvement runners.
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The study examined the relationships between the two groups of runners in terms of
preparation for, and participation in road races, travel behaviour and running-related
expenditure. Meaningful differences were found in their travel behaviour and running-related
expenditures.

The group of recreational runners with medium involvement were more likely to travel to
races as often as they like compared with recreational runners with high levels of involvement.
However, recreational runners with high levels of involvement spend more on goods related
to road races than their counterparts with only a medium level of involvement.

The study suggested that the concept of involvement can be used as a market segmentation
tool in the context of the niche market, not only for travelling recreational runners, but also
for applying to other empirical studies of active sport tourism. However, there is a need to
apply multi-variables, for example, demographics, motivations, and other behavioural
characteristics, for the market segmentation.

Sung (2004) classified adventure tourists into six distinct subgroups, including general
enthusiasts, budget youngsters, soft moderates, upper high naturalists, family vacationers, and
active soloists. The classification was based on the socio-demographics and economics, travel
characteristics, and travel behaviour of active adventure travellers who were members of the
Adventure Club of North America.

Differences were observed between the subgroups of adventure tourists. For example, the
general enthusiasts were more likely to prefer hard challenge types of adventure activities,
while the soft moderates were more likely to prefer the soft nature types of activities, such as
hiking and camping. The budget youngsters were more likely to earn a lower income, spend
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less, arrange trips by themselves, and want to take trips with friends, while the active soloists
had a higher expenditure and travelled alone or in a group with an inclusive travel
arrangement. The active soloists were also more likely to prefer risk-equipped activities, for
example, hang gliding or windsurfing, and preferred the Asia/Pacific region for their
adventure destination. The upper high naturalists were more likely to be in the middle age
group, had a managerial or professional occupation, earned a higher income, stayed longer
nights, and preferred to travel to European and African destinations. Finally, the family
vacationers were more likely to be females, to stay fewer nights and to take trips with family
and friends in the destination, America.

The study established classification constructs of adventure tourists across socio-economics,
trip-related factors, and perception of adventure. This has rarely been attempted in the context
of adventure tourism. However, more research is needed into psychographics including needs,
motivations, and benefits, to provide reliable consumer behaviour of specific travel
participation in particular.

Petrick (2005) examined cruise passengers who were onboard for Caribbean voyages based
out of Florida, and segmented the passenger group into three different types of cruise
passengers, on the basis of price sensitivity. These groups, passengers with low sensitivity to
price, moderate sensitivity to price and high sensitivity to price were then distinguished by
travel characteristics, attachment, perception, and satisfaction.

The group with low sensitivity to price had higher total household incomes, spent on average
more money per day, and was more likely to stay in a suite type of cabin than those in other
more price sensitive groups. In addition, the groups with moderate and high sensitivity to
price had better perceptions of price, had greater satisfaction with services and activities, rated
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the value of the cruise more highly, and were more likely to be attached to the cruise line than
the low sensitives.

The study determined that price sensitivity can be used to segment cruise passengers into
categories. Moreover, the knowledge about price sensitivity offers important marketing and
management strategies for the cruise line. The study further suggested that the characteristics
of price sensitive groups may be better understood by examining varying markets, for
example, markets based on more than one vessel and cruise line, as price sensitivity might be
dynamic across products.

The studies reviewed above represent only a sample of those examined to increase awareness
of the current state of tourism research in the context of special interest tourism and sport
tourism. Each study has attempted to contribute both theoretical and practical knowledge to
the context of special interest and sport tourism. For example, different theoretical
applications that have grounded empirical work in leisure and tourism studies were used to
segment the heterogeneous travel behaviour of special interest tourists and sport tourists,
while marketing and managerial implications were suggested for niche tourism marketers.

However, this thesis argues that the current research in the context of special interest tourism
and sport tourism lacks an understanding of travel motivations and tourist typologies on the
basis of travel motivations. In other words, tourist typology based on travel motivation has
rarely been attempted in the context of special interest tourism and sport tourism. Therefore,
the current research should help fill this gap in the existing body of literature. This will be
discussed in more detail in the following section 2.9 and the next chapter, Conceptual
Framework and Research Propositions.
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2.5 Defining Golf Tourism

Although golf travel emerges from special interest tourism and sport tourism, golf tourism is a
relatively new concept within the tourism industry and for tourism academics and is therefore
difficult to define in widely accepted terms. However, it may be possible to explain and
describe the concept of golf tourism by considering the existing definitions.

Readman (2003, p. 166) has identified golf tourism as ‘travel for non-commercial reasons to
participate in golf activities away from the traveller’s local environment’. More specifically,
Tourism Victoria (2003, p. 6) described golf tourism as ‘any activity or overnight trip’ where
golf is a ‘primary motivator for travel’, a ‘major determining factor in choosing the
destination’, or a ‘primary major activity undertaken on the trip’.

The above definition implies that it is important to understand the definition of tourism by
considering the key underlying tourism aspects, including spatial, temporal, activity
(motivational) and industrial (supply side) aspects.

According to Leiper (1995) and Gibson (1998), definitions of tourism tend to share a range of
common characteristics. These characteristics may be included as spatial, temporal, activity
(motivational) and industrial aspects. For example, tourism is the temporary movement of
people to destinations away from their home for at least one night, the activities undertaken
during their stay in those destinations, and the facilities created to cater for their travel needs
and wants (Leiper, 1981; Mathieson & Wall, 1982; Murphy, 1985; Smith, 1989; Boniface &
Cooper, 1994; WTO, 1997; Hall, 1998).

Likewise, the nature of golf tourism has been discussed in the thesis in association with the
- 39 -

Chapter 2: Travel Trends and Golf Tourism

common characteristics of spatial, temporal, industrial and motivational aspects, which are
outlined below (Figure 2.1). This thesis notes that special interest tourism, sport tourism, and
golf tourism have yet to consider common characteristics in constructing definitions, although
it is common practice in defining new forms of travel markets in the field of leisure and
tourism. Hinch and Higham (2001) systematically studied and contributed to the literature of
sport tourism by conceptualising sport in the context of the tourism’s activity (motivation),
spatial and temporal dimensions of tourism.

Figure 2.1 Golf tourism considered according to spatial, temporal, industrial and motivational
aspects
Spatial
▪ Regional
▪ National
▪ International

Temporal

Industrial

▪ More than 24hours,
or
▪ Overnight stays

▪ Golf courses/clubs

Motivational
▪ Travel motivators

▪ Airlines/charters

- Push factors

▪ Golf resorts/hotels

- Pull factors

▪ Travel agencies
▪ Restaurants/bars
▪ Golf shops

2.5.1 Spatial and Temporal Aspects

Boniface and Cooper (1994) view tourism within the spatial dimension and claim that tourism
activities undertaken range from regional to national and international based overnight trips.
Accordingly, many tourism writers have distinguished both domestic and international
tourism in terms of the geographical aspect. For example, domestic tourism occurs when
people travel within their country of residence, while international tourism occurs when
people travel overseas from their home country (Smith, 1989; Boniface & Cooper, 1994;
French, Craig-Smith & Collier, 1995; Mason, 2003).
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Tourism also requires time for the activity and travel involves overnight stays (Ashworth,
1984; Smith, 1989; Boniface & Cooper, 1994; Cohen, 1995), for example, tourism activities
undertaken by the tourists who stay at least one night in the place visited. Accordingly,
tourists have been defined as persons who stay overnight in a destination (Smith, 1989; Witt,
Brooke & Buckley, 1991; Shaw & Williams, 1994).

The above spatial and temporal dimensions of tourism aspects suggest that one could
distinguish between domestic and international golf tourism. For example, domestic golf
tourism would describe a situation in which people undertake golf holidays for a period of at
least one night in a regional or national area, whereas international golf tourism would
describe a situation in which people undertake golf holidays, spending more than one night in
a country other than their own. Smith (1992) considered both spatial and temporal aspects of
tourism and sub-divided golf tourism into: short, informal domestic golf breaks; organised
short golf breaks in the UK or nearby; and longer duration/long haul golf holidays.

2.5.2 Industrial Aspect

Travel and tourism are also defined based on an industrial perspective. Jafari (1977, p. 6)
asserts, for example, that tourism is ‘a study of the industry which responds to his [her] needs’.
However, Smith (1988, p. 183) used the ‘supply-side’ instead to define the tourism industry,
and describes the industry as ‘the aggregate of all businesses that directly provide goods or
services to facilitate business, pleasure and leisure activities’. Smith classified the business
components of goods and services required by tourists as accommodation, transportation,
food services, retail services, and recreation/cultural/entertainment.
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Hall (1998) also viewd the tourism industry as the supply-side of tourism, and points out that
it is an important component in studying the tourism market system. Hence, the tourism
industry should be included in attempting to define golf tourism. As described in Figure 2.1,
the golf travel industry can include golf courses/clubs, airlines or golf holiday charter services,
golf resorts or hotels, golf travel agencies, restaurants and golf shops for golfing equipment.

2.5.3 Motivational Aspect

Tourism and tourists can also be defined in terms of travel purposes or travel motivation.
Dann (1981) notes that motivation or travel purpose are linked with a definition of the tourist
and are often used interchangeably as tourists travel for the purpose of leisure or business. In
this regard, Ryan (1991) suggests that tourism can be defined in terms of motives or
psychological benefits. WTO (1997) classifies travel categories as holidays/leisure, business,
VFR, and others, while Smith (1989) adds more precise classifications, such as
conventions/meetings, sports, culture and study.

Leiper (1995) points out that tourism can be better defined according to the behavioural
manifestations of tourists who hold ideas and opinions about why they go on trips, where to
go, and what to do. In this regard, a number of researchers have attempted to investigate
tourists’ motivational aspects using the concept of push and pull factors (Yuan & McDonald,
1990; Uysal & Jurowski, 1994; Jamrozy & Uysal, 1994; Jang & Cai, 2002; Kozak, 2002; Kim,
Lee & Klenosky, 2003; Bansal & Eiselt, 2004).

These researchers concluded that it is necessary to examine tourists’ push factors, or sociopsychological travel needs, to explain why people travel, and pull factors, or destination
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attributes, to understand what factors influence them to visit a preferred destination. In fact,
studies about tourists’ motivations have led to subsets of tourism such as adventure tourism,
cultural tourism, wine tourism, and other special interest tourism and sport tourism which
have been discussed above. Substantial studies about the concept of push and pull factors that
are the theoretical underpinning in tourism studies are discussed in the next chapter.

As discussed earlier, a number of writers have defined two types of sport tourism in terms of
motivational participation (Holloway, 1985; Hall, 1992; Gibson, 1998; Standeven & De Knop
1999; Hinch & Higham, 2001; Ritchie & Adair, 2004; Robinson & Gammon, 2004; Weed &
Bull 2004). There is active sport tourism where tourists travel to participate in physical
activities, and event sport tourism where tourists travel to watch physical activities. Holloway
(1985: 52) describes these sport travel markets as ‘participant sport’ and ‘spectator sport’.

The terms active sport tourism or the participant sport market can be applied to golf tourism
markets, as tourists travel to a particular destination to participate physically in golf. Golfers
are an example of sport tourists that fall into the active sport tourism market which faces a
broad range of physical considerations such as fitness and health (Hinch, Jackson, Hudson &
Walker, 2005). In contrast, golf tourists who travel to a specific destination to watch golf
championships fall into the category of event sport tourism or spectator sport.

The above indications imply that golf tourism can be defined by studying the push and pull
motivational aspects of golf tourists. This indication is clearly linked to the definition of golf
tourism by Tourism Victoria (2003) which considers travel motivators a focal point in
defining golf tourism. Robinson and Gammon (2004) suggested that a consumer motivation
approach is useful to better categorise and define sport tourism.
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2.5.4 Golf Tourism: A Working Definition

Taking into consideration the above discussions, golf tourism can be better described and
understood by using the key elements, the spatial, temporal, industrial, and motivational
aspects. For the purpose of this thesis, golf tourism can be defined as an active golf holiday,
where people travel for the purpose of playing golf, spending more than one night at specific
destinations, while using the goods and services provided by those destinations to meet their
travel motivations.

The terms, ‘an active golf holiday’ and ‘travel motivations’ form the basis for guiding this
thesis. The main reason for this basis is that there is only very limited understanding of sports
tourism participation whilst sport tourism is dominated by studies of events (Weed, 2005). It
is necessary, therefore, to acquire insights into the motives of different types of participants
(De Knop, 1990). While exploring the basis of the thesis, the substantial knowledge gained
will contribute to the body of literature in the area of special interest tourism and sport
tourism which until now has lacked travel motivation research to support active special
interest and sport tourists.

2.6 Golf and the Golf Tourism Market

2.6.1 Golf History

The origin of golf has long been debated and is still subject to claims from a number of
countries. For example, the Netherlands claims that the game dates back to 1297, when two
wooden objects were hit with a minimum of strokes (Readman, 2003). China also claims that
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golf is a Chinese invention which dates back to the 10th century, and provides evidence in the
form of Sung Dynasty paintings depicting Chinese frittering away their leisure trying to hit a
ball into a hole with a stick with a bent head (Economist, 1997). However, despite claims over
the earliest derivation of the game, it is widely accepted that golf originated in Scotland in the
15th century (Zwiener, 1974; Economist, 1997; Gillmeister, 2002; Readman, 2003), with a
game played by hitting a pebble around a natural course of sand dunes, rabbit runs and tracks
using a wooden stick (Scottish Parliament, 2002). The first written reference to golf dates
back to 1457 when the Scottish Parliament of King James II prohibited golf because it
detracted from the practice of archery, which was vital for national defence (Zwiener, 1974;
Gillmeister, 2002; Readman, 2003).

Nevertheless, the popularity of golf increased in the 16th century for the sake of royal
endorsement (Scottish Parliament, 2002), and was well established around the world during
the nineteenth century (Readman, 2003). As part of the extension of Great Britain’s empire,
golf course developments spread across the world. For example, the first golf course was built
in India in 1820, followed by Australia in 1871. The USA built its first course in 1887,
Thailand and Malaysia in 1888, and Japan in 1901 (Readman, 2003). In Korea, the first golf
course was built by the English in 1900 in Wonsan, North Korea, consisting of only six holes
(Korea Golf Association, 2002), while only a single course was opened between 1960 and
1964 in South Korea (Shin & Nam, 2004). In 2005, a total of 196 golf courses were operating
in South Korea (Nam, 2005).
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2.6.2 Golf Tourism Market

The golf tourism market is reviewed in data from a range of academic literature and golf
travel-related public and private organisations. The data indicates that golf tourism is regarded
as by far the largest sports-related tourism industry (Jones Lang LaSalle Hotels, 2000;
Readman, 2003). Priestley (1995) notes that the golf travel market is certainly one of the
major growth areas within the tourism industry, introducing a wide range of golf holidays
offered by travel agencies, tour operators, and golf holidaymakers. Smith (1992) also notes
that golf tourism is a significant segment of the holiday and travel market.

The golf tourism market has grown 2.5 times faster than general leisure tourism over the past
10 years, and golf tourists spend 30% more than the tourists of other markets (International
Association of Golf Tour Operators [IAGTO], 2004). Currently there is a worldwide market
of 58 million golfers and 32,000 golf courses, with 0.014% of the earth’s land devoted to golf
courses (Golf Digest, 2005). These figures have increased since 1993 when there were almost
50 million golfers around the world and 25,400 golf courses (Priestley, 1995).

One figure reported by the National Golf Foundation (NGF, 1998, cited in Golf 20/20, 2002)
indicated that about 12 million people from the United States were golf travellers in 1998 and
spent an estimated US$8.8 billion in golf holidays. The European data also show the extent of
the golf travel market, revealing that it was estimated that more than €2 billion (US$2.6
billion) had been spent by Europeans on golf specific holidays (IAGTO, 2004).

Like the USA and the European markets, the golf travel market has increased in the Asia
Pacific region, especially in countries such as Thailand, the Philippines and Malaysia
(Readman, 2003; Palmer, 2004). For example, the golf travel market is one of the important
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niche markets for Thailand, accounting for about 5% of overall tourist arrivals in 1999 with
the average golf tourist spending US$162 a day (Delpy Neirotti, 2005). In 2002, Thailand
attracted more than 350,000 international golf visitors, mostly from Korea, Japan and other
parts of Asia (Koumelis, 2004; TAT, 2004). For Australia, over 177,000 or 4% of all
international visitors played golf during their visit in 2002, spending nearly $A700 million
(Tourism Victoria, 2003).

2.6.3 Golf as Travel Motivator

Overall, golf is popular because of its value as a participant sport (Zwiener, 1974) or travel
activity. However, the significant value and attractiveness of golf may be associated with
travel motivators such as escape, rest/relaxation, social interaction, learning and challenging,
and benefits which may influence individuals to take a golf holiday.

Playing golf offers numerous opportunities for social contacts with friends and relatives or
business colleagues. It also provides an excellent opportunity for clearing the mind of worries
and tension, as well as for relaxing while away from the routine of everyday life. Whether
players are amateur or professional, it offers an equal challenge to improve scores and bring
down handicaps to respectable levels by competing against oneself. It is played by people of
all ages (Zwiener, 1974; Patmore, 1983; Priestley, 1995; Chapman, 1998; Caitlin, 2003;
Siegenthaler & O’Dell, 2003). Although golf is a popular travel activity among middle and
older age groups (Priestley, 1995; Siegenthaler & O’Dell, 2003), golf is no longer the sole
preserve of the retired man as it is now attracting more women and younger golfers (Caitlin,
2003).
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2.7 Key Factors in the Popularity of Korean Overseas Golfing

The popularity of Korean overseas golf holidays can be attributed to a number of factors
which explain why Korean golf tourists are more likely to undertake overseas golf holidays
than domestic golf travel. These factors are based on Korea’s unique domestic golfing
conditions as well as the features of golf destinations in the Asia Pacific region, which are
now considered crucial in understanding the golf travel motivation of Koreans.

2.7.1 Costs and Learning

The cost factor is an important dimension for Korean tourists in travelling overseas. Playing
golf in Korea is expensive in terms of green fees. For example, the green fees for playing 18
holes at private golf courses for non-members range between US$150 and US$200 (Nam,
2005). The green fees are relatively higher than those of other countries such as Japan
(US$125-167), China (US$60-70), and Thailand (US$60-70) (Nam, 2005). Another example
is that playing an 18-hole round at Gold Creek Country Club, Canberra, the capital city of
Australia costs only $A65 on a weekday and $A75 during the weekend, including the cost of
golf-cart rental (Gold Creek Country Club Canberra, 2006).

Because most golf courses in Korea are operated on the basis of membership, there are very
few opportunities for non-members to play golf. Golf club memberships are also extremely
expensive, ranging from US$27,000 to US$1.2 million in 2005, and have been known to be
traded as a commodity (Anyone Golf, 2005). For this reason, many Korean golfers seek
incentives such as cheap airfares and the less psychologically burdensome rounds available
through golf travel packages, especially travelling to short haul destinations such as South- 48 -
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east Asia (Business Korea, 2004).

Travel with a golf travel package within Korea is also more expensive than travelling to other
Asian countries. For example, the cost of a three-night golf travel package in Korea is about
US$1,500, whereas a three night package in Japan is only about US$1,400, US$980 in China,
and US$1,080 in Thailand (Nam, 2005). Furthermore, a cheaper and value added four-night
international golf travel package has also been introduced by Korean outbound golf travel
agencies, at a cost of US$850 to Japan, US$900 to China, US$950 to Thailand and the
Philippines, US$1,100 to Vietnam, and US$1,200 to Malaysia (Mode, 2006).

The expense of playing and learning golf in Korea also leads those who want to be
professional golfers or instructors to travel overseas to play and develop their skills and
knowledge, as it is more cost effective. According to Chosun Ilbo (2001), about 3,000 Korean
students visited Thailand to play golf as part of golf training tours, spending an average of
US$3,000 per person. Shin and Nam (2004) suggest that overseas golfing academies can
benefit from attracting young Korean golfers. Smith (1992) notes that golf school packages
tend to be popular, since golf lessons are becoming an integral part of the game. Sport training
is a market exploited by many tour operators, mainly in response to demands for training
abroad where better facilities and/or climatic conditions are available (De Knop, 1990).

2.7.2 Escape and Relax

The limited number of golf courses in Korea is another important reason for golfers to travel
overseas. Because of the small geographical size of the country and environmental constraints,
the land available on which to play golf is limited and existing golf courses are crowded with
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golfers. For example, Korea had only 196 golf courses in 2005, which equates to 269,000
Korean people per golf course (Golf Digest, 2005; Nam, 2005). By comparison, Japan has
2,440 golf courses, or one golf course per 52,000 people, and Australia has 1,540 golf courses,
or one golf course per 11,000 people (Golf Digest, 2005; Nam, 2005).

Because of the shortage of golf courses in Korea, 3,222 practice driving ranges - both outdoor
and indoor - have been established (Seo, 2005). However, they cannot meet the demands in
Korea which are expected to increase by 10% to 20% annually (KLIC, 2002).

The unfavourable climate in Korea is another important factor which influences Koreans in
their decisions to play golf in the region. In particular, the opportunity to avoid the heat and
rain in summer and the cold of winter of Korea is attractive. The Asia Pacific region generally
has a warm climate and little rain all year round and this may appeal to Korean golf tourists.
These golfing conditions mean that any season is favourable for visitors travelling to the Asia
Pacific region to enjoy a game of golf. For example, the best time to visit Thailand is
November to February where the temperature is moderate. This enables Koreans to escape the
winter season in their own country, which is uncomfortable and cold during these months.

Sim (2004) notes that the weather is a key reason for Koreans when considering overseas golf
travel as many Koreans leave the country during winter to play golf in South-East Asia and
southern China. This is well reflected by the fact that only a small proportion of golfers play
during the winter in Korea, with only 3.1% playing in January and 4.1% in February.
However, these numbers increase during summer with 8.6% playing in August and 8.8% in
September (KLIC, 2002). These statistics also explain why overseas golf travel by Koreans is
seasonal.
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Another reason for Koreans to travel overseas is the negative perception held by others about
golf. Although young Korean women and men have succeeded in the Professional Golf
Association (PGA) and Ladies Professional Golf Association (LPGA) Tours (Shin & Nam,
2004), golf is still perceived as a luxury game by many Koreans. Because of its perception as
a luxury sport and the negative image in the eyes of the public, many Korean golfers,
especially government officials, public corporations and organisations may regard an overseas
golfing trip as an opportunity to avoid such a negative perception. A recent controversial
incident that supports this perception occurred when a Prime Minister resigned after playing
golf with a group of businessmen on March 1, Korea’s solemn national day and the start of a
crippling rail strike (Chosun Ilbo, 2006).

2.7.3 Social Interaction and Business Opportunity

Koreans also undertake overseas golf travel for the purpose of improving social and business
relationships. Golf appeals strongly to Asian people because it embodies an opportunity for
networking (Economist, 1997). Tourism Victoria (2003) revealed that the majority of golf
visitors to Australia travel to visit friends and relatives, or for business.

Although golf is considered a travel activity, it is being used as a business tool and status
symbol for successful businesses, at both a corporate level and an individual level (Priestley,
1995; Palmer, 2004). For example, many organisations hold a ‘Corporate Golf Day’ to build
or strengthen business relationships in an informal setting (Office For Recreation & Sport,
1999). De Knop (1990) viewed golf as entertainment in the sector of business travel.
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Golf in Korea has become a necessity for businessmen as it can enhance cooperation between
customers and clients. Golf in Korea is also regarded as another means of socialising along
with wining and dining when making successful business deals. For this reason, many Korean
businessmen play golf, not only in their local areas, but also overseas. Due to the difficulty in
booking and the costs involved in playing golf in Korea, business people, especially those
who are involved in international organisations, play golf while travelling overseas for
business. For those people, undertaking international golf tours may be a cheap and easy
option.

2.7.4 Easy Access, High Quality Golf Courses, and Natural Attractions

Many Korean golfers travel to the Asia Pacific region because of the easy accessibility to the
golf courses and the natural diversity of the environment surrounding the golf courses. Many
courses in the Asia Pacific region provide golf resorts with a pleasant environment
surrounded by natural bush, native trees, coastal areas and either urban or rural environments
(Sullivan, 1996). Fream (2001) noted that South-East Asia is regarded as one of the most
attractive seaside and sunshine locations for golf tourists.

Thailand provides more than 200 of the world’s recognised seaside courses for golf tourists,
while the inland highland settings of Malaysia and Philippines also provide exotic golfing
destinations with superb sites (Fream, 2001). Australia has more than 1,500 golf courses with
many located in areas surrounded by beautiful scenery and seaside areas such as the Murray
River region in Victoria, the Gold Coast, and the Sunshine Coast (Tourism Victoria, 2003).
Thus, golf has wide appeal among international visitors to Australia as one of the most
popular tourist activities (Australian and New Zealand Tourism Professional, 1996). These
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numerous golf courses and natural attractions mean that Korean golf tourists can play at any
time with minimum booking difficulty and with a relaxed tee-off time while enjoying the
natural environment surrounding good quality golf courses.

2.8 Profile of Golf Tourists

As discussed earlier in the context of special interest tourism and sport tourism (section 2.4),
tourists are heterogeneous and undertake holidays with different travel characteristics and
motivations within the market of niche tourism. This suggests that it is important to
understand who golf tourists are. In this section, overall profiles of golf tourists are examined
to contribute to a general understanding of golf tourists. The profiles of different types of golf
tourists are then examined to recognise the nature of heterogeneous golf tourists and suggest
the need to classify them into homogeneous groups.

2.8.1 General Profile

In general, golf tourists are older males, but there has been a drift toward females and the
younger segments (Readman, 2003). Golf tourists are also regarded as having a higher socioeconomic status with a good income and a good education (Readman, 2003). Golf tourists
from the United States travel more frequently, stay longer periods, and have higher travel
expenditure than business travellers (NGF, 1995, cited in Petrick & Backman, 2002).
Information about the profile of overseas golf tourists visiting Australia was reported by
Skene and Philip (1996) in the BTR Tourism Update in 1996 and by Tourism Victoria in its
Golf Tourism Plan in 2003. These showed that golf tourists are predominantly males. They are
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younger, stay longer and are more likely to travel as part of a fully inclusive and pre-paid golf
package. They are also more likely to visit regional areas than the average international visitor
to Australia.

Overall profiles are also found in other studies. Brady and Evans (1995) investigated a total of
523 Canadian golfers who travelled to the south-eastern coast of the United States for golf
holidays. The study revealed that the majority of Canadian golfers were male, over 40 years
of age, have an annual income ranging between $40,001 and $60,000, are non-professional or
work in business related fields, and are not affiliated with a country club. Most also travel
once a year for a golf holiday for seven days on average. Spouses usually accompany the
golfers while on the golf holiday.

The study also revealed the most important considerations in selecting golf holiday packages.
These included the cost of the package, climate, quality of the golf experience, dependability
of tee times, and the availability of suitable hotels and restaurants. Other attributes including
the variety of golf packages, the number of courses available, the degree of difficulty of the
golf course, the capacity for unlimited use, and the distance between golf courses were also
major factors in the selection of golf holiday packages.

Geissler (2005) found the importance of particular factors in selecting a golf holiday package,
including the weather, golf course availability/accessibility, a reasonable price, the restaurants
and nightlife, and time constraints. Richard and Faircloth (1994) also identified significant
factors in selecting public golf courses. These included access (e.g. price and tee times),
courses (e.g. greens and fairways), people (e.g. golf pro and other golfers), and extras (e.g. pro
shop and food services). Smith (1992) suggested that golfing facilities with supporting quality
of nightlife and amenities are important factors for golfing holidays.
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Kim et al (2005) researched a total of 216 Korean golfers who had experience with overseas
golf trips in the Asia Pacific region. The study found that there were more male Korean golf
tourists planning to take overseas golf holidays than female golfers. Most golfers were aged
between 29 and 49. The majority also had a university degree, were professionals, company
employees, or businessmen, and had an annual income of over 50 million won (US$50,000).

As far as the golf-related behaviour of Korean golfers was concerned, the research revealed
that a majority had a golf handicap of two, had four to six years of playing experience, and
had undertaken overseas golf holidays between one and three times. The desired number of
days for a golf holiday was less than six, and the golfers preferred golf holidays with golf
package tours which were either all inclusive or partially inclusive.

2.8.2 Profile of Golf Tourists in Segmentation

Although the characteristics of golf tourists have been identified as above in much of the
research, it may be misleading to assume that all golf tourists share common behavioural
characteristics. Just as in other forms of tourism, golf tourists are not a homogeneous group as
far as their travel behaviour is concerned. For example, golf tourists with different
motivations may have different socio-demographics, travel behaviour, destination attributes,
and destination preferences. According to Hinch and Higham (2004), the profile of active
sport tourists can be better understood using the market segmentation that exists in active
sport tourism. It is suggested therefore that the heterogeneous golf tourists should be
classified into groups based on their homogeneous characteristics. This has the potential to
lead to the development of more effective marketing strategies for each type of golf tourist.
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In this regard, the following studies have examined golf tourists as a heterogeneous group and
classified them according to different aspects (Table 2.3). The variables used to classify golf
tourists were service-specific lifestyles (Gray, 1982), novelty factors (Petrick, 2002),
experience use history (EUH) (Petrick, Backman, Bixler & Norman, 2001), attitudes towards
the food and beverage service offered during play (Kim, Clemenz, & Weaver, 2002),
attachment variables to the studied golf courses (Petrick, Backman & Bixler, 2000), degree of
seriousness about golf (Siegenthaler & O’Dell, 2003), role theory (Gibson & Pennington-Gray,
2005), and destination preference (Kim, Chun & Petrick, 2005). A summary review of these
studies appears below as Table 2.3.
Table 2.3 Review of previous studies: a typology of golf tourists based on segmentation
criteria
Author(s)
Gray (1982)

Criteria usage in
study areas
service-specific lifestyle in
leisure studies

Golf tourist types

Petrick, Backman
& Bixler (2000)
Petrick, Backman,
Bixler & Norman
(2001)
Kim, Clemenz &
Weaver (2002)

place attachment variables in
recreational studies
experience use history in
leisure studies

Petrick (2002)

novelty factors in tourism
studies
degrees of seriousness about
golf in leisure studies
tourist role theory in tourism
studies

Siegenthaler &
O’Dell (2003)
Gibson &
Pennington-Gray
(2005)
Kim, Chun &
Petrick (2005)

attitudes of food and services
in hospitality, leisure studies

destination preference in
tourism studies

devoted golfers, practice-range
golfers, chauvinistic golfers,
easy course golfers
high attached golfers, low
attached golfers
infrequents, loyal-infrequents,
collectors, locals, visitors,
veterans
‘it matters a lot’, ‘take it or
leave it’, and ‘it matters
somewhat’
younger golfers, older golfers
core devotees, moderate
devotees, social, therapeutic
sport tourist, discerning tourist,
resort tourist, reluctant tourist
Australia, China, Hawaii, Japan,
Malaysia, Philippines, Thailand

Analysis methods
used in typologies
cited in Crompton
and Lamb (1986)
mean score
bivariate categories
of high and low
factor and cluster
analysis
factor and
MANOVA analysis
cross-case analysis
cluster and
discriminant
analysis
correspondence
analysis

Gray (1982), cited in Crompton and Lamb (1986), classified four different golfers using
service-specific lifestyle items on the statements of activities, interests and opinions (A.I.O.).
The items characterised each of the four segments. For example, Devoted Golfers were
characterised because they regarded golf as an important part of their business life or way of
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life. It also had a high priority in their life. Practice Range Golfers were identified as such
because they regarded it as important for their golf game to hit some balls on the practice
range and they took lessons from golf instructors to improve their game. Chauvinistic Golfers
were regarded as such because they preferred not to play golf with the opposite sex and they
thought duffers (people who alter scores) were a nuisance on a golf course. Easy Course
Golfers preferred to play on golf courses which are not too difficult, with few hazards, and
short rough.

The study suggested that segmentation based on service-specific lifestyle items is useful if
destination marketers intend to develop promotions, since it offers guidance in developing
messages to which targeted segments are most likely to be responsive.

Petrick et al (2000) used place attachment (the extent to which one values or identifies with a
particular environmental setting) to investigate the similarities and differences between High
Attached and Low Attached Golfers on the factors, including the proximity to the golf course,
gender, age, income, frequency of play, handicap, overall satisfaction, and the perceived value
of the course. In total, 1,397 golfers who played golf in six different Cleveland Metro Parks
golf courses in the USA were analysed.

While there was no significant difference between High Attached and Low Attached Golfers
in regard to gender, income, handicap, or the proximity to the golf course, there were
significant differences in terms of age, frequency of play, perceived value and overall
satisfaction. For example, Highly Attached Golfers were more likely to be older, played more
rounds of golf, were more satisfied with their experience, and perceived their experience as
having more value than Low Attached Golfers.
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The study has contributed to the usefulness of place attachment in segmenting golfers to
leisure studies and suggests that the findings using place attachment can be beneficial to resort
managers in attracting and retaining golfers who are concerned about the overall appeal of
resort and golf facilities.

The importance of the classification of golfers was also found through the study by Petrick et
al (2001) which analysed the different golfing motivations and constraints of six different
types of golfers. Golfers were classified using ‘Experience Use History’ (EUH) which
consists of total rounds of golf played, total number of courses played and percentage of
rounds played on the study course. The same data were used for the study, as were used in the
study conducted by Petrick et al (2000).

Several golfing motivations were identified. Locals or those with considerable experience on
the study golf course only were more likely to be motivated by the leisure factor than both
Collectors, or those who had played many courses, but had little experience on any one and
Loyal-Infrequents, or those with little experience on few golf courses. Visitors, namely, those
with considerable total experience, but little experience on the study course were more likely
to be motivated by the status factor than both Infrequents who had little experience on few
golf courses and Loyal-Infrequents. Also, Visitors, Collectors, and Veterans or those with
considerable total experience on many golf courses were more likely to be motivated by the
competition factor, while Loyal-Infrequents, Locals, and Infrequents were less likely to be
motivated by that factor. In regard to constraints, Collectors were more likely to be
constrained by the cost of green fees than either Locals or Loyal-Infrequents. In addition,
visitors were more likely to be constrained by tee time availability than all other groups.
Loyal-Infrequents were more constrained by the lack of time to play than Visitors.
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The study suggests that the usage of EUH can be used as a descriptive segmentation tool and
as a frame of reference for understanding the linkage between the leisure behaviour of
individuals and their motives and constraints. From a marketing and managerial perspective,
the classification of golfers into homogeneous markets allows golf course managers to guide
marketing strategies by responding to the distinct golfing motivations of each golf group.

Kim et al (2002) conducted research to segment golfers who play golf at four different golf
courses in the Dallas area of Texas, USA. Using a factor analysis and cluster analysis, a total
of 286 respondents were clustered into three golf groups, namely, ‘it matters a lot’, ‘take it or
leave it’, and ‘it matters somewhat’, based upon the factor scores derived from their attitudes
towards the food and beverage service offered during play. For example, ‘it matters a lot’
golfers comprised golfers who thought the food and beverage service on the course was very
important to their enjoyment of the golf experience, while ‘take it or leave it’ golfers cared the
least about the food and beverage service offered during play. However, ‘it matters somewhat’
golfers were those who thought the food and beverage service on the course had some impact
on their enjoyment of the game.

Using a cross tabulation with Chi-square statistical analysis, the study further profiled the
three golf clusters described above on the basis of demographic variables, including tee time,
gender, handicap, and average golfing expenditure. According to the study, ‘it matters a lot’
golfers were more likely to tee off in the morning, while ‘take it or leave it’ golfers were more
likely to tee off in the afternoon. Of the women, the highest proportion was in the ‘take it or
leave it’ cluster. With respect to handicaps, the ‘take it or leave it’ golfers were more likely to
claim low handicaps or unknown handicaps than the golfers in the other two golf clusters. The
study also revealed that ‘take it or leave it’ golfers were less likely to spend money on food
and beverages, while both ‘it matters a lot’ and ‘it matters somewhat’ golfers were more likely
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to purchase food and beverages.

The study suggests that specific and differentiated strategies should be pursued by golf
course/club operators to reach these three target markets using the most appropriate
promotional devices, since golfers who play the four different golf courses in the Dallas area
of Texas are not homogeneous. The study also recommends that while the use of attitude
segmentation is applicable to cluster golfers, other segmentation components should also be
used to understand the heterogeneous behaviour of golfers.

Petrick (2002) used novelty factors to assess the market of golf tourists because novelty is
regarded as a key motive in understanding the destination choice of pleasure travellers. A total
of 448 respondents from a mail survey of golf tourists to a large coastal resort in south-eastern
United States was analysed.

Four novelty factors including thrill, change from routine, boredom-alleviation, and surprise
were measured and a significant difference in novelty factors was found among the different
golf tourists on the basis of age. For example, Young Golfers, those aged 45 or younger were
more apt to be novelty seekers on the factors of thrill, boredom-alleviation, and surprise than
Older Golfers, those aged 57 or older. However, the variables of education and income were
not found to differentiate golf tourists in terms of novelty factors.

The study also found differences when looking at the predictors of novelty factors on the
‘golfographic’ variables which include rounds of golf per year, golf holidays taken, number of
years played, and average score. For example, golfers who play more frequently are more
likely to be novelty avoiders than those who play less frequently. In this regard, Petrick (2002,
p. 397) suggests that ‘tourists with diverse experiences may be inclined to be less motivated to
- 60 -

Chapter 2: Travel Trends and Golf Tourism

seek novelty in their travels’.

The study has demonstrated that the novelty scale can be used to understand different types of
golf tourist. The results of the study also suggest a number of practical implications, from a
marketing and managerial perspective. For example, golf courses may be better promoted for
young golf tourists using the angle of thrill, boredom-alleviation, or surprise, such as more
penal hazards, blind shots, and varieties of hole design. However, less consideration of
novelty factors is required when promoting the market to older golf tourists who prefer wide
fairways, level ground and familiar hole design.

Siegenthaler and O’Dell (2003) conducted a qualitative in-depth interview with 19 golfers
aged at least 65 years old who were residing in the southeast region of the US. Interviewees
were asked their degree of seriousness about golf in relation to the six serious leisure
concepts: perseverance (factors that affected participation and actions taken to overcome
obstacles), career (development of skill and high points), significant personal efforts (acquired
knowledge, training or skill), durable benefits (specific long-lasting benefits experienced by
the golfers), ethos (accepted norms, values, and tradition in golf), and identification (social
group, attire, acquisition of golf-related items and conversation about golf).

The cross-case analysis revealed four types of older golfers with varying degrees of
seriousness about golf. Core Devotees viewed golf as a central focus of their lives, expressing
a varying degree of seriousness on the above six concepts. Moderate Devotees also
emphasised their enjoyment of golf and all it involved, but seemed to place greater emphasis
on self-gratification; the pure fun of playing. Social Golfers viewed golf as an unimportant
activity, but saw golf as playing a primary role which provides a framework for meeting
people and interacting with friends. Therapeutic Golfers felt golf was not a central aspect of
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their life, but saw it as providing therapy which helped them cope with physical and
emotional challenge.

The study has demonstrated that the six serious leisure concepts can be used to identify four
distinct types of golfers. However, as the study was conducted and analysed based only on indepth interviews, the need remains for quantitative research to understand the relationship
between serious leisure and successful aging.

Gibson and Pennington-Gray (2005) applied role theory to classify different types of golf
tourist. Using secondary data from the Canadian Tourism Commission, a sub-sample of 492
Canadians who indicated that golf was an important part of their travel were analysed using
both cluster analysis and discriminant analysis. The analyses revealed four different types of
golf tourist, namely, Sport Tourist, Discerning Tourist, Resort Tourist, and Reluctant Tourist,
based on their individual travel preferences, attitudes, and demographic variables, including
age, gender, income, education, and marital status.

A difference was found among the golf tourists on the basis of demographic variables. For
example, Sport Tourists are more likely to be male while Reluctant Tourists are more likely to
be female. Resort Tourists tend to be younger than the other types of golf tourist while
Reluctant Tourists tend to be middle-aged or older.

In regard to preferences and attitudes, Sport Tourists are more likely to seek value for money,
sporting activities, and tend to undertake holidays during summer. Discerning Tourists seem
to prefer a more upscale, cultural, and environmentally-oriented holiday experience compared
to the Resort Tourists who seek a range of activities in a familiar tourist centred locale.
Reluctant Tourists seem to prefer a holiday that is problem-free and in a familiar environment.
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As a result of the findings, the study concluded that the tourist role theory can be used both as
a classification tool and as a way of understanding behavioural choices, especially in the field
of sport tourism research.

Kim et al (2005) undertook further analysis to identify Koreans’ market position of seven
popular golf holiday destinations, including Australia, Hawaii, China, Japan, Thailand,
Malaysia, and the Philippines. Such destinations were differentiated by different sociodemographics, travel characteristics, and destination attributes. A correspondence analysis
using Multidimensional scaling (MDS) was conducted to identify the market position as
follows.

Australia was perceived as an attractive golf holiday destination by Korean golfers who were
aged 30-39 years, had an undergraduate educational level, had an annual household income
between 35-49 million won, had a 2 or 3 golf handicap, and had taken overall four to six
international golf holidays. The study also revealed that Australia was seen as relatively
strong in regard to factors such as, comfortable environment, beautiful scenery, safety,
recognition of golf resort, excellent golf resort facilities, good climate, and family tour
program.

Hawaii was found to be similar to Australia in terms of the strengths of its destination
attributes. However, golfers who preferred Hawaii were those who were aged 50-59 years,
had an annual household income of 70-100 million won (US$70,000-100,000), and
considered family tour programs.

In the case of China, no special patterns with respect to socio-demographics and golf travel
related characteristics were found. However, the country was perceived to be an appropriate
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golf holiday destination in terms of the inexpensive travel costs, the ease of arranging travel
plans, and its night entertainment.

Japan was found to have golf holiday destination attributes similar to those of China, such as
night entertainment, inexpensive travel costs, and ease of arranging travel plans. However,
golfers were aged 60 years or older, took one to three overseas golf holidays, and preferred to
stay less than six days for their golf holidays.

Thailand was better perceived as a golf holiday destination in terms of attributes such as,
safety and recognition of golf resorts. Golfers were aged 40-49 years, university graduates,
earned an annual household income of 35-49 million won, had a golf handicap less than a 2,
had more than seven years experience playing golf, and took seven or more overseas golf
holidays.

Malaysia was preferred as a golf holiday destination with respect to the ease of arranging
travel plans. Those who preferred to travel to Malaysia were in their 30s, earning 50-69
million won, had two to three years of experience playing golf, took four to six overseas golf
holidays, and wanted to stay less than six days at the golf destination.

The Philippines was perceived as a golf holiday destination similar to Malaysia, in terms of
ease of travel plans. However, golfers who had a handicap of 12 or more and had four to six
years experience playing golf preferred the Philippines.

The study contributes knowledge in terms of the theoretical and managerial implications.
From a theoretical perspective, a correspondence analysis using MDS can be used as a
method for market positioning in competitive destinations. From a managerial perspective,
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the findings can be beneficial to golf tourism destination managers and travel agencies in
developing better marketing strategies for each golf holiday destination.

2.9 Identification of the Current Tourism Research Problem

As the definition of ‘golf tourism’ used earlier in this thesis suggests, it is critically important
to study various motivations of golf tourists because golf tourists may have a range of travel
motives, or push and pull factors, in undertaking golf holidays and visiting preferred golf
destinations. This implies that golf tourists can be better understood if they are classified
according to distinct travel motivations. In fact, research into travel motivation has been
increasingly conducted in tourism studies in order to explain the push and pull factors of
tourists; to segment heterogeneous tourists into homogeneous groups; to profile them by other
characteristics, thus assisting in the development of marketing and managerial strategies. This
will be explored and substantiated with evidence in the next chapter.

However, there has been little or no research in the context of special interest tourism, sport
tourism, or golf tourism that has been sub-segmented according to the main motivation
pursued by the trip. For example, as evidenced by the previous studies in the context of
special interest tourism and sport tourism examined above, segmentation has been based on
the concept of specialisation (Kerstetter et al, 2001), interest in the product (Charters & AliKnight, 2002), destination choice (Dolnicar & Fluker, 2003), involvement of attitudes and
perception (McGehee et al, 2003), socio-demographics, trip-related factors, and perception
(Sung, 2004), and price sensitivity (Petrick, 2005).

Previous golf tourism research also indicated a lack of tourist typology based on the theory
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and concept of travel motivation. For example, researchers used service-specific lifestyle
(Gray, 1982), place attachment (Petrick et al, 2000), experience use history (Petrick et al,
2001), attitudes (Kim et al, 2002), novelty factors (Petrick, 2002), degrees of seriousness
(Siegenthaler & O’Dell, 2003), tourist role theory (Gibson & Pennington-Gray, 2005), and
destination preference (Kim et al, 2005).

This thesis argues that market segments or tourist typologies based on travel motivation are
necessary to fill the lack of study about heterogeneous tourist motivations in the context of
special interest tourism, sport tourism, and golf tourism. Therefore, the thesis seeks to identify
the travel motivation of golf tourists; to classify different golf tourist groups into
homogeneous groups with similar travel motivations; and then to profile golf tourists groups
by their travel characteristics and personal information. In this way, the thesis might assist
destination marketers in developing appropriate marketing and managerial strategies to target
their marketing to each type of golf tourist.

This thesis should therefore contribute to the existing body of special interest tourism, sport
tourism, and golf tourism, not only by providing a framework to aid in the classification and
explanation of different types of tourists, but also by assisting destination marketers in
developing marketing and managerial strategies.

Substantial studies of travel motivations and tourist typologies as well as the relevant theories
and concepts that have been used in the areas of leisure, tourism, special interest tourism, and
sport tourism will be discussed in the following chapter.
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2.10 Chapter Summary

The nature of the Korean travel market to the Asia Pacific region was examined revealing a
significant growth in Korean golf holiday patterns in this region. Specifically, the markets of
special interest tourism and sport tourism were examined because golf travel seemed to have
emerged from these travel markets.

The term golf tourism was defined in order to understand the basis of this thesis, and to
emphasise that understanding the travel motivation of golf tourists is important in the study of
golf tourism. Further, the nature of golf and the nature of the golf travel market were both
examined to indicate the lucrative market that the golf travel market represents in the Asia
Pacific region.

However, the review of previous case studies on special interest tourism, sport tourism, and
golf tourism revealed that there is a lack of study of tourist typology on the basis of travel
motivation. The thesis therefore determined that it is necessary to study travel motivations and
tourist typology, thereby filling this gap and contributing to knowledge in the context of
special interest tourism, sport tourism, and golf tourism.
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CHAPTER THREE
CONCEPTUAL FRAMEWORK AND RESEARCH PROPOSITIONS
Section 1: Studies of Travel Motivation
Section 2: Studies of Tourist Typology

3.1 Introduction

In the previous chapter, this thesis identified a lack of study on travel motivation and tourist
typology by analysing previous research on special interest tourism, sport tourism, and golf
tourism. This indicated the need to develop a conceptual framework for researching travel
motivations and tourist typologies, thereby contributing to the body of knowledge on special
interest tourism, sport tourism and golf tourism.

This chapter therefore, attempts to develop a conceptual framework and research
propositions by reviewing the theories and concepts of travel motivation and tourist typology
that have been proposed throughout the leisure, tourism, special interest tourism, and sport
tourism research literature.

In this thesis, the concept of push and pull factors is considered to be a useful framework in
which to explain travel motivations. In particular, knowledge about push based sociopsychological travel motivation emphasises the need to classify heterogeneous tourists into
homogeneous groups. The classification of tourists on the basis of socio-psychological push
motivation enables further research to profile each cluster group associated with particular
socio-demographics, travel characteristics, push based destination attributes, and destination
preferences. As a consequence, awareness of the marketing implications suggests that cluster
groups need to be marketed differently according to their distinct travel behaviour.
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This chapter has two parts. The first part examines travel motivation theories and reviews
previous research using the push and pull framework. The second part reviews tourist
typology studies relating to socio-psychological push motivations. This review is based on
grounded empirical work in tourism studies and is therefore important in assisting the
development of a conceptual framework for the thesis.

Currently, there is little or no information about tourist typology on the basis of sociopsychological push motivations in the field of special interest tourism, sport tourism, or golf
tourism due to a lack of knowledge and rigour in these research areas. Therefore, at the end
of this chapter, the thesis develops a conceptual framework and the research hypotheses.
Hence, the concept of push and pull motivations and its application in this research should
contribute knowledge to the literature on the classification and explanation of different types
of tourists in the fields of special interest tourism and sport tourism, but more specifically to
the literature on golf tourism.

SECTION 1: STUDIES OF TRAVEL MOTIVATION

3.2 Defining Motivation

Motivation is the driving force within individuals that impels them to action (Mayo & Jarvis,
1981; Schiffman & Kanuk, 2003), or a state of need that exerts a push on the individual
toward certain types of action (Mountinho, 1987; Goodall, 1991). The driving force refers to
the internal psychological needs or motives generated by an uncomfortable level of tension
within individuals’ minds and bodies. This leads to actions to reduce a state of tension and
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satisfy needs (Mayo & Jarvis, 1981; Mountinho, 1987; Fodness, 1994; Richardson & Fluker,
2004).

As a consequence, people pursue engagement in leisure and recreation when a problem state
exists or when an existing state does not match a preferred state (Manfredo, Driver & Tarrant,
1996). In the field of tourism, individuals take a holiday to relieve an uncomfortable tension
that stems from unsatisfied travel needs and motives (Fodness, 1994). However, individuals
may have different motivating factors (needs and motives) to release tension and satisfy
needs. For example, many golf tourists may undertake overseas golf holidays purely for
golfing; however, there may be a number of other motivators that explain why they undertake
a golf holiday, as well as factors that influence them to visit a preferred golf destination.

Robinson and Gammon (2004) suggested that sport tourists or golf tourists may have both
primary and secondary reasons for travel. For example, a primary motive for golf tourists can
be to play golf, while secondary motives could include climate, scenery, social interactions,
and golf course conditions. Also, motivational aspects associated with business trips and
visiting friends and relatives could be included in the secondary motives for golf tourists.
Weed and Bull (2004) noted that the reason for a sporting holiday is not only affected by
sport participation itself as the primary motives, but also influenced by other factors as
secondary motives.

Therefore, motivation in tourism can be defined as a concept used to describe the multiple
motivating factors of individuals and destinations. In this regard, Dann (1981) noted that
motivation study can be done by performing two intellectual tasks: those which identify an
individual’s needs in regard to trip taking, and those which analyse the subsequent act of
travel and/or the destination area in terms of the response to such needs. Pearce, Morrison
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and Rutledge (1998, p.31) suggested that ‘it is critical to specify what kinds or types of
travellers are being discussed as well as what destinations are being contemplated’ when
studying travel motives. Mansfeld (1992) suggested that motivation is a starting point for
better understanding both travel choice and travel behaviour.

3.3 Travel Motivation in the Tourism System

In explaining travel motivation, this study adapts the basic tourism system model (Figure 3.1)
proposed by Leiper (1995) whose model is explained in terms of three geographical levels:
traveller generating region (TGR), transit route region (TRR), and tourist destination region
(TDR). The TGR refers to the places where trips begin, the TRR refers to the region which
the tourist must take a travel to reach the planned destination, and the TDR refers to the
region which the tourist chooses to visit.

Figure 3.1 Understanding travel motivation within the tourism system
Travel Motivations
Push Factors:
socio-psychological motives

Tourist
Generating
Region
(TGR)

Pull Factors:
destination attributes

Push people to travel from TGR

Pull people
people to
to visit
visit TDR
TDR
Pull

Source: adapted from Leiper (1995).
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Leiper (1995) suggests that the model can be used as a theoretical construct for general
tourism analysis and discussion. In this regard, Ross (1998) advises that the model assists
travel marketers to understand the perspective of a tourist generating region and relate its
markets to various tourist destinations. Hall (1998) also suggests that the model is useful for
identifying the flow of tourists from the generating region to the destination region.

Pearce et al (1998) clarified the role of travel motivation by distinguishing two types of
questions. The first question ‘why do certain groups of tourists travel?’ relates to the
individual psychology of the tourist, whereas the second question ‘why do people go to a
certain place?’ relates to the destination region and describes the important attributes of the
tourist destination. Goodall (1991) and Kozak (2002) claimed that the study of tourist origins
has identified the motivations of tourists by emphasising push factors, whereas the study of
destination regions involves studying the attractions of the destination, focusing on the pull
factors.

Ryan (2003) states that motivations may have two essential drivers. According to Ryan, push
motivation is a wish to get away from a place, whereas pull motivation is a desire to see
some other area. Other researchers have maintained that travel motivation contains push and
pull factors (Crompton, 1979; Goodall, 1988; Yuan & McDonald, 1990; Fluker & Turner,
2000), where push factors are socio-psychological motives that influence the individual to
travel, while pull factors are destination attributes that cause the individual to visit a preferred
destination. In this regard, Goodall (1991) suggests that push and pull factors are
fundamental in understanding holiday behaviour and in explaining who goes where and why.
Gibson (2004, p.249) asserts that the concept of motivation plays an important role ‘in
explaining the behaviour of sport tourists and gaining insights on the why rather than just
what’.
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Figure 3.1 adapted from the model of the tourism system (Leiper, 1995) can therefore be
used in this study to explain travel motivation relating to the concept of push and pull factors,
which play a major role in understanding why people travel from the tourist generating
region and what factors influence them to visit a preferred tourist destination.

3.4 Push and Pull Theory

One way to explain motivation is to examine the push and pull factors which historically
have been widely used in politics to explain migration flows, where push factors explain
what motivates people to leave their country of origin and pull factors motivate people to
migrate to a chosen destination (Stimson & Minnery, 1998).

In advertising and marketing studies, the concept of push and pull factors has been used as
part of promotional and marketing strategies. For example, an appropriate marketing activity
is developed to induce customers to desire a product (push strategy) and to purchase the
product (pull strategy) (Wells, Burnett & Moriarty, 2000; Kotler, Bowen & Makens, 2003).

In tourism studies, push and pull theory has been generally accepted as a useful framework
for explaining travel motivation and destination attributes (Dann, 1977; Crompton, 1979;
Yuan & McDonald 1990; Uysal & Jurowski, 1994; Jamrozy & Uysal, 1994; Fluker &
Turner, 2000; Goossens, 2000; Jang & Cai, 2002; Kozak, 2002; Kim, Lee & Klenosky, 2003;
Bansal & Eiselt, 2004).
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The concept, according to Uysal and Jurowski (1994), is that people travel because they are
pushed by internal forces (push factors) and pulled by external forces (pull factors). The
internal forces are derived from intrinsic motivators, such as the desire for escape, rest and
relaxation, prestige, social interaction, and fitness. The external forces are the destination’s
attributes or attractiveness, which may satisfy the individual’s motives for travelling. These
may include the preference for particular destination attributes, such as tourist facilities,
tourism attractions, the natural environment, and easy accessibility.

This concept implies that push factors are socio-psychological travel needs that influence the
individual to travel, whereas pull factors are destination attributes that influence the
individual to visit a preferred destination. In this regard, Pearce et al (1998) suggested that
push and pull factors should not be used synonymously because pull factors influence
tourists to visit a particular destination after making a decision to travel based on push factors.
Thus, in this study a distinction is made between push based socio-psychological travel needs
and pull based destination attributes because both constructs encourage people to travel and
impact on destination preference; however, equally both constructs can be useful in
identifying push and pull factors of Korean overseas golf tourists.

3.4.1 Push based Socio-psychological Travel Needs

In examining push factors it is important to understand the socio-psychological travel needs,
which emphasise such things as escape, rest and relaxation, social interaction, learning, and
status and prestige (Dann, 1977; Crompton 1979; Mannell & Iso-Ahola, 1987; Ryan, 2003).
Therefore, it is axiomatic that this study primarily attempts to recognise the sociopsychological travel needs, which form the basis for understanding the push factor.
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Substantial theories about socio-psychological travel needs have been widely described in the
tourism literature since Maslow’s (1943) hierarchy of needs was used as a model for
analysing tourist motivation. The hierarchy theory suggests that human behaviour is driven
by both physiological and socio-psychological needs in which the lower-level needs, such as
physiological needs and safety needs, had to be satisfied before higher-level needs emerge for
example, social needs, ego needs and self-actualisation. Maslow’s theory is a basic model for
understanding travel motivations and the inclusion of major push factors for travel (Pearce,
1982; Mill & Morrison, 1985; Chon, 1989; Kim, 1997; Pearce & Lee, 2005).

However, the theory has often been criticised because there is some overlap between each
level, as no need is ever completely satisfied (Schiffman & Kanuk, 2003). Pearce and
Caltabiano (1983), and Pearce (1988, 1993) argue that there is a ‘motivational career in
travel’ or a ‘travel career ladder’ by means of tourists at a certain stage of their travel career
seek different travel experiences which result in varied travel needs. In this regard, many
researchers pointed out that tourist motivations are multiple and dynamic (Crompton, 1979,
Mayo & Jarvis, 1981; Pyo, Mihalik & Uysal, 1989) from one person to another and from one
market segment to another or one destination to another (Witt & Wright, 1992; Uysal &
Hagan; 1993; Kozak 2002).

A study of socio-psychological travel needs can be found in Dann (1977) who attempted to
establish the factors which determine ‘what makes tourists travel’. He found that tourists’
push factors stem from the socio-psychological concepts of ‘anomie’ (desires arising from
the need for escape and social interaction) and ‘ego-enhancement’ (derives from the need for
recognition and status). In this regard, it was the view of Pearce (1982) that anomie could be
aptly described by the concept of Maslow’s love and belongingness needs, while egoenhancement could be restated as self-esteem needs.
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Crompton (1979) identified seven socio-psychological push motives which served to direct
pleasure holiday behaviour. These motives were escape from a perceived mundane
environment, exploration and evaluation of self, relaxation, prestige, regression,
enhancement of kinship relationships, and facilitation of social interaction. The main
indication behind these motives is that individuals travel to restore socio-psychological travel
needs (equilibrium) which result from a lack of socio-psychological travel needs
(disequilibrium).

A model of socio-psychological leisure travel motivation was presented by Iso-Ahola (1982),
and Mannell and Iso-Ahola (1987). The model was based on the concept of an escapeseeking dichotomy, where seeking and escaping motivational forces are influential in
motivating tourist travel in order to deal with personal and/or interpersonal dimensions. For
example, people are motivated to escape the personal environment, such as personal
problems, difficulties and failures, and/or the interpersonal environment, such as
relationships with co-workers, family, relatives, and friends. Also, people are motivated to
seek personal rewards (challenge, learning, relaxation, and ego-enhancement) and/or
interpersonal rewards (social interaction, interacting with friends or members of travel group).
In this respect, Fluker and Turner (2000) viewed these dimensions as push factors that
influence people to travel.

Krippendorf (1987) found that travel is motivated by going away from, rather than going
towards something. Eight motives were outlined to explain why people travel: recuperation
and regeneration; compensation and social integration; escape; communication; broadening
the mind; freedom and self-determination; self-realisation; and happiness. It is noted that
these eight motives for travel can be linked to the concept of push factors or the sociopsychological needs of travel motivation.
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Schmidhauser (1989) argues that people are influenced by many deficit factors originating in
everyday life or in their working environment. Thus, people are inevitably motivated by
sociological travel needs to compensate for a range of deficit factors. These deficits are social
(need for human contacts and friendliness), climate (urge for sun and warmth), activity (need
for sports participation), and experiences (need for new discovery), as well as deficits in
enjoyment of scenery, luxury or prestige, and lack of freedom. In particular, the climate
factor was viewed as a push force that entices potential tourists to get away (Bansal & Eiselt,
2004).

Manfredo et al (1996) have examined thirty six case studies to measure psychological goal
states for studying leisure motivations. These psychological states included achievement,
autonomy, similar people, new people, learning, enjoyment of nature, introspection, social
escape, physical escape, teaching, and risk reduction. Similarly, Weissinger and Bandalos
(1995) suggested that factors including self-determination, competence, commitment, and
challenge are important to measure the underlying construct of intrinsic leisure motivation.

Important psychological travel needs or determinants for holidaying are summarised by Ryan
(1991, 2003). These include escape, relaxation, play, strengthening family bonds, prestige,
social interaction, sexual opportunity, educational opportunity, self fulfilment, wish
fulfilment, and shopping. Ryan reviewed these factors based on the socio-psychological
academic research of Cohen (1974), Crompton (1979), and Mathieson and Wall (1982).

Ryan and Glendon (1998) also reported four types of travel motivators by testing the Leisure
Motivation Scale model (intellectual, social, competence-mastery, stimulus-avoidance) which
was originally developed by Beard and Ragheb (1983) based on the work of Maslow. The
four types of travel dimensions were social (to have friendship and interpersonal relationship),
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relaxation (to escape and search), intellectual (to learn, explore and discover), and
competence-mastery (to achieve, challenge, master, and compete). It is noted that these
dimensions have been seen to be linked to the socio-psychological concept of the escapeseeking dichotomy (Iso-Ahola, 1982). These dimensions are also associated with explaining
the travel motivations of wine tourists in special interest tourism (Brown & Getz, 2005).

A variety of travel motivations relating to the socio-psychological aspects of sports
participants was also discussed by Weed and Bull (2004). These authors pointed out that
sports participants have similar motives to other tourists where sports participants are
motivated to travel for health and fitness, escape, social interaction, developing skills and
achieving goals or the challenge of learning. In this regard, Weed and Bull (2004) claimed
that travel motivations including physical, interpersonal, and status and prestige are clearly
relevant motives underpinning sport participation, as physical motivators include those
concerned with refreshment of body and mind and health purposes; interpersonal motivators
include the desire to meet people, the search for new and different experience, as well as the
need to escape from routine life; and status and prestige motivators include personal
development and ego enhancement. Stewart (2001) noted that sport tourists may be
motivated by push factors including escape from everyday life, the search for camaraderie,
and the development of friendships and a sense of belonging.

Psychological travel motivations may also be related to the travel benefit factors including
escape, self-development/self-esteem, family relationships, physical activities, safety and
security (Moscardo, Morrison, Pearce, Lang & O’Leary, 1996). Other researchers have
viewed the benefit factors as push factors, such as cultural experiences, escape, reexperiencing family, sports and prestige (Turnbull & Uysal, 1995). Frochot and Morrison
(2000) noted that such benefits are related to the psychological travel motivations which have
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been portrayed as a critical variable in undertaking holidays.

The push factors of mountaineering as a form of adventure tourism were investigated by
Pomfret (2006) who developed a conceptual framework to examine mountaineer adventure
tourists. The push factors included escape with an additional five motivational needs
encompassing relaxation, risk reduction, identity construction, prestige/challenge/risk, and
goal completion/mastery/meaning. In this regard, Pomfret suggested that the above five
motivations correspond to rungs in the Travel Career Ladder (Pearce, 1988) which are
classified as biological needs, safety and security needs, relationship development and
extension needs, special interest and self development needs, and fulfilment or deep
involvement needs.

Pearce and Lee (2005) also found that the motivational dimensions of escape/relax, novelty,
relationship, and self-development within the Travel Career Ladder are the most important
factors in determining the travel reasons of pleasure travel. Similarly, Holden (1999) applied
Pearce’s Travel Career Ladder to discover the travel motivations of skiers. These motivations
were found to be relaxation, thrills, relationships, self-esteem, and fulfilment.

More specifically, Kim (1997) examined the travel motivations of Koreans using Pearce’s
Travel Career Ladder. The study concluded that the development of skills, special interests,
competence and mastery, experiencing something different and exciting, and meeting local
people and fellow tourists are of the greatest importance on the travel career ladder for
Korean tourists. These factors, it was suggested, were the main travel motivations for
Koreans taking a holiday abroad. In particular, Kim’s (1997) study considered Australia as
an alternative international holiday destination for Koreans for relaxing, recovering their
health, and improving their knowledge of the natural environmental.
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Investigation of the push based socio-psychological travel needs discussed above reveals that
some of these push factors can be used to explain why golf tourists seek overseas golf
holidays. For example, socio-psychological escape needs may occur when people are aware
of the difficulties experienced when booking a game or the lack of accessibility to a golf
course in their home country. Golf tourists may also seek social interaction to maintain or
enhance their relationships with family, friends, business colleagues, or golf club members.
Rest and relaxation are also important socio-psychological travel needs for golf tourists
because playing golf or staying at golf resorts may be an antidote to the stress caused by both
the home and work environment. In addition, golf tourists may look overseas for golf
holidays, not only to learn and increase their knowledge of golfing skills, but also to satisfy
business needs by discussing business and enjoying golf entertainment with a business
associate group.

3.4.2 Pull based Destination Attributes

Having been motivated to take a holiday that stems from socio-psychological travel needs
(push factors), individuals may consider the relative attributes of potential destinations for a
visit. In other words, individuals may prefer a particular golf holiday destination based on the
attractiveness of the region and its unique characteristics throughout the destination choice
process.

In tourism studies, a number of researchers have used an experimental phase of ‘awareness’
and ‘evoked’ (consideration) conceptualisation to understand how tourists select a preferred
destination (Woodside & Lysonski, 1989; Um & Crompton, 1990; Crompton, 1992;
Crompton & Ankomah, 1993).
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This concept, which has been established and generally embraced by the above tourism
researchers, is that the selection of a holiday destination emerges from an early set of
probable destinations, which are gradually reduced in number to form a smaller set of
probable alternatives for late consideration. The final destination is then chosen from the later
set. In other words, the majority of these choice processes is conceptualised as a filtering
process in which tourists select a final destination by narrowing down their choice from all
the available destinations, or the awareness set to considered destinations, or the evoked set.

According to Um and Crompton (1990), destination attributes affect tourists in selecting
destinations in both awareness and evoked processes. In the context of special interest
tourism, Brown and Getz (2005) found that wine consumers had visited and would likely
visit a selected group of wine regions based on both their preferences for wines from certain
regions and their awareness and perceptions of what those wine regions had to offer.

This thesis notes that although the concept of destination choice process is not mainly
considered in developing the conceptual framework, it is necessary to address both
awareness and evoked conceptualisation because the concept is a useful analytical
framework in designing the methodology of the research that will assist in establishing the
popular golf holiday destinations and golf destination attributes (see Chapter four).

Meinung (1989) classified the determinants of the attractiveness of a tourist region into three
distinct categories: primary; secondary; and tertiary factors. For example, primary factors are
unchangeable variables, including the natural and cultivated landscape, the climate, general
public infrastructure, and culture. Secondary factors are only partial variables; these include
tourism supplies (accommodation, entertainment, sport) and access to the destinations.
Tertiary factors are unstable variables including the marketing of the region, or the marketing
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mix efforts, and the price situation in the region of the destination, including whether goods
and services are affordable.

Middleton and Clarke (2001) suggested that there are important components within the
destination that reinforce individuals’ travel motivation needs and encourage them to visit a
preferred destination. These components include destination attractions: the natural, built,
cultural, and social attractions; destination facilities and services, such as accommodation,
transport, sports, and shops; accessibility, including infrastructure and government
regulations; and price to the tourist, including travel and other costs.

Factors directly relevant to destination attributes in the tourist destination region that a
number of authors describe as ‘pull factors’ may also include the natural environment, tourist
attractions, facilities and services, and price and easy access (Yuan & McDonald, 1990;
Uysal & Jurowski, 1994; Jamrozy & Uysal, 1994, Jang & Cai; 2002; Kim et al, 2003).

Uysal and Jurowski (1994) stated that pull factors consist of tangible resources such as
beaches, recreation and sport facilities, and cultural attractions. Such pull factors induce
individuals to visit a destination once they have been influenced by socio-psychological
travel needs to travel (Crompton, 1979; Dann, 1981; Uysal & Hagan, 1993).

Laws (1995), and Boniface and Cooper (2001) also considered pull factors as accessibility,
different climate, advertising, and attractions or amenities of the destinations. Researchers
Weaver and Opperman (2000) describe the pull factors as closely related to the supply side
dimensions. These include geographical proximity to destinations, accessibility to
destinations, availability of attractions and services, affordability, peace, and positive
destination image. Pomfret (2006) viewed pull factors as a marketing perspective such as
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marketing stimuli (marketing mix), tour operators, destinations, and promotion and
advertising.

Klenosky, Gengler and Mulvey (1993) identified the product attributes considered by
Canadian skiers who selected a destination for a get-away ski vacation. These are ski
packages, local culture, friendly people, close to home, crowding, resort services, lodging,
entertainment, familiarity, difficulty, snow conditions, grooming, and hill and trail quality.
Klenosky (2002) viewed the term product attributes as pull of destination attributes when he
conducted an empirical study of spring break destination choice. The study identified seven
pull based destination attributes, namely, beaches, scenic/natural resources, warm climate,
party atmosphere, new/unique location, skiing, and historic/cultural attractions.

More specifically two other researchers, Chen and Hsu (2000), focused on the destination
attributes perceived as attractive by Korean overseas travellers. According to the study,
Korean tourists considered overseas travel destinations as: being safe; having many
interesting places to visit; and offering places of natural and scenic beauty. Kim (1997) also
found that Koreans are impressed by the natural environmental settings in other countries.

The above pull based destination attributes can be used to understand what factors influence
golf tourists to visit a preferred destination. In other words, a preferred golf holiday
destination can be considered when golf tourists are influenced by destination attributes such
as a good climate, beautiful scenery, and good championship golf courses. A preferred
destination may also be attractive to golf tourists who like good golf facilities and services or
various tourism attractions. Inexpensive golf travel costs and easy access to a destination may
also be important factors for golf tourists who may consider price and accessibility in their
choice of destination.
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3.4.3 Previous Studies Using Push and Pull Framework

To fully understand the concept of push and pull factors it is important to examine previous
empirical research using the push and pull theoretical framework. Five case studies are
examined here: Yuan and McDonald (1990), Uysal and Jurowski (1994), Jamrozy and Uysal
(1994), Jang and Cai (2002), and Kim, Lee and Klenosky (2003). These case studies are
significant because they reveal the application of push and pull on a variety of different
topics. Each case study explores overseas holiday patterns and characteristics which provide
insights into the dimensions of the push and pull factors in overseas special interest travel,
sport travel, and golf travel.

Yuan and McDonald (1990) identified push and pull factors of overseas travellers across four
countries, including the United Kingdom, Japan, France, and West Germany. The study
identified push factors: escape; novelty; prestige; enhancement of kinship relationships; and
relaxation/hobbies; and pull factors: budget; culture and history; wilderness; ease of travel;
cosmopolitan environment; facilities; and hunting.

The study revealed that while individuals seem to have similar unmet needs, for example, for
escape and novelty in travelling to those four countries, pull factors such as budget and ease
of travel were more likely to be important destination attributes for the UK and Japan than
West Germany and France. However individuals from France considered such pull factors as
culture and history, and the wilderness as important destination attributes.

The significant correlation between push and pull factors was examined by Uysal and
Jurowski (1994) by obtaining samples from the Canadian Tourism Attribute and Motivation
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Survey. The sample consisted of two different travel groups; one for pleasure and the other to
visit friends and relatives which had taken trips in the previous three years.

According

to

the

entertainment/resort

study,
factors,

the

pull

factors

outdoor/nature

of

factors,

destination

attributes

heritage/culture

including

factors,

and

rural/inexpensive factors depend on tourists’ push factors (i.e. re-experiencing family
togetherness, sports, cultural experience, and escape). For example, the push factor of sport
motivation is strongly related to pull factors such as entertainment/resort, and nature/outdoor
both of which satisfy physically active needs. On the other hand, the push factor of escape
motivation has the strongest effect on the rural/inexpensive pull factors to satisfy such needs
as doing nothing, and having a simpler life style.

After Uysal and Jurowski (1994) examined the reciprocal interaction between push and pull
dimensions of travel motivation, Jamrozy and Uysal (1994) explored the different variations
in push and pull factors for five different travel groups of overseas German visitors:
travelling alone, family, couples, friends, and organised groups.

Using a factor analysis, the push factors were identified as escape, novelty and experience,
family and friends togetherness, sports activities, a familiar environment, luxury and doing
nothing, and prestige, whereas pull factors were identified as active sports, unique and
natural, clean and safe, sunshine, inexpensive, entertainment, sightseeing, and different
culture and cuisine. Using an analysis of variance (ANOVA), the study then examined
significant differences in the push and pull factors which applied to the five travel groups.

The study found that the push factors of the five travel groups differed. For example, the
escape factor was found to be an important motive for the organised group, whereas the
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family and friend togetherness, and luxury and doing nothing factors were important both for
couples and family groups. In addition, activities, sports, and prestige factors were found to
be important for the friends group, while adventure and excitement factors were important
for the travelling alone group. In respect of the pull factors among the five travel groups,
clean and safe factor, and sunshine factor were found as significant pull factors both for
couples and family groups, while the unique natural environments and different cultures were
found to be significant for those travelling alone and for the friends group. However, the
inexpensive and entertaining factors were found to appeal to those in the organised group.

Jang and Cai (2002) identified the underlying push and pull factors of outbound British
travellers travelling to the USA, Canada, Central/South America, the West Indies/Caribbean,
Africa, Oceania, and Asia and found differences in the push and pull factors among the
different travel regions.

The result of principal components factor analysis with varimax rotation revealed that British
travellers undertake pleasure travel and visit the regions because of six push factors: novel
experience, escape, knowledge seeking, fun and excitement, rest and relaxation, and
family/friends togetherness, and five pull factors: natural and historical environment,
cleanliness and safety, easy of access and an economical deal, outdoor activities, and the
sunny and exotic atmosphere.

The differences in the push and pull factors among the different travel regions found that the
West Indies/Caribbean was more likely to be visited by travellers who sought push factors
such as escape, rest and relaxation, and pull factors such as cleanliness and safety, and a
sunny and exotic atmosphere. Central/South America was more likely to attract those who
were motivated by push factors such as knowledge seeking, and fun and excitement, while
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Canada was more likely to appeal to those motivated by family and friend togetherness. The
US was more likely to be visited by those who were motivated by the push factor of fun and
excitement, and the pull factor of outdoor activities, whereas Africa was more likely to be
attractive to those motivated by pull factors such as the natural and historic environment, and
easy of access and the economic of the deal. Asia was more likely to be chosen by travellers
who desired a novel experience (push factor).

An analysis of variance (ANOVA) and chi-square tests also revealed that British travellers to
Canada tended to be older, while the West Indies/Caribbean region was more popular with
young people. Also, travellers who stayed the shortest period with package tours were found
to visit the West Indies/Caribbean region, while the longest stay travellers visited the Oceanic
region. The study also indicated that travellers with large groups were found in the US, while
small travel groups were found in the Oceanic region.

Kim et al (2003) examined the influence of push and pull factors on visitors to national parks
in Korea. Push factors were identified as family togetherness and study, appreciating natural
resources and health, escaping from everyday routine, and adventure and building friendship.
Pull factors were key tourist resources, information and convenience of facilities, and
accessibility and transportation.

Further, the study investigated differences in the push and pull factors across sociodemographic subgroups such as age, gender, occupation, and income. For example, for older
groups, 50 years of age or above, appreciating natural resources and health was seen as an
important push factor in visiting national parks, whereas young groups, 29 years of age or
less, regarded adventure and building friendship as an important factor. Females placed more
importance on the push factor of family togetherness and study, and the pull factor of key
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tourist resources, whereas males put more emphasis on the push factors of appreciating
natural resources and health, and adventure and building relationships.

These empirical studies suggested several key marketing implications for future research and
application. First, understanding the relationship between push and pull factors among the
different countries would assist destination marketers to develop more effective and efficient
marketing programs for a particular destination (Yuan & McDonald, 1990). Second, effective
promotional programs and packages can be designed based on the examination of push and
pull factors (Uysal & Jurowski, 1994). Third, marketing efforts such as designing
promotional materials and pricing strategies should be differentiated according to those push
and pull factors across five travel groups (Jamrozy & Uysal, 1994). Fourth, knowledge about
different socio-demographics and push and pull factors among the different travel regions
can assist destination marketers in developing marketing strategies such as product,
packaging, and advertisement (Jang & Cai, 2002). Finally, the push and pull factors across
socio-demographic variables are useful in understanding how push and pull factors impact on
tourist and visitor behaviour, thus enabling authorities to better manage the destination
product (Kim et al, 2003).

The above empirical studies using push and pull theoretical frameworks suggest that the
concept of push and pull factors can assist in understanding the travel motivations of
overseas golf tourists, in particular why they undertake an overseas golf holiday and what
factors influence them to visit a preferred golf destination. In addition, these studies also
imply that destination marketers should develop differently targeted marketing strategies for
golf tourists because tourists are not homogeneous, but rather heterogeneous in that golf
tourists with different motivations for travelling on overseas golf holidays may vary in sociodemographics, golf related behaviour and travel characteristics, destination attributes, and
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destination preference.

The following section examines the study of tourist typologies by means of which many
tourism researchers have classified heterogeneous tourists into homogeneous groups based
on the understanding that different motivations differentiate between categories of tourists.
Dann (1981) points out that tourist typology is directly linked with important concepts of
travel motivation. Hinch and Higham (2004) emphasise that it is important to understand the
motivations that exist within sport tourism market segments.

SECTION 2: STUDIES OF TOURIST TYPOLOGY

3.5 Terms of Tourist Typology and Segmentation

This thesis has reviewed the differences between the terms typology and segmentation in
describing the classification of heterogeneous tourists. This is because neither term has been
clearly distinguished in leisure and tourism studies, although each term has been described by
different writers. Middleton and Clarke (2001) defined segmentation as the process of
dividing a total market, or a market sector into subgroups for marketing purposes, while
Howie (2003) defined the term tourist typology as differing types of tourist which generate
differing impacts on a destination.

Vanhove (1989, p.563) regarded the terms as different processes in that segmentation is a
‘descendant process’ (split up the population into groups), whereas typology is an ‘ascendant
process’ (start with individuals and bring them together into larger groups). Swarbrooke and
Horner (1999) attempted to differentiate the terms from a marketing perspective. For
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example, segmentation is used to divide total markets into subgroups, whereas typology is
used as a form of consumer classification. In addition, typologies have been devised
specifically in relation to tourism, whereas segmentation is a concept derived from general
marketing across all industries.

Other writers, such as Hose and Wickens (2004) also attempted to distinguish the terms,
emphasising the use of data type and analysis. For example, the term segmentation is used
when classifying populations into broad behavioural groupings derived mainly from
quantitative data with an emphasis on cause and effect. The term typology, on the other hand,
is used when adopting smaller groupings mainly based upon qualitative data with an
emphasis on meanings and perceptions.

Although both terms are used interchangeably in regard to classifying the heterogeneous
population into smaller homogeneous groups, it is necessary to use the terms in a distinct
way because segmentation is used in classifying a market, whereas typology is used in
classifying tourists. Hence, this thesis largely prefers the term typology, as the research aims
to classify golf tourists within the markets of special interest tourism, sport tourism, and golf
tourism.

3.5.1 Approaches to the Tourist Typologies

In general, tourist typologies have been approached by using market segmentation variables
including socio-demographics, behaviour, and psychographics to support tourism marketers
in developing product, packaging, pricing, and targeting strategies (Lowyck, Langenhove &
Bollaert, 1992; Swarbrooke & Horner, 1999; Mountinho, 2000; Hinch & Higham, 2004;
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Decrop & Snelders, 2005).

Research into tourist typologies has been based on socio-demographic variables, such as age
(Anderson & Langmeyer, 1982) and family life cycle (Fodness, 1992), and behavioural
characteristics such as distance travelled (Etzel & Woodside, 1982), media usage (Woodside,
Cook & Mindak, 1987), expenditure (Spotts & Mahoney, 1991), chosen destination (Lang,
O’Leary & Morrison, 1997), travel patterns (Becken, Simmons & Frampton, 2003), and
travel activity participation (Jang, Morrison & O’Leary, 2004).

Many other researchers have made an increasing use of psychographic variables to classify
tourists on the basis of tourist roles (Cohen, 1972; Mo, Howard & Havitz, 1993), personality
(Plog, 1974), activities, interests, opinions (Davis, Allen & Cosenza, 1988; Waryszak & Kim,
1994), benefits sought (Moscardo et al 1996; Palacio & McCool, 1997), travel decision
pattern (Hsieh, O’Leary, Morrison & Chiang, 1997), and motives and depth of experience
(McKercher, 2002).

The main reason behind the increasing use of psychographic variables is that psychographics
explain many important questions about the how, what, and why of travel, while
demographic and socio-economic variables no longer suffice in providing an explanation or
understanding of the underlying motivations for travel (Plog, 1987; Lowyck et al, 1992;
Mountinho, 2000).

An example used by Plog (1987) is that travellers playing golf and tennis are
demographically alike, with high incomes, of a similar age and in similar occupation
categories. They also stay a similar length of time at destinations. However, they have
different appeal factors in regard to travel motivation and destination attractiveness. For
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example, Plog (1987) explains that golf tourists have more social needs, seek more nightlife,
and spend more money to have a good time at a destination, whereas tennis travellers seek
less socialising, are less interested in the nightlife and entertainment, need fewer amenities,
and spend less than golf tourists.

Decrop and Snelders (2005) noted that socio-psychological typologies provide an integrated
picture of the traveller because they connect descriptive aspects of the traveller with
sociological or psychological variables. Lowyck et al (1992) suggested that the psychological
approach seeks to discover the motives that stimulate people to travel. Others have also
suggested that segments based on psychographic variables enable understanding as to why
certain segments of the tourist market tend to favour a specific type of holiday destination
(Waryszak & Kim, 1994; Mountiho, 2000; Lehto, O’Leary & Morrison, 2002).

3.5.2 Tourist Typologies based on Travel Motivation

While psychographic variables have been increasingly used in classifying tourists, Mayo and
Jarvis (1981), who studied leisure and travel psychology extensively, suggested that the
motivation based psychological force is more likely to explain the reason why people travel
than other psychological forces such as perception, learning, personality, and attitudes. This
is because motivation is a more important determinant of travel than other psychological
factors (Iso-Ahola, 1982), and a critical variable in psychographic research as the driving
force behind all behaviour (Crompton, 1979; Mayo & Jarvis, 1981; Pyo et al, 1989; Fodness,
1994; Richardson & Fluker, 2004).

Fodness (1994) noted that travel motivation can be used both to identify types of tourists and
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create a reliable profile of their travel patterns, and to support tourism marketers in product
development and positioning. Crompton (1979) and Plog (1987) pointed out that tourists can
be segmented into groups of people with different sets of motives so that unique appeals can
be developed for each of the separate groups. Dann (1981) noted that tourist typology is
useful in providing a meaningful classification within the complex phenomenon of tourist
motivations.

In the context of special interest tourism and sport tourism, two motivation based continuums
of hard (active, deep) and soft (passive, shallow) have been conceptualised to segment the
markets of ecotourism (Weaver, 2001), adventure tourism (Swarbrooke, Beard, Leckie &
Pomfret, 2003), and cultural tourism (McKercher & du Cros, 2002). Galloway (2002)
suggested that motivation-based segmentation is useful to guide the design of advertising
messages, and the choice of activities, facilities and information for different groups of park
visitors. Robinson and Gammon (2004) proposed the sport tourism framework and used this
to categorise golf tourists based upon primary and secondary motives for travel, linked to
competitiveness, recreation, activity and passivity.

Kurtzman and Zauhar (2005, p.24) have conceptualised different sport tourists according to
core motivation. These include the ‘economically oriented consumer’ (emphasised on
economy, luxury and well organised activities), ‘intellectually oriented consumer’ (interested
in highly skilled athletic performances), ‘socially oriented consumer’ (motivated by social
values with social interactions), ‘politically oriented consumer’ (influenced by status, power,
sport icons and symbols), and ‘complementary oriented consumer’ (combined by two or
more core consumer values in varying degrees).

A number of tourism researchers have undertaken empirical research to classify tourists in
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their use of travel motivations in the fields of tourism, special interest tourism, and sport
tourism (Table 3.1). Prior to examining the classification of tourists, this thesis notes that the
most recent studies about tourist typologies have been based on the classification of different
tourists proposed by Gray (1970), Cohen (1972), Plog (1974), and Smith (1989). These
studies will now be examined in the following paragraphs.

Gray (1970) (cited in Leiper, 1995) has described two types of tourists based on two central
motivations: wanderlust and sunlust. The wanderlust type of tourist tends to be motivated by
cultural needs to see and learn about unique, distinctive, and specific places. However, the
sunlust type of tourist tends to be motivated by recreational needs for rest, relaxation, and
entertainment.

Cohen (1972) proposed four classifications of tourists based on tourist roles across the
continuum of novelty and familiarity: Organised mass tourist; the individual mass tourist; the
explorer; and the drifter. The organised mass tourists are the least adventurous of these
categories and are highly dependent on their environmental bubble; prefer to travel by all
inclusive package tours, and dominate with familiarity. Individual mass tourists are more
likely to be autonomous, free from a group, and find the experience of novelty is more
important than organised mass tourists. Explorer tourists explore new areas and try to
associate with the people they visit. Drifters leave familiarity behind and value novelty highly.
They avoid any kind of ‘tourist establishment’, seek direct contact with the host culture, and
try to live the way the locals live.

Plog (1974, 1991, 2001) classified two different types of tourists into allocentric and
psychocentric and identified which of these types of tourists prefer particular types of
destinations.
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Allocentric travellers, or venturers, prefer travel primarily in novel, unfamiliar and exotic
destinations such as Nepal and Antarctica to avoid crowded sites and to enjoy contact with
the local population, whereas psychocentric travellers, or dependable travellers, prefer highly
developed and popular tourist places, for example, Coney Island and Miami Beach to fulfil
their main travel motivators, including sun, fun, and relaxation. Between these two extremes,
Plog added ‘near-psychocentric’ travellers who visit famous tourist attractions like Atlantic
City and Florida, ‘mid-centric’ travellers who look for relaxation and pleasure in a wellknown environment, including Europe, Caribbean, Hawaii, and Oceania, and ‘nearallocentric’ travellers who seek challenges and views the journey as a chance to test a new
life style in relatively unfamiliar destinations such as China and South-east Asia. As far as
sports tourists are concerned, the allocentric type of sport tourist is an individual who wants
to experience paragliding or paddle down a historical river; the psychocentric type of sport
tourist, however, prefers to travel to familiar and safe sports tourism areas (Kurtzman &
Zauhar, 2005).

Smith (1989) classified seven types of tourists similar to Cohen’s (1972) typology:
‘explorers’ travel as anthropologists; ‘elite’ tourists like expensive tailor-made tours; ‘offbeat’ tourists travel to get away from other tourists; ‘unusual’ tourists travel to experience
local culture; ‘incipient mass’ tourists travel to places where tourism is not yet totally
dominant; ‘mass’ tourists travel with the same expectation as they are used to at home; and
‘charter’ tourists travel with the expectation of entertainment and high standards of food and
accommodation.
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3.5.3 Previous Empirical Studies Using Travel Motivation

Using the basic knowledge about the tourist typologies above, this study reviews previous
empirical studies showing that tourists have been classified based on travel motivation
related to socio-psychological factors within the different tourism markets of pleasure,
special interest tourism, and sport tourism (Table 3.1). By examining previous empirical
studies, the various methodologies are discussed as a basis for developing a research design
and analysis in respect of golf tourism that might usefully be applied to classify
heterogeneous golf tourist motivations.

Table 3.1 Review of previous studies: tourist typologies based on travel motivation
Researcher(s)
Dann (1977)
Cha, McCleary &
Uysal (1995)
Oh, Uysal &
Weaver (1995)
Galloway (2002)
Bieger & Laesser
(2002)
Andreu, Kozak,
Avci & Cifter
(2005)
Yuan, Cai,
Morrison & Linton
(2005)
McCleary, Weaver
& Meng (2005)
Lee, Lee, Bernhard
& Yoon (2006)
Chi (2006)

Field application
Tourist types
pleasure market
anomie, ego-enhancement
pleasure market
sport seekers, novelty seekers,
family/relaxation seekers
pleasure market
safety/comfort seekers,
culture/history seekers,
novelty/adventure seekers, luxury
seekers
Park market
higher sensation seekers, lower
sensation seekers, sensation
seekers
mature travel
compulsory travel group, cultural
market
hedonism group, family travel
group, me(e/a)t marketing group
pleasure market
fuzzy tourists, recreation seekers,
active tourists, escape seekers,
relax seekers
wine tourism
wine focusers, festivity seekers,
market
hangers-on
dance/event
tourism market
casino/gambling
market
fishing market

enthusiasts, dance focused,
balanced
challenge and winning seekers,
only winning seekers, light
gambling seekers, multi-purpose
seekers
leisure anglers, sports anglers,
competitive anglers
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Statistical analyses
scale approaches
factor-cluster analysis,
discriminant analysis
canonical correlation
analysis
PCA and cluster analysis
cluster and discriminant
analysis, and chi-square
tests
PCA, hierarchical and Kmeans non-hierarchical
analysis
factor analysis,
hierarchical and K-means
cluster analysis
PCA, hierarchical
analysis
PCA, K-means cluster
analysis
PCA, K-means cluster
analysis
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Dann (1977) classified tourists into anomie tourists and ego-enhancement tourists by
identifying the push factors (anomie and ego-enhancement) of international visitors to
Barbados. Anomie tourists desire to travel away from the routine of daily life in order to seek
social interaction. These groups were more likely to be males, young, and those from small
towns and rural areas, especially from the Caribbean, the United States and Europe. On the
other hand, ego-enhancement tourists seek status and social value from their holidays. These
groups were more likely to be elderly, female, single, and those from large cities, especially
from Canada and the United Kingdom.

Cha et al (1995) attempted to classify Japanese overseas travellers based on the identification
of six push motivation factors: relaxation, knowledge, adventure, travel bragging, family, and
sports. With reference to the six factors above, three distinct groups were classified using
cluster analysis, including sports seekers, novelty seekers, and family/relaxation seekers. The
sports seekers were more likely to be identified by sports motivators such as sports
participation and physical activities, while the novelty seekers were likely to be motivated by
knowledge (learning new things or increasing knowledge), adventure (being daring and
adventuresome), and travel bragging (indulging in luxury). The family/relaxation seekers
considered factors such as relaxing (escaping from the ordinary) and family (visit friends or
relatives) as the most important motivators.

Using chi-square tests, the study also revealed that age and education were significantly
different among the three groups. For example, sports seekers comprised more people in their
twenties and of a higher education level; novelty seekers comprised more high school
graduates and more in the over 60 age group; and family/relaxation seekers were younger
and had the highest education level.
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Oh et al (1995) attempted to understand the travel motivations of four different travel
markets: safety/comfort seekers; culture/history seekers; novelty/adventure seekers; and
luxury seekers. They conducted a survey interviewing Australians who had taken an
international holiday in the previous three years, or who intended to take such a trip in the
next two years.

The results showed that the safety/comfort market travellers wanted to travel to safe places
with preferred destination attributes such as safety, cleanliness, and reliable weather. The
culture/history market travellers needed to travel to satisfy their desire for learning new
things and seeing and experiencing a foreign destination whilst also considering important
destination attributes such as the opportunity to increase knowledge, to experience a culture
different from their own, to see local crafts/handiwork and historic old cities, and to sample
local festivals and cuisine. The novelty/adventure market travellers were motivated to travel
to escape from the ordinary, and to be daring or adventuresome. They favoured undisturbed
natural areas, national parks and forests, and a chance to see wildlife. Luxury market
travellers were motivated to travel to indulge in luxury and to taste new foods while also
seeking high quality restaurants, first class hotels, and interesting nightlife and entertainment.

Galloway (2002) attempted to segment park visitor markets in Ontario, Canada using
psychological push factors. A principal component factor analysis was produced to identify
three factors, namely, active enjoyment of nature, escape stress, and sensation seeking. A
cluster analysis resulted in three clusters of visitors, namely, higher sensation seekers, lower
sensation seekers, and sensation seekers. As a consequence, the three clusters were
distinguished with respect to park related attitudes and behaviour.

The study revealed that higher sensation seekers who visit parks more often to camp than
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lower sensation seekers do, differ in that there are more likely to be other incentives for their
visits; they were more likely to use sources of information about parks, to be involved in a
broader range of activities, and to place a higher importance on numerous facilities and
services.

Bieger and Laesser (2002) classified the mature travel market of Switzerland. A cluster
analysis with hierarchical and non-hierarchical techniques was firstly used to cluster four
travel groups into compulsory travel groups, cultural hedonism groups, family travel groups,
and me(e/a)t (body (meat) and verbal communication (meet)) marketing groups. Each group
was then determined using discriminant analysis. Finally, a chi-square test was employed in
profiling each group on the basis of demographics and travel behaviour.

The study revealed that compulsory travel groups were more likely to be younger than 36,
travelled alone, travelled for regular business reasons, and took relatively short trips to
Switzerland, Germany, France, and north-western Europe. The cultural hedonism travel
groups were highly educated and earned high incomes, travelled to experience nature and
culture, with trips to either Switzerland’s neighbouring countries or to long-haul destinations.
Family travel groups were larger than two persons spending time with partner and children,
travelled to visit friends and relatives, and involving comparatively short trips to Switzerland.
The me(e/a)t marketing groups travelled with their closest social group and took relatively
longer trips to ocean countries outside Switzerland.

Andreu et al (2005) conducted a personal survey of British tourists visiting two resorts in
Turkey, in order to classify tourists based on their reasons for choosing Turkey as a summer
holiday destination. Based on a total of 260 usable responses, a principal component factor
analysis was firstly used to group seventeen motivation items into five major motivating
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factors. The factors identified were enjoyment of tourist attractions, the diversity of
entertainment in a value for money destination, differences in socio-cultural environment,
ease of access-communication, and getting away from routine. A cluster analysis was then
used to classify tourists based on their importance rating of the five factors described above.
A total of five travel groups, namely, fuzzy tourists, recreation seekers, active tourists, escape
seekers, relax seekers was determined on the basis of factor scores, using hierarchical and
non-hierarchical (k-means) techniques.

The study revealed that the fuzzy tourists have a strong motivation for enjoying tourist
attractions and thus they figure prominently in all the motivating factors. Recreation seekers
were interested in the diversity of entertainment and cultural environment while in a relaxed
atmosphere rated low in the motivating factors. Active tourists noted the importance of ease
of access and enjoyment of tourist attractions while indicating a very low rating on the factor
of getting away from routine. In contrast, the escape seekers indicated getting away and ease
of access as very important motivating factors. Finally, relax seekers considered getting away
as an important factor while low ratings were found for diversity of entertainment and
cultural environment, enjoyment of tourist attractions, and ease of access.

The study further examined each cluster group based on the socio-demographics and tourist
behaviour variables. Small differences were found using chi-square tests. For example, males
were more likely to be fuzzy tourists, recreation seekers, and active tourists whereas females
were more likely to be escape seekers and relaxation seekers. In addition, both fuzzy tourists
and active tourists earned larger incomes and stayed longer at their destination than the other
tourist groups.

Using a factor-cluster approach, Yuan et al (2005) identified three distinct types of wine
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tourist attending a regional wine festival on the basis of motivational factor scores of festival
and escape, wine, socialisation, and family togetherness. They were wine focusers, festivity
seekers, and hangers-on. The wine focusers were the wine intensive group, whose members
seemed highly interested in wine while the other activities were secondary motives. The
festivity seekers seemed to have an interest in wine while searching other festival
experiences such as food, environment, setting, learning, and cultural aspects. The hangerson attended the festival as part of a group or accompanying someone else if they were not
interested in wine and it was not the main reason for attending the festival. The study also
found that classifying wine festival attendees using demographics is not as viable an
approach as classifying them according to motivation, as the results indicated that the three
clusters were only significantly different in terms of annual household incomes.

McCleary et al (2005) conducted an on-site survey at nine selected dance events held in the
US and analysed a total of 120 respondents to explore different aspects associated with
participation in dance events. A principal component factor analysis revealed six motivation
dimensions for social dance participants: escape and relaxation; socialisation; novelty; dance
learning; (dance) event enjoyment; and excitement. Based on the above dimensions, a cluster
analysis was employed to cluster the participants into three groups: enthusiasts, dance
focused, and balanced. The enthusiasts group was titled thus because all the motivation
factors were much higher than the other two clusters, whereas the dance focused group was
titled thus because none of the motivation factors was event specific and all were lower than
was the case for both the enthusiasts group and the balanced group. The balanced group was
titled such because the social motives were lower than in the case of enthusiasts but higher
than in the case of the dance focused group. Further, chi-square tests revealed that only
gender was found to be significantly different among these three groups. For example,
females were more likely to be in the enthusiasts group as far as attending dance event was
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concerned than in the other groups.

Lee et al (2006) attempted to segment the casino gambling market by examining the sociopsychological casino gambling motivations of 399 Korean gamblers. In order to measure
Koreans’ gambling motivations, a list of thirty motivation items was generated from a review
of related literature pertaining to gambling motivations combined with on-site personal
interviews at the selected casino complex. A total of thirty motivation items was factor
analysed to delineate underlying dimensions by using the principal component method with a
varimax rotation procedure. As a result, seven items with factor loadings lower than 0.4 were
eliminated and the remaining twenty-three items were factor analysed again. The final factor
analysis resulted in four motivational factors, including socialisation and learning, challenge,
escape, and winning.

In line with the above dimensions of casino gambling motivations, a cluster analysis was
employed to classify four casino gamblers, including challenge/winning seekers, only
winning seekers, light gambling seekers, and multi-purpose seekers. The challenge/winning
seekers were labelled as such because this group was more likely to be motivated by winning
for money and challenge, than motivated by escape and socialisation. The only winning
seekers were named as such because this group was motivated by winning for money and
winning back previous losses, rather than by challenge and socialisation. The light gambling
seekers were so labelled because this group was unlikely to be motivated by winning,
challenge, escape, and socialisation, whereas the multi-purpose seekers were so named
because this group was most strongly motivated by all the motivating factors.

Each cluster was further cross tabulated with socio-demographic and behavioural variables in
order to identify the profile of the four clusters. Statistically significant differences were
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found among the clusters. For example, the challenge/winning seekers and only winning
seekers were more likely to be alone or accompanied by friends/relatives and tended to bet
higher on casino games than other seekers. The light gambling seekers were highly likely to
be female and tended to stay for shorter periods, whereas only winning seekers were
relatively older people who were also high income earners. The multi-purpose seekers
appeared to have the highest education level among the clusters.

Chi (2006) segmented fishing markets of Louisiana’s Red River using four fishing
motivational factors, namely, challenge, experience, skill, and relaxation that were obtained
from a principal component factor analysis with a varimax rotation. A cluster analysis was
then conducted using the four identified factor scores and resulted in a classification into
three different fishing groups: leisure anglers, sports anglers, and competitive anglers. For the
purpose of tourism planning and management, these fishing groups were differentiated with
respect to travel behaviour. The statistical differences found among the groups were that the
leisure anglers were more likely to view the social and experiential components of their
fishing experience and were less likely fishing and spending money than their counterparts in
the sports anglers and competitive anglers. However, the competitive anglers were the most
active, spending more days angling and more money during a fishing trip than other anglers.
This group also placed a higher importance on the skill-oriented aspects of the fishing
experience, such as winning a trophy, testing equipment, and developing fishing skills.

The previous empirical research relating to tourist typology on the basis of travel motivations
examined above has contributed important theoretical and practical implications to the
research areas of pleasure, special interest, and sport tourism. Major contributions to such
fields include Dann (1977) who suggested that push based travel motivations can be used to
understand sociological tourist motivations and to segment different types of tourist; Cha et
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al (1995) who advised that push based travel motivations for the different clustered groups
along with related demographic variables can be useful to marketers when planning
marketing strategies such as promotion and product development; Oh et al (1995) who
maintained that the concept of push and pull factors are useful in determining the relationship
between travel motives and destination attributes among the market segments, in order to
market a particular destination effectively; Galloway (2002) who asserted that knowledge of
the psychological push factors enables identification of differences between clusters
regarding travel behaviour and is therefore useful in regard to the marketing and management
implications; and Bieger and Laesser (2002) who claimed that tourists with different push
based motivations have different socio-demographics and destination preferences.
Understanding of this offers a valuable means of segmenting markets to derive practical
marketing strategies; Andreu et al (2005) who argued that for effective marketing strategies,
it is essential to explore the determinants of tourist motivations and variances across the
various segments; Yuan et al (2005) who suggested that tourist typologies based on
motivation research can be important information in designing and implementing product
marketing programs; McCleary et al (2005) who clained that understanding different aspects
of tourists and the market based on motivations is important in enabling successful
authorities to appeal to each cluster group; Lee et al (2006) who suggested that classifying
tourists based on motivations can be a useful tool that enables authorities to identify effective
promotional and marketing strategies; and Chi (2006) suggested that travel motivations can
be used to distinguish different market segments for tourism marketing and management
purposes.

The above previous studies implied that golf tourism researchers should classify the
heterogeneous golf tourist motivations into homogeneous groups, and profile them with
respect to socio-demographics, golf related behaviour and travel characteristics, destination
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attributes, and destination preferences. With the benefit of such classification and profiling,
effective marketing implications can be suggested for each golf cluster.

3.6 Marketing Implications of Travel Motivations and Tourist Typologies

The review of theoretical literature on the travel motivations and tourist typologies suggests
that these studies have an important role in assisting destination marketers in developing
differentiated marketing strategies to meet different tourist groups’ needs and wants.

From the perspective of tourism marketing studies, Swarbrooke (2002, p. 196) pointed out
that marketing is a growing interest because of ‘the changing nature of the market and
consumer behaviour, and the identification of new niche markets’. Understanding consumer
behaviour will allow more effective marketing planning by rasing awareness of why
consumers choose particular products and services and what benefits they seek. In addition,
such understanding facilitates the targeting of particular market segments (Pizam & Mansfeld,
1999; Swarbrook & Horner, 1999).

In particular, Fodness (1994, p. 555) noted that ‘effective tourism marketing is impossible
without an understanding of consumers’ motivations’. In other words, knowledge of
motivation factors assist marketers in understanding why tourists with different motivations
visit specific destinations, and offers useful insights for classifying heterogeneous tourists
into homogeneous groups (Cha et al, 1995; Andreu et al, 2005). As a consequence, findings
from travel motivation studies provide useful support for tourism decisions in respect to
destination development, advertising and promotions, and packaging (Plog, 1987; Swarbrook
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& Horner, 1999; Lehto et al, 2002). According to Harrison-Hill and Chalip (2005), these are
all aspects of the marketing mix that should be used to target different types of sport tourists
within the market segmentation. McKercher and Chan (2005) noted that marketing and
promotion campaigns can be devised and new special tourism products developed based on
an understanding of why people visit a particular destination.

Most tourism studies in marketing literature show how successful destination marketing
emerges (Heath & Wall, 1992; Seaton & Bennett, 1996; Middleton & Clarke; 2001;
Morrison, 2002; Kotler, Bowen & Makens, 2003; Holloway, 2004). These studies note that
destination marketing involves analysing markets and their major segments by identifying
travel behaviour and determining needs and wants. Destination marketers should then
develop marketing mix strategies, comprising variables such as product, price, promotion,
and place. Similarly, Moscardo et al (1996) suggest that more precise and cost-effective
marketing could be achieved by approaching the marketing mix components with a better
understanding of needs and behaviours so that a matching of products or services to different
market segments can be achieved.

Traditionally, the marketing mix comprises four core components known as the ‘4Ps’:
product; price; place; and promotion (Holloway, 2004). Other writers have added two new
components, people and packaging (known as the 6P model) (Weaver & Lawton, 2002), and
others have expanded it with four more variables, people, packaging, programming and
partnership (known as the 8Ps) (Morrison, 2002).

Middleton and Clarke (2001) provide a brief description of each of the Ps as follows: product
describes what is delivered to the group of segments to match the identified needs and wants
of the group; price means the cost of responding to the requirements of specific segment
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groups; promotion means communication to make potential customers aware of products and
purchase products; and place describes the convenience or distribution which includes the
location of the facility that provides potential customers with access to tourist products.

Morrison (2002) further describes the four additional Ps: people relates to employees who
provide knowledge of travel products to customers; packaging means combining products by
grouping together two or more products into a single product; programming means programs
which develop special activities or events to increase customer spending, or to give added
appeal to a package, and partnership emphasises the value of cooperative advertising and
other marketing programs.

An example of different marketing mix strategies can be found from a study by Moscardo et
al (1996) in which appropriate strategies were suggested to meet the needs of three different
groups including a social status group, escape group, and self-development group. For
example, when considering product as part of the marketing mix strategy, historical or
cultural tourism products could be better developed for a self-development group, whereas
existing activities, attractions, and facilities could be strengthened for the escape group.
However, more sporting facilities may be needed for a social status group as this group seeks
few facilities in the destination.

In respect to packaging and programming strategies, day tour cultural packages would be
better for the self-development group to experience cultural activities, whereas packages
which were organised around resort accommodation with facilities such as fine dining and
beach access would be better for the escape group.
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In regard to promotional strategies, advertisements for the escape group should focus on
features that might cater for their needs, such as beaches, resorts, and water activities; while
for the self-development group, advertisements should concentrate on various natural and
cultural activities.

Some other marketing strategies based on the marketing mix have been suggested by tourism
researchers. For example, a variety of discounting practices can be useful to stimulate market
demand during the shoulder seasons when opportunities to charge premium prices are limited
(Laws, 2002), whilst packaging together associated sports products and/or services in one
price allows price discounts and adds the value of convenience for sport tourists (HarrisonHill & Chalip, 2005).

Important marketing and management issues relating to seasonality have also been discussed
in the context of tourism and sport tourism studies. According to Butler (1994, p.332),
seasonality can be defined as ‘a temporal imbalance in the phenomenon of tourism’.
Moreover, five different causes of seasonality have been identified: natural, institutionalised,
social pressure and fashion, sporting seasons, and inertia and tradition. Butler (1994)
suggests that by understanding these influences, tourism marketers can develop alternative
marketing and managerial strategies to deal with tourism seasonality.

The term natural seasonality is related to regular temporal variations in natural phenomena
associated with climate changes throughout the year, such as temperature and wind, whereas
institutional seasonality refers to traditional temporal variations formed by social norms and
legislation, such as school and industrial holidays. Social pressure or fashion refers to
participation in specific activities, such as golfing for socialising at certain destinations, while
inertia and tradition relates to traditional travel patterns where people take holidays at peak
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seasons at a particular time of year, for example, school holidays, because they have
commonly done so in the past (Butler, 1994). Other authors have similarly noted that
seasonality results from the feature of climate, the timing of events and festivals, and travel
patterns (Mieczkowski, 1990; Evans, Campbell & Stonehouse, 2003).

In this regard, Lundtorp, Rassing and Wanhill (1999) suggested that the cause of seasonality
can be categorised into push and pull factors, where the push factors are institutional, inertia
and tradition, social pressure and fashion, and climate in the generating area. Pull factors, on
the other hand, included sporting seasons, events, and climate in the receiving area. The
sporting season is an example where summer-based sporting activities, for example, surfing
and golfing, influence travel patterns as tourists search for the best seasonal conditions for
the pursuit of their sporting interest (Butler, 1994; Hinch & Higham, 2004; Higham, 2005a).

In the context of sport tourism, patterns of sport tourism seasonality can be modified by
attempting two types of sport-based product mix strategies. These include the introduction of
sporting events during off-peak and shoulder tourism seasons, as well as the introduction of
new or improved sport facilities and programmes (Hinch & Higham, 2004; Higham, 2005a).

This review of tourism marketing literature suggests that the golf tourism market can be more
effectively marketed by classifying the heterogeneous golf tourist motivations and
incorporating alternative marketing mix strategies.
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3.7 Building the Conceptual Framework and Research Propositions

Gibson and Pennington-Gray (2005) suggested that in order to classify and understand
different types of sport tourist (golf tourist), it is necessary to develop a framework associated
with theories and concepts from relevant disciplines such as socio-psychology and consumer
behaviour. Similarly, Gibson (2004) suggested that there is a need to move beyond profiling
sport tourists to understanding and explaining these profiles. This necessitates a broad based
knowledge of concepts and theories from the parent disciplines including marketing,
management, and sociology, as well as from related fields of study such as sport and tourism.
Gibson (2004) further suggests that this broader knowledge should be used to conceptualise
sport tourism studies because there is a conceptual linkage between the parent disciplines or
related fields and the current study area.

Harrison-Hill and Chalip (2005) pointed out that the necessary advance will occur via the
integration of research and theory in tourism, sport, marketing and strategy. In this regard,
Weed (2005) argued that sport tourism needs to be clearly conceptualised not only to
contribute to an understanding of the range of issues that are central to the development of
the study area, but also to ensure that, in regard to the methodological issues, appropriate
methods are used to research relevant aspects of the phenomenon.

In this thesis, the conceptual framework is depicted in Figure 3.2 and discussed, based on the
theoretical literature reviews in the fields of leisure, tourism, special interest tourism, sport
tourism, and golf tourism. Travel motivation relating to push and pull theory in the context of
tourism is the key concept of this framework in understanding why people travel and what
factors influence people to visit a preferred golf destination. In particular, the identification of
push based socio-psychological travel motivation assists the framework in segmenting
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heterogeneous golf tourists into homogeneous groups, as well as profiling them with respect
to socio-demographics, golf related behaviour and travel characteristics, pull based
destination attributes, and destination preferences. The determination of golf tourist
typologies and their profiles are important in enabling tourism destination marketers to
formulate and implement appropriate marketing and managerial strategies for each distinct
golf tourist group.
Figure 3.2 Conceptual framework: exploring heterogeneous golf tourist behaviour
Travel Motivations

Push factors

Pull factors

socio-psychological travel needs

destination attributes

Destination choice
Tourist typologies
A
clusters

H3
H4

B
C

visiting a preferred destination

Behaviour and Characteristics
H2

travel party, mode, length, etc

H1
Marketing implications

Socio-demographics

resulting from H1, H2, H3, and H4

gender, income, education, etc

Note: The framework is developed based on the theoretical literature review.
H1, H2, H3, and H4 refer to the hypotheses of the thesis.

The concept of travel motivation in the top box in Figure 3.2 is a focal point in this thesis for
developing the conceptual framework. As discussed earlier in this chapter, the tourism
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system is considered a useful model for understanding the perspective of a tourist from the
generating region travelling to the destination region (Leiper, 1995; Ross, 1998; Hall, 1998).
In other words, research into travel motivation provides the most useful insights. It explains
the push and pull factors of tourists; segments heterogeneous tourists; profiles them with
other important travel characteristics; and therefore assists in developing effective marketing
strategies. This is because motivation is an important determinant of travel (Iso-Ahola, 1982)
and a driving force behind all behaviour (Crompton, 1979; Mayo & Jarvis, 1981; Iso-Ahola,
1982; Pyo et al, 1989; Fodness, 1994; Richardson & Fluker, 2004). More discussions are
detailed associated with the conceptual framework (Figure 3.2) as follows.

The top left and right boxes under the travel motivations box in Figure 3.2 represent the
concept of push and pull factors that has been useful as a framework for explaining travel
motivations and destination attributes within the tourism system (Dann, 1977; Crompton,
1979; Yuan & McDonald 1990; Uysal & Jurowski, 1994; Jamrozy & Uysal, 1994; Fluker &
Turner, 2000; Goossens, 2000; Jang & Cai, 2002; Kim et al, 2003). Push factors are related
to socio-psychological travel needs such as escape, social interaction, learning, challenging,
and benefit. These factors are useful to explain why people undertake a trip from the
generating region. In contrast, the pull factors are related to destination attributes such as the
natural environment, tourism attractions, tourism facilities and services, and nightlife and
entertainment. These factors are considered to be those that influence people to visit a
preferred destination.

This implies that the concept can be used to explain why golf tourists undertake golf holidays
and visit a preferred golf destination. This thesis notes that there is little or no research
examining travel motivations using the concept of the push and pull framework in the fields
of special interest tourism, sport tourism, or golf tourism, although the framework is often
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used to explain travel motivations in the pleasure travel markets. This leads to the first
research question which is:

RQ1. Can the travel motivations of golf tourists be identified using the concept of push
and pull factors? (OR, What are the important push and pull travel motivations for golf
tourists?)

However, since the previous empirical research using the push and pull framework has
indicated that tourists may have different push and pull factors across travel groups (Jamrozy
& Uysal, 1994), travel regions (Yuan & McDonald, 1990; Jang & Cai, 2002), and sociodemographics (Kim et al, 2003), this thesis postulates that tourists are not homogeneous, but
rather heterogeneous in their travel motivations. Tourism scholars have suggested that tourist
typologies should be formed using travel motivations in order to create a better profile of
tourists and suggest appropriate marketing implications (Crompton, 1979; Dann, 1981; Plog,
1987; Fodness, 1994; Robinson & Gammon, 2004; Hinch & Higham, 2004; Kurtzman &
Zauhar, 2005).

In this regard, previous empirical studies relating to tourist typology using sociopsychological travel motivations have been further examined (Dann, 1977; Cha et al, 1995;
Oh et al, 1995; Galloway, 2002; Bieger & Laesser, 2002; Andreu et al, 2005; Yuan et al,
2005; McCleary et al, 2005; Lee et al, 2006; Chi, 2006). These studies imply that tourism
researchers should produce tourist typologies because tourists with different motivations
(socio-psychological push motivations) may have different socio-demographics, travel
characteristics, pull based destination attributes, and destination preferences.

Therefore, the upper middle box on the left side in Figure 3.2 shows the need to classify
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heterogeneous golf tourists into homogeneous groups on the basis of socio-psychological
push motivations. As a consequence, the three component boxes in the middle on the left side
in Figure 3.2 represent possible golf cluster groups which may be classified by the push
based socio-psychological travel motivations. Thus the second research question is:

RQ2. Can golf tourists be clustered into homogeneous groups on the basis of sociopsychological push motivations?

Previous empirical studies have also indicated that socio-demographics, travel characteristics,
and tourist destinations may have similarities and differences across cluster groups (Dann,
1977; Cha et al, 1995; Bieger & Laesser, 2002; Andreu et al, 2005; Yuan et al, 2005;
McCleary et al, 2005; Lee et al, 2006; Chi, 2006). Gibson (2004) points out that
understanding the interactive nature of motivation, travel characteristics, behaviour and
socio-demographics helps explain why individuals choose to engage in particular forms of
sport tourism and the destinations they choose to visit. Thus, it is important to determine
whether or not the similarities and differences in socio-demographics, travel behaviour and
characteristics, and tourist destinations exist among the socio-psychologically motivated golf
cluster groups. This raises the third research question:

RQ3. Are socio-demographic variables, golf related behaviour and travel
characteristics, destination attributes, and golf destination preferences
similar/different across the cluster groups?

Based on the research question (RQ3), the four boxes on the right side of Figure 3.2 and their
link to the tourist typologies in the middle box on the left side represent the research
hypotheses of the thesis. These state that there are differences in the socio-demographic
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variables across cluster groups (H1), as well as differences in the golf related behaviour and
travel characteristics across cluster groups (H2). This thesis has further proposed that there
are differences in the pull based destination attributes across cluster groups (H3), as well as
differences in the preference of golf holiday destinations across cluster groups (H4).

Finally, as a result of H1, H2, H3, and H4 of the research hypotheses, the lower box in the
left side of Figure 3.2 suggests the need to consider the implications for appropriate
marketing and managerial strategies for each cluster group. This is because alternative
marketing and managerial strategies emerge from a better understanding of tourist profiles
(Cha et al, 1995; Oh et al, 1995; Galloway, 2002; Bieger & Laesser, 2002; Andreu et al,
2005; Yuan et al, 2005; McCleary et al, 2005; Lee et al, 2006; Chi, 2006). In this regard,
tourism marketing researchers suggest that the marketing mix components can be applied to
target different types of tourists according to their travel profiles (Moscardo et al, 1996;
Harrison-Hill & Chalip, 2005). Hence, the fourth and final research question is addressed:

RQ4. How can marketing mix strategies be suggested for each golf cluster group?

3.8 Chapter Summary

As a basis for understanding travel motivation, the literature review addressed the concept of
push and pull factors, as both constructs explain the underlying dimensions of the travel
motivations which push people to travel as well as the factors that pull people to visit a
preferred destination in different areas of tourism.
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Although the examination of previous studies relating to the push and pull theoretical
framework did not apply specifically to special interest tourism, sport tourism, or golf
tourism within its framework, the theoretically grounded work in tourism suggested that golf
tourists with different travel motivations for travel might be classified into groups of tourists
with similar travel motivations to explore the nature of heterogeneous golf tourist behaviour.
Specifically, push based socio-psychological travel motivations suggested that it is critically
useful to classify golf tourist types, thereby supporting tourism marketers and planners by
enabling them to market in an effective way. In addition, previous empirical studies using
tourist typologies in various travel markets led to the construction of a conceptual framework
for the thesis. In the conceptual framework, four research questions were posed and four
research propositions were established in order to design a research methodology for and to
test the hypotheses of the thesis. Chapters four, five and six focus on these issues.

This thesis suggests that the conceptual framework and its application will be useful for
tourism researchers conducting research on travel motivation and tourist typology in the
fields of special interest tourism, sport tourism, and golf tourism. Such research has
previously been lacking, leaving a gap in the field of tourism research.
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CHAPTER FOUR
RESEARCH DESIGN AND METHODOLOGY
Phase 1: Qualitative Design; Semi-structured Personal Interviews
Phase 2: Quantitative Design; Self-completed Questionnaire Survey

4.1 Introduction

In the previous chapter, the conceptual framework was presented and each of the four
research questions and hypotheses was addressed for the research methodology. This was
based on the literature review of travel motivations and tourist typologies using the push and
pull framework that theoretically grounds work in tourism studies.

This chapter introduces the research design and methodology for conducting this research.
However, prior to addressing the methodology, the research aims and objectives are addressed,
and the research hypotheses are re-stated to develop a conceptual framework (Figure 3.2),
thus guiding the research.

A two phase research methodology was designed incorporating both qualitative and
quantitative studies. The first phase relates to the design of the qualitative research involving
semi-structured personal interviews. The second phase relates to the design of the quantitative
research involving a questionnaire self-completed by the respondents. The research design of
this study begins with research paradigms and appropriate research methods, and considers
the ethical aspects of the research.

Based on studies of research methodologies, the research framework (Figure 4.4) is proposed
to clearly state how the research was conducted. This entails addressing research objectives
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and appropriate data analysis methods.

4.2 Research Aims and Objectives

The aim of this research is three-fold: first, to delineate the golf travel motivations of
Koreans; second, to classify the nature of heterogeneous golf tourists based on the
identification of socio-psychological travel motivations; and third, to profile the golf clusters
in respect to socio-demographics, golf related behaviour and travel characteristics, destination
attributes, and destination preferences. Marketing implications and strategies are suggested
based on the findings regarding the travel behaviour of the individual golf clusters.

In order to achieve these aims and to answer the research questions, addressed in section 3.7,
the following objectives should be undertaken:

(1)

to identify the underlying dimensions of the push and pull factors of golf holidays;

(2)

to classify golf tourists on the basis of socio-psychological push motivations;

(3)

to determine/compare the similarities and differences in the socio-demographic
variables across the golf cluster groups;

(4)

to determine/compare the similarities and differences in golf related behaviour and
travel characteristics across the golf cluster groups;

(5)

to determine/compare the similarities and differences in the pull based destination
attributes across the golf cluster groups; and

(6)

to determine/compare the similarities and differences in golf destination preference
across the golf cluster groups

- 118 -

Chapter 4: Research Design and Methodology

4.3 Research Hypotheses

The following research hypotheses were developed to address the research aims and
objectives. The hypotheses are stated based on the conceptual framework (Figure 3.2)
proposed in the previous chapter, as well as on the findings of previous literature review; golf
tourists may not be homogeneous in terms of socio-demographics, golf related behaviour and
travel characteristics, destination attributes, and destination The hypotheses are as follows:

Hypothesis 1 (H1):
That there are differences in the socio-demographic variables across cluster groups,

Hypothesis 2 (H2):
That there are differences in the golf related behaviour and travel characteristics across cluster
groups,

Hypothesis 3 (H3):
That there are differences in the pull factors of destination attributes across cluster groups, and

Hypothesis 4 (H4):
That there are differences in the preference of golf destinations across cluster groups.
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4.4 Research Paradigms and the Design of Golf Tourism Research

4.4.1 Research Paradigms and the Research Foundations

According to Sarantakos (2005, p. 30), a paradigm is a philosophical stance that guides the
process of research, which is described as:
a set of propositions that explain how the world is perceived; it contains a world view,
a way of breaking down the complexity of the real world, telling researchers and
social scientists in general ‘what is important, what is legitimate, what is reasonable.

Denzin and Lincoln (1994, p. 13) also noted that all research is ‘guided by a set of beliefs and
feelings about the world and how it should be understood and studied’. In this regard,
Sarantakos (2005, p. 29) addressed research foundations (Figure 4.1) in order to explain how
social research emerges. In explanation, three premises have been considered: ontology, or the
nature of reality, epistemology, or the relationship between the researcher and the
subjects/objects, and methodology, or the nature of the research design and methods (Guba,
1990; Denzin & Lincoln, 1994; Jennings, 2001; Sarantakos, 2005).

Figure 4.1 Foundations of research
Ontology
Epistemology
Methodology
Designs
Instruments
Source: Sarantakos (2005, p. 29).
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Figure 4.1 illustrates that ontology and epistemology influence methodology, and
methodology guides the choice of research designs and methods. More specifically, ontology
suggests the methodology for what the research focuses on, whereas epistemology asks what
kind of knowledge the research is looking for. Methodology asks how research is constructed
and conducted. In other words, methodology develops appropriate research designs and
instruments in accordance with the instructions of ontology and epistemology. Methods are
instruments employed in the data collection and data analysis (Sarantakos, 2005).

4.4.2 Research Paradigms and Approaches

Along with ontology, epistemology, and methodology, both positivism and interpretive
paradigms have been applied in social research, using two popular forms of research
methodologies; quantitative and qualitative research (Jennings, 2001; Schiffman & Kanuk,
2003; Sarantakos, 2005). Each of the paradigms has different roles in its ontological,
epistemological, and methodological considerations. The differences are illustrated in Figure
4.2, which serves as a guide for the research framework of the thesis.
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Figure 4.2 Theoretical construction of the research paradigm
Interpretivism

Positivism
 Universal truths
and laws

 Objective

 Quantitative

Ontology

Epistemology

Methodology

 Multiple realities

 Subjective

 Qualitative

Source: The construction is based on Guba (1990); Guba & Lincoln (1994); Schwandt (1994);
Neuman (1994); Jennings (2001); and Sarantakos (2005).

According to Jennings (2001), positivism predicts and explains behaviour in the natural and
social world as governed by universal laws and truths. This paradigm is objective and value
free as it assumes that researchers do not influence research findings. Thus, it is replaceable
by any other researcher who would obtain similar findings using the same data and methods
(Tribe, 2001). Findings of specific behaviour or phenomena can be explained by testing
hypotheses through the analysis of collected data. Quantitative measurement and experiment
are key techniques in this paradigm (Tribe, 2001), because positivist researchers are likely to
use quantitative research based on experiments, survey, and statistics (Neuman, 1994).

However, critics argue that positivism may not be relevant to the actual lives of real people
due to the consideration of abstract laws (Neuman, 1994). In particular, positivistic methods
often exclude meanings and interpretations from data which are collected from individuals, or
tend to exclude discovery from the domain of scientific inquiry (Guba & Lincoln, 1994).
Nevertheless, the quantitative methodology of the positivist paradigm has been emphasised in
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tourism studies (Jennings, 2001).

Jennings (2001) suggested that the positivist paradigm predicates explanation of tourist
behaviour by testing the hypotheses developed, based on concepts and theories. This can be
achieved by gathering statistical data on visitation patterns, for example, in terms of
accommodation and tourist attractions, and analysing the collected patterns by means of an
appropriate statistical method.

In contrast, the interpretive paradigm is primarily concerned with meaning and seeks to
understand social actors’ definition of a situation (Schwandt, 1994). There are multiple
realities or explanations to explain a phenomenon (Jennings, 2001). This paradigm treats the
social world as a subject, encouraging it to speak for itself so that social actors or respondents
cannot be treated by researchers in the same way (Tribe, 2001). Given the concern with
understanding social actors’ meanings, interpretive researchers have emphasised qualitative
methodologies, where data collection and representation have been accomplished by means of
in-depth interviews, case studies, and focus groups (Jennings, 2001).

Jennings (2001) suggested that the interpretive paradigm can be used in tourism research to
develop knowledge about visitor patterns, based on the subjective experiences of those who
are interviewed. This can be achieved by interviewing key people, such as tourism operators,
to ascertain their perceptions of visitor patterns over the time period being studied.

4.4.3 Designing Golf Tourism Research

The discussion above suggests that golf tourism research can be carried out with the
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advantage of both quantitative and qualitative methodologies, although there has been
controversy on the use of mixed methods. For example, supporters suggest that the use of
mixed methods maximises the strengths and minimises the weakness of each method.
However, non-supporters argue that using this method has resulted in mixing theoretical
world views, because different paradigms are based on their ontological, epistemological, and
methodological considerations (Jennings, 2001).

Nevertheless, the mixed method has been widely used to capitalise on the strengths of the two
approaches, and to overcome the weakness of each approach (Punch, 1998). In this respect,
other researchers point out that qualitative and quantitative methodologies complement each
other rather than compete with each other (Finn, Elliott-White & Walton, 2000). Gibson
(2004) notes that multi-method approaches and methods rather than survey research alone
lead to a better understanding of the why of sport tourism. According to Weed (2005),
quantitative methods with positivist assumptions are more likely applied as, it is estimated
that quantitative methods with positivist assumptions accounted for 87% of empirical sport
tourism research between 2000 and 2003 in the context of sport tourism based on the
convention rather than epistemological consideration. Conversely, the mixed approach using
both qualitative and quantitative methods has rarely been applied in the context of sport
tourism.

More specifically, Punch (1998) has described the advantages of the mixed approach as: it
may enhance the validity of the findings because the findings from one type of approach can
be checked against the findings from the other type of approach; the quantitative approach
may help to mitigate the fact that it is not often possible to generalise the findings that result
from the qualitative approach; and qualitative research may help to explain the factors
underlying the dimensions of the phenomenon, for example, motivations, which are often
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weak using the quantitative approach. Also, the qualitative approach may help to develop
scale construction by providing background information. This is often more limited using the
quantitative approach.

In line with the strengths discussed above, both positivist and interpretive paradigms have
been considered in designing this golf tourism research. In other words, a two-stage research
process was developed adopting both qualitative and quantitative methodologies. In the first
stage, the thesis anticipated that the use of the interpretive paradigm, or qualitative research
would allow the researcher not only to discover important golf travel motivation variables of
Korean golf tourists in the Asia Pacific region, but also assisting the scale construction used in
the positivist paradigm, or quantitative research. Geissler (2005) notes that qualitative
research can be helpful in developing an appropriate survey instrument for the quantitative
research. In the second stage, this thesis also expected that the use of the positivist paradigm
would enhance both the validity and the reliability of the travel motivations and destination
attributes, as well as generalise the findings by testing the hypotheses of the research.

PHASE 1: QUALITATIVE DESIGN; SEMI-STRUCTURED PERSONAL INTERVIEWS

This phase of the research involves designing qualitative research to discover important golf
travel motivations relating to the push and pull factors of Korean golf tourists. In addition,
popular golf destinations in the Asia Pacific region will be addressed. The following sections
discuss how this was designed and implemented.

- 125 -

Chapter 4: Research Design and Methodology

4.5 Research Problems and Design

Although in Chapter two, this thesis reviewed relevant golf travel motivations from existing
material (including published documents and online databases), it may not have fully
accounted for common core variables (push and pull items) and popular golf holiday
destinations for Koreans. This may be the reason that secondary research on golf travel
motivation variables and popular golf destinations may be limited in depth, lack
comprehension, and miss important variables for this research.

In regard to this thesis, it is important to better understand relevant golf travel variables of
push and pull factors, as well as popular golf holiday destinations for Koreans. This
information should be available to all potential golf respondents when they are completing the
questionnaire during the survey period.

Therefore, the purpose of this phase of the research was to establish the most relevant push
and pull golf travel variables, as well as popular golf destinations in the Asia Pacific region
that would be consistently understood and accepted by the respondents when responding to
the research questions. Hence, conducting the qualitative methodology of the interpretive
paradigm is an essential part of this thesis to develop the most applicable survey questionnaire
(i.e. scale construction) and consider the social actor’s meanings and understanding. Jennings
(2005) notes that semi-structured interviews are associated with the interpretivist paradigm,
which holds an ontological and epistemological stance. In order to achieve the aim of this
phase of the chapter, semi-structured personal interviews were firstly designed and undertaken
as indicated in Figure 4.3 below.
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Figure 4.3 Design of qualitative study
Sequential Approach
Choosing the semi-structured personal interviews
Sampling frame and selection of interviewees
Obtaining interview consent and responses
Designing interview questions and guide
Conducting the semi-structured interviews
Analysing the data and identifying variables
Strengthening variables and limitations

4.5.1 Choosing the Semi-structured Personal Interviews

Jennings (2001) suggested that interviews can be used effectively to uncover the behaviours
and motivations of respondents whether the interviews take place on an individual basis or in
a group setting. In this regard, Veal (1997) suggested that the semi-structured interview is a
common interview type and is used to allow full exploration of the topic. This ensures that
most of the information obtained is relevant and manageable. This research conducted semistructured personal interviews first because of the theoretical and practical foundations that
are discussed below.

The theoretical foundation suggested by Jennings (2001) is that the use of semi-structured
personal interview has advantages as follows: multiple realities can be determined with the
focus on subjective consideration; detailed information regarding opinions can be elicited as
the interviewer is able to ask for further clarification and pursue issues; and follow-up
questions can be framed to further extend responses. Jennings also points out that semistructured personal interviews are an appropriate method when exploring complex issues and
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gathering sensitive data which provide a better understanding of the motivations and decisions
behind the associated problem.

Considering this theoretical foundation, this thesis stresses the following two major practical
reasons why the semi-structured interview is preferred to other methods such as the focus
group.

On the one hand, because this thesis interviews managers or consultants who work in
outbound golf travel agencies in Korea, it would have been difficult to assemble the
participants in a group at the same time which would be required with the use of focus group
methods. This is largely because the interviews for this research took place in July 2005,
which is the peak season for overseas golf holidays. It is therefore one of busiest months for
outbound golf travel agencies in Korea. Krueger (1988) suggested that focus groups are best
conducted during the participants’ off season. Conversely, semi-structured personal interviews
with an arranged interview time would facilitate the participation of golf travel managers in
this study.

Moreover, golf travel managers working in the same business sector may be reluctant to
discuss sensitive business topics in front of competitors in a group setting. It is assumed that
golf travel managers would be unlikely to discuss a greater understanding of the travel
motivations of their golf clients that might be useful to the success of their business. Lewis
(2003) advised that focus groups are not appropriate for the study of sensitive topics and
participants may be reluctant to provide information or to discuss certain topics in a group
setting. In other words, semi-structured personal interviews would be more likely to
encourage a higher participation rate, and would likely provide richer and more detailed
information from participating golf travel managers.
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4.5.2 Sampling Frame and Selection of Interviewees

This thesis assumes that managers, who have provided overseas golf travel information and
consultation services to golf clients, might be valuable in identifying the important golf travel
variables of the push and pull motivations as well as the popular golf destinations for the
study. Hence, their special expertise and work experience on behalf of their golf clients would
be of considerable value in understanding Koreans’ overall international golf holiday
motivations.

In this regard, this research used the purposive sampling approach, since this approach
‘involves the researcher making a decision about who or what study units will be involved in
the study’ (Jennings, 2001, p. 139). Ritchie, Lewis and Elam (2003) also noted the use of the
purposive sampling method, because samples have particular features which enable detailed
exploration and understanding of the central themes. Rubin and Rubin (2005) suggested that
samples should be experienced and knowledgeable in the area of the research problem. This
would therefore enhance the credibility of the findings.

In this respect, a number of managers working at various overseas golf travel agencies across
Seoul were targeted to take part in semi-structured interviews. Since contact details of golf
travel managers were not readily available, a number of business homepages specifically
related to outbound golf travel agencies in Seoul were scrutinised from an Internet website.
Ritchie et al (2003) advised that published lists are one way to sample organisations or
professionals, but further screening may be required.

Twenty-four overseas golf travel agencies across Seoul were sourced from popular Korean
Internet search engines such as Yahoo, Daum, Google, and Empas. Basic information,
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including business names and addresses was obtained and business telephone numbers were
listed for the purpose of initial contact.

Telephone contact was made to each of the twentyfour golf travel agencies selected. Each
telephone call consisted of a brief introduction about the researcher, the research topics, and
the interview timelines. As a result, fifteen golf travel managers were identified as prospective
interviewees who agreed to receive a formal invitation. Each invitation also provided
additional information about the interviews. The remaining nine golf travel agencies were not
able to participate. Three of these golf travel agencies no longer existed, while six golf travel
managers declined interviews due to time restrictions.

4.5.3 Obtaining Interview Consent and Responses

A formal participation letter was designed to provide detailed information about the semistructured interviews and to obtain an agreement to participate. Rubin and Rubin (2005)
stressed that interview consent must be obtained prior to conducting interviews by assuring
participants on ethical considerations. In this respect, the following activities were undertaken
to address the issues of interview consent and ethics.

A formal participation letter (Appendix 4.1) described the researcher, the topics to be covered,
the interview method to be used, the date and the time of the interview, and how long it could
be expected to last, as well as the reasons why the participants were chosen for the interviews.
More importantly, assurances were provided about ethical considerations, including the
voluntary nature of participation, the anonymity and confidentiality of responses, and the use
of the interview data. Along with the above information, the letter also noted that the
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participants would receive a transcript of their interviews electronically in order to review the
outcomes for accuracy. They were informed that this would happen shortly after the
transcripts, or notes taken of the interviews, had been analysed.

A formal letter was sent out electronically (20 June, 2005) to the fifteen golf travel managers
who had expressed a willingness to participate. The letter requested that they respond within
one week (27 June, 2005) with their preferred dates and times for the interviews. The letter
indicated the time frame within which the interviews would occur and how they would be
carried out.

The researcher made follow-up calls and sent e-mails to maintain participant interest while
waiting responses. A total of ten overseas golf travel managers from ten different golf travel
agencies agreed to participate in the interviews along with their preferred interview dates and
times. Finally, a specific interview schedule for each golf travel manager was arranged and
they were notified (30 June, 2005) prior to conducting the interviews (11 July, 2005).

4.5.4 Designing Interview Questions and Guide

Again, the purpose of this phase of the chapter is to generate the development of the survey
questionnaire, or scale construction, which will be used in the quantitative field survey by
determining the important push and pull golf travel motivations and preferred golf holiday
destinations of Korean overseas golf tourists.

The concept of awareness and evoked (consideration) choice set is used in designing
interview questions in order to investigate the push and pull motivation variables and popular
- 131 -

Chapter 4: Research Design and Methodology

golf destinations from the semi-structured interviews. As discussed in Chapter three, the
concept is a filtering process in which potential tourists narrow down the possible destinations
to several alternatives from which they select a final destination to visit.

Um and Crompton (1990) used the concept of awareness and evoked choice set as a
procedure for collecting data. For example, respondents were asked to list the names of all the
destinations they were considering as possible destinations for holidays (awareness) and to
rank them in the order in which they were most likely to be selected as the final destination
(evoked).

In this study, three open-ended interview questions were developed based on the data
collection procedure used by Um and Crompton (1990). Table 4.1 was used in order to
conduct the semi-structured interviews incorporating the concepts of awareness and evoked
(consideration) choice set.

Table 4.1 Awareness and consideration of interview questions
Topics Covered
1: The most popular
golf holiday
destinations in the Asia
Pacific region
2: Push based
important golf travel
variables

awareness question
Awareness of which countries are
golf holiday destinations for Koreans
in the Asia Pacific region

3: Pull based important
golf destination
attributes

Awareness of what destination
attributes affect Koreans when
visiting countries as a golf holiday
destination

Awareness of what motivation
variables influence Koreans to
undertake international golf holiday

consideration question
Would you please classify up to
seven countries by order that
Koreans would consider as popular
golf holiday destinations to visit
Would you please classify up to five
motivation variables that Koreans
would consider as important factors
when undertaking overseas golf
holiday
Would you please classify up to five
attributes that Koreans would
consider as significant factors when
visiting golf holiday destinations

An interview guide (Appendix 4.2) was designed to ensure all the above questions were
covered during the interviews. Patton (1990) suggests that the interview guide approach is
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used to ensure that the researcher has an outline of topics or issues to be covered. Similarly,
Jennings (2001) refers to the prompt list as the term for an interview guide, and explains that
it is a tool which is used to enhance the consistency of the data collection and to ensure that
the relevant issues are covered systematically. Siegenthaler and O’Dell (2003), and Geissler
(2005) used an interview guide in their qualitative golf tourism research and collected data by
asking the same questions.

To cover the purpose of the research, awareness and consideration questions were prepared as
above. For example, awareness questions were developed to explore the awareness of the
dimensions that are relevant to the purpose. Then, consideration questions were designed to
determine the more specific push and pull golf travel variables and golf destinations by
narrowing down the dimensions from the awareness.

Prior to conducting interviews, relevant golf travel variables and golf holiday destinations
were predetermined and listed in the interview guide (Appendix 4.2) in order to generate
follow up discussions and probing questions during the interviews. For example, respondents
were asked to give an unprompted response from the awareness questions then the
predetermined key aspects were used as much as possible if they were not aware of the
aspects in the predetermined list. The predetermined key aspects were used before moving to
the next consideration questions. The relevant variables and destinations were derived from
the literature review on golf tourism, as well as from the researcher’s previous knowledge
about golf tourism (Kim, 2003). Kayrooz and Trevitt (2005) noted that these sources of
information are valuable in designing the interview guide. The follow up questions were used
to obtain more detailed information, while the probing questions encouraged interviewees to
offer additional relevant information as suggested by Rubin and Rubin (2005).
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4.5.5 Conducting the Semi-structured Personal Interviews

The ten golf travel managers who agreed to participate in the interviews were interviewed
individually by the researcher during July, 2005. Prior to conducting the interview,
interviewees were asked to provide opinions based on their knowledge, expertise, and work
experience on behalf of their golf clients. Again, the topics, interview process and interview
length were explained, and the interviewees were assured of the ethical considerations.

At the beginning of the interviews, the first question was addressed in order to ascertain the
popular golf holiday destinations in the Asia Pacific region. The second and third questions
were designed to investigate the push and pull golf travel motivation variables that are
important to the respondents in undertaking golf holidays and visiting golf destinations. The
discussions were broadly guided by the semi-structured interview style that is based on the
use of the interview guide.

When collecting information from the interviews, this study used the note-taking method. It
was thought that interviewees may be reluctant to allow the use of any personal identifiable
methods such as tape-recorders or video-recorders that could expose any emotional distress.
Rubin and Rubin (2005) advised that note-taking is the best method if the topic involves
sensitive issues. They also stressed that interviews conducted by note-taking rather than tape
recording must be typed up immediately to ensure that the record of what the interviewee said
and what the researcher heard is accurate.

As it is difficult to record everything during the interviews using the note-taking method, two
practical ideas were implemented. First, the use of the choice set process, or awareness and
consideration question, helped in cases where the researcher had missed important data during
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the note-taking. For example, if the researcher had forgotten or missed important details
during the discussion in the awareness process, the later consideration questions enabled
important data to resurface.

Second, interviewees were asked to review the outcomes of their interviews to confirm
whether their opinions were transcribed comprehensively and accurately from the note-taking.
Hence, their responses were valuable not only in ensuring the usefulness of the note-taking
method, but also in increasing the credibility of the data without any loss of important data. In
the study of Geissler (2005), transcripts were reviewed to measure the frequency and intensity
of responses, as well as to identify similarities and differences across the interviews.

Other interviewing techniques, focusing particularly on listening skills were considered
during the interviews as suggested by Jennings (2005). These techniques included: interacting
and engaging with interviewees while listening with full attention, or active listening; seeking
clarification of terms, or interpretive listening; and monitoring the interview process and
progression, or process listening.

The researcher was born and grew up in Korea and is therefore familiar with the language and
sensitive to the cultural and social issues in that country. This enabled the researcher to
conduct interviews with an understanding of the cultural and social backgrounds of the
interviewees.

The semi-structured personal interviews were completed at the arranged meeting room of
each travel agency, and each interview lasted approximately thirty minutes.
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4.5.6 Analysing the Data and Identifying Variables

According to Miles and Huberman (1994), qualitative data can be analysed by data reduction
through a process of sharpening, sorting, and organising the data that appear in written-up
field notes. In this respect, Blanche and Durrheim (1999) note that qualitative data analysis
tends to be an inductive process of organising data into categories and identifying themes.
Babbie (1995) states that the general guide to analysing qualitative data involves identifying
similarities and differences.

This thesis was followed by analysis of the interview data using the concept of ‘ideal types’.
According to Neuman (1994, p. 416), ‘[i]deal types are models or mental abstractions of
social relations or processes. They are pure standards against which the data or “reality” can
be compared. An ideal type is a device used for comparison, because no reality ever fits an
“ideal” type’. Jennings (2001, p.206) notes that ‘[i]deal types can be used to highlight the
difference between cases or to accentuate the sameness between cases’.

In this regard, interviews culminated in the following table, with core opinions organised into
similarities and themes that were identified as the key aspects of the shared data of
interviewees. For example, data, such as ‘too hot in summer with heavy rain’ was provided by
six interviewees, including Ann, Lee, Cha, Kim2, Jeon, and Park. The core opinions were
based on the responses to questions in which interviewees were each asked to rank up to five
push and pull variables in order.
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destinations, such as easy access, high quality golf courses, and natural attractions in the Asia
Pacific region. Other destination attributes such as safety/security, local customs/cultures, and
airline schedules were also indicated by a few interviewees as influencing factors in visiting
particular destinations.

From the outcomes of the semi-structured personal interviews, this research also revealed the
seven countries that were the most popular golf holiday destinations in the Asia Pacific region
(Table 4.3).
Table 4.3 Seven popular golf holiday destinations from awareness and consideration responses
Destinations
Australia
China

Awareness
responses
√
√

Guam/Saipan
Indonesia
Japan
Malaysia
New Zealand
Philippines
Singapore
Taiwan
Thailand

√
√
√
√
√
√
√
√

Vietnam

√

√

Evoked responses (by order)
1st
√√√√√
√

2nd
√
√√√

3rd

4th

√
√

5th
√

√
√√

√√√√√
√√

√√

√

√√
√

√
√√

√√√√
√

√√

6th
√

7th
√√

√
√

√√
√

√
√√
√

√√√
√
√

√
√

√√√√√
√
√

√√

√√√

Total
6
10
4
2
10
7
3
10
1
1
10
6

Table 4.3 shows that China, Japan, and Thailand are the most popular golf holiday
destinations, as indicated by the first, second, and third rankings in the evoked responses. The
ranking of the Philippines, Vietnam, and Malaysia were also relatively high. Australia is also
one of the most popular golf holiday destinations for Koreans. This thesis notes that the
reason for listing only seven destinations is that potential tourists only seriously consider up to
seven destinations in their choice of destinations (Morley, 1994). Therefore the inclusion of
more than seven destinations might compromise the reality of the responses in regard to
destination choice (Morley, 1994).
- 138 -

Chapter 4: Research Design and Methodology

4.5.7 Strengthening Variables and Limitations

The outcomes of the semi-structured personal interviews indicate that the findings can be
used to develop a scale construction of the push and pull variables and popular golf
destinations since this study also considered the validity and reliability of variables in this
qualitative research.

Sarantakos (2005) describes validity as combining relevance, accuracy, and precision in that
findings reflect the essential value of a study. Drew, Hardman and Hart (1996), and
Sarantakos (2005) maintain that validity in qualitative research can be improved by the use of
specific measures such as cumulative validation (validates if findings are supported by other
studies) and communicative validation (validates by employing expert external audits, by
checking accuracy of data and the project process, and by confirming authenticity).

Cumulative validation was achieved in this research, as the findings of this thesis are
consistent with findings from studies discussed in the literature review discussed in Chapter
two. The communicative validation was also achieved to ensure that the variables and
findings were valid in this thesis. For example, golf travel managers who are experienced and
knowledgeable in the area of the research problem have provided a variety of perspectives
through the detailed exploration and understanding of the central themes; the findings were
fully explored through the follow up discussions and probe questions; the awareness and
consideration questions led to the capture of important variables in consistent ways; and
variables were identified by reducing the data in which opinions shared by interviewees were
organised into groups of similarities. Also, the findings were reviewed by the interviewees
after the transcripts were completed. This activity reduced the bias often caused by interviews,
and thus increased the validity.
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In terms of reliability in qualitative research, Sarantakos (2005) describes reliability as the
ability to produce the same findings whenever the same or a similar method is applied to the
same study. Although qualitative research has a weakness in providing the same degree of
reliability as quantitative research (Sarantakos, 2005), Drew et al (1996), and Sarantakos
(2005) suggest that the reliability can be improved by adopting the following strategies:
specifying the researcher’s status; explaining how and why interviewees were selected; and
describing the interview process and the data collection and interpretation.

The above suggestions were followed in the current research to improve the reliability of the
variables. These activities were: the researcher was introduced as a candidate studying for the
degree of Ph.D so that the golf travel managers were aware of the perspectives that drove the
data collection; it was clearly explained to the golf travel managers that they were selected
and interviewed as experts able to provide comprehensive knowledge and work experience in
regard to important golf travel variables; interviews were consistently carried out based on the
use of a semi-structured interview guide which enabled the researcher to obtain the most
relevant and manageable information; data was organised and categorised into similarities;
and the findings on the variables and popular golf holiday destinations were then described to
develop a quantitative questionnaire.

Although this research attempted to increase the validity and reliability, there are still
limitations to the qualitative research. Nevertheless, the findings are valuable in developing
scale construction for the quantitative survey that will be carried out in the next phase of the
research. This thesis notes that the findings will be tested in the quantitative analysis of this
research, thus ensuring greater validity and reliability.
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PHASE 2: QUANTITATIVE DESIGN; SELF-COMPLETED QUESTIONNAIRE SURVEY

4.6 Design of the Study

As the second stage, this phase of the research emphasises the design and implementation of
the quantitative research, with consideration of the positivist research paradigm, in order to
conduct a questionnaire survey of Korean golfers.

4.6.1 Instrumentation

The survey instrument comprised three sections to deal with the research questions and
hypotheses. The questionnaire consisted of both open-ended and closed questions to measure
key variables. This thesis notes that the instrumentation was designed in Korean for collecting
data (Appendix 4.3) and transcribed into English for the presentation purposes of the research
(Appendix 4.4).

At the beginning of the survey instrument, this thesis addressed the ethical issues with a brief
introduction to the researcher and details of the research purpose, survey length, and contact
numbers. Veal (2006) suggests that if a respondent-completion questionnaire is used, a brief
description of the purpose of the project should be provided on the questionnaire, with phone
numbers for those requiring more information. For more information about ethical issues, a
participation information sheet (Appendix 4.5) was presented so that ethical issues could be
considered before participation in the survey. Then, a pre-question was designed to extract
those who had not undertaken golf holidays in any country within the Asia Pacific region.
Those persons were then asked not to complete the self-completed questionnaire. Only people
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who had undertaken golf holidays in the region were qualified to participate in the following
three sections.

Section one
This section of the questionnaire was designed to obtain data on Koreans’ golf related
behaviour and travel characteristics. Questions covered the golfer’s behaviour, including age
commenced playing golf, golf handicap, golf membership card, and golf travel frequency.
Questions also covered golf travel characteristics, such as golf destination, travel length,
travel month, number of different golf courses played, golf travel expenditures, travel party,
travel mode, accommodation used, golf-clubs used, and golf travel information sources.

Question variables were based on similar questions from the ‘Korean Outbound Travel
Pattern 2005’ undertaken by the KTO (2005) and the golf tourism research conducted by Kim
et al (2005). Questions in this section were designed using both open-ended and closed
questions to deal with nominal data.

Section two
This section was designed to identify the push and pull factors of Korean golf tourists in
undertaking overseas golf holidays and visiting golf destinations. Important and relevant push
and pull variables were included based on the literature reviews related to the concept of push
and pull theory, as well as golf tourism studies including those of Richard and Faircloth
(1994), Petrick, Backman and Bixler (2000), Petrick (2001, 2002), Petrick and Backman
(2002), Kim et al (2002), Siegenthaler and O’Dell (2003), Kim (2003), Geissler (2005), and
Kim et al (2005). In particular, the findings resulting from the semi-structured personal
interviews were considered in designing this section of the research.
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Because motivation is a dynamic and multidimensional (Crompton, 1979; Mayo & Jarvis,
1981; Pyo et al, 1989; Kozak, 2002), a five point Likert type scale was used in order to
measure the levels of agreement/disagreement in respect to the push motivation variables,
with 1= strongly disagree, 3= neutral, and 5= strongly agree, while the levels of important
pull destination variables were measured with 1= not at all important, 3= neutral, and 5= very
important. Variables in this section were designed at the ordinal levels to deal with the
quantitative data. Neuman (1994) notes that Likert scales are widely used in survey research
to provide an ordinal level measure of a person’s attitude by asking respondents to indicate
whether they agree/disagree with a particular statement. This affords a high degree of
precision and reliability of data, and permits detailed and accurate comparisons between sets
of data (Sarantakos, 2005). The reason for applying the five point Likert scale to this research
is that this scaled question has been condensed into three categories combining the two lowest
and the two highest possible scores, respectively (McKercher, 2002). The five point Likert
type scale is often used in tourism research to measure the motivational aspects of tourists
(Petrick et al, 2001; Kim et al, 2003; Lee et al, 2006; McCleary et al, 2005).

In developing scale construction this section followed some guidelines (Sarantakos, 2005,
p.81). These included: language was written in a simple, clear, and direct way; variables were
briefly described and contained only one issue; ambiguous and irrelevant variables were
avoided; jargon and double negation were avoided; and variables were sought as mutually
exclusive. These suggestions were also considered and examined during the pilot study of this
research.

Section three
The socio-demographics of respondents were measured in this section. Questions were
designed to obtain personal information, such as gender, age, income, occupation, and
- 143 -

Chapter 4: Research Design and Methodology

educational level. For each question, the nominal levels were developed using the
questionnaire provided by KTO (2005) and Kim et al (2005) which are identical in presenting
the socio-demographics of Koreans.

4.6.2 Pilot Study

Prior to conducting the data collection, a pilot study was carried out in Seoul, Korea to test
whether the survey instrumentation would fully achieve the aims and objectives of the study.
In particular, the pilot study was used to test question sequence, terminology, layout, and
indication of willingness to participate in the survey. The feedback from the pilot study helped
to determine the survey instrumentation to be used.

At the beginning of the pilot study, the researcher visited golf practice ranges and contacted
the club managers to assess the possibility of data collection on site. This is because the
original plan involved data collection by university tourism students visiting each selected site
and approaching potential respondents as they entered the practice sites for golf.

However, one difficulty encountered was that managers of golf practice ranges would not
allow interviewers to approach golfers near the entrance or on the site. The main reason was
that managers believed that golfers would be disturbed while using their facilities and services.
In this regard, the research experienced the ‘power of gatekeepers’ which Neuman (1994)
notes it is one of the ethical dilemmas of field research which researchers have to overcome.

As an alternative, the researcher contacted professional golf instructors, employed at the
practice ranges to teach golfing skills and theory to their golf members. This idea resulted
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from the advice of golf practice managers, as well as academic professors and a tourism
postgraduate student who had experienced the same difficulty in relation to the choice of
location for data collection. As a result of the meeting with golf instructors, the researcher
decided to ask golf instructors to collect the data thereby solving the difficulty of approaching
golfers at golf practice ranges.

The researcher pre-tested 12 golf members using the self-completed questionnaire under the
guidance of golf instructors. Finally, three postgraduate tourism students and two academic
professors reviewed the questionnaires to detect errors and/or difficulties with question
interpretation by checking words, terminology, question sequence, and layout. Apart from the
difficulty encountered in relation to the choice of location, very positive feedback was
obtained; only minor errors in terms of question sequence and layout were detected. For
example, the layout of the questionnaire appeared to be ambiguous in respect of the large
numbers of push and pull variables. Some respondents skipped or provided more than one
response to the five point Likert type scale. In the final questionnaire the layout was amended
with clear table lines.

4.6.3 Population and Sample

The population comprises Korean golfers who practiced golf at both indoor and outdoor
ranges in Korea during the main survey period and who have undertaken an overseas golf
holiday in the Asia Pacific region during the last three years. The sample was selected from
Korean golfers over 18 years old who practice golf at the selected golf ranges (excluding golf
courses) across Seoul and who have undertaken an overseas golf holiday in the Asia Pacific
region and who planned to undertake the same holiday in the same region. However, as
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mentioned previously, golfers who had not undertaken an overseas golf holiday in the Asia
Pacific region were excluded at the sampling stage of the procedure. This researcher expected
that the previous overseas golf holiday experiences and future expectations of the participants
would contribute comprehensive data when completing the questions. As Holden (1999,
p.435) suggests ‘motivational levels are likely to reflect both past experiences and available
opportunities for travel’.

Because of the need to limit to the total numbers of golfers who practice golf at both indoor
and outdoor practice ranges, a convenience sampling method was used to collect a
representative sample of Korean golf tourists. According to Sarantakos (1998), although this
sampling technique is not significant in representing the whole population, it is useful for
obtaining samples during certain periods or on certain days of the week. However, Miles and
Huberman (1994) suggest that weak non-representative cases can be decreased by increasing
the number of cases (samples). This research expected to collect more than 400 samples in
order to decrease the weakness inherent in a representative population.

The same procedure was applied in the selection of the seventeen golf practice facilities.
These included six from the eastern area of the Han River, one from the western area of the
Han River, four from the northern area of the Han River, and six from the southern area of the
Han River. The separation between the four geographical areas was chosen, bearing in mind
the sample distribution and the extent to which it was affected by factors such as household
income.
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4.6.4 Survey Method and Data Collection

The on-site survey with the self-completed questionnaire from respondents was conducted to
collect data at conveniently selected golf practice ranges across Seoul, the capital city of
Korea. Veal (1997) notes that on-site surveys are the most common type of survey in the
fields of leisure and tourism and this method is used at both outdoor and indoor sites.

The survey process was conducted by seventeen golf instructors who expressed support for
the research and who were teaching golf skills and theory to members at selected facilities at
the time. Before the data collection was carried out at the selected golf practice ranges, golf
instructors were trained in relation to the survey instructions by the researcher in order to
clarify the survey instructions for the respondents. The instructions covered the purpose of the
survey, the confidentiality of the survey, and the fact that completion of the questionnaire by
the respondents was voluntary. Golf instructors were also directed to closely supervise
respondents to ensure that the questionnaire was fully completed with all questions answered.
Finally, the golf instructors were asked to notify the researcher immediately, after all
questionnaires were collected from the respondents.

The researcher distributed a total of 500 questionnaires to seventeen professional golf
instructors. The number of questionnaires distributed ranged between 20 and 40 at each of the
seventeen golf practice ranges (Appendix 4.6). The difference in the numbers of questionnairs
distributed to individual practice ranges was dependent on the size of each golf practice
facility and on the agreement of the golf instructors so that the number of allotted
questionnaires was not burdensome for the golf instructors.

Data were collected by the seventeen golf instructors during their working hours at practice
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ranges between December 2005 and January 2006. The specific survey month was chosen
based on the researcher’s assumptions that this period would be the best time to collect data
because it is winter in Korea when it is very cold and there are heavy snowfalls. This means
that many golfers, who ordinarily play on golf courses, use indoor and outdoor practice ranges
because many golf courses are closed due to the weather during the winter season. Although
the winter season would be the best time to collect data, this thesis suggests that the summer
season would also be a good time because respondents prefer both indoor and outdoor
practice ranges due to the heat and rain in summer.

4.6.5 Data Entry and Response

During the main survey, a total of 500 questionnaires were distributed at the selected
seventeen golf practice ranges, of which 425 completed questionnaires were collected by the
golf instructors. Only 392 self-completed questionnaires out of those collected were included
for consideration in the data analysis. This was because 33 questionnaires were excluded
during the data entry stage since some values or variables were missing and therefore not
available for data analysis. This procedure was applied bearing in mind that missing data
under 10% for an individual case can generally be ignored (Hair, Black, Babin, Anderson &
Tatham, 2006).

The collection of data was followed by the data entry for the 392 valid responses. All the
values of the categorical and continuous variables were subsequently checked to detect any
errors that may have occurred during the data entry. Hence, it was believed that all data was
accurate prior to analysis for the purpose of the thesis.
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Different processes were applied to check the variables. The frequencies procedure in the
descriptive statistics section of SPSS (Statistical Package for Social Sciences, the latest
version of 14.0 Windows) was applied to check not only the categorical data (nominal data),
such as gender and travel mode) but also the ordinal data, for example, the push and pull
variables. Thus, any scores other than 1 or 2 for the variable of gender that was 1=male,
2=female were corrected. If scores fell outside the range of being less than 1 or more than 2,
then the explore option in the descriptive statistics was used to identify where the error had
occurred.

This procedure generated extreme values which indicated the highest value as 2 and the
lowest value as 1, matching the ID number of the questionnaire with that score. If the
questionnaire with the ID number of 5 had a value of less than 1 or more than 2, then the
researcher checked back against the ID number from the original questionnaire to determine
whether any errors from the original value had been made when entering the data. If so, the
error for the ID number was corrected by double checking against the ID number’s
questionnaire.

The continuous variables obtained from the open-ended questions, such as golf handicap and
golf holiday frequency were similarly checked using the descriptive option including mean,
standard deviation, and minimum and maximum statistics. For example, the minimum and
maximum values of golf handicaps were checked from a range of 72 to 112. The mean score
was 89.30, which indicated the middle of the possible range of scores between the minimum
and maximum values. If such mean scores indicated were too low or too high on the
minimum and maximum values, then the explore option was used to check which
questionnaire had an extreme value. Other continuous variables were similarly checked and
corrected if any errors were detected during the data entry. However, this thesis notes that the
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research did not exclude surveys that provided some extreme values; rather these extreme
values were included in the data analysis.

4.6.6 Data Analysis

The Statistical Package for Social Sciences (SPSS, the latest version of 14.0 Windows) was
utilised to conduct the data analysis for the research. According to Jennings (2001), this
program is appropriate for dealing with numerical or quantitative data. Veal (2006) suggested
that the choice of a statistical test for the data analysis depends on the nature of the data and
the level of measurement. In this regard, the current study considered the nature of the survey
instrumentation (from section one to section three) before choosing appropriate methods of
statistical test. The data analysis in this study consists of three stages.

Stage one
In stage one descriptive statistics were used to profile all respondents and the golf clusters
related to socio-demographics, golf related behaviour and travel characteristics, and
destination preferences. According to Jennings (2001), the production of descriptive statistics
is a method of quantitative data analysis which involves determining frequency distributions
and cross-tabulations, which are considered the most appropriate procedures for descriptive
research (Veal, 2006).

In this research, frequency was used to provide the numbers and percentages of overall golf
tourists. Chi-square (x2) tests were also conducted on cross-tabulations to determine where
similarities and differences existed in respect to socio-demographics, golf related behaviour
and travel characteristics, and destination preference among the clustered golf tourists.
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According to Sarantakos (2005), the chi-square test is used to test significance of nominal
data. In this research, the chi-square test was also used to test hypotheses one (H1), two (H2),
and four (H4).

Stage two
In stage two a factor-cluster analysis was used in order to identify the push and pull factors of
golf travel motivations and to classify golf tourist types. According to Smith (1989) the
factor-cluster analysis is a posteriori approach which is used as a method for market
segmentation or tourist typology. It is a two-step procedure in which the first step involves the
identification of important characteristics of the segments through factor analysis of a large
number of descriptive variables. These characteristics are then used to cluster individuals into
statistically homogeneous segments using cluster analysis. Vanhove (1989) notes that a
typology of tourists can be achieved using cluster analysis which is very often used in tourist
market segmentation. Thus, a factor-cluster analysis or a posteriori segmentation can be based
entirely on empirically delineated segments. A posteriori segmentation of factor-cluster
analysis is different from a priori segmentation which is based on the discretionary selection
of variables because the segments are already known (Smith, 1989; Bieger & Laesser, 2002).

A principal component factor analysis was first applied to delineate the underlying
dimensions of the push and pull factors of overseas golf holidays. This technique is used
when the number of variables is large and there is a need to group them into desired factors
(Pallant, 2001; Hair et al, 2006). Factor analysis is performed with metric variables (scale or
ordinal variables) (Hair et al, 2006).

In this research, large numbers of push and pull variables of golf holidays were factor
analysed or grouped into the desired push and pull factors. This was achieved using two
- 151 -

Chapter 4: Research Design and Methodology

procedures: factor extraction and factor rotation. Factor extraction involves determining the
smallest number of factors from the inter-relationships among the set of variables, while
factor rotation involves presenting the pattern of factors for easy interpretation (Pallant, 2001;
Francis, 2004). In other words, factor extraction was conducted in order to extract the smallest
number of factors among the large number of push and pull variables of golf holidays,
whereas factor rotation was conducted to improve the interpretation of the push and pull
factors.

Following the factor analysis, a cluster analysis was employed to classify the heterogeneous
golf tourists based on the factor analysed socio-psychological push motivations. Cluster
analysis is widely used to classify objects or individuals into groups by common
characteristics in order to develop differentiated marketing strategies (Francis, 2004; Hair et
al, 2006). Both hierarchical and non-hierarchical procedures were used to cluster the golf
tourists. This is because individuals can be more accurately clustered by a non-hierarchical
method using the seed points generated from the results of a hierarchical procedure (Kim et
al, 2003; Hair et al, 2006).

As suggested by previous researchers (Cha et al, 1995; Bieger & Laesser, 2002; Yuan et al,
2005), a discriminant analysis was also carried out to determine the extent to which the golf
clusters depended on socio-psychological push factors.

Stage three
An analysis of variance (ANOVA) was used not only to determine whether the pull factors of
golf destination attributes differed across the golf cluster groups, but also to test whether those
factors differed significantly among the cluster groups. It was also used to test hypothesis
three (H3) of this thesis.
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According to Sarantakos (1998), ANOVA is performed with interval variables (scale/ordinal
variables) and employed when more than two variables are studied. In other words, it is used
when the research compares factor scores of more than two groups (Pallant, 2001). In
conjunction with ANOVA analysis, a post hoc test using Tukey HSD was used to test the
significance of the pull factors among the golf cluster groups. Hair et al (2006, p. 424)
maintained that the post hoc method is widely used because ‘it identifies which comparisons
among groups (e.g. group 1 versus groups 2 and 3) have significant difference’.

More detailed explanations about the methods of data analysis will be presentedin the
following chapters.

4.6.7 Strengths and Limitations of the Quantitative Research

The quantitative methodology of the current research has strengths and weaknesses in terms
of the sampling procedure, the geographic setting, and the analytical techniques.

The target samples of people who have participated in golfing holidays in the Asia Pacific
region are considered as the most appropriate sample for understanding the travel behaviour
of active golf tourists, or special interest or other sport tourists. Conversely, the sample may
have weaknesses in fully understanding the tourist behaviour of passive golf tourists. The
samples may be representative of other regions or domestic destinations due to the focus of
this research being the Asia Pacific region.

The use of convenience sampling for collecting data in this quantitative approach may not be
representative of a large population. However, this research attempted to reduce the weakness
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of the representative population. For example, the sample collection from seventeen different
golf practice ranges with a relatively moderate sample size increases the representativeness of
the population.

Other efforts have also attempted to maximise the validity in this quantitative approach. For
example, the survey instrument was pilot-tested by golf members, and was reviewed by
academic professors and postgraduate tourism students. The pilot study suggests that the
terminology used within the survey instrumentation was clear and comprehensible for the
targeted sample. In particular, the validity was maximised by further testing the variables
(push and pull factors that have been ensured in the qualitative research) using appropriate
statistical analyses such as factor-cluster analysis, discriminant analysis, ANOVA analysis,
and chi-square tests.

These issues are discussed in more detail along with the possible future directions of this
research in Chapter eight.

4.7 Ethical Considerations

In tourism studies, researchers are essentially required to be ethical by protecting the rights of
the participants and by ensuring that the research findings are derived by ethical
determination (Jennings, 2001). Ethics involve the procedure of moral research (Neuman,
1994), and codes of ethics are the main type of tool which offers researchers guidelines for
ethical conduct and checklists to be considered in conducting social research (Punch, 1998).
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According to Jennings (2001), codes of ethics in tourism research usually entail voluntary
participation, informed consent, the right of the participant to refuse to answer any questions
or to withdraw from the research at any time, and not to be deceived or harmed physically,
psychologically, or legally. In addition, codes of ethics also discuss confidentiality, anonymity,
and access to the research findings. In this regard, Ryan (2005) points out that ethical
researchers fulfil a role of complementary responsibilities in relation to respondents.

In line with the codes of ethics in tourism research listed above, this thesis emphasises the
issue of informed consent since this study has acknowledged that informed consent is the
most fundamental ethical principle, as participants have the right to be informed about the
nature and purpose of the research without coercion (Punch, 1994; Burns, 1997).

For the qualitative phase of this thesis, as discussed earlier in this chapter, informed consent
was obtained from managers of golf travel agencies using a letter of formal participation. As
suggested by Sarantakos (2005), the managers were fully advised of the ethical issues
involved. In addition, the information provided for the informed consent included: the identity
of the researcher; the institution that granted the ethics approval; the selection of respondents;
the nature and purpose of the research; the benefits of the research; potential risks or
discomfort; the guarantee of anonymity and the confidentiality of the data; the voluntary
nature of participation; and the accessibility to the researcher in case of complaints or
conflicts.

The above ethical responsibilities were also considered in the quantitative phase of the
research to obtain informed consent, and to ensure participants that the survey was
confidential and voluntary, and that they had the right to withdraw from the survey at any time.
This was done using a participant information sheet. The participation information sheet
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described the project title, the researcher, the aims and benefits of the research, the project and
participant involvement, and the voluntary nature of the survey as well as issues of anonymity
and confidentiality, data storage, ethics committee clearances, and queries and concerns.

Providing research participants with the facility for informed consent and observance of other
ethical issues are requirements of the Committee for Ethics in Human Research of the
University of Canberra and the National Statement on Ethical Conduct in Research Involving
Humans, which applies to all research conducted with human participants. In this regard, an
application for approval to conduct research with human participants was carefully prepared.
The form has three parts. Part one concerns the applicants. Part two concerns the project,
including general information, project details, research methodology, and informed consent.
The third part is a declaration by the applicant, supervisor, and Head of School. After all the
ethical issues were considered and the application form completed, the application was
submitted to the Committee for Ethics in Human Research in April 2005. The Committee
reviewed the application and approved the research in May 2005.

4.8 Research Framework

The assumption underpinning this thesis is that awareness of push and pull travel motivations
is crucial to an understanding of why golf tourists undertake overseas golf holidays and what
factors influence them to visit a preferred golf destination. In addition, identifying push based
psychological golf travel motivation is important in classifying the heterogeneous golf tourists
in the golf travel market so that each golf cluster can be distinguished from other golf clusters
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by socio-demographics, golf related behaviour and travel characteristics, destination
attributes, and destination preference.

Based on this assumption, and the discussion of the research design and methodology
presented in this chapter, the research framework (Figure 4.4) is developed into a six-stage
process in conjunction with six research objectives. The research framework is constructed
based on the conceptual framework (Figure 3.2). Appropriate analysis methods also are
considered in the framework, which is utilised in the next chapter which relates to the
analyses and findings of this thesis.
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Figure 4.4 Research framework: golf tourism
Research Objectives

1)
to delineate push and pull
factors of golf holidays

Conceptual Framework

Travel motivation

Push based sociopsychological motives
2)
to classify golf tourists on the
basis of socio-psychological
push factors
3)
to determine/compare the
differences in sociodemographics among clusters
4)
to determine/compare the
differences in travel
characteristics and golf
behaviour among clusters
5)
to determine/compare the
differences in pull based
destination attributes among
clusters
6)
to determine/compare the
differences in destination
preferences among clusters

Pull based destination
attributes

Analyses

A principal
component factor
analysis using factor
extraction and
rotation

A cluster analysis
combining
hierarchical and nonhierarchical procedure

Push-motivated
cluster groups

Socio-demographics
among cluster groups

Golf related behaviour and travel
characteristics among cluster groups

Cross tabulation with
Chi-square test

Cross tabulation with
Chi-square test

Pull based destination attributes
among cluster groups

ANOVA analysis and
Post hoc tests using
Tukey’s HSD

Destination preferences
among cluster groups

Cross tabulation with
Chi-square test
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The first box at the top of Figure 4.4 represents the importance of travel motivation as a basis
for explaining golf tourists’ travel decisions and preferred destinations. For this, the second
box in the first stage on the left hand side identifies the push factors which provide an
understanding of Koreans’ socio-psychological travel motivations. The box in the first stage
at the right hand side identifies the pull factors of the travel motivation that influences
Koreans in visiting a preferred golf holiday destination in the Asia Pacific region. This
process was achieved through objective (1) of the thesis and by conducting principal
component factor analysis.

The second stage, shown under the dotted lines in Figure 4.4 proposes a classification
approach as the basis for exploring the heterogeneous golf tourist motivations. This approach
was essential in this thesis in order to classify heterogeneous golf tourist motivations into
homogeneous groups. As a consequence, the push-motivated clusters were classified. This
approach was achieved through objective (2) of the thesis and by conducting cluster analysis
using a combination procedure of hierarchical and non-hierarchical methods.

The remaining stages in Figure 4.4 involve exploring the profile of each cluster group by
comparison thus determining the differences in golf travel behaviour. For example, the third
and fourth stages explore differences in socio-demographics, golf related behaviour and travel
characteristics among cluster groups. This process was achieved through objectives (3) and
(4) of the thesis, employing a chi-square test. The fifth stage explores the differences in the
destination attributes of the pull factors among the cluster groups. This process was achieved
through objective (5) of the thesis, by means of ANOVA analysis. Finally, the sixth stage
explores the differences in golf destination preferences using chi-square tests. This process
was achieved through objective (6) of the thesis.
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4.9 Chapter Summary

The chapter explained the two phase research design based on the research paradigms and the
nature of golf tourism studies. The research design was established incorporating both
qualitative and quantitative research and considered the ethical issues involved in golf tourism
research. The qualitative approach aimed to discover important golf travel variables in the
push and pull factors, as well as to reveal popular golf holiday destinations in the Asia Pacific
region.

The findings of the qualitative research were carried out based on seven sequential processes;
choosing the semi-structured personal interviews, sampling frame and selecting interviews,
obtaining interview consent and responses, designing interview questions and guide,
conducting semi-structured interviews, analysing data and identifying variables, and
strengthening variables and limitations. The findings of the qualitative research helped to
develop the survey questionnaire (scale construction) used in the quantitative research.

The quantitative research was designed to collect data and to achieve the aims and objectives
of the research. The research design is described and implemented with the following
activities. A questionnaire was designed to collect data about Korean golf tourists relating to
socio-demographics, golf related behaviour and travel characteristics, and travel motivations.
Some difficulties were encountered at the pilot study stage, but adjustments were made prior
to the instrument being used in the study. The research population was defined and a
convenience sampling method was addressed. A self-completed questionnaire method was
used for the data collection. In particular, the use of golf instructors was discussed in the
process of collecting data. The collected data were cleaned for the analysis and appropriate
data analysis methods were also discussed.
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Finally, the research framework was presented in conjunction with the research objectives and
the methods of data analysis. The framework is useful not only in guiding the current research
process for the thesis, but also in adding practical knowledge to the understanding and
classification of different types of tourists in the fields of special interest tourism, sport
tourism, and golf tourism.
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CHAPTER FIVE
FACTOR – CLUSTER ANALYSIS
Section 1: Factor Analysis; Delineation of Travel Motivations
Section 2: Cluster Analysis; Classification of Golf Tourists

5.1 Introduction

In chapter four, a two phase research methodology was presented and developed for the
research framework to guide the research process for the thesis.

This chapter uses a factor-cluster analysis in order to achieve two objectives of the thesis. A
principal component factor analysis is firstly employed to explain the push and pull factors of
respondents. A cluster analysis is then applied to classify groups of respondents with similar
socio-psychological push factors.

Sequential procedures with appropriate measurements and statistical techniques will be
outlined for each factor analysis and cluster analysis in order to ensure the validity and
reliability of the findings. In this regard, this chapter is divided into two sections: (1) principal
component factor analysis – delineation of golf travel motivations, and (2) cluster analysis –
classification of golf tourists.
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SECTION 1: FACTOR ANALYSIS; DELINEATION OF TRAVEL MOTIVATIONS

5.2 Delineation of Golf Travel Motivations

A principal component factor analysis (PCFA) was first utilised to delineate the underlying
push and pull dimensions of Korean golf tourists with respect to their golf holiday decisions
and destination attributes travelling in the Asia Pacific region.

The PCFA is used to analyse interrelationships among a set of large variables and to explain
these variables in terms of their common underlying dimensions or factors. It is also used to
group a large number of variables to desired numbers prior to applying them to the
multivariate analysis of variance (Pallant, 2001; Hair et al, 2006).

In order to achieve this, the following steps (Figure 5.1) were undertaken in conducting the
PCFA: (1) objectives; (2) push and pull variables assessment; (3) push and pull factors
extraction; (4) push and pull factors rotation and interpretation. Finally (5) a number of push
factors and pull factors were identified and labelled to explain Korean golf tourists’
motivation in the Asia Pacific region.

Figure 5.1 Steps undertaken to delineate push and pull factors of golf tourists
 Step 1: Objective and Design
- Delineation of Korean golf tourists’ motivations in the Asia Pacific region
- Inclusion of push and pull motivational golf variables
- Reduction of those variables to a smaller number of factors to be used for the
classification
 Step 2: Push and Pull Variables Assessment
- Assessment of the suitability of the variables for the PCFA
- Measurement of push and pull golf variables
- Criteria (sample size, inter-correlations among golf variables)
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 Step 3: Push and Pull Factors’ Extraction
- Determination of number of factors to be retained
- PCFA
- Criteria were inspected (eigenvalues, unrotated factor loadings, total variance
explained, scree test, researcher’s judgement)
 Step 4: Push and Pull Factors’ Rotation and Interpretation
- Simplify structure to aid interpretation
- Varimax rotation method applied
- Criteria (factor loadings, deleting variables)
 Step 5: Push and Pull Factors’ Labels (naming)
- Socio-psychological push factors
- Pull based destination attributes
- Criteria (significant factor loadings, theoretical consideration of the research)

5.2.1 Objectives and Design

The primary purpose of PCFA in this thesis is to identify Korean golf travel motivations in
the Asia Pacific region by reducing large numbers of push and pull variables into a smaller
number of push and pull factors. In addition, the findings regarding the push factors as a result
of PCFA are used to classify heterogeneous golf tourists into homogeneous golf tourist
groups.

In this thesis, twenty push variables (Table 5.1) and twenty-eight pull variables (Table 5.2)
were initially chosen to be factor analysed. Those variables were based on the findings of
semi-structured personal interviews with outbound golf travel agencies as well as literature
reviews from specific golf tourism research and previous tourism studies, including leisure,
tourism, special interest tourism, and sport tourism.

5.2.2 Push and Pull Variables Assessment

As a step to begin with a PCFA, the sample size was first examined with twenty push
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variables and twenty-eight pull variables, and the inter-correlations among the variables were
tested to meet the suitability of the data/variables for factor analysis.

Table 5.1 A total of 20 push variables used to assess factor analysis
20 push variables (PS1, PS2, ….PS20)
PS1. I can travel with lower golfing expenses than domestic golfing trips
PS2. I can undertake multipurpose trips during golf holidays
PS3. I can play more rounds with inexpensive green fees
PS4. I can play easily without an expensive golf membership
PS5. I like participating in physical activities
PS6. I want to be free to attend international golf championship events as a spectator
PS7. I want to escape from domestic golf booking difficulties
PS8. I want to escape from crowded home-based golf courses
PS9. I want to escape from the negative public view of luxury sport
PS10. I can avoid undesirable golfing weather/climate
PS11. I could build relationships with social club members
PS12. I could improve relationships with friends
PS13. I could build networks with clients/associates
PS14. I like being together with family or relatives
PS15. I could improve golfing skills and knowledge
PS16. I want to play at highly rated/reputed golf courses
PS17. I want to play at previously opened golf championship courses
PS18. I like golf entertainment for business clients/associates
PS19. I like talking about business
PS20. I could achieve business goals
Overall Measure of Sampling Adequacy (MSA).
Bartlett’s Test of Sphericity
Approx. Chi-Square
df
Sig.
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Table 5.2 A total of 28 pull variables used to assess factor analysis
28 pull variables (PL1, PL2, ….PL28)
PL1. Availability of golfing lessons/instructions
PL2. Availability of convenient tee-off times
PL3. Good golf resort facilities and services
PL4. Opportunity to play more golfing rounds without extra green fees
PL5. Good rated/reputed golf resorts
PL6. Availability of different golf courses to play
PL7. Inexpensive green fees
PL8. Golf course where previously opened golf championship events
PL9. Accessibility of practical golfing ranges
PL10. Availability of golf travel information
PL11. Golf courses near suburban areas
PL12. Accessibility of national parks
PL13. Safety and secure country
PL14. Good weather and climate
PL15. Outstanding natural scenery
PL16. Comfortable place for rest and relaxation
PL17. Place previously visited for golf trips
PL18. Close proximity for ease of travel plan
PL19. Luxury/five star hotels
PL20. Availability of spas and saunas
PL21. Good service by employees
PL22. Availability of Korean foods
PL23. Good nightlife and entertainment
PL24. Good amusement facilities/theme parks
PL25. Accessibility of casinos
PL26. Good shopping
PL27. Different cultures and lifestyles
PL28. Many historical/cultural sites
Overall Measure of Sampling Adequacy (MSA).
Bartlett’s Test of Sphericity
Approx. Chi-Square
df
Sig.

.855
4214.776
378
.000

In addressing the strength of the inter-correlations among the variables, two statistical
measures were tested. Bartlett’s test of sphericity (p<.05) was first considered (Hair et al,
2006). Tables 5.1 and 5.2 indicate that it is statistically significant (p<.001) and it was
concluded that the correlations were not all of the same value.

The overall measure of sampling adequacy (MSA) was also used to test the inter-correlations
among the variables. Hair et al (2006) suggested that it is a useful validation for the factor
analysis if the results of MSA exceed .500 for the overall test, if values less than .500 are
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unacceptable for the factor analysis. The results of the MSA in this study indicated that MSA
was .778 for the twenty push variables and .855 for the twenty-eight pull variables, which
exceeded the recommended value of .500. This suggested that all variables are acceptable for
conducting factor analysis.

In order to determine the adequate sample size to be factor analysed, Tabachnick and Fidell
(1996, p. 640) suggest that it is reliable to have ‘at least 300 cases for factor analysis’. More
specifically, Hair et al (2006, p. 113) recommend that the ‘acceptable sample size should have
a 10:1 ratio’, which means at least 10 observations (cases) per variable are required. In this
regard, the sample size of this study exceeded the 10:1 ratio when twenty push variables and
twenty-eight pull variables were initially included for factor analysis.

5.2.3 Extraction of the Push and Pull Factors

Once this study assessed the variables to determine whether the push and pull variables are
suitable for the factor analysis, factor extraction using a PCFA was conducted in order to
extract a number of push and pull factors from among the large number of push and pull
variables. As mentioned earlier, the use of PCFA is most appropriate when data reduction is
the primary objective, focusing on the minimum number of factors by explaining the
maximum portion of the total variance represented in the original set of variables (Hair et al,
2006). Similarly, Pallant (2001) notes that factor extraction is used to identify (extract) the
number of underlying factors or dimensions among the set of large variables.

In this study, several criteria were used when extracting the initial numbers of push and pull
factors from among the set of large push and pull variables. The criteria included factors with
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eigenvalues greater than 1.0, factors to meet 60% or higher of the total variance, factors by the
indication of the scree test, and a predetermined number of factors based on research
objectives (Hair et al, 2006).

Table 5.3 shows that six push factors and eight pull factors were initially extracted with an
eigenvalue greater than 1.0, with 67.8% of total variance explained for six push factors and
65.2% of total variance explained for eight pull factors. This indicates that push and pull
factor extraction with higher than 60.0% of total variance was an adequate criterion when
extracting factors.

Table 5.3 Factor extraction with an eigenvalue >1.0 and total variance explained >60.0%
Factors
1
2
3
4
5
6
7
8

Total
5.114
2.543
2.093
1.466
1.279
1.083

Extraction Sums of Squared Loadings
Push Factors
Pull Factors
% of Variance Cumulative %
Total
% of Variance Cumulative %
25.699
25.699
7.196
25.570
25.570
36.873
11.174
3.129
38.284
12.714
43.885
7.013
1.964
48.748
10.464
49.431
5.545
1.553
56.078
7.330
53.680
4.249
1.190
62.473
6.395
57.814
4.134
1.158
67.889
5.416
61.612
3.798
1.063
65.213
3.601
1.008

The scree test (Appendix 5.1) also indicated that there were six push and eight pull factors
extracted when eigenvalues greater than 1.0 were used to evaluate the cut-off point of factors.
Hair et al (2006, p. 120) note that the role of the scree test is ‘to identify the optimum number
of factors that can be extracted before the amount of unique variance begins to dominate the
common variance structure’.

However, six push and eight pull factors are relatively large numbers of factors to be retained,
and the eigenvalues were too close to 1.0 for both the sixth push factor (1.083) and the eighth
pull factor (1.008). Therefore, an unrotated factor matrix was examined with the loadings of
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each of the variables of the six push and eight pull factors (Appendix 5.2), since high loadings
indicate a high degree of correspondence between the variable and the factor, and low
loadings represent a low degree of correspondence (Hair et al, 2006).

Examination of the unrotated factor matrix indicated that no variables were highly loaded on
the fifth push factor or the seventh pull factor, with the result that interpretation would be less
meaningful if these factors were included at the factor rotation. Pallant (2001) and Hair et al
(2006) advised that factors can be increased or decreased based on the researcher’s judgement
to determine the best structure of the set of variables, and the numbers suitable for factor
extraction are based on the research objectives. Thus, in this thesis it was decided to reduce
the number for extraction from six push and eight pull factors to five push and seven pull
factors in order to best interpret the push and pull factors with a factor rotation.

5.2.4 Rotation and Interpretation of the Push and Pull Factors

A varimax rotation with an orthogonal approach, thus assuming that the factors are not related,
was conducted to aid in the interpretation of five push and seven pull factors. According to
Hair et al (2006), varimax factor rotation is employed to achieve a simpler and theoretically
more meaningful factor solution by redistributing the variance from the factor extraction.

Table 5.4 shows the results of varimax factor rotation. The highlighted variables were
significantly loaded on each factor (loadings above .40), giving a high degree of association
between variables and factors. According to Hair et al (2006, p.123), factor loadings are the
‘means of interpreting the role each variable plays in defining each factor’. They further
recommend that loadings in the range ±.30 to ±.40 are minimally acceptable and loadings
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greater than ±.50 are generally considered necessary for practical significance. Other
researchers, Tabachnick and Fidell (1996) suggested that only variables with loadings of .32
and above can be interpreted, otherwise the choice of the cut-off size of loadings depends on
the researcher’s preference.

Five push factors with 20 variables explained 62.5% of total variance, which showed the same
variance with the results of factor extraction (unrotated) while eigenvalues were greater than
2.0 (see Table 5.3 for a comparison). However, it is important to note that the variable (PS13)
cross-loaded (load on two factors) on factors between 1 (.496) and 2 (.647). Hair et al (2006)
suggest that if variables are cross-loaded on factors, they are usually deleted unless
theoretically justified and varimax rotation should be applied again with the reduced set of
variables. This thesis followed this guideline for the purpose of clear interpretation, but it is
important to note here that other researchers should consider the use of variable (PS13) in
future research.
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Table 5.4 Coefficients after a varimax rotation for push factors with 20 variables
Push Variables
PS19
PS20
PS18
PS12
PS11
PS13
PS14
PS3
PS4
PS1
PS10
PS2
PS16
PS17
PS15
PS5
PS7
PS8
PS9
PS6

1
.891
.888
.793
.117
.078
.496
.068
.002
.017
.096
-.297
-.002
.176
.311
.047
-.013
.116
.123
.193
.159

2
.199
.145
.103
.877
.852
.647
.582
.034
.058
.033
.226
.258
-.003
-.019
.049
.226
.036
.063
.258
-.024

Factors
3
.021
.005
.073
.053
.119
.121
.088
.850
.817
.564
.423
.415
.011
-.082
.358
.187
.217
.372
-.060
-.254

4
.109
.141
.287
-.070
-.015
.082
.147
.031
.056
.058
.276
.041
.816
.758
.702
.529
.011
.009
.141
.355

Eigenvalue
2.800
2.572
2.529
2.390
Variance explained (%)
14.001
12.860
12.646
11.951
Total variance explained
62.473%
Note: Highlighted values indicate factor loadings (above.40) on each factor

5
.159
.150
.177
.054
.041
.141
.083
.080
.208
-.088
.193
.123
.069
.111
-.061
.335
.833
.742
.584
.514
2.203
11.015

As a result of varimax factor rotation with the reduced set of 19 variables (Table 5.5), five
push factors were obtained which were identical, with almost the same values for the loadings,
eigenvalues, and the variance explained, to the factors obtained after factor rotation with 20
variables (Table 11). The variance retained was 62.4% of the total.

The reliability coefficient (Cronbach’s alpha) was above .691 (Table 5.5). The internal
consistency between highlighted variables on each factor is high when the value of
Cronbach’s alpha is in the range of .60 and .70 in exploratory research (Robinson, Shaver &
Wrightsman, 1991). Therefore, the five push factors with 19 variables are acceptable for the
explanation of Korean golf tourists’ socio-psychological travel motivations of when they
undertake overseas golf holidays.
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Table 5.5 Varimax rotation for push factors with 19 variables (PS 13 deleted)
Push Variables
PS19
PS20
PS18
PS12
PS11
PS14
PS3
PS4
PS1
PS10
PS2
PS16
PS17
PS15
PS5
PS7
PS8
PS9
PS6

1
.895
.890
.799
-.004
.003
.095
-.296
.007
.185
.325
.043
-.026
.113
.130
.196
.152
.131
.100
.088

2
.029
.013
.078
.850
.817
.564
.420
.415
.010
-.082
.355
.184
.218
.374
-.059
-.255
.055
.121
.089

Factor
3
.107
.138
.283
.035
.062
.059
.280
.041
.812
.752
.705
.536
.008
.005
.141
.354
-.065
-.011
.147

4
.165
.155
.179
.081
.212
-.087
.196
.123
.066
.107
-.056
.350
.831
.736
.591
.522
.065
.049
.084

Eigenvalue
2.598
2.513
2.380
2.204
Variance explained (%)
13.672
13.227
12.527
11.600
Reliability coefficient
.909
.691
.742
.694
Total variance explained
62.445%
Note: Highlighted values indicate factor loadings (above .40) on each factor

5
.184
.129
.094
.032
.040
.037
.225
.272
-.002
-.012
.036
.191
.026
.070
.247
-.049
.877
.865
.597
2.170
11.420
.741

A varimax rotation method was also used to produce a simpler factor structure and
meaningful interpretation by maximising the variances of loadings for the predetermined
seven pull factors. According to the results of the pull factor rotation (Table 5.6), the 28 pull
variables showed no cross-loadings onto more than one factor when the factor loadings
above .45 applied. The factor structure accounted for 61.6% of the total variance.

The reliability alphas for the seven pull factors ranged between .62 and .86, indicating that the
correlations between each group of highlighted variables and the factors were such that it
would be possible to interpret the destination attributes of Korean golf tourists in the Asia
Pacific region. The findings of seven pull factors with destination attributes were labelled and
are presented in the following section of the chapter.
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Table 5.6 Varimax rotation for pull factors with 28 variables
Pull Variables

2
.069
-.006
.027
.234
.746
.734
.701
.574
.543
.173
.111
.376
-.087
.082
.107
.178
.391
.014
.079
.155
.151
-.069
.260
.081
.161
.214
.252
.151

3
.200
.156
.146
.129
.110
.056
.267
.028
.261
.721
.714
.635
.625
.008
.002
.117
-.046
.248
.043
.207
.143
.140
-.035
.018
.340
.113
-.126
-.004

Factors
4
.014
.178
.027
-.059
-.087
.158
.195
.363
.031
.015
.051
.030
-.051
.830
.746
.507
.476
.043
.187
-.231
.337
.063
.143
.170
-.040
.090
.234
.128

5
.072
.116
.187
.291
.045
.009
.102
.269
.091
.076
.251
.029
.121
-.061
.188
-.009
.377
.707
.678
.572
.466
.152
-.024
.313
-.012
.049
.222
.262

6
-.036
.001
.088
-.020
.120
.131
.088
-.147
.098
.083
.032
.098
-.083
.122
.128
.447
.122
.022
.165
.135
.128
.813
.738
.655
-.038
.089
.115
-.032

7
.102
.136
.137
.067
.292
.102
.077
.035
.281
-.017
.132
-.002
.350
.217
.082
-.188
-.057
.022
.148
.212
-.005
.225
-.068
.018
.684
.578
.489
.457

Eigenvalue
3.440
2.956
2.389
2.313
2.242
Variance explained (%)
12.286
10.556
8.531
8.259
8.007
Reliability coefficient
.868
.787
.745
.725
.688
Total variance explained
61.612%
Note: Highlighted values indicate factor loadings (above .45) on each factor

2.072
7.398
.693

1.841
6.574
.624

PL14
PL15
PL16
PL13
PL9
PL10
PL8
PL11
PL1
PL6
PL3
PL5
PL2
PL27
PL28
PL26
PL12
PL21
PL20
PL22
PL19
PL23
PL25
PL24
PL4
PL7
PL17
PL18

1
.840
.826
.773
.727
.170
.206
.060
.013
-.140
.241
.077
.131
.364
-.042
.110
.181
.023
.359
.146
.230
.119
-.041
-.150
.188
.198
.295
-.032
.409

5.2.5 Labelling the Push and Pull Factors

The PCFA with a varimax rotation of 19 push variables resulted in five push factor groupings
representing Koreans socio-psychological golf travel motivations in undertaking golf holidays
in the Asia Pacific region (Table 5.7). The cut-off point of .40 or above was set in order to
focus on factor loadings for interpretation purposes. Eigenvalues with varimax rotation were
all at least 2.17 for the five push factors.
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Table 5.7 Labelling the socio-psychological push factors
Socio-psychological push factors with variables
Factor 1: Business opportunity (.90)
I like talking about business
I could achieve business goals
I like golf entertainment for business clients/associates

1

Factor loadings with above .40
2
3
4
5

.895
.890
.799

Factor 2: Benefits (.69)
I can play more rounds with inexpensive green fees
I can play easily without an expensive golf membership
I can travel with lower golfing expenses than domestic golfing trips
I can avoid undesirable golfing weather/climate
I can undertake multipurpose trips during golf holidays

.850
.817
.564
.420
.415

Factor 3: Learning and challenging (.74)
I want to play at highly rated/reputed golf courses
I want to play at previously opened golf championship courses
I could improve golfing skills and knowledge
I like participating in physical activities

.812
.752
.705
.536

Factor 4: Escape/relax (.69)
I want to escape from domestic golf booking difficulties
I want to escape from crowded home-based golf courses
I want to escape from the negative public view of luxury sport
I want to be free to attend international golf championship events as a
spectator

.831
.736
.591
.522

Factor 5: Social interaction/kinship (.74)
I could improve relationships with friends
I could build relationships with social club members
I like being together with family or relatives

.877
.865
.597
2.59
13.67
.909

Eigenvalue
Variance explained
Reliability coefficient

2.51
13.22
.691

Total variance explained (%)

2.38
12.52
.742

2.20
11.60
.694

2.17
11.42
.741

62.4%

Five push factors were labelled based on the consideration of socio-psychological travel
motivations in the context of leisure, tourism, special interest tourism, and sport tourism
(Dann, 1977; Crompton 1979; Mannell & Iso-Ahola, 1987; Krippendorf, 1987; Schmidhauser,
1989; Hall & Weiler, 1992; Turnbull & Uysal, 1995; Moscardo et al, 1996; Ryan & Glendon,
1998; Holden, 1999; Stewart, 2001; Derrett, 2001; Ryan, 2003; Kim, 2003; Weed & Bull,
2004; Brown & Getz, 2005; Pomfret, 2006). These include: Factor 1 ‘business opportunity’;
Factor 2 ‘benefits’; Factor 3 ‘learning and challenging’; Factor 4 ‘escape/relax’; and Factor 5
‘social interaction/kinship’. These factors explained 62.4% of total variance.
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Factor 1 ‘business opportunity’ was based upon travel motives for business purposes. This
factor accounted for 13.67% variance out of a total variance of 62.4%, with factor loadings
greater than .799 on three variables: ‘I like talking about business’ (.895); ‘I could achieve
business goals’ (.890); and ‘I like golf entertainment for business clients/associates’ (.799).
The reliability alpha to check internal consistency between these variables and the factor
was .909, indicating satisfaction of criterion (above .600) which was recommended by
Robinson et al (1991).

Factor 2 ‘benefits’ was related to travel motives for cost and other benefits. This factor
explained 13.22% of variance with significant factor loadings greater than .415. Five push
variables were loaded to this factor including ‘I can play more rounds with inexpensive green
fees’ (.850), ‘I can play easily without an expensive golf membership’ (.817), ‘I can travel
with lower golfing expenses than domestic golfing trips’(.564), ‘I can avoid undesirable
golfing weather/climate’ (.420), and ‘I can undertake multipurpose trips during golf holidays’
(.415). The reliability alpha value was .691 for the factor.

Factor 3 ‘learning and challenging’ was related to travel motives for learning and self
achievement. Significant factor loadings greater than .536 of four variables were encompassed
in the factor including ‘I want to play at highly rated/reputed golf courses’ (.812), ‘I want to
play at previously opened golf championship courses’ (.752), ‘I could improve golfing skills
and knowledge’ (.705), and ‘I like participating in physical activities’ (.536). This factor
explained 12.52% of the variance with a reliability alpha value of .742.

Factor 4 ‘escape/relax’ was related to travel motives for escapism and relaxation, with
11.60% of variation explained. The label was assigned from four variables with significant
factor loadings greater than .522 including ‘I want to escape from domestic golf booking
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difficulties’ (.831), ‘I want to escape from crowded home-based golf courses’ (.736), ‘I want
to escape from the negative public view of luxury sport’ (.591), and ‘I want to be free to
attend international golf championship events as a spectator’ (.522). The reliability alpha for
the factor was .694.

Factor 5 ‘social interaction/kinship’ was related to travel motives for social contacts with
travel members. Three variables with significant factor loadings greater than .597 were
encompassed in the factor including ‘I could improve relationships with friends’ (.877), ‘I
could build relationships with social club members’ (.865), and ‘I like being together with
family or relatives’ (.597). This factor explained 11.4% of variance with reliability alpha
value of .741.

A similar PCFA with varimax rotation was used to identify the factors which influence
Korean golf tourists to visit a preferred golf destination in the Asia Pacific region (Table 5.8).
Table 5.8 shows that 28 pull variables were grouped into seven pull factors with factor
loadings above .45, and with explained 61.6% of the total variance. Eigenvalues after varimax
rotation were at least 1.84 for each of the seven pull factors.
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Table 5.8 Labelling the destination attributes of pull factors
Destination attributes of pull factors with variables
Factor 1: Natural environment
Good weather and climate
Outstanding natural scenery
Comfortable place for rest and relaxation
Safety and secure country

1

2

Factors loadings with above .45
3
4
5
6

7

.840
.826
.773
.727

Factor 2: Golfing related availability/accessibility
Accessibility of practical golfing ranges
Availability of golf travel information
Golf course which previously open golf championship events
Golf courses near suburban areas
Availability of golfing lessons/instructions

.746
.734
.701
.574
.543

Factor 3: Golf resort/course facilities and services
Availability of different golf courses to play
Good golf resort facilities and services
Good rated and reputed golf resorts/courses
Availability of convenient tee-off times

.721
.714
.635
.625

Factor 4: Tourism attractions
Different cultures and lifestyles
Many historical/cultural sites
Good shopping
Accessibility of national parks

.830
.746
.507
.476

Factor 5: Tourism facilities and services
Good service by employees
Availability of spas and saunas
Availability of Korean foods
Luxury/five star hotels

.707
.678
.572
.466

Factor 6: Nightlife and entertainment
Good nightlife and entertainment
Accessibility of casinos
Good amusement facilities/theme parks

.813
.738
.655

Factor 7: Price and ease of access
Opportunity to play more golfing rounds without extra green fees
Inexpensive green fees
Place previously visited for golf trips
Close proximity for ease of travel plan

.684
.578
.489
.457
3.44
12.28
.868

Eigenvalue
Variance explained
Reliability cofficient
Total variance explained (%)

2.95
10.55
.787

2.38
8.53
.745

2.31
8.25
.725
61.6%

2.24
8.00
.688

2.07
7.39
.693

Seven pull factor groupings were labelled, based on the consideration of destination attributes
in the body of literature on leisure, tourism, special interest tourism, and sport tourism
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(Meinung, 1989; Yuan & McDonald, 1990; Uysal & Jurowski, 1994; Jamrozy & Uysal, 1994,
Gibson, 1998; Weaver & Opperman, 2000; Middleton & Clarke, 2001; Boniface & Cooper,
2001; Jang & Cai; 2002; Kim, 2003; Kim et al, 2003). These include: Factor 1 ‘natural
environment’; Factor 2 ‘golfing related availability/accessibility’; Factor 3 ‘golf resort/course
facilities and services’; Factor 4 ‘tourism attractions’; Factor 5 ‘tourism facilities and
services’; Factor 6 ‘nightlife and entertainment’; and Factor 7 ‘price and ease of access’.
These factors explained 61.6% of total variance.

Factor 1 ‘natural environment’ was associated with the appreciation of natural resources. Four
variables were strongly loaded to the factor with significant factor loadings greater than .727.
The four variables included ‘good weather and climate’ (.840), ‘outstanding natural scenery’
(.826), ‘comfortable place for rest and relaxation’ (.773), and ‘safety and secure country’
(.727). This factor explained 12.28% of the variance with a reliability alpha value of .868.

Factor 2 ‘golfing related availability/accessibility’ was associated with golf travel preferences
with 10.55% of variation explained. The label was assigned from the availability or
accessibility of five specific preferences for golfing activities including ‘accessibility of
practical golfing ranges’ (.746), ‘availability of golf travel information’ (.734), ‘golf course
which previously open golf championship events’ (.701), ‘golf courses near suburban areas’
(.574), and ‘availability of golfing lessons/instructions’ (.543). These variables were grouped
to the factor with significant factor loadings greater than .543, and the reliability alpha value
was .787 for the factor.

Factor 3 ‘golf resort/course facilities and services’ was associated with the specific facilities
and services of golf resorts and golf courses. This factor explained 8.53% of variance with
significant factor loadings greater than .625 of four variables. These variables included
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‘availability of different golf courses to play’ (.721), ‘good golf resort facilities and services’
(.714), ‘good rated and reputed golf resorts/courses’ (.635), and ‘availability of convenient
tee-off times’ (.625). The reliability value for the factor was .745.

Factor 4 ‘tourism attractions’ was associated with destination attractiveness, particularly the
cultural, natural, and urban aspects of tourism attractions. Four variables with significant
factor loadings greater than .476 were encompassed in the factor including ‘different cultures
and lifestyles’ (.830), ‘many historical/cultural sites’ (.746), ‘good shopping’ (.507), and
‘accessibility of national parks’ (.476). The factor accounted for 8.25% of variance and .725
reliability alpha.

Factor 5 ‘tourism facilities and services’ was related to destination attributes of tourism
supplies and services. This factor explained 8.00% of variance and .688 reliability alpha. Four
variables were grouped to the factor with significant factor loadings greater than .466
including ‘good service by employees’ (.707), ‘availability of spas and saunas’ (.678),
‘availability of Korean foods’ (.572), and ‘luxury/five star hotels’ (.466).

Factor 6 ‘nightlife and entertainment’ was associated with destination attractiveness in terms
of entertainment and nightlife. Three variables with significant factor loadings greater
than .655 were grouped into the factor including ‘good nightlife and entertainment’ (.813),
‘accessibility of casinos’ (.738), and ‘good amusement facilities/theme parks’ (.655). This
factor explained 7.39% of variance and .693 reliability alpha.

Factor 7 ‘price and ease of access’ was associated with tourism expenditure and the ease of
travel. This factor explained 6.57% of variance and .624 reliability alpha. Four variables were
grouped into the factor with significant factor loadings greater than .457 including
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‘opportunity to play more golfing rounds without extra green fees’ (.684), ‘inexpensive green
fees’ (.578), ‘place previously visited for golf trips’ (.489), and ‘close proximity for ease of
travel plan’ (.457).

SECTION 2: CLUSTER ANALYSIS; CLASSIFICATION OF GOLF TOURISTS

5.3 Classification of Respondents

A cluster analysis was performed to classify heterogeneous golf tourists using sociopsychological push motivations. This is because one aspect of this study is to investigate
whether golf tourists with different push motivations have different socio-demographics, golf
related behaviour and travel characteristics, destination attributes, and destination preferences.
Previously no researchers have examined socio-psychologically motivated different tourist
groups together with such factors in the fields of special interest tourism, sport tourism, or
golf tourism.

As was theoretically discussed in Chapter four, this analysis is used to identify groups of
objects or individuals sharing common characteristics based on a set of selected
characteristics, in order to develop targeted marketing strategies based on the cluster groups
(Vanhove, 1989; Francis, 2004; Hair et al, 2006). These researchers suggested that good
clustering groups are achieved through maximising the homogeneity of individuals within the
clusters and also maximising the heterogeneity between the clusters.

In order to classify Korean golf tourist motivations into similar socio-psychological travel
motivation groups, this study has undertaken the following steps (Figure 5.2) as suggested by
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Hair et al (2006).

Figure 5.2 Steps undertaken to classify golf tourists based on the push motivations
 Step 1: Objective and Design
- Classification of Korean golf tourists into groups with similar push motivations
- Formulation of different marketing strategies for each cluster group
 Step 2: Data Assessment
- Adequacy of sample size
- Application of the set of push factors
- Determination of outliers and standardisation
- Criteria (sample size, research methodology)
 Step 3: Hierarchical Cluster Analysis
- Selection of the clustering algorithm
- Identification of preliminary set of cluster solutions
- Specification of seed points for the non-hierarchical analysis
- Criteria (squared euclidean distance measure with ward’s method, agglomeration
coefficient, stopping rule, cluster centroids)
 Step 4: Non-hierarchical Clustering Analysis
- Delineation of final cluster solution
- Criteria (K-means, seed points, factor scores)
 Step 5: Interpretation of the Clusters
- Examination of cluster centroids
- Names of clusters based on clustering variables (i.e. push factors)
- Criteria (cluster centroids, mean scores of push factors, ANOVA analysis)
 Step 6: Validation of the Clusters
- Validation between clusters and clustering variables
- Criteria (discriminant analysis)

5.3.1 Objectives

The primary objective of this analysis is to classify Korean golf tourists travelling in the Asia
Pacific region for golf holidays into groups according to similar push motivations. The results
of the golf tourist typologies will assist in profiling each golf cluster with respect to sociodemographics, golf related behaviour and travel characteristics, destination attributes, and
destination preference, thereby providing both useful insights into golf destination markets
and useful information about golf destination marketing strategies, such as product
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advertising, promotions, and packaging. By achieving these objectives, this thesis will also
provide a theoretical contribution to the contexts of special interest tourism, sport tourism,
and golf tourism that, until now, have lacked rigorous research on tourist typology according
to socio-psychological travel motivations.

5.3.2 Data Assessment

Five identified push factors which resulted from the PCFA were used as variables in the
cluster analysis or as the set of classification variables. It is noted that all the factors were
socio-psychological push motivations which have been used frequently in tourism, leisure,
special interest tourism, and sport tourism studies for market segmentation and tourist
typology (Dann, 1977; Cha et al, 1995; Oh et al, 1995; Bieger &Laesser, 2002; Andreu et al,
2005; Yuan et al, 2005; McCleary et al, 2005; Lee et al, 2006; Chi, 2006).

However, Weaver and Lawton (2005) noted that cluster variates which are factors from a
factor analysis may need to be weighted so that, for example, a factor that accounts for 40%
of the variance in a data set makes a higher contribution to the cluster analysis than a factor
that accounts for only 5% of the variance. In this study, all push factors were weighted
approximately equally because the variance explained ranging from 11.42% for Factor 5 to
13.67% for Factor 1 (Table 5.9).

Table 5.9 Five cluster variates used for the typology
Number of Factors
1
2
3
4
5

Push Factors
Business opportunity
Benefits
Learning and challenging
Escape/relax
Social interaction/kinship
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Detection of outliers and standardisation of the push variables were not necessary because the
basic variables were all measured on the same five point scale, ranging from 1=strongly
disagree to 5=strongly agree.

The cluster analysis was based on a sample size of 368, as was observed in the agglomeration
coefficient and clustering schedule (Table 5.10) during the cluster analysis. Hair et al (2006)
suggested that samples of less than 300 cases are moderately acceptable for hierarchical
cluster analysis but that sample sizes need to be larger for non-hierarchical analysis.

5.3.3 Clustering Algorithm Determination

Two partitioning procedures have been widely used for cluster analysis: hierarchical and nonhierarchical. According to Hair et al (2006), the choice of a method depends on the sample
size, with hierarchical analysis being preferred when using less than 300 cases and nonhierarchical analysis being preferred with larger samples. The other difference is that
hierarchical clustering solutions are more often used to identify a set of preliminary cluster
solutions as well as to generate initial seed points for the non-hierarchical analysis (K-means),
whereas non-hierarchical clustering methods are more often used to determine the final
cluster solution using the seed points from the hierarchical analysis (Hair et al, 2006).

In this respect, Hair et al (2006) advised that a combination approach using two procedures is
useful for clustering cases. This is because, individuals can be more accurately clustered by a
non-hierarchical method using the seed points generated from the hierarchical method. In
other words, this approach overcomes the weakness of the non-hierarchical method which
requires that the number of clusters be specified before assigning observations (i.e. starting
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with random points). According to the study of Kim et al (2003), a hierarchical cluster
analysis was used to help determine the number of clusters and the initial cluster centres since
a non-hierarchical analysis requires a user-specified number of clusters.

5.3.4 Hierarchical Cluster Analysis

Because this thesis chooses a combination approach to classify golf tourists, a hierarchical
analysis was firstly employed to identify a set of preliminary cluster solutions and to generate
initial seed points for the non-hierarchical analysis.

The squared Euclidean distance was used in the hierarchical clustering process to measure
distance, or the proximity of respondents to one another across the variables in the cluster
variate. Ward’s method was used as the clustering algorithm because, according to Hair et al
(2006, p.625), Ward’s method in combination with squared Euclidean distance tends to
produce clusters with approximately equal numbers of observations.

The agglomeration coefficient and clustering schedule were examined to identify a set of
preliminary cluster solutions (Table 5.10). However, other options, such as the use of a
dendrogram or a vertical icicle, were not applied in this study due to the complication of
outcomes in selecting an appropriate cluster solution because of the relatively large sample
used. It is noted that those options have frequently been used in a hierarchical analysis where
a relatively small number of individuals was being examined (Hair et al, 2006).
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Table 5.10 Agglomeration coefficient and clustering schedule - Hierarchical cluster analysis
Stage
1
2
3
4
5
.
.
.
23
24
25
359
360
361
362
363
364
365
366
367

Stage Cluster First
Appears
Cluster 1
Cluster 2
Cluster 2
169
0
0
0
47
0
0
0
264
0.021
0
0
301
0.044
0
0
244
0.080
0
0
.
.
.
.
.
.
.
.
.
.
.
.
70
1.381
0
0
40
1.486
6
0
231
1.595
0
0
Intermediate stages 26 through 358 omitted
11
913.975
352
350
7
967.836
355
345
26
1023.189
358
344
22
1102.931
357
349
14
1199.633
360
356
8
1304.654
354
359
9
1424.417
364
362
12
1630.959
365
361
3
1848.079
363
366

Cluster Combined
Cluster 1
142
46
140
85
81
.
.
.
67
39
75
8
2
12
9
2
3
3
3
2

Agglomeration
Coefficients

Next Stage
78
35
144
248
46
.
.
.
72
45
174
364
363
366
365
367
365
366
367
0

Table 5.10 shows part of the clustering schedule for the 368 valid respondents who were
examined, with the intermediate stages being omitted for conciseness. The two most similar
clusters (persons) 142 and 169 were combined in the initial stage and, later, clusters 67 and 70
were joined with an agglomeration coefficient of 1.381, representing a measure of the
increase in heterogeneity. However, the clusters were still a single member which had not
been clustered before, as indicated by zeroes in the ‘Stage Cluster First Appears’ column up
to that point. Clusters 39 and 40 were formed at stage 24 with an agglomeration coefficient of
1.486, and clusters were then formed continuously through the intermediate stages to the final
stage of 367, with gradually increasing coefficient values. Finally, no other clusters appeared
at the next stage as a new cluster.

As mentioned earlier, obtaining a preliminary cluster solution is the main reason for
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employing the hierarchical analysis so that the final cluster solution can then be obtained
using a non-hierarchical analysis. In this regard, Hair et al (2006) recommended that the best
preliminary cluster solution can be identified by the application of a stopping rule by
assessing the changes in the agglomeration coefficient as the number of clusters decreases.

A stopping rule can be applied when large increases are observed in the agglomeration
coefficient. This is because small coefficients between clusters indicate fairly homogeneous
clusters, whereas heterogeneous clusters result when there is a large agglomeration coefficient.
Thus, this study uses large percentage changes in the coefficient to determine the best
preliminary cluster solution.

Table 5.11 Stopping rule applied using Ward's method for a set of preliminary cluster solution
Number of Clusters
Stage

Before Joining

After Joining

Agglomeration
Coefficients

359
360
361
362
363
364
365
366
367

10
9
8
7
6
5
4
3
2

9
8
7
6
5
4
3
2
1

913.9758
967.8368
1023.189
1102.931
1199.633
1304.654
1424.417
1630.959
1848.079

Stopping Rule
Percentage Increase to
Next Stage (%)
5.89
5.71
7.79
8.76
8.75
9.17
14.50
13.31

Note: Highlight values indicate number of possible clusters to be considered.

Table 5.11 shows how to apply a stopping rule and determine the best set of preliminary
cluster solutions. The percentage changes in the agglomeration coefficient (Table 5.11)
indicate that there were relatively large increases from stage 361 to stage 362, where the
agglomeration coefficient was increased to 7.79% from 5.71%. The next large increase was
observed at the agglomeration coefficient value of 1424.417 which increased to 14.50% from
9.17% at the stage between 365 and 366.
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The increases in agglomeration coefficient between clusters indicate that either a seven or a
three cluster solution (after joining) could be used as potential cluster solutions to be applied
to the non-hierarchical cluster analysis. However, since there is no objective method of
choosing the optimal solution (Hair et al, 2006), the three cluster solution was chosen in this
study because this solution was more closely identified with a large increase in heterogeneity
than the seven cluster solution. It was concluded that the three cluster solution would be better
than the seven cluster solution when interpreting and profiling clusters, in particular.

The optimum number of clusters was also investigated using the average linkage method or
between-groups linkage (Appendix 5.3). The results of these analyses also indicated that the
three cluster solution was appropriate for further analysis when applying the same stopping
rule for the determination.

Finally, initial seed points for the three cluster solution were generated using the ‘Means’
procedure in SPSS. Table 5.12 shows the means of the factor scores which were used as
initial seed points for the non-hierarchical analysis. The three clusters were relatively distinct
in their magnitude on the five push factors. For example, cluster 1 had high positive values for
Factors 2 and 3, whereas cluster 2 had positive values for Factors 1, 3, 4, and 5. Cluster 3 had
positive values for Factors 4 and 5. Hence, the positive values of each factor in each cluster
tended to differentiate the three golf clusters.
Table 5.12 Initial seed points from the hierarchical analysis
Initial Seed Points from Hierarchical Analysis (Ward’s method)
Cluster 1 (n=97, %=26.4)
Cluster 2 (n=186, %=50.5)
Cluster 3 (n=85, %=23.1)
-0.230
-0.843
Factor 1
0.483
-0.053
Factor 2
-0.270
0.591
-0.891
Factor 3
0.101
0.364
Factor 4
-0.384
0.102
0.091
Factor 5
-1.049
0.266
0.658
Note: Highlighted values indicate means of factor scores in the hierarchical analysis.
Factors
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5.3.5 Non-hierarchical Analysis

Following the determination of three clusters and the generation of initial seed points
(centroids) from the hierarchical analysis, a K-means non-hierarchical cluster analysis was
employed using the centroids of the three clusters as starting values in order to obtain the final
cluster solution.

Table 5.13 reveals the final cluster centres from a K-means non-hierarchical analysis,
showing the means of factor scores (cluster centroid) for each of the five factors of each
cluster, as well as indicating the numbers and percentages of persons within each cluster.

A total of 368 respondents were classified into three clusters with cluster 1 accounting for 98
respondents (26.6%), cluster 2 consisting of 162 respondents (44.0%), and cluster 3 being
composed of 108 respondents (29.3%). The result of the non-hierarchical analysis can be
compared with the result following the hierarchical analysis (Table 5.12). It can be seen that
in the non-hierarchical analysis, cluster 3 was more closely identified with factor 5, while
cluster 1 was similarly identified by factors 2 and 3, and cluster 2 was also similarly identified
by all the factors except factor 2.

Table 5.13 Final cluster centres
Cluster Centroids for the Three Clusters
Cluster 1
Cluster 2
Cluster 3
N=98 (26.6%)
N=162 (44.0%)
N=108 (29.3%)
-0.384
-0.860
F1: Business opportunity
0.780
-0.179
F2: Benefits
-0.220
0.587
-0.642
F3: Learning and challenging
0.297
0.259
-0.075
F4: Escape/relax
-0.355
0.200
F5: Social interaction/kinship
-1.032
0.231
0.623
Note: Highlighted values indicate means of factor scores in the non-hierarchical analysis
Factors
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Figure 5.3 Means of factor scores for each cluster
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The similarity of the results from both the hierarchical and non-hierarchical cluster analysis
confirms the choice of three clusters was appropriate. This can be clearly seen in Figure 5.3
where each cluster shows either positive or negative values in different factors. The following
section supports the choice of three clusters by identifying and interpreting the three clusters.
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5.3.6 Cluster Interpretation

One-way analyses of variance (ANOVAs) were carried out using cluster membership as the
factor and the five push factors as the dependent variables (Table 5.14). As discussed in
Chapter four, the ANOVA determines whether there are significant differences between the
mean scores on the push factors across different cluster groups.

Table 5.14 Assessment and interpretation of the three clusters
Three Golf Clusters
Factors

Golf-intensive
Golfers (1)
(n=98, 26.6%)

Multi-motivated
Golfers (2)
(n=162, 44.0%)

Companion
Golfers (3)
(n=108, 29.3%)

Total

Fvalue

Sig.

F1:
3.60b (1)(3)
1.55 (1)(2)
2.37 266.75 .000c
1.95a (2)(3)
Business opportunity
F2:
4.08 (2)(3)
3.70 (1)
3.74 (1)
3.84
9.43
.000
Benefits
F3:
Learning and
3.34 (3)
3.54 (3)
2.50 (1)(2)
3.13
65.10 .000
challenging
F4:
3.36 (1)(3)
2.77 (2)
2.94
28.40 .000
2.69 (2)
Escape/relax
F5:
Social
2.76 (2)(3)
3.87 (1)
3.97(1)
3.54 103.92 .000
interaction/kinship
a
Mean values measured by five Likert type scale (1=strongly disagree, 3=neutral, 5=strongly agree).
b
Highlighted mean values indicate higher values than mean values of the other groups and the total.
c
The mean difference is significant (p<.05).
d
Eta square value is classified (.01=a small effect, .06=a medium effect, .14=a large effect).
(1) (2) (3) The mean of the cluster is significantly different from the mean of other clusters on each
factor based on post hoc with Tukey’s HSD test. The number in parentheses represents the
corresponding significance.

eta
Squ
ared
.594d
.049
.263
.135
.363

As shown in Table 5.14, the three clusters were labelled (named) by assessing the mean value
of the push factors for each cluster. The mean values were measured on a Likert type scale
which is frequently used when interpreting and assigning a label to clusters (Cha et al, 1995;
Yuan et al, 2005; McCleary et al, 2006).

The first cluster was labelled ‘Golf-intensive Golfers’, which represents 98 (26.6%)
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respondents. This group had a higher mean value on the benefits factor (4.08) than the total
mean value of the same factor (3.84). This group also displayed a higher mean value on the
learning and challenging factor (3.34) than the total mean score of the same factor (3.13).
However, this group had lower mean scores for other factors including business opportunity
(1.95), escape/relax (2.69), and social interaction/kinship (2.76). Hence, Golf-intensive
Golfers were more likely to consider both benefits, and learning and challenging factors in
undertaking overseas golf holidays. This cluster is similar to the tourist types of previous
approaches: sports seekers and novelty seekers (Cha et al, 1995); higher sensation seekers
(Galloway, 2002); core devotees and moderate devotees (Siegenthaler & O’Dell, 2003); sport
tourists (Gibson & Pennington-Gray, 2005; wine focusers (Yuan et al, 2005); economically
and intellectually oriented consumers (Kurtzman & Zauhar, 2005); and competitive anglers
(Chi, 2006).

The second cluster was found to be the largest group, comprising 162 (44.0%) respondents.
This group was labelled ‘Multi-motivated Golfers’ because this cluster had higher mean
scores for almost every push factor: business opportunity (3.60), learning and challenging
(3.54), the escape/relax (3.36), and social interaction/kinship (3.87) than the total mean scores
of each of the same factors. Hence, Multi-motivated Golfers are more likely to undertake
overseas golf holidays motivated by business opportunity, learning and challenging,
escape/relax, and social interaction/kinship. This cluster is also related to the tourist types of
previous approaches: compulsory travel group (Bieger & Laesser, 2002); fuzzy tourists
(Andreu et al, 2005); balanced group (McCleary et al, 2005); complementary oriented
consumers (Kurtzman & Zauhar, 2005); and multi-purpose seekers (Lee et al, 2006).

The last cluster was named ‘Companion Golfers’, encompassing 108 (29.3%) respondents.
This group had a higher mean score on the factor of social interaction/kinship (3.97) than the
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total mean score of the same factor (3.54). The group seemed to seek interactive relationships
with other people. However, this group displayed lower mean scores on the factors of
business opportunity (1.55), benefits (3.74), learning and challenging (2.50), and escape/relax
(2.77) than the total mean scores of each of the same factors. Hence, the Companion Golfers
are more likely to undertake international golf holidays largely to improve relationships with
travel members. This cluster is related to the tourist types of previous approaches: anomie
tourists (Dann, 1977); family travel group (Bieger & Laesser, 2002); socially oriented
consumers (Kurtzman & Zauhar, 2005); and leisure anglers (Chi, 2006).

Figure 5.4 Mean score of push factors for each cluster
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Figure 5.4 shows plots of mean scores of push factors for each cluster, and clearly indicates
that the Golf-intensive Golfers had a relatively higher mean value in terms of benefits, and
learning and challenging factors than the total mean values of the same factors (3.84) and
(3.13). The Multi-motivated Golfers also had a higher mean value across most factors,
including business opportunity, learning and challenging, escape/relax, and social
interaction/kinship. The Companion Golfers had higher mean scores on the factor of social
interaction/kinship than the total mean value of the same factor.

ANOVA may be used for descriptive purposes rather than statistical tests, as it provides
information on what factors were important on the formation of clusters. However, post hoc
multiple comparisons with Tukey’s HSD test were also carried out in order to examine any
statistical differences between clusters on the basis of each factor.

Tukey’s HSD test is widely used because it not only controls for different error rates between
clusters, but also allows for clusters of different sizes. Further, it is moderately conservative
for multiple comparisons compared with other methods, such as Fisher’s least significant
difference test and the Student-Newman-Keuls procedure (Ott, 1993).

The results of the post hoc multiple comparisons with Tukey’s HSD tests (Table 5.14,
Appendix 5.4) revealed that all golf cluster groups were found to have statistically significant
differences (p<0.05) with respect to the factor of business opportunity. For example, the Golfintensive Golfers differed from the Multi-motivated Golfers and the Companion Golfers; the
Multi-motivated Golfers differed from the Golf-intensive Golfers and the Companion Golfers;
and the Companion Golfers differed from the Golf-intensive Golfers and the Multi-motivated
Golfers.
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However, other factors revealed differences between only certain pairs of clusters. For
example, with respect to the benefits factor, the Golf-intensive Golfers were found to differ
from the Multi-motivated Golfers and the Companion Golfers, while differences with the
Multi-motivated Golfers and the Companion Golfers were found only with Golf-intensive
Golfers.

For the factor of learning and challenging, the Companion Golfers were found to differ from
the Golf-intensive Golfers and the Multi-motivated Golfers, while the Golf-intensive Golfers
and the Multi-motivated Golfers were found to be different only from the Companion Golfers.

In terms of the escape/relax factor, the Multi-motivated Golfers were found to differ from the
Golf-intensive Golfers and the Companion Golfers, while the Golf-intensive Golfers and the
Companion Golfers were different only from the Multi-motivated Golfers.

In regard to social interaction/kinship factor, the Golf-intensive Golfers were different from
the Multi-motivated Golfers and the Companion Golfers, while the Multi-motivated Golfers
and the Companion Golfers differed only from the Golf-intensive Golfers.

Table 5.14 also shows the actual difference among the three golf clusters, indicating the eta
square values. According to Pallant (2001) and Hair et al (2006), the eta square value may be
used to assess the actual difference in mean scores among the clusters (.01= a small
effect, .06= a medium effect, .14= a large effect). In the current study, a large effect was
indicated by the factors of business opportunity (.594), social interaction/kinship (.363), and
the learning and challenging (.263). A medium effect was indicated by the factor of
escape/relax (.135), while a small effect was indicated by the factor of benefits (.049).
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5.3.7 Cluster Validation

Multiple discriminant analysis (MDA) was performed in order to discriminate between the
three golf clusters using the push factors. For example, Cha et al (1995) used MDA in their
study to identify the push motivation factors that best distinguished the identified clusters. In
other words, the validity of the clusters was examined to ensure the practical significance of
the three golf cluster groups. Hair et al (2006) note that validation is essential in cluster
analysis, as clusters are descriptive, thus the study requires additional support to ensure
practical significance.
In order to distinguish between the three golf clusters, two canonical discriminant functions
were used since this study involves a three-group discriminant analysis model (see Hair et al,
2006). Table 5.15 shows that the two functions were statistically significant when measured
by the Chi-square (x2) test (p<0.001). The first function accounted for 54.7% of the variance
explained by the two functions with an eigenvalue of 1.921, whereas the second function
explained 45.3% of the variation with an eigenvalue of 1.590. Eigenvalues are produced to
give indications of the ‘goodness’ of discriminant functions in which larger values are
associated with better functions.

The significance was associated with a measure of canonical correlation which indicated a
relatively high degree of association (both values 0.81 and 0.73 closed to 1.0) between the
discriminant scores and the groups. The Wilks’ lambda, which is transformed to a chi-square
distribution, was used for testing the overall significance between groups (Hair et al, 2006).

Table 5.15 Summary of MDA of three golf clusters - testing significance
Discriminant
% of
Canonical
Wilks’
Eigenvalue
Function
Variance
Correlation
Lambda
1
1.921a
54.7
0.811
0.132
2
1.590a
45.3
0.783
0.386
a
First 2 canonical discriminant functions were used in the analysis.
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In order to determine how well the discriminant function classified the respondents, the
classification matrices were examined and the hit ratio, or the percentage correctly classified,
was identified (Table 5.16).

Table 5.16 shows that 98.6% of the respondents were correctly classified when all
respondents were used to construct the discriminant functions. A high degree of classification
accuracy was achieved when this study expected to correctly identify approximately 33% of
each golf cluster. This was achieved in distinguishing the Companion Golfers, as 100% of the
respondents were correctly categorised into that cluster, followed by the Multi-motivated
Golfers (98.1%) and the Golf-intensive Golfers (98.0%).

Table 5.16 Classification results of MDA - validating the results
Predicted Group Membership
1
2
3
Original
Count
1: Golf-intensive Golfers
96
2
0
2: Multi-motivated Golfers
1
159
2
3: Companion Golfers
0
0
108
%
1: Golf-intensive Golfers
98.0
2.0
.0
2: Multi-motivated Golfers
.6
98.1
1.2
3: Companion Golfers
.0
.0
100.0
Note: 98.6% of original grouped cases correctly classified.
Cluster Number of Case (Actual Cluster)

Total
98
162
108
100.0
100.0
100.0

The classification accuracy or the misclassification of the respondents was also examined
based on the plots of each golf cluster’s dispersion around the group centroid (Figure 5.5).

The Golf-intensive Golfers were the least compact, with a few overlaps with the Multimotivated Golfers, which is also shown in the classification matrix (Table 5.16) where only
two respondents overlapped with the Multi-motivated Golfers.

The Multi-motivated Golfers were the largest golf group and were the most concentrated and
classified into the group. Only one respondent was misclassified into the Golf-intensive
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Golfer group, while two respondents overlapped with the Companion Golf group (Table 5.16)
in which those respondents appeared close to the centroid for the groups of Golf-intensive
Golfers and Companion Golfers.

No respondents from the Companion Golfers were found to overlap the other two golf cluster
groups, which is also shown in the classification matrix where no respondent was
misclassified (Table 5.16). The results indicated that the high degree of classification
accuracy for the three golf clusters was acceptable for further analysis.

Figure 5.5 Plots of each cluster around the group centroid
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The first half of Table 5.17 shows group centroids in which the discriminant functions
differentiated between the three golf clusters. This indicated that the Multi-motivated Golfers
tend to have high values on function 1, while the Golf-intensive Golfers and Companion
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Golfers tend to have low values on function 1. Function 2 differentiated most strongly
between the Companion Golfers and the Golf-intensive Golfers. When looking at the
territorial map (Appendix 5.5), the same pattern emerged, in that the Multi-motivated Golfers
had higher values than the other two golf clusters on function 1, whereas the Companion
Golfers had higher values than the Golf-intensive Golfers on function 2.

The lower half of Table 5.17 shows which factors contributed mostly to each discriminant
function. The most important contributors to discriminant function 1 were business
opportunity and benefits factors. Thus, respondents who indicated high values for the business
factor and low values for the benefits factors were more likely to be Multi-motivated Golfers
than Golf-intensive Golfers or Companion Golfers.

The most important contributors to discriminant function 2 were social interaction/kinship
and benefits, thus respondents who indicated high values for the social interaction/kinship and
low values for the benefits factors were more likely to be Companion Golfers than Golfintensive Golfers.

The results were consistent with the findings indicated in Table 5.14, in which the Multimotivated Golfers were highly motivated by the business factor and other factors, while this
group was least motivated by the benefits factor. Also, the Companion Golfers were strongly
motivated by the social interaction/kinship factor. Hence, these results enhance the validity of
the three golf clusters.
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Table 5.17 Discriminating results between clusters and factors
Function 1
Function 2
Functions at Group Centroids
Golf Clusters
-2.010
-0.607
C1: Golf-intensive Golfers
0.412
1.489*
C2: Multi-motivated Golfers
1.205*
-1.683
C3: Companion Golfers
Standardised Canonical Discriminant Function Coefficients
Push Factors
0.038
1.046**
F1: Business opportunity
-0.600**
-0.204**
F2: Benefits
-0.497
0.611
F3: Learning and challenging
-0.325
0.325
F4: Escape/relax
1.003**
0.005
F5: Social interaction/kinship
*Clusters were discriminated by the discriminant functions.
**Factors mostly contributed to discriminate the three clusters in each function.

5.4 Chapter Summary

A two-step procedure of factor-cluster analysis was conducted with sequential steps that need
to be undertaken in order to ensure the validity and reliability of the thesis. The identification
of the push and pull factors of Korean golf tourists travelling in the Asia Pacific region was
empirically delineated using a principal component factor analysis. In addition, the cluster
analysis with a combination approach resulted in the creation of three golf clusters, namely
the Golf-intensive Golfers, the Multi-motivated Golfers, and the Companion Golfers.

The results confirmed that golf tourists are heterogeneous in that they undertake overseas golf
holidays with different socio-psychological push motivations. For example, the Golf-intensive
Golfers are more likely to be motivated by the factors of benefits, and learning and
challenging, while the Companion Golfers are more likely to be motivated by the specific
social interaction/kinship factor. The Multi-motivated Golfers are more likely to travel based
on various motivating factors including business opportunity, learning and challenging,
escape/relax, and social interaction/kinship.
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The application of factor-cluster analysis using appropriate statistical methods and techniques
in this study provided a way of studying travel motivation and tourist typology not only for
golf tourism research, but also for other special interest tourism and sport tourism research.
Hence, this chapter has achieved the objectives of the thesis (1) and (2). The remaining
objectives will be achieved in the following chapter, which reports findings and tests
hypotheses.
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CHAPTER SIX
FINDINGS AND TESTING HYPOTHESES

6.1 Introduction

In the previous chapter, push and pull factors were identified in order to understand why
Koreans undertake overseas golf holidays and what factors influence them to visit the Asia
Pacific region as a golf holiday destination. In particular, the findings in respect of push based
socio-psychological motivations were used to classify heterogeneous golf tourists into three
golf tourist types.

This chapter presents the results of that research and explores the heterogeneous travel
behaviour of the three golf tourist types with respect to the findings in regard to sociodemographic variables, golf related behaviour and travel characteristics, pull based golf
destination attributes, and destination preferences. The exploration is determined by testing
the research hypotheses.

Different statistical techniques are used to test hypotheses. The chi-square test examines
hypotheses relating to socio-demographics (H1), golf related behaviour and travel
characteristics (H2), and golf destination preferences (H4) among the three golf tourist types.
The ANOVA analysis with Tukey’s HSD tests is used to test hypotheses relating to pull based
destination attributes (H3) among the three golf clusters. Hence, the research objectives (3),
(4), (5), and (6) of the thesis are achieved in this chapter.
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In order to compare the findings across the overall golf tourist market and each of the three
golf tourist groups, the findings represent the results from all respondents, as well as from the
three distinct golf tourist types, namely, Golf-intensive Golfers, Multi-motivated Golfers, and
Companion Golfers. The findings are based on appropriate data analysis using a descriptive
analysis and an ANOVA analysis.

6.2 Socio-demographic Variables

A socio-demographic profile of each golf cluster was identified by employing a descriptive
analysis using SPSS statistical program. Cross-tabulation was conducted to compare the
socio-demographics of the three golf clusters. Chi-square statistic was employed to test if
there were any statistically significant (p<.05) differences among the three golf clusters.

The socio-demographic findings included gender, age group, educational qualification,
current work status, and household income level. These findings are presented with the results
of the overall total of respondents and from each individual golf cluster.

Table 6.1 shows that from a total of 368 respondents, 67.7% were male golfers, more than
twice the number of female golfers (32.3%). In other words, predominantly more male
tourists undertook golf holidays in the Asia Pacific region than females.

When comparing gender across the three golf clusters (Table 6.1), the chi-square test revealed
that there was a statistically significant difference (p<.001). It appeared that both the Golfintensive Golfers (73.5%) and the Multi-motivated Golfers (76.5%) included more males than
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the Companion Golfers (49.1%), whereas the Companion Golfers included more females
(50.9%) than the other two golf clusters, namely, the Golf-intensive Golfers (26.5%) and the
Multi-motivated Golfers (23.5%). This indicates that there were more females in the group of
Companion Golfers than the other groups.

Table 6.1 Gender
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
124
53
249
72a
Male
73.5b
76.5
49.1
67.7
38
55
119
26
.000
Female
23.5
26.5
50.9
32.3
98
162
108
368
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories

In regard to age (Table 6.2), a majority of respondents from all the golf clusters belonged in
the middle age groups of 45-54 (39.0%) and 35-44 (34.1%). These age groups represented
73.1% of the total golf clusters, followed by the 25 to 34 year old age group (15.3%) and
older than 55 years (9.8%). Only 1.9% of all golf clusters belonged to the younger age group
of 18-24.

The results of the chi-square test revealed that there was a statistically significant difference
(p = .001) among the three golf clusters. For example, it demonstrates that the Golf-intensive
Golfers were more likely to be in the younger age groups: 18-24 (6.1%) and 25-34 (25.5%);
while the Companion Golfers were in the upper-middle age group of 45-54 (49.1%) and older
age group of 55 or older (12.0%). The Multi-motivated Golfers were found to be present in all
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age groups, but were more likely to be in the middle age group of 35-44 (41.6%) than with
golfers in the other two golf cluster groups.

However, in this thesis, for chi-square tests where the cells have expected frequencies of less
than five, the “Exact” chi-square test was used to support the exact significance. According to
the explanation of the “Exact Tests” in the SPSS version 14.0 for Windows, ‘the exact
significance is always reliable, regardless of the size, distribution, sparseness, or balance of
the data’. This means that the exact significance of this thesis is always reliable even if some
of the expected frequencies are very low or less than five.

Table 6.2 What age group do you belong to?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
1
0
7
6a
18-24
.6
.0
1.9
6.1b
21
10
56
25
25-34
25.5
13.0
9.3
15.3
32
125
26
67
35-44
41.6
29.6
34.1
26.5
.001
143
32
58
53
45-54
49.1
39.0
32.7
36.0
36
9
14
13
55 and more
12.0
9.8
9.2
8.7
98
161
108
367
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or to missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories

Table 6.3 shows that approximately 87% of all respondents had a tertiary qualification. Of
these, 12.0% completed a two-year college course, 56.8% had a four-year university degree,
and postgraduate and additional qualifications accounted for 18.3%. From those remaining,
12.3% had completed year 12 or senior high school, while only 0.3% had attended year 9 or
junior high school, and 0.03% had finished primary school.
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However, comparing education levels across the three golf clusters, there was no statistically
significant difference (p = .255). A similar distribution to all education levels was observed
across the three golf cluster groups.

Table 6.3 What is your highest completed educational qualification?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
0
0
1
1a
Primary school
.0
.0
.3
1.0b
Year 9 or junior high
0
1
0
1
school
.0
.6
.0
.3
Year 12 or senior
18
15
12
45
high school
18.6
9.3
11.2
12.3
9
20
15
44
.255
Two-year college
12.0
9.3
12.3
14.0
56
90
62
208
Four-year university
56.8
57.7
55.6
57.9
Postgraduate and
13
36
18
67
more
13.4
22.2
16.8
18.3
97
162
107
366
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the other responses.
Categories

In respect to occupation (Table 6.4), the majority of respondents were self-employed or
business men/women (28.9%), followed by housewives (21.3%), professionals (18.5%), and
general officials (10.1%). Smaller proportions of other occupations were also indicated
including sales/service (4.6%), public officials (3.1%), and students (3.1%).

However, there was a difference across the three golf clusters (p<.001). The Golf-intensive
Golfers were more likely to be professionals (23.5%) and students (7.1%) than the other two
golf cluster groups. The Multi-motivated Golfers were more likely to be general officials
(14.8%) and self-employed or business men/women (35.8%), whereas the Companion Golfers
were more likely to be housewives (36.4%) or public officials (5.6%).
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Table 6.4 What is your current work status?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
24
7
37
6a
General official
6.1b
14.8
6.5
10.1
Self-employment or
28
58
20
106
Business man/woman
28.6
35.8
18.7
28.9
10
0
4
6
Public official
5.6
2.7
.0
2.5
27
18
68
23
Professional
23.5
16.7
16.8
18.5
5
10
2
17
Sales/Service
5.1
6.2
1.9
4.6
1
6
3
10
Skilled trade
1.0
3.7
2.8
2.7
3
1
11
7
.000
Student
7.1
1.9
.9
3.0
78
18
21
39
Housewife
36.4
21.3
18.4
13.0
0
2
0
2
Transportation
.0
1.2
.0
.5
1
1
5
7
Retired
1.0
.6
4.7
1.9
Temporarily
3
1
2
6
unemployed
3.1
.6
1.9
1.6
6
5
4
15
Other
6.1
3.1
3.7
4.1
98
162
107
367
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories

A total of 351 out of 368 respondents was analysed to identify annual household income
before tax (Table 6.5). Of those respondents who provided their annual household incomes,
23.6% earned more than ₩100,000,001 (approximately US$100,001), followed by
₩75,000,001-₩100,000,000 (19.9%), ₩50,000,001-₩75,000,000 (19.4%), ₩40,000,001₩50,000,000 (14.0%), and ₩30,000,001-₩40,000,000 (12.5%). Only 10.6% of respondents
indicated that they earned a total household income of less than ₩30,000,000 (approximately
US$30,000).
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Although a slightly different dispersion of income was observed across the three golf clusters,
for example, the Golf-intensive Golfers consisted of more respondents whose incomes were
below ₩40,000,000 than the other two golf clusters and vice versa, there were no statistically
significant differences (p = .101) between the three golf clusters.

Table 6.5 What is your household income per annum before tax? (US$1=₩1,000)
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
Less than ₩20,000
6a
5
3
14
,000
3.1
3.0
4.0
6.5b
₩20,000,001–
9
11
3
23
₩30,000,000
9.8
6.9
3.0
6.6
₩30,000,001–
15
21
8
44
₩40,000,000
16.3
13.2
8.0
12.5
₩40,000,001–
12
22
15
49
₩50,000,000
13.0
13.8
15.0
14.0
.101
₩50,000,001–
11
34
23
68
₩75,000,000
12.0
21.4
23.0
19.4
₩75,000,001–
13
37
20
70
₩100,000,000
14.1
23.3
20.0
19.9
₩100,000,001 and
26
29
28
83
more
28.3
18.2
28.0
23.6
92
159
100
351
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the other responses.
Categories

6.2.1 Hypothesis Testing (H1)

H1: That there are differences in the socio-demographic variables across the golf
clusters.

The chi-square was conducted to test whether the socio-demographic variables were
statistically significant across the three golf clusters. As indicated in the results of the chisquare in each table above (Table 6.1 to Table 6.5), there was a statistically significant
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difference across the three golf clusters in respect to gender (p<.001), age (p = .001), and
occupation (p<.001). However, there was no significant difference across the three golf
clusters in terms of education (p = .255) and income (p = .101).

The results of this analysis show partial support for H1 in explaining the differences in terms
of gender, age, and occupation. However, it was not supported in respect to education and
income.

6.3 Golf Related Behaviour and Travel Characteristics

For the purpose of statistical analysis, a number of continuous variables relating to golf
behaviour and travel characteristics was created into categorical variables. These variables
included the age a player commenced golf, golf handicap, golf holiday frequency, golf travel
month, number of golf travel nights, number of golf courses played, and golf travel
expenditure.

6.3.1 Golf Related Behaviour

Respondents were asked about their golf related behaviour in relation to the age they
commenced playing golf, golf handicap (strokes), golf membership card, and overseas golf
holiday frequency. The same statistical methods and techniques were used to investigate golf
related personal behaviour as follows.
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Table 6.6 shows that a majority of respondents who commenced playing golf were in the 4049 year old age bracket (37.8%), followed by 30-39 (29.3%) and 20-29 (17.4%).
Approximately 10% of respondents started playing golf before 20 years of age, while 5.4%
were 50 years old or older.

The results of the chi-square test revealed that there was a statistically significant difference
(p = .001) across the three golf clusters. For example, the Golf-intensive Golfers were more
likely to be differentiated from the other two golf cluster groups in the under 20 year old age
group (20.4%) and the 20-29 group (22.4%). However, the Companion Golfers were more
likely to be differentiated from the other golf clusters in the middle age groups of 40-49
(45.4%), while the Multi-motivated golfers were more likely to be differentiated from the
Golf-intensive Golfers in the age group of 30-39 (31.5%).

Table 6.6 At what age did you commence playing golf?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
13
4
37
20a
Under 20 years old
8.0
3.7
10.1
20.4b
29
13
64
22
20-29 years old
22.4
17.9
12.0
17.4
23
51
34
108
30-39 years old
23.5
31.5
31.5
29.3
.001
139
31
59
49
40-49 years old
45.4
37.8
31.6
36.4
2
10
8
20
50 years and above
2.0
6.2
7.4
5.4
98
162
108
368
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories
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Table 6.7 shows that about 39% of all golf respondents had golf handicap levels of between
10-18 (or 82-90 strokes), followed by 19-27 (31.8%), 9 or lower handicap (16.7%), and 28 or
above handicap (12.8%).

Comparison of the three golf clusters reveals a statistically significant difference (p = .001),
indicating that the Golf-intensive Golfers had lower handicaps of 9 or lower (29.9%) than the
Multi-motivated Golfers (13.3%) and the Companion Golfers (9.6%). In contrast, a higher
golf handicap level of 28 or above was more likely to be indicated by the Companion Golfers
(20.2%), while the moderate handicap level of 19-27 was more likely to be indicated by the
Multi-motivated Golfers (36.7%).

Table 6.7 What is the current level of your golf handicap (strokes)?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
9 or lower handicap
21
10
60
29a
b
13.3
9.6
16.7
29.9
(less than 82 strokes)
39
61
39
139
10-18 (82-90 strokes)
40.2
38.6
37.5
38.7
34
114
22
58
.001
19-27 (91-99 strokes)
36.7
32.7
31.8
22.7
28 or above (100
7
18
21
46
strokes and more)
7.2
11.4
20.2
12.8
97
158
104
359
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories

Approximately one third of all respondents (33.6%) indicated that they held a golf
membership card to use at golf course in Korea, while 66.4% stated that they did not hold one
at the time of the survey (Table 6.8). However, a statistically significant difference (p = .001)
was observed among the three golf clusters which indicated that a higher percentage of
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Companion Golfers (45.8%) had a golf membership card compared to the Golf-intensive
Golfers (21.6%) and the Multi-motivated Golfers (32.7%).
Table 6.8 Do you have a golf membership card to use at a golf course in Korea?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
Yes
21a
52
49
122
32.7
21.6b
45.8
33.6
76
107
58
241
.001
No
78.4
67.3
54.2
66.4
97
159
107
363
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories

All 368 respondents responded when asked how many times they had undertaken golf
holidays in the Asia Pacific region during the previous three years. Table 6.9 indicates that
almost 71% of all respondents had undertaken golf holidays in the region 1-3 times, followed
by 4-6 times (19.4%) and 7-10 times (9.0%). Only a small proportion of golfers indicated
travelling more than 10 times (1.1%) to the region during the previous three years. However,
the chi-square test revealed that there was no significant difference (p = .250) across the three
golf clusters in respect to golf holiday frequency.

- 211 -

Chapter 6: Findings and Testing Hypotheses

Table 6.9 How many times did you undertake golf holidays in the Asia Pacific region
(including Hawaii) during the last three years (from December to today)?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
67a
114
79
260
1-3 times
70.4
73.1
68.4b
70.7
23
26
22
71
4-6 times
23.5
16.0
20.4
19.3
6
20
7
33
.250
7-10 times
6.1
12.3
6.5
9.0
2
2
0
4
11 times and more
2.0
1.2
.0
1.1
98
162
108
368
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted value indicates the highest percentage among the total responses.
Categories

6.3.2 Golf Related Travel Characteristics

A total of 368 respondents indicated their travel characteristics in regard to golf holidays in
the Asia Pacific region during the previous three years (from December 2002 to the date of
the survey period). Findings included countries where they had spent the longest time for golf
holidays, month in which they travelled for playing golf, number of travel nights, number of
golf courses played, travel party, travel mode, accommodation used, golf-clubs used, and
source of travel information obtained.

The respondents were asked to identify at which of the eight most popular golf holiday
destinations for Koreans in the Asia Pacific region they had spent the longest time playing
golf (Table 6.10). One blank area, for example, other category was also included on the
questionnaire to enable respondents to write, if necessary, a destination other than the eight
listed.
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Table 6.10 shows that the most popular golf holiday destination was Thailand (41.6%),
followed by China (16.3%), the Philippines (14.1%), Japan (8.4%), and Malaysia (5.7%).
Countries including Australia (4.6%), Hawaii (3.5%), and Vietnam (1.6%) were visited by a
smaller proportion of respondents. Table 34 also indicated that about 4% of respondents
travelled to other destinations within the region, including New Zealand (2.2%), Guam (0.5%),
Indonesia (0.5%), Hong Kong (0.3%), Myanmar (0.3%), and Taiwan (0.3%).

When comparing the three golf clusters in terms of golf holiday destinations, there was
statistically no significant difference (p = .436) across all cluster groups, indicating they did
not differentiate between countries for their golf holidays in the Asia Pacific region during the
three year period.
Table 6.10 In which country did you spend the longest time playing golf in the last three
years?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
6
6
17
5a
Australia
3.7
5.6
4.6
5.1b
16
29
15
60
China
16.3
17.9
13.9
16.3
Hawaii
5
6
2
13
5.1
3.7
1.9
3.5
Japan
2
14
15
31
2.0
8.6
13.9
8.4
Malaysia
6
10
5
21
6.1
6.2
4.6
5.7
.436
18
22
12
52
Philippines
18.4
13.6
11.1
14.1
39
67
47
153
Thailand
41.6
39.8
41.4
43.5
Vietnam
2
3
1
6
2.0
1.9
.9
1.6
5
5
5
15
Other
5.1
3.1
4.6
4.1
98
162
108
368
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted value indicates the highest percentage among the total responses.
Categories
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When asked to select the month during which they had travelled for golf holidays in the Asia
Pacific region (Table 6.11), the winter season, including December (29.1%), January (26.9%),
and November (12.2%) was the most popular, whereas respondents were less likely to travel
in April (1.4%), May (2.4%), and June (1.1%). Nevertheless, February (8.4%), July (5.2%),
and October (4.9%) were moderately appealing months for other respondents.

Table 6.11 also shows that there was statistically no significant difference (p = .316) among
the three golf clusters in differentiating the most popular, the least popular and the moderately
popular months for their golf holidays.
Table 6.11 In what month did you travel on this golf holiday?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
43
34
99
22a
January
26.5
31.5
22.4b
26.9
13
14
4
31
February
13.3
8.6
3.7
8.4
3
7
0
10
March
3.1
4.3
.0
2.7
1
3
1
5
April
1.0
1.9
.9
1.4
1
6
2
9
May
1.0
3.7
1.9
2.4
0
3
1
4
June
.0
1.9
.9
1.1
5
9
5
19
July
.316
5.1
5.6
4.6
5.2
3
4
6
13
August
3.1
2.5
5.6
3.5
1
6
1
8
September
1.0
3.7
.9
2.2
4
9
5
18
October
4.1
5.6
4.6
4.9
12
20
13
45
November
12.2
12.2
12.3
12.0
33
38
36
107
December
29.1
33.7
23.5
33.3
98
162
108
368
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the other responses.
Categories
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Table 6.12 shows that for the majority of respondents, the length of stay for their golf holiday
was between 5-7 nights (43.9%), followed by less than 5 nights (32.2%) and 15 and more
nights (13.9%). A small proportion of respondents stayed between 8-10 nights (6.5%) and 1114 nights (3.5%).

In respect to the length of stay, there was a significant difference (p<.001) among the three
golf clusters. The Companion Golfers were more likely to stay less than 5 nights (41.7%) than
the Golf-intensive Golfers and the Multi-motivated Golfers whose stay for the same number
of nights represented 27.6% and 28.6% respectively. In contrast, the Golf-intensive Golfers
were more likely to stay 15 nights or longer (31.6%), while the Multi-motivated Golfers
(9.9%) and the Companion Golfers (3.7%) were less likely to stay for that length of time.
Table 6.11 also indicates that more than half (52.2%) of the Multi-motivated Golfers were
more likely to stay between 5-7 nights than the golfers in the other golf clusters.

Table 6.12 How many nights did you spend?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
27a
46
45
118
Less than 5 nights
28.6
27.6b
41.7
32.2
45
161
32
84
5-7 nights
52.2
41.7
43.9
32.7
6
8
10
24
8-10 nights
6.1
5.0
9.3
6.5
.000
2
7
4
13
11-14 nights
2.0
4.3
3.7
3.5
16
4
51
31
15 nights and more
31.6
9.9
3.7
13.9
98
161
108
367
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories

Respondents indicated that 44.4% had played golf at 1-2 golf courses, while 38.3% had
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played at 3-4 different golf courses during their golf holidays (Table 6.13). However, there
was a difference (p = .006) among the three golf clusters in that the Multi-motivated Golfers
were more likely to play golf at 1-2 golf courses (52.9%), while the Companion Golfers were
more likely to play at 3-4 different golf courses (48.1%). The Golf-intensive Golfers preferred
to play 5-6 golf courses (16.1%) or 7 golf courses and more (11.8%) than the other two golf
cluster groups.

Table 6.13 At how many different golf courses did you play?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
32a
83
44
159
1-2 golf courses
34.4b
52.9
40.7
44.4
35
50
52
137
3-4 golf courses
37.6
31.8
48.1
38.3
16
7
38
15
.006
5-6 golf courses
16.1
10.2
6.5
10.6
7 golf courses and
11
8
5
24
more
11.8
5.1
4.6
6.7
93
157
108
358
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories

All respondents were asked to provide details of the amount they spent on golf holidays,
including the cost of the return air ticket, accommodation, meals, entertainment, shopping,
and green fees (Table 6.14). Approximately 75% of respondents indicated that they spent
between ₩1,000,001-₩2,000,000 (50.4%) and less than ₩1,000,001 (24.2%). An amount of
between ₩2,000,001-₩3,000,000 was also indicated by 12.4% of respondents.

Although spending of less than ₩2,000,000 was observed in the case of a majority of
respondents, there was a statistically significant difference (p<.001) among the three golf
clusters in that the Companion Golfers (67.7%) were more likely to be differentiated by
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spending ₩1,000,001-₩2,000,000 than either the Golf-intensive Golfers (42.6%) or the
Multi-motivated Golfers (44.6%). On the other hand, the Golf-intensive Golfers were more
likely to be differentiated by spending ₩4,000,001-₩5,000,000 (8.5%) and ₩5,000,001 or
more (12.8%) than the other golf clusters, while the Multi-motivated Golfers were more likely
to be differentiated by spending ₩2,000,001-₩3,000,000 (17.2%).
Table 6.14 How much money did you spend on this golf holiday? (US$1=₩1,000)
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
Less than
22a
41
21
84
₩1,000,000
26.1
21.9
23.4b
24.2
175
₩1,000,00140
70
65
67.7
50.4
₩2,000,000
42.6
44.6
₩2,000,0019
27
7
43
₩3,000,000
9.6
17.2
7.3
12.4
₩3,000,0013
7
2
12
.000
₩4,000,000
3.2
4.5
2.1
3.5
₩4,000,0018
6
0
14
₩5,000,000
8.5
3.8
.0
4.0
₩5,000,001 and
12
6
1
19
more
12.8
3.8
1.0
5.5
94
157
96
347
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories

In respect to the golf travel groups (Table 6.15) most respondents undertook golf travel with
friends (38.3%), family/relatives (21.5%), or social club members (20.1%). In addition, 13%
of respondents undertook golf travel with business associates and 4.3% travelled with partners.

However, there was a significant difference (p<.001) among the three golf clusters which
indicated that the Companion Golfers preferred to travel more with family/relatives (33.3%)
than the Golf-intensive Golfers (19.4%) or the Multi-motivated Golfers (14.8%). On the other
hand, the Multi-motivated Golfers were more likely to travel with business associates (21.0%).
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The Golf-intensive Golfers were slightly to be differentiated by social club members (21.4%)
than the Multi-motivated Golfers (18.5%) in particular.

Table 6.15 Which of the following travel party was best described?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
2a
0
2
4
Alone
.0
1.9
1.1
2.0b
5
9
2
16
Partner
5.1
5.6
1.9
4.3
79
19
24
36
Family/relatives
33.3
21.5
19.4
14.8
38
64
39
141
Friends
38.3
38.8
39.5
36.1
.000
6
48
8
34
Business associates
21.0
5.6
13.0
8.2
30
23
74
21
Social club members
21.4
18.5
21.3
20.1
5
1
0
6
Other
5.1
.6
.0
1.6
98
162
108
368
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories

In regard to travel type (Table 6.16), all respondents said that they travelled mainly on allinclusive package tours (37.2%) or partially inclusive package tours (36.4%). Also, 22.6% of
respondents travelled on Free Independent Tours (FIT). When examining the difference
among the three golf clusters, there was no difference (p = .829) observed in the choice of
travel mode.
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Table 6.16 Which of the following travel modes did you use?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
Free independent
25a
34
24
83
b
21.0
22.2
22.6
25.5
tour
Partially inclusive
36
62
36
134
package tour
36.7
38.3
33.3
36.4
All-inclusive
32
60
45
137
.829
package tour
32.7
37.0
41.7
37.2
5
6
3
14
Other
5.1
3.7
2.8
3.8
98
162
108
368
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the other responses.
Categories

Table 6.17 reveals that more than half of the respondents (53.8%) stayed at hotels, while
37.0% of respondents used golf resorts as the next most preferred accommodation. Less than
10% of the rest of the respondents used other types of accommodation, including the home of
friends or relatives (3.3%), self contained apartments (2.7%), motels (1.9%), and other (1.4%).
There was no statistical difference (p = .435) across the three golf clusters in preference
between accommodation types.
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Table 6.17 What is the main type of accommodation used?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
57
38
136
41a
Golf resort
35.2
35.2
41.8b
37.0
44
92
62
198
Hotel
53.8
44.9
56.8
57.4
3
4
0
7
Motel
3.1
2.5
.0
1.9
Self-contained
4
2
4
10
.435
apartment
4.1
1.2
3.7
2.7
Home of friends or
4
5
3
12
relatives
4.1
3.1
2.8
3.3
2
2
1
5
Other
2.0
1.2
.9
1.4
98
162
108
368
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted values indicate relatively higher percentages than the other responses.
Categories

Table 6.18 shows that a majority of all respondents used their own golf-clubs brought from
Korea (88.5%). Of the remaining respondents, 7.7% indicated that they hired golf-clubs
belonging to pro-shops at golf courses and 2.5% used golf-clubs bought at destinations. As
the level of difference shows in Table 6.18, there was no significant difference (p = .157)
across the three golf clusters in the ways in which they used golf-clubs.

Table 6.18 In which way did you use golf-clubs?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
93a
138
93
324
Brought from Korea
86.3
86.1
94.9b
88.5
Bought at
0
7
2
9
destinations
.0
4.4
1.9
2.5
Hired from pro5
12
11
28
.157
shops at golf courses
5.1
7.5
10.2
7.7
0
3
2
5
Other
.0
1.9
1.9
1.4
98
160
108
366
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted value indicates the highest percentage among the total responses.
Categories
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More than 65% of respondents obtained travel information from family, friends, or colleagues
(Table 6.19). A further 13% relied on their previous golf travel experience, while 11.7%
sought information from travel agents. As far as the rest of the respondents were concerned,
5.2% indicated that they used the Internet, followed by travel magazines/brochures (2.7%)
and newspapers (1.6%) as key sources of information. However, the results of the chi-square
test revealed that there was no significant difference (p = .749) among the three golf clusters
in the source of golf travel information.

Table 6.19 Which of the following travel information sources did you most use?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
Family/friends/
61a
111
68
240
colleagues
68.5
63.0
62.2b
65.2
16
18
14
48
Previous experiences
16.3
11.1
13.0
13.0
9
17
17
43
Travel agents
9.2
10.5
15.7
11.7
Travel
3
5
2
10
magazines/brochures
3.1
3.1
1.9
2.7
.749
Advertisements on
2
1
3
6
newspapers
2.0
.6
2.8
1.6
6
9
4
19
Internet
6.1
5.6
3.7
5.2
1
1
0
2
Other
1.0
.6
.0
.5
98
162
108
368
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
The highlighted value indicates the highest percentage among the total responses.
Categories
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6.3.3 Hypothesis Testing (H2)

H2: That there are differences in the golf related behaviour and travel
characteristics across the golf clusters.

Hypothesis (H2) was tested to determine whether the golf related behaviour and travel
characteristics were statistically different among the three golf clusters. The results of the chisquare test revealed in Tables 6.6 to 6.19 above show that there were statistically significant
differences among the three golf clusters in respect to golf related behaviour, including the
age commenced playing golf (p = .001), golf handicap (p = .001), and golf membership card
(p = .001). There were also statistically significant differences in terms of golf travel
characteristics, including length of stay (p<.001), number of golf courses played (p = .006),
travel party (p<.001), and travel expenditure (p<.001).

However, statistically no significant differences were observed among the three golf clusters
in respect to golf related behaviour, such as international golf frequency (p = .250), and golf
travel characteristics, including golf destination visited over the longest period (p = .436),
month of travel (p = .316), travel mode (p = .829), accommodation used (p = .435), golf-clubs
used (p = .157), and source of travel information obtained (p = .749).

As a result of this analysis, H2 was partially supported by the explanation of the differences.
For example, it was supported in terms of the age commenced playing golf, golf handicap,
golf membership card, length of stay, number of golf courses played, travel party, and travel
expenditure. However, it was not supported in respect to international golf frequency, golf
destination visited over the longest period, month of travel, travel mode, accommodation
used, golf-clubs used, and source of travel information obtained.
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6.4 Pull based Destination Attributes

The analysis process, ‘one-way between-groups ANOVA’ was applied to determine whether
the pull based destination attributes differed across the three golf clusters. If this study found a
significant difference from the results of overall ANOVA, then post hoc tests using Tukey’s
HSD were conducted to examine which golf clusters were significantly different on each of
the significant pull factors.

Table 6.20 Means of pull factors among the three golf clusters – ANOVA results
Factors

The Three Golf Clusters
Golf-intensive Multi-motivated Companion
Golfers (3)
Golfers (2)
Golfers (1)
(n=108)
(n=162)
(n=98)

Total

Fvalue

Sig.

eta
Squa
red

F1:
4.24 (3)
4.46b (1) (2)
4.30
4.07 .018c .022d
4.19a (3)
Natural environment
F2:
Golfing related
2.98 (2)
3.35 (1) (3)
2.74 (2)
3.02 19.99 .000
.099
availability/accessibility
F3:
Golf resort/course
3.80
3.95
3.75
3.83
2.35
.096
facilities and services
F4:
3.42 (1)
3.25 (1)
3.20 12.61 .000
.065
2.91 (2) (3)
Tourism attractions
F5:
3.77 (1)
3.66
3.63
5.75
.003
.031
Tourism facilities and
3.44 (2)
services
F6:
Nightlife and
2.80 (2)
3.49 (1) (3)
2.88 (2)
3.06 25.00 .000
.121
entertainment
F7:
3.66
3.78
3.59
3.68
2.58
.077
Price and ease of access
a
Mean values measured with a five-point scale (1=not at all important, 2=not very important,
3=neutral, 4=somewhat important, 5=very important).
b
Hightlighted mean values indicate relatively higher values than the mean values of the other groups
and the total.
c
The mean difference is significant (p<.05)
d
Eta square value is classified (.01=a small effect, .06=a medium effect, .14=a large effect).
(1) (2) (3) The mean of the cluster is significantly different from the mean of other cluster on each
factor based on post hoc using Tukey’s HSD test. The number in parentheses represents the
corresponding significance.

Table 6.20 indicates the mean scores of the pull factors across the three golf clusters.
Differences in mean scores were measured based on a five Likert type scale, ranging from 1
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to 5; 1=not at all important, 2=not very important, 3=neutral, 4=somewhat important, and
5=very important. A significant difference among the clusters was tested at the less than 0.05
levels (p<.05). If a statistically significant difference was found among the three clusters, then
the eta square value was examined to assess the actual difference in mean scores (i.e. effect
size) among the clusters. The effect size of the actual difference was classified into three
terms where an eta squared value of .01 was used as a small effect, .06 as a medium effect,
and .14 as a large effect (Pallant, 2001; Hair et al, 2006).

Under the five point scale structure, the levels of importance were expressed in interpreting
how important the pull factors are in visiting preferred golf holiday destinations as follows: ‘a
highly important’ rating was used when the mean scores were between 3.50 and above; a
‘fairly important’ rating was used for mean scores between 3.00 and 3.49; a ‘less important’
rating was used for mean scores between 2.60 and 2.99; and ‘not important’ rating was used
for mean scores between 2.59 and below.

Factor 1, natural environment, was a highly important destination attribute for all respondents
with a total (overall) mean score of 4.30. However, there was a statistically significant
difference among the three golf clusters (F = 4.07, p = .018) where the actual difference in
mean scores between the three golf clusters was a small effect as the eta square value was
found at .02.

Post hoc multiple comparisons using the Tukey HSD tests indicated that the mean score for
Companion Golfers (mean = 4.46) meant that they were more likely to be attracted by the
natural environment than either the Golf-intensive Golfers (mean = 4.19) or the Multimotivated Golfers (4.24). However, there was no difference between the Golf-intensive
Golfers and the Multi-motivated Golfers in the natural environment factor.
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Factor 2, golfing related availability and accessibility, was indicated as a fairly important pull
factor for respondents with an overall mean score of 3.02. However, there was a statistically
significant difference among the three golf clusters (F = 19.99, p<.001). The actual difference
among the three golf clusters was a medium effect (.099).

Post hoc analysis with Tukey’s HSD tests revealed that there was a difference in that the
Multi-motivated Golfers considered the pull factor as fairly important with a mean score of
3.35. On the other hand, both Golf-intensive Golfers (mean = 2.98) and Companion Golfers
(mean = 2.74) considered the same factor as a less important factor and did not differentiate
the factor in visiting a preferred golf holiday destination.

A highly important destination attribute for the respondents was indicated in Factor 3, golf
resort/course facilities and services, which rated an overall mean score of 3.83. However,
there was no statistically significant difference among the three golf clusters (F = 2.35, p
= .096). It appeared that golf resort/course facilities and services were a highly important
destination attribute across all golf clusters; Golf-intensive Golfers (mean = 3.80), Multimotivated Golfers (mean = 3.95), and Companion Golfers (mean = 3.75).

In regard to Factor 4, tourism attractions, all respondents considered this factor as a fairly
important pulling attribute with an overall mean score of 3.20. However, there was a
statistically significant difference among the three golf clusters (F = 12.61, p<.001), with the
actual difference (.065) representing a medium effect.

The results of post hoc analysis with Tukey’s tests revealed that there was a difference in that
both Multi-motivated Golfers (mean = 3.42) and Companion Golfers (mean = 3.25)
recognised tourism attractions as a fairly important pulling factor compared with Golf- 225 -
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intensive Golfers who considered that this factor was less important with a mean score of 2.91.

Factor 5, tourism facilities and services, was a highly important destination attribute across all
golf clusters with an overall mean score of 3.63. Although there was a statistical difference
among the three golf clusters (F = 5.75, p = .003), the actual difference in mean scores
between the golf clusters was quite small, as the effect size of eta squared was .031.

Tukey’s HSD tests in respect to the factor of tourism facilities and services revealed that
Multi-motivated Golfers were more likely to be attracted by the factor (mean = 3.77) than the
Golf-intensive Golfers (mean = 3.44). However, the Companion Golfers (mean = 3.66) were
not differentiated from the other golf clusters on this factor.

Factor 6, nightlife and entertainment, was viewed by all respondents as a fairly important pull
factor with an overall mean score of 3.06. There was a statistically significant difference
among the three golf clusters (F = 25.00, p<.001). The actual difference was found as a
medium effect size (.121).

The result of Tukey’s HSD tests was similar to that of factor 2, golfing related availability and
accessibility, but was more attractive to Multi-motivated Golfers who had a mean score of
3.49. This factor was less important to both Golf-intensive Golfers (mean = 2.80) and
Companion Golfers (mean = 2.88).

Factor 7, price and ease of access, revealed that all respondents believed this factor to be a
highly important destination attribute with an overall mean score of 3.68. The means of
significance difference among the three golf clusters indicated that there was no significant
difference (F = 2.58, p = .077) in this factor when comparing the mean scores among the
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Golf-intensive Golfers (3.66), the Multi-motivated Golfers (3.78), and the Companion Golfers
(3.59).

6.4.1 Hypothesis Testing (H3)

H3: That there are differences in the pull factors of destination attributes
across the golf clusters.

The hypothesis (H3) was tested to determine whether the seven pull based destination
attributes were statistically different among the three golf clusters in regard to visiting
preferred golf holiday destinations. The results of post hoc multiple comparisons using
Tukey’s HSD tests revealed in Table 44, was that there was a statistically significant
difference among the three golf clusters in respect to natural environment (p = .018), golfing
related availability and accessibility (p<.001), tourism attractions (p<.001), tourism facilities
and services (p = .003); and nightlife and entertainment (p<.001).

However, no significant difference among the three golf clusters was observed in respect to
golf resort/course facilities and services (p = .096) and price and ease of access (p = .077).
These factors were not differentiated among the golf clusters in regard to visiting golf holiday
destinations.

As a result of the analyses, H3 was partially supported by the explanation of the differences.
For example, it was supported in terms of the natural environment, golfing related availability
and accessibility, tourism attractions, tourism facilities and services, and nightlife and
entertainment. However, it was not supported in respect to golf resort/course facilities and
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services and price and ease of access.

The following plots (Figure 6.1) graphically explored the results in regard to the destination
attributes among the three golf clusters. The plots in Figure 6.1 clearly indicate that the three
golf clusters shared a similar pattern in the pull factors of destination attributes, although the
plots also show that the levels of importance differ according to each pull factor.

Figure 6.1 Plots of mean scores for the pull factors of each cluster
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6.5 Golf Holiday Destination Preference

The respondents were asked to reveal a preferred golf holiday destination in the Asia Pacific
region if they plan to undertake a golf holiday within the next two years. The results indicate
that 330 (89.9%) respondents will take a golf holiday in the region, while 37 respondents
(10.1%) said that they would not take such a trip. One respondent did not respond to this
category (Appendix 6.1).

Table 6.21 In which country are you planning to undertake a golf holiday within the Asia
Pacific region in the next two years?
The Three Golf Clusters
Total
Sig.*
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
26
4
39
9a
Australia
10.3b
19.4
4.5
12.6
55
12
19
24
China
27.3
17.8
13.8
14.2
4
2
5
11
Hawaii
4.6
1.5
5.7
3.6
3
11
9
23
Japan
3.4
8.2
10.2
7.4
3
4
7
14
Malaysia
3.4
3.0
8.0
4.5
.002
3
30
9
18
Philippines
13.4
3.4
9.7
10.3
40
25
101
36
Thailand
41.4
29.9
28.4
32.7
5
4
2
11
Vietnam
5.7
3.0
2.3
3.6
6
10
9
25
Other**
6.9
7.5
10.2
8.1
87
134
88
309
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
*Chi-square p<0.05
** The majority countries in the ‘other’ category of golf holiday destinations were New Zealand
(3.0%), Indonesia (1.4%), Guam (0.5%), Brunei (0.5%), and Singapore (0.5%).
The highlighted values indicate relatively higher percentages than the percentages of the other groups
and the total.
Categories
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Table 6.21 shows the eight different countries revealed by the respondents as most likely to be
visited as a golf holiday destination in the next two years. It is noted that the names of the
eight countries and others were categorised from information obtained from the open-ended
question type in the questionnaire.

Thailand (32.7%) was the most popular golf holiday destination to be visited by the
respondents within the next two years, followed by China (17.8%), Australia (12.6%), the
Philippines (9.7%), and Japan (7.4%). The remaining countries, including Malaysia (4.5%),
Hawaii (3.6%), and Vietnam (3.6%) were less popular golf holiday destinations than the other
destinations.

However, the results of the chi-square test revealed that there was a statistically significant
difference (p = .002) among the three golf clusters in visiting preferred golf holiday
destinations as follows.

Australia was more likely to be visited by Multi-motivated Golfers (19.4%) than both Golfintensive Golfers (10.3%) and Companion Golfers (4.5%). However, China was more likely
to be attractive to Companion Golfers (27.3%) than either Golf-intensive Golfers (13.8%) or
Multi-motivated Golfers (14.2%) where these two cluster groups indicated a similar interest
in China.

Hawaii and Vietnam were indicated by a small proportion of respondents, but it appeared that
the Companion Golfers (5.7%) were more likely to visit Hawaii than with golfers in the other
golf clusters, whereas Vietnam was more likely to be chosen by Golf-intensive Golfers
(5.7%) than the other cluster groups.
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Japan was more likely to be favoured by Companion Golfers (10.2%) than either Multimotivated Golfers (8.2%) or Golf-intensive Golfers (3.4%), while Malaysia was more popular
with Companion Golfers (8.0%) than with golfers in the other two golf cluster groups.

However, like Australia, the Philippines tended to be the next possible golf holiday
destination for Multi-motivated Golfers (13.4%), compared with the Golf-intensive Golfers
(10.3%) and the Companion Golfers (3.4%).

While a large proportion of both Multi-motivated Golfers (29.9%) and Companion Golfers
(28.4%) indicating Thailand as the most preferred golf holiday destination for the next trip, it
appeared that this country was more likely to be chosen by Golf-intensive Golfers (41.4%) as
a destination to visit within the next two years.

6.5.1 Hypothesis Testing (H4)

H4: That there are differences in the choice of preferred golf holiday
destination across the golf clusters.

The chi-square test was examined to determine whether the choice of preferred golf holiday
destination showed any statistically significant difference among the three golf clusters. The
statistical results revealed that there was a significant difference among the three golf clusters
(p = .002) in choice of country to visit for their next golf holiday.

The Companion Golfers were more likely to visit China, Japan, Hawaii, and Malaysia, while
Multi-motivated Golfers were more likely to choose Australia and the Philippines. Thailand
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and Vietnam were more likely to be preferred by Golf-intensive Golfers for their next golf
holiday.

As a result of analysis, H4 was supported by the explanation of the differences in the choice
of preferred golf holiday destination across the golf clusters.

The following bar graph (Figure 6.2) illustrates different destination preferences between the
three golf clusters.

Figure 6.2 Destination preferences among the three golf clusters
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6.6 Chapter Summary

The findings provided in this chapter were based on the statistical analyses. The findings of
socio-demographic variables, golf behaviour and travel characteristics, and golf holiday
destination preference were presented using descriptive analysis with chi-square test. In
addition, the pull factors of the destination attributes among the three golf clusters were
compared and determined using ANOVA analysis and applying post hoc analysis with
Tukey’s HSD test.

The results of hypotheses testing indicated that there were statistically significant differences
among the three golf clusters in respect to socio-demographics (gender, age, occupation), golf
related behaviour (age commenced play golf, golf handicap, golf membership card), travel
characteristics (length of stay, number of golf courses played, travel party), and the pull based
destination attributes (natural environment, golfing related availability/accessibility, tourism
attractions, tourism facilities and services, nightlife and entertainment). Also, the preference
in golf holiday destinations revealed statistically significant differences among the three golf
clusters. Hence, the testing supported the hypotheses, either fully or partially.

The findings from the results can be used to better target the different golf tourist groups
within marketing strategies for product development, advertising and promotions, and
packaging. The findings can also be used to apply new empirical knowledge of heterogeneous
tourist behaviour in the field of golf tourism, special interest tourism, and sport tourism.
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CHAPTER SEVEN
SUMMARY OF FINDINGS, DISCUSSION, AND IMPLICATIONS

7.1 Introduction

The previous chapter provided the findings which resulted from testing the research
hypotheses against the empirical research conducted in this thesis. Appropriate analysis
methods and statistical techniques were used.

This chapter discusses the findings associated with the hypothesis testing and responds to the
research aim, which is to explore golf travel behaviour on the basis of three golf clusters of
Koreans travelling in the Asia Pacific region.

The findings of the results summarised in this chapter relate to socio-demographics, golf
related behaviour and travel characteristics, pull based destination attributes, and destination
preferences associated with the respondent group overall and three distinct golf cluster groups.
The findings are discussed by interpreting the results and comparing previous studies in the
relevant literature which was reviewed for the study.

Finally, this chapter outlines the golf tourism marketing implications for golf destination
marketers and tour operators by investigating the socio-demographics, golf related behaviour
and travel characteristics, destination attributes, and destination preferences of the three golf
clusters. Alternative marketing mix strategies are considered for each golf cluster.
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7.2 A Summary of the Study’s Findings

Several statistical methods and techniques were used to explore the heterogeneous golf tourist
behaviour among homogeneous groups who share similar socio-psychological push
motivations in undertaking golf holidays in the Asia Pacific region. For this, the push and pull
factors of Koreans were firstly delineated using principal component factor analysis. Further,
the findings regarding the push factors were provided and used to classify the golfers into
three golf tourist cluster groups. These clusters were achieved by conducting both hierarchical
and non-hierarchical cluster analysis. In addition, a discriminent analysis was used to validate
the three golf clusters so that the three clusters could be used for further analysis.

A further analysis involved exploring the heterogeneous golf travel behaviour across the three
golf clusters in respect to socio-demographic variables, golf related behaviour and travel
characteristics, and golf destination preferences. This was achieved by applying a crosstabulation with chi-square test. In addition, the pull based destination attributes among the
three golf clusters were established by applying ANOVA analysis. Subsequently, the three
golf clusters were observed to determine the differentiation between the clusters in respect to
each pull factor. This was achieved by conducting post hoc analysis using Tukey’s HSD tests.

The findings regarding golf travel behaviour are summarised in Table 7.1 incorporating the
results from both the overall number of responses and the breakdown of each of the individual
golf tourist groups. Table 7.1 below, enables the study to discuss the findings in a feasible way.
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Table 7.1 Summary of heterogeneous golf travel behaviour: Koreans travelling in the Asia Pacific region
Golf Travel Behaviour

Overall

Golf-intensive Golfers

Multi-motivated Golfers

Companion Golfers

Socio-demographics
Gender
Age
Education
Occupation
Income

males (67.7%)
35-54 years old groups
four year university
self-employed, housewives
high incomeb

Golfers behaviour and travel characteristics
30-49 years old
Age commenced playing golf
10-27 handicap
Golf handicap
not held (66.4%)
Golf membership card
Golf travel frequency to the Asia Pacific 1-3 times
Thailand
Country where spent longest golf trip
Golf travel month
November, December, January
Golf travel length
5-7 nights
Number of different golf courses played
1-2 golf courses
Golf travel expenditure
less than US$2,000
Golf travel party
friend group
Golf travel mode
all and partial golf package
Accommodation used
hotel, golf resort
Golf-clubs used
brought from home country
Golf travel information source
family/friends/colleagues

more males (73.5%)
younger age group (18-34)
four year university (n/sa)
professionals, students
high income (n/s)

more males (76.5%)
middle age group (35-44)
four year university (n/s)

males(49.1%)/females(50.9%)
older age group (45+)
four year university (n/s)
self-employed, general officials housewives, public officials
high income (n/s)
high income (n/s)

younger (under 30 years old)
low (9 or lower)
not held (78.4%)
1-3 times (n/s)
Thailand (n/s)
Nov, Dec, Jan (n/s)
longer (15 nights and more)
more (5 and more)
largec
social club members
all/partial golf package (n/s)
hotel, golf resort (n/s)
brought from home (n/s)

middle age group (30-39)
moderate (19-27)
not held (67.3%)
1-3 times (n/s)
Thailand (n/s)
Nov, Dec, Jan (n/s)
moderate (5-7 nights)
less (1-2 golf courses)
moderatec
business associate group
all/partial golf package (n/s)
hotel, golf resort (n/s)
brought from home (n/s)

upper-middle group (40-49)
high (28 or above)
not held (54.2%)/held (45.8%)
1-3 times (n/s)
Thailand (n/s)
Nov, Dec, Jan (n/s)
shorter (less than 5 nights)
moderate (3-4 golf courses)
smallc
family/relative group
all/partial golf package (n/s)
hotel, golf resort (n/s)
brought from home (n/s)

family/friends/colleagues(n/s)

family/friends/colleagues(n/s)

family/friends/colleagues(n/s)

highly important (4.19)
less important (2.98)
highly important (n/s)
less important (2.91)

highly important (4.24)
fairly important (3.35)
highly important (n/s)
fairly important (3.42)

highly important (4.46)
less important (2.74)
highly important (n/s)
fairly important (3.25)

Pull based destination attributes
Natural environment
Golfing related availability/accessibility
Golf resort/course facilities and services
Tourism attractions

highly important (4.30)d
fairly important (3.02)
highly important (3.83)
fairly important (3.20)

- 236 -

Chapter 7: Summary of Findings, Discussion, and Implications

Tourism facilities and services
Nightlife and entertainment
Price and easy access

highly important (3.63)
fairly important (3.06)
highly important (3.68)

fairly important (3.44)
less important (2.80)
highly important (n/s)

highly important (3.77)
fairly important (3.49)
highly important (n/s)

highly important (3.66)
less important (2.88)
highly important (n/s)

Destination preference
Australia
12.6e (Australia)
10.3f
19.4 (Australia)
4.5
China
17.8 (China)
13.8.
14.2
27.3 (China)
Hawaii
3.6
4.6
1.5
5.7 (Hawaii)
3.4
8.2
10.2 (Japan)
Japan
7.4
Malaysia
3.4
3.0
8.0 (Malaysia)
4.5
The Philippines
9.7 (The Philippines)
10.3
13.4 (The Philippines)
3.4
41.4 (Thailand)
29.9
28.4
Thailand
32.7 (Thailand)
5.7 (Vietnam)
3.0
2.3
Vietnam
3.6
a
statistically not significant across the three golf clusters at (p < .05).
b
high income=₩50,000,001 and more.
c
small=less than ₩2,000,000; moderate=₩2,000,001-₩4,000,000; large=₩4,000,001 and more.
d
numbers represent the mean scores measured on the basis of the five Likert type scale (1=not at all important, 2=not very important, 3=neutral, 4=somewhat
important, 5=very important).
e
% of all cluster; f% within cluster.
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7.3 Socio-demographics

Overall, the sample of Korean golf tourists who travel in the Asia Pacific region was more
likely to be comprised of males than females, in the middle age group of 35 to 54 years old,
self-employed or businessmen/women, housewives, and professionals. The majority of
participants in the samples had four year university degrees and earned a relatively high
income of more than 40 million won (US$40,000).

The findings regarding the socio-demographics were similar to those of the previous study by
Kim et al (2005) which noted that Korean golf tourists were likely to be in the following
categories: mainly males, aged between 29 and 49, generally well educated with a university
degree, professionals, company employees, businessmen, and high income earners. It was
also apparent from the findings of Priestley (1995) and Siegenthaler and O’Dell (2003) that
golf travel is popular among middle and older age groups, and that golf tourists are regarded
as being of higher socio-economic status (Readman, 2003). This thesis further discussed the
finding that the socio-demographics of golf tourists overall are similar to those of other active
sport tourists who are more likely to be males, and tend to be both affluent and well educated
(Gibson, 1998).

7.3.1 Differences among the Three Golf Clusters

Gender
The current study found that males were more likely to be either Golf-intensive Golfers or
Multi-motivated Golfers. However, it is interesting to note that both males and females were
equally identified as Companion Golfers. The relatively similar proportion of Companion
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Golfers in terms of gender may be influenced by the findings of the current study where
housewives were more likely to be identified as Companion Golfers (see Table 7.1) than
members of the other golf cluster groups. This finding can possibly be attributed to the current
trend in which more females are playing golf than ever before (Readman, 2003, Caitlin, 2003).

Age
In comparing the three golf clusters, the current study also revealed that Golf-intensive
Golfers were more likely to be in the younger age group than members of the other golf
clusters. For example, the Multi-motivated Golfers were more likely to be in the middle age
group, while the Companion Golfers tended to fall into the older age group. One possible
explanation is related to the finding that Golf-intensive Golfers were more likely to be
identified as students, and to have commenced golf in the younger age group, whereas both
Multi-motivated Golfers and Companion Golfers were more likely to start golfing in their
middle or older age (Table 7.1). This suggests that there was a strong association between the
age group and the age of commencing golf group. This thesis also notes that Golf-intensive
Golfers are associated with the current trend which has seen the interest in golf drifting
towards the younger segments (Caitlin, 2003; Readman, 2003).

Occupation
Occupational differences were also found among the three golf clusters in that Multimotivated Golfers were more likely to be differentiated as being self-employed or general
officials, while Companion Golfers were more likely to be differentiated as being housewives
or public officials. This finding was compared with the finding regarding travel party, where
Multi-motivated Golfers were more likely to travel with business associates, while
Companion Golfers were more likely to prefer travelling with a family/relatives group (Table
7.1). At the same time, Golf-intensive Golfers were more likely to be differentiated as being
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professionals or students. It may be argued that the Golf-intensive Golfers are more likely be
involved in golfing related jobs, such as golf instructors or students who have been learning
from professional golfers.

7.3.2 Similarities among the Three Golf Clusters

Education
There seemed to be a similarity among the three golf clusters in the number of golfers who
had four year university degrees. This may suggest that Korean golf holidays in the Asia
Pacific region are dominated by tourists who are more highly educated. It was apparent that
golf tourists are regarded as being of high socio-economic status with a good educational
background (Readman, 2003). This finding is also linked to the statements of other active
sport tourists (Gibson, 1998).

Household income
Household income was not differentiated between the three golf clusters in that overseas golf
holidays were undertaken similarly by members of all the clusters who had high income
levels. This may be explained by the fact that playing golf in Korea is still expensive for low
income earners. It was also apparent, in a study by Readman (2003), that golf tourists are
regarded as being of high socio-economic status and having a good income.

7.4 Golf Related Behaviour and Travel Characteristics

Overall, the current study identified that Korean golfers normally commenced playing golf in
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the middle age group (30-49); seemed to have good golfing skills in accordance with their
moderate handicap levels (10-27); and seemed to play at golf courses in Korea without golf
membership cards (66.4%). The study also revealed that Korean golfers had taken golf
holidays in the Asia Pacific region at least once in the previous three years or once every year
during the previous three years.

As far as golf related travel characteristics are concerned, Thailand was the most visited
country for Korean golf tourists, and it was in Thailand that they undertook the longest golf
holidays. Other travel characteristics identified were that: Koreans tended to travel during the
winter season from November to February; spend 5-7 golf travel nights away; play at 1-2
different golf courses; travel with friend(s) or as part of a group; mainly travel with all or
partial golf package tours; stay at hotels and golf resorts; use their own golf-clubs; and obtain
golf travel information mainly from family, friends, or colleagues.

Against the background of the overall findings above, the following section discusses
similarities and differences across the three golf clusters.

7.4.1 Differences among the Three Golf Clusters

Age commenced playing golf
The current study found that Golf-intensive Golfers seemed more likely to start golfing at a
younger age than members of the other two golf clusters. This may be the reason that Golfintensive Golfers were identified as young Koreans (Table 7.1). It may also be related to the
fact that many Korean students play golf and undertake golf holidays as part of golf training
tours (Chosun Ilbo, 2001; Shin & Nam, 2004). Another apparent trend is that young people
- 241 -

Chapter 7: Summary of Findings, Discussion, and Implications

are now attracted to golf (Caitlin, 2003). In contrast, more Multi-motivated Golfers and
Companion Golfers commenced golf in middle or older age. Again, this may be the reason
that both golf clusters were comprised largely of members in their middle or older age (Table
7.1). This view is supported by similar findings that golf is popular among middle and older
age groups (Priestley, 1995; Siegenthaler & O’Dell, 2003).

Golf handicap
This study also found that golfers across the three golf clusters travel to the Asia Pacific
region with different golf handicap levels. More Golf-intensive Golfers seemed to travel with
low handicap levels than golfers in the other golf clusters, indicating that Multi-motivated
Golfers seemed to have moderate handicap levels, whereas Companion Golfers seemed to
have high golf handicap levels. However, this finding may be compared with the study by
Kim et al (2005) which noted that most golfers have a golf handicap of 2. It may be argued
that the findings of the Kim et al (2005) study may have been because more low golf
handicappers participated in the survey.

Golf membership card
There seemed to be differences among the three golf clusters in the use of golf membership
cards, in that both the Companion Golfers and the Multi-motivated Golfers seemed more
likely to have golf membership cards to use at golf courses in Korea than was the case with
the Golf-intensive Golfers. This may be explained by the finding that golfers in both clusters
were regarded as being relatively high income earners although there was statistically no
difference observed (see Table 6.5). Higher incomes may be a contributing factor to the
finding that more golf membership cards are held by golfers in those groups. In contrast,
Golf-intensive Golfers seemed less likely to have membership cards perhaps because they
were younger and possibly also students and therefore were less able to afford expensive
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membership cards in Korea.

Golf travel length
The study also found different patterns in relation to travel nights spent away among the three
golf clusters. Golf-intensive Golfers tended to stay longer periods than golfers in the other
two golf clusters. One explanation is that golfers in this group may undertake a golf holiday
for an intensive golfing purpose, for example, golf training tours which may require a greater
number of travel nights away. The Multi-motivated Golfers seemed to stay a moderate length
of time or on a weekly basis, while Companion Golfers tended to stay for shorter periods. The
findings in relation to these two golf clusters are similar to those in the study of Kim et al
(2005) which noted that about 34% of Korean golf tourists tended to stay less than six days in
the Asia Pacific region.

Number of different golf courses played
The number of rounds at different golf courses seemed to be affected by the duration of stay,
although the availability of different golf courses to play on during golf holidays is important
for golf tourists (Brady & Evans, 1995; Geissler, 2005). This could be because Golf-intensive
Golfers who travelled for a longer period had more time and more opportunities to play golf
at many different golf courses. On the other hand, both Multi-motivated Golfers and
Companion Golfers played at fewer golf courses depending on whether they stayed for a
shorter or moderate period (Table 7.1). Another reason that golfers in these two clusters
played at fewer golf courses than Golf-intensive Golfers is that Multi-motivated Golfers, in
particular, may have limited time due to the time spent on other travel purposes such as
business.
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Golf travel party
Golfers in all three golf clusters seemed to undertake golf holidays with a range of different
travel groups, including family/relatives, social club members, and business associates. The
findings were supported by the fact that golf travel is also used to establish and maintain
social contacts as found by Zwiener (1974), Patmore (1983) and Chapman (1998). The Multimotivated Golfers were more likely to travel with business associates, whereas Companion
Golfers were differentiated from the other golf clusters by being more likely to travel with
family/relatives. At the same time, Golf-intensive Golfers were more likely to travel with
social club members. These findings may be associated with the findings of occupation in this
study, in that Multi-motivated Golfers were more likely comprised of self-employed or
business men/women; Companion Golfers were more likely to consist of housewives; and
Golf-intensive Golfers were more likely to be identified as professionals or students. A
possible explanation regarding the Golf-intensive Golfers is that golfers in this group may be
characterised as golfers who undertake overseas golf holiday to learn golf skills and
knowledge in an intensive way. It may be that Multi-motivated Golfers are golf tourists who
usually work in business related fields, while Companion Golfers are golf tourists who travel
with spouses while on a golf holiday (Brady & Evans, 1995).

Golf travel expenditure
Different spending patterns were observed in that Golf-intensive Golfers were more likely to
be differentiated by spending large amounts, while moderate amounts were incurred by Multimotivated Golfers and smaller amounts by Companion Golfers on their golf holidays. This
may be because Golf-intensive Golfers travelled for longer periods than golfers in the other
two golf clusters in that Multi-motivated Golfers and Companion Golfers stayed for shorter or
more moderate periods on their golf holiday (Table 7.1). This suggests that there was a strong
association between the expenditure of golf holidays and the duration of stay in profiling the
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three golf clusters. In other words, expenditure on golf holidays is related to the duration of
the golfing holiday. Prideaux (2002) notes that Korean tourists remain relatively price
conscious, especially when visiting long-haul destinations as they have to consider longer
stays at such destinations.

7.4.2 Similarities among the Three Golf Clusters

Golf travel frequency
The current study found that there was no statistical difference among the three golf clusters
as the golf holiday frequency in the Asia Pacific region was 1-3 times for each cluster. This
finding is similar to those in the study by Kim et al (2005) which noted that Korean golfers
(57.4%) had undertaken overseas golf holidays 1-3 times in the Asia Pacific region.

Country where spent the longest golf holiday
The study found that the actual destination for Korean golf holidays in the Asia Pacific region
was not statistically differentiated between the three golf clusters. Thailand was the most
visited country as a golf holiday destination during the previous three years. These findings
were consistent with the report which noted that Thailand is one of the most popular golf
holiday destinations for Koreans (Kim et al, 2005; Seo, 2007).

Golf travel month
Korean golf tourists tended to undertake international golf holidays on a seasonal basis from
November to February. In other words, the late autumn and winter months were indicated as
the most popular times to visit the Asia Pacific region. This was also consistent with the report
that many Koreans leave the country during winter to play golf in the Asia Pacific region in
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order to avoid the cold of winter in Korea (Sim, 2004). Priestley (1995) notes the climate is an
important deciding factor for golfers who live in countries which have cold weather and who
wish to play in countries which provide warmer weather conditions. The findings in regard to
seasonal golf holidays were also similar to those found in the study by Prideaux (1998), which
noted that Korean holiday travel patterns tended to be seasonal, with peak periods between
December and January, coinciding with the lunar new year and the major holiday season
(school or wok) in Korea. In this regard, this thesis notes that Koreans’ seasonal golf holidays
in the Asia Pacific region are related to the causes of tourism seasonality including natural
environment, institutions, social pressure and fashion, and inertia and tradition (Butler, 1994;
Lundtorp, 1999). Overcoming the seasonal travel pattern of golf tourism is one of the
challenges that confront tourism marketers.

Golf travel mode
The study found that Korean golf tourists travelling in the Asia Pacific region tended to travel
mainly on package tours. They seemed to travel not only on partially inclusive packages, but
also on all inclusive golf package tours. These findings were consistent with the findings of
studies which have noted that Koreans preferred golf package tours in the Asia Pacific region
including all and partially inclusive packages (Kim et al, 2005), and international golf tourists
mainly travelled on a golf package tour (Skene & Philip, 1996). Prideaux (2002) also reported
that most Koreans prefer to travel overseas as members of tour groups with packages
organised by tour operators.

Accommodations used
Hotels and golf resorts were the most popular types of accommodation for Korean golf
tourists. In particular, the choice of golf resort accommodation styles can benefit golf tourists
in terms of convenience and cost effectiveness. For example, staying at a golf resort is
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convenient as visitors do not have to worry about cooking meals or transportation to golf
courses. The findings demonstrated that golf tourists seek availability of suitable hotels and
proximity to golf courses (Brady & Evans, 1995).

Golf-clubs used
Korean golf tourists tended to use their own golf-clubs brought from their home country. This
was apparent in the fact that many Koreans claimed golf-clubs at custom counters at airports
for the purpose of overseas golf holidays (Kim, 2004; Nam, 2005). This may be the reason
that golfers were found to be more likely to use their own clubs. In other words, they are
dedicated to playing golf and golf-clubs are an integral part of their equipment.

Golf travel information source
Korean golf tourists tended to obtain golf travel information via word of mouth, mainly from
family, friends, and colleagues. This result implies that word of mouth is an effective way for
the golf tourism market to obtain travel information as in the case with other forms of travel
market such as the adventure travel market (Sung, 2004). This may be the reason that golf
tourists seemed to carefully consider other people’s previous golf experience since the
decisions for overseas golf holidays may rely upon many factors.

7.5 Pull based Destination Attributes

Overall, Korean golf tourists believed that the natural environment, golf resort/course
facilities and services, tourism facilities and services, and price and ease of access were a
highly important pulling attribute in the decision to visit a preferred golf holiday destination.
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Other fairly important pulling factors included: golfing availability/accessibility, tourism
attractions, and nightlife and entertainment.

Of these pull factors, Golf-intensive Golfers seemed to be highly attracted by the natural
environment, golf resort/course facilities, and price and ease of access, while golfers in this
group tended to be only fairly attracted by the tourism facilities and services. However, other
pulling factors, including golfing availability/accessibility, tourism attractions, and nightlife
and entertainment were observed as less important factors.

The Multi-motivated Golfers tended to be highly attracted by the natural environment, golf
resort/course facilities, tourism facilities and services, and price and ease of access. Fairly
important pulling factors were found to be golfing availability/accessibility, tourism
attractions, and nightlife and entertainment.

Similarly, highly important factors indicated by the Companion Golfers were the natural
environment, golf resort/course facilities, tourism facilities and services, and price and ease of
access, while a fairly important factor was found to be tourism attractions. However, golfers
in this group tended to be less interested in golfing related availability/accessibility and
nightlife and entertainment.

The similarities and differences between those pulling factors among the three golf clusters
are discussed below.
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7.5.1 Differences among the Three Golf Clusters

Natural environment
This study found that Companion Golfers were more likely to be attracted by the natural
environment than either the Golf-intensive Golfers or the Multi-motivated Golfers. This may
explain why Companion Golfers are more likely to be from the upper-middle and older age
group, in that golfers in these age groups are more likely seek attributes in the natural
environment, such as good weather, outstanding natural scenery, a comfortable place for rest
and relaxation, and safety and security. However, this study notes that this factor attracted a
rating as a highly important attribute across the three golf clusters, although there was a
statistical difference with only a small effect (see Table 6.20). Chen and Hsu (2000), and Kim
(1997) noted that for Koreans, a major destination attribute was the natural environment,
where there is a strong desire for natural and scenic beauty. It may be explained that golfing
as an activity, is an outdoor sport, and therefore associated with the natural environment. For
this reason, golf tourists may be strongly inspired by and attracted to such a factor. Kim et al
(2005) indicated that Korean golf tourists were attracted by environmental attributes such as a
comfortable environment, beautiful scenery, safety, and a good climate.

Golfing availability and accessibility
The Multi-motivated Golfers were more likely than either the Golf-intensive Golfers or the
Companion Golfers, to want access not only to practice golfing ranges for driving, putting,
chipping, and escaping bunkers, but also to golf travel information. This group was also more
likely to play golf at championship courses and in nearby suburban areas. This may be the
reason that Multi-motivated Golfers desire and are more likely to seek other pulling factors
than golfers in the other golf clusters (Table 7.1). It is also interesting to note that Golfintensive Golfers were less likely to be attracted by this factor, although this group is regarded
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as an intensive golfing group whose members wish to learn and develop golfing skills. It is
possible that Golf-intensive Golfers may not seriously consider golfing related travel
information or accessibility and availability, as golfers in this group seem to have more
golfing knowledge and skills than golfers in the other golf clusters. Petrick (2002) suggests
that golf tourists with diverse experiences may be less interested in golfing environments in
their travel.

Tourism attractions
Tourism attractions, including different cultures and lifestyles, historical/cultural sites,
national parks, and shopping were more likely to be attractive to both Multi-motivated
Golfers and Companion Golfers than to Golf-intensive Golfers. This difference may be
because while golfers in both groups similarly viewed these factors as presenting an important
opportunity to experience those attributes during golf holidays, the Golf-intensive Golfers
tended to focus more on playing golf. The findings are consistent with the other findings of
this study that both Multi-motivated Golfers and Companion Golfers are more likely to be
identified by the travel related push motivations in general, while Golf-intensive Golfers are
more likely to be characterised by golfing related push factors (Table 5.13, Figure 5.3). This
finding was also consistent with the theoretical foundation that there are interrelationships
between push motivations and destination attributes (Uysal & Jurowski, 1994; Jamrozy &
Uysal, 1994).

Tourism facilities and services
A similar pattern of destination attributes was found for this factor. Both Multi-motivated
Golfers and Companion Golfers were more likely to regard tourism facilities and services as
important destination attributes than Golf-intensive Golfers. Again, because both groups are
more likely to be characterised by travel related push motivations in general (Table 5.13,
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Figure 5.3), these groups may expect more tourism related facilities and services, including
good service by employees, spas and saunas, foods, and luxury hotels. In particular, Multimotivated Golfers seek this factor strongly because golfers in this group undertake golf
holidays with other highly motivating factors such as business, escape, and social
relationships. The findings confirmed again that push and pull factors are interrelated in
understanding travel behaviour.

Nightlife and entertainment
The Multi-motivated Golfers were more attracted to this factor than the Golf-intensive
Golfers or the Companion Golfers. It may be that Multi-motivated Golfers indulge more in
entertainment and nightlife than golfers in the other golf groups. This difference may be
attributed to the fact that Multi-motivated Golfers are more likely to undertake golf holidays
with business associates for business reasons. They may consider good nightlife and
entertainment as a form of golf entertainment for business clients. De Knop (1990) notes that
golf is good entertainment in the sector of business travel. In contrast, this factor was less
attractive to Golf-intensive Golfers and Companion Golfers because, this study assumes, the
former may spend more time on golfing activities than on enjoying nightlife and
entertainment, while golfers in the latter cluster may spend more time on other activities with
family or relatives.

7.5.2 Similarities among the Three Golf Clusters

Golf resort/course facilities and services
The current study found that Korean golf tourists regarded the facilities and services of golf
resorts/courses as a highly important pulling factor in their consideration of a golf destination.
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This may be explained by the fact that Korean golf tourists may seek better golf resort
facilities while playing at internationally reputed and highly rated golf courses. Facilities may
include locker rooms, dining rooms, and shower rooms. Korean golf tourists also tended to
desire good services from golf courses. This could be based on the ability to play at a variety
of different golf courses, and having a relaxed tee-off time for convenience. The findings were
similar to those of the previous study by Kim et al (2005) which noted that factors, including
the quality of golf resort facilities and recognition of the golf resort are important destination
attributes for Korean golf tourists. Other researchers have also noted that factors such as
convenient tee-off-times, numbers of courses available, unlimited rounding, and good greens
and fairways are very important for golf tourists in considering golf holiday packages
(Richard & Faircloth, 1994; Brady & Evans, 1995; Geissler, 2005).

Price and ease of access
A highly important destination attribute for the golf tourist was found to be the price and ease
of access factor. Such a high consideration of price among the golfers in the three golf clusters
may be because it is expensive to play golf and/or join a golf club in their home country (Kim
et al, 2005; Nam, 2005; Anyone Golf, 2005). This may cause Korean golf tourists to look for
an overseas destination offering relatively low golf travel costs and benefits such as unlimited
golfing rounds without extra green fees. As a consequence, there was no doubt that golfers in
the three golf clusters tended to consider not only close countries or short haul destinations for
ease of golf travel, but also destinations previously visited for golf holidays. There is a benefit
for tourists in having cheap golfing related costs and other cheap travel costs available
through short haul destinations. Kim et al (2005) noted that inexpensive travel costs and the
ease of arranging travel plans are important pulling factors for Korean golf tourists. Again, the
findings were consistent with the findings of previous studies which noted that factors such as
reasonable price or cost and distance are important destination attributes for golf tourists
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(Richard & Faircloth, 1994; Brady & Evans, 1995; Geissler, 2005).

7.6 Destination Preference for Golf Holidays

Overall, Korean golf tourists believed that Thailand was most likely to be the country visited
as a golf holiday destination in the next two years, followed by China, Australia, the
Philippines, Japan, and Malaysia. Korean golf tourists also considered Hawaii and Vietnam as
equally attractive destinations for golf holidays in the next two years.

Of those destinations, Golf-intensive Golfers were most likely to consider Thailand as the
most attractive golf destination for future travel, while other destinations, such as China,
Australia, and the Philippines were the next most attractive golf destinations. Multi-motivated
Golfers also indicated that Thailand would be the first golf destination they would visit in the
next two years, followed by Australia, China, and the Philippines. For Companion Golfers,
both Thailand and China would be similarly the most attractive golf destinations, followed by
Japan and Malaysia.

Discussions focusing on similarities and differences in golf holiday destination preference
among the three different push motivated Korean golf clusters below.

7.6.1 Similarities and Differences among the Three Golf Clusters

Australia and the Philippines
Multi-motivated Golfers are more likely travel to Australia and the Philippines than the other
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golf clusters. One explanation is that both countries would be chosen because of the various
socio-psychological golf travel motivations of golfers in the golf cluster, including business
opportunities, learning and challenging, escape/relax, and social interaction/kinship. In other
words, both countries may be regarded as an ideal golf holiday destination by golfers who are
motivated by business related needs, who want to have golfing related experiences, who want
to escape from domestic golfing conditions, and who expect to improve relationships with
golfing travel groups.

Another possible explanation is that Australia and the Philippines may be attractive as a golf
holiday destination to those golfers who value the natural environment, golfing related
availability/accessibility, tourism attractions, tourism facilities and services, and nightlife and
entertainment as important factors. In fact, Korean tourists appreciate overseas travel
destinations offering places of natural and scenic beauty (Kim, 1997; Chen & Hsu, 2000).

The above explanations imply that Multi-motivated Golfers who are motivated by various
push based socio-psychological travel motivations seek multiple destination attributes in their
preferred golf holiday destination.

Also, Australia and the Philippines may be more attractive to Multi-motivated Golfers who
are in the middle age group, self-employed, and spend a moderate number of travel nights
away and moderate costs, and like to travel with business associates. The finding in regard to
this age group is similar to that of a previous study that these countries are perceived as
attractive golf holiday destinations by Korean golf tourists who are in the middle age group
(Kim et al, 2005).
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China, Hawaii, Japan, and Malaysia
Companion Golfers are more likely to visit China, Hawaii, Japan, and Malaysia for golf
holidays in the next two years than either Golf-intensive Golfers or Multi-motivated Golfers.
It is possible that those countries are chosen by Companion Golfers as these golfers are
particularly motivated by the social interaction/kinship factor in undertaking overseas golf
holidays. In other words, Companion Golfers are likely travel to those particular countries to
improve relationships with travel groups, such as family and relatives, friends, and social club
members.

The destination attributes, including the natural environment, tourism attractions, tourism
facilities and services may also significantly influence Companion Golfers who consider
those countries as the next likely golf holiday destination. The findings are consistent with the
fact that Malaysia provides exotic golfing destinations with magnificent natural sites (Fream,
2001), and Hawaii offers comfortable environments, beautiful scenery, safety, a good climate,
and family tour programs (Kim et al, 2005). In this regard, Hawaii has been advertised using
the quality of its natural environment and the mild weather and climate to appeal to Korean
golf tourists (Korea Travel Times, 2003)

The explanation may also be associated with the findings in relation to the sociodemographics and golf related behaviour and travel characteristics of the golfers who were in
the older age group, housewives, and higher handicappers; they took shorter holidays, spent
smaller travel amounts, and were more likely to travel with family and relative groups.
According to Kim et al (2005), Hawaii and Japan are considered by Korean golf tourists who
are in the relatively older age group. Japan, China, and Malaysia are also preferred by those
who want to stay for a short period and spend a smaller amount on golf holidays (Kim et al,
2005). These findings may be attributed to the fact that they are short haul destinations, and
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offer low cost golf holiday packages (Lee, 2001; Business Korea, 2004; Nam, 2005).

Thailand and Vietnam
Thailand and Vietnam are more likely to be chosen by Golf-intensive Golfers than golfers in
the other golf clusters. This difference may be attributed to the desire for learning and
challenging, and benefits which are more likely to motivate Golf-intensive Golfers than others
in decisions to undertake overseas golf holidays. For example, Thailand and Vietnam were
more likely to be preferred by those who are specifically motivated by benefits such as the
opportunity to play more rounds, to play without golf membership, to travel with less cost
than domestically, to avoid undesirable weather/climate, and to undertake multipurpose trips
during golf holidays. In fact, these countries provide lower green fees and golf travel
packages at lower costs, as well as good golfing weather and climate compared to Korea
(Fream, 2001; Nam, 2005; Mode, 2006).

In addition, Thailand and Vietnam are more likely to be chosen for the next golf holiday
destinations by those motivated by learning and challenging, by playing at recognised and
open golf championship golf courses, by developing golf skills and knowledge, and by
participating in physical activities. Thailand provides many of the world’s recognised golf
courses (Fream, 2001), and is recognised as a golf training destination by Korean student
groups (Chosun Ilbo, 2001).

Thailand and Vietnam are more likely to be attractive to Golf-intensive Golfers who are
younger, professionals and students; those who commenced playing golf at a younger age,
had a low handicap level; were away for more nights, and spent large amounts on travel.
According to Kim et al (2005), Thailand is perceived as a golf holiday destination by Korean
golf tourists who are identified as highly experienced golfers with low golf handicap levels.
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The above discussions imply that different golf holiday destinations may be preferred by
golfers in all the golf clusters depending on their socio-demographic variables, push based
socio-psychological golf travel motivations, pull based golf destination attributes, and golf
related behaviour and travel characteristics. The findings are consistent with those of the
studies by Jang and Cai (2002) in which they concluded that different travel regions are
chosen depending on the push and pull factors of pleasure tourists, and Dolnicar and Fluker
(2003) who found that the choice of surf destination differs depending on the sociodemographics and travel characteristics. Kim et al (2005) also determined that the perception
of golf holiday destination is different depending on socio-demographics and golf related
behaviour and travel characteristics. However, this finding is disputed in the study by Yuan
and MaDonald (1990) which noted that individuals have similar unmet needs (push) in
travelling to different countries.

7.7 Implications for Golf Tourism Marketing

In conjunction with the research findings and discussion, this study suggests practical
marketing implications for golf destination marketers and suppliers, who have direct or
indirect links to the Korean golf tourism market. In particular, these research implications
should be of interest to golf tour operators and golf resort or course managers, as well as
various other travel organisations.

This is because successful destination marketing emerges from implementing marketing mix
strategies as a result of travel market analysis, market segmentations, and an analysis of travel
behaviour and motivations (Heath & Wall, 1992; Seaton & Bennett, 1996; Middleton &
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Clarke; 2001; Morrison, 2002; Kotler, Bowen & Makens, 2003; Holloway, 2004). In this
respect, the findings on socio-demographics, golf related behaviour and travel characteristics,
destination attributes, and destination preferences should be useful in supporting marketing
implications in respect to product development, advertising and promotions, and packaging.

However, the challenge for the destination marketers is to understand that the golf holiday
market is not homogeneous, and that they need to understand both the similar and different
aspects of the findings provided above in regard to Golf-intensive Golfers, Multi-motivated
Golfers, and Companion Golfers. In the light of the research findings and discussion,
destination marketers and suppliers should take the following recommendations into account
when undertaking marketing activities for the three distinct types of Korean golf tourist
travelling in the Asia Pacific region.

Recommendations for the three golf tourist groups follow, specifically emphasising the
development of marketing mix strategies such as product, price, promotion, place, package,
and program. Adherence to the recommendations would mean that different golf tourist
groups could be provided with appropriate golf travel products and services. The marketing
mix for golf tourists could thus be more responsive to cost effectiveness, product development,
packaging, and seasonality of golf travel. In particular, this study considered seasonality as an
important factor in marketing to Korean golf tourists who may be considering travel to the
Asia Pacific region.

Destination marketers and tour operators need to develop cost effective golf package tours,
both fully and partially inclusive, for all golf tourist groups. In this respect, this study suggests
that packages would be better organised around golf resorts and hotels, as the study showed
that golf tourists preferred to stay in such types of accommodation. In particular, packages
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based on the survey results could include casino and theme parks for the Multi-motivated
Golfers, as they tended to indulge in entertainment and nightlife. In addition, packages with
cultural attractions, national parks, and shopping tours could be developed to attract Multimotivated Golfers, in particular to Australia and the Philippines. Combining golf tours with
the above tours would enable golfers in this group to enjoy the destination attributes that are
important to them.

This study also suggests that promoting inexpensive golf holiday packages with easy access
to the destinations would be an effective strategy to respond to the requirements of low cost
for golf travel and ease of golf travel plans. For example, Korean golf tourists could be better
approached if destination marketers and tour operators provide unlimited golfing rounds
without extra costs, and promote the close proximity of the destinations. In this respect, Golfintensive Golfers in particular could be better approached in terms of unlimited golfing
rounds as they are more likely to be motivated by benefits and learning golf, whilst
Companion Golfers could be better approached in terms of short haul destination as they are
more likely to travel for shorter periods.

In packaging golf holidays, it is important to provide a program with an attractive and
effective golf itinerary. This study suggests that a golf training program for the Golf-intensive
Golfers would be effective and better organised at various and challenging golf courses, as
they are regarded as highly skilled golfers who want to play on different layouts of golf
courses and in different settings. In addition, golf academics should consider this golf group,
as young Korean golfers are likely to undertake golf training tours overseas (Chosun Ilbo,
2001; Shin & Nam, 2004). For Multi-motivated Golfers it could be effective to program
business or convention golf holiday packages for one day or more. Incorporating business
activities into golf holiday packages could appeal to this golf group as they are likely to play
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golf with business associates, whilst programming activities for family and relative would be
more attractive to Companion Golfers as they are likely to travel with family and relatives. In
responding to such activities, there is the probability that the three golf clusters would
increase their spending and length of stay. In other words, the amount spent on golf holidays
and the length of time playing golf could be increased by extending the length of stay for
Korean golf tourists.

This study also suggests that tour operators should consider golf courses near suburban areas
when organising appropriate golf courses for golf tourists, as these kinds of golf courses are
relatively well accompanied by natural and cultural attractions, as well as usually being less
crowded than urban golf courses. In particular, it is suggested that suburban golf courses may
be the better choice for Multi-motivated Golfers because these courses allow golfers easier
access to golf courses and relaxed tee-off times that could meet their motivation to escape
from crowded home-based golf courses.

As natural environment was likely to be an inspiration not only for Companion Golfers, but
also for Golf-intensive Golfers and Multi-motivated Golfers, destination marketers need to
promote the features of good weather and climate, outstanding natural scenery, comfortable
places for rest and relaxation, and safety and security. These implications follow.

As the weather is a critically important factor for Korean golf tourists, destination marketers
should actively advertise their pleasant climate so as to encourage all year round golf travel in
the Asia Pacific region. However, as the weather is unpredictable, tour operators need to
develop appropriate products in case of golfing difficulties. In this respect, this study suggests
that providing golf lessons or instruction at practice ranges (alternative venues in case of bad
weather) would address difficulties caused by bad weather. This could meet the Multi- 260 -
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motivated Golfers’ golfing related availability and accessibility, as well as the Golf-intensive
Golfers’ learning and increasing their golfing skills and knowledge. Another suggestion is to
videotape golf instructions as a means of helping both golf tourist groups to improve their
golf and to provide them with a reminder of their overseas golf holidays. Advertising efforts
emphasising comfortable places for rest and relaxation, and safety and security issues, should
be targeted to Companion Golfers, as they are more likely to be composed of females and
golfers in the older age groups.

In respect to golf travel information provided to Korean golf tourists, destination marketers
also need to consider the experience of previous golf tourists, as Korean golf tourists seem to
obtain golf travel information from family, friends, and colleagues. In this respect, this study
suggests that destination marketers may need to collect satisfactory stories about golfing
experience that could be used as an advertising tool through relevant distribution channels
such as travel agencies, golf Internet sites, golf magazines, and golf practice ranges or golf
clubs.

As this study found that overseas golf holidays are based on seasonality, destination marketers
should develop effective strategies to respond to the seasonality of Korean golf holidays,
especially travel during November, December, and January. In this respect, some
recommendations are suggested as follows.

Developing a golf holiday package during off-peak tourist seasons around resort golf courses
would be beneficial for golf resorts and course managers in creating golf travel demand, as
resort golf courses are generally unoccupied during the off-peak tourist seasons. Also, it is
better to line up golf packages during weekdays, as golf courses are likely to be less in
demand on weekdays. Organising golf training tours with inexpensive golf holiday packages
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in the off-peak season for Golf-intensive Golfers would be beneficial in encouraging golf
travel during the off-peak season. In particular, destination marketers and tour operators for
Thailand and Vietnam could organise tours/packages during the off-peak season for the Golfintensive Golfers. Promoting international golf championship events would be an effective
strategy to overcome the seasonality, especially for Multi-motivated Golfers who are likely to
attend international golf championship events as spectators and seek to play golf at courses
previously used for open golf championship events. In particular, destination marketers and
tour operators for Australia and the Philippines should use this promotion to attract more
Multi-motivated Golfers.

Based on the findings on socio-demographics, destination marketers and tour operators could
be assisted when targeting different aspects of the three golf tourist groups. For example,
promotions for Golf-intensive Golfers should be targeted at males, younger, and professionals
and students, whilst for Companion Golfers, they should target females, the older age groups,
and housewives. Marketing to Multi-motivated Golfers should target males, those in the
middle age group, and those who are self-employed or business men/women. However, the
highly educated and high income bracket should also be considered when targeting all three
golf tourist groups.

This study also suggests that Thailand and Vietnam would be marketed more effectively if
destination marketers and product suppliers considered the profile of Golf-intensive Golfers,
while Australia and the Philippines could be better marketed if Multi-motivated Golfers were
targeted. Finally, in order to better market China, Hawaii, Japan, and Malaysia, the
Companion Golfers should be targeted.
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7.8 Chapter Summary

The discussion in this chapter was based on the summary of the research findings in order to
explore heterogeneous tourist behaviour and thereby to suggest the marketing and managerial
implications which result from the profiling of the three golf clusters in respect to sociodemographic variables, golf related behaviour and travel characteristics, destination attributes,
and destination preferences.

The similarities and differences among the three golf clusters were examined by interpreting
the results and comparing previous studies. It was concluded that although there were some
similar personal characteristics and travel patterns among the three golf clusters, each golf
cluster exhibited distinct golf travel behaviour and patterns travelling in the Asia Pacific
region.

In conjunction with the research findings and discussion, this chapter has presented important
golf tourism marketing and managerial issues to enable golf destination marketers and golf
resorts or golf course managers to better understand their target markets and thus develop
more effective marketing mix strategies to meet the needs and wants of their target markets.
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CHAPTER EIGHT
CONCLUSIONS AND FUTURE DIRECTIONS

8.1 Introduction

The previous chapter provided golf tourism marketing and managerial implications for
destination marketers and tour operators, and suggested alternative marketing mix strategies
according to both similar and different aspects of golf travel behaviour across the three golf
clusters identified.

This final chapter will conclude by reflecting on the research aims, objectives, questions, and
hypotheses. The chapter will also consider the limitations and future directions of the thesis,
as well as the theoretical and practical contributions to the limitation in the field of special
interest tourism, sport tourism, and golf tourism.

8.2 Identifying the Push and Pull Factors

As part of the research aims and questions, this thesis first attempted to identify the push and
pull factors of Korean golf tourists who plan to travel in the Asia Pacific region. The main
reason for investigating push factors was to explain the socio-psychological travel
motivations involved in undertaking golf holidays and the pull factors underlying the
preferred destination attributes in the decision to visit a preferred golf holiday destination.
Another reason was that despite the importance of travel motivation studies using the push
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and pull framework in tourism research, there is little or no research examining travel
motivations using the push and pull framework in the field of special interest tourism, sport
tourism, or golf tourism.

Five push factors were identified. These were business opportunity, benefits, learning and
challenging, escape/relax, and social interaction/kinship factors. Seven pull factors were also
identified. These were the natural environment, golfing related availability and accessibility,
golf resort/course facilities and services, tourism attractions, tourism facilities and services,
nightlife and entertainment, and price and ease of access. These factors corresponded to some
of the tourist motivations of leisure, tourism, special interest tourism, and sport tourism.

The results were able to answer the research question 1 addressed in the conceptual
framework in Chapter three. They also supported the view which emerged from the review of
the previous literature in Chapter three, that the concept of push and pull factors is a useful
framework from which to identify the travel motivations of tourists. In particular, the current
findings regarding the push and pull travel motivation factors contribute by not only filling
the gap in the research on golf travel motivations, but also by expanding knowledge in the
broader field of tourist motivations to the fields of special interest tourism and sport tourism.

8.3 Classifying the Heterogeneous Golf Tourists

Based on the socio-psychological push motivations, the second approach attempted to classify
golfers into three distinct golf tourist groups: Golf-intensive Golfers, Multi-motivated Golfers,
and Companion Golfers. The main reason for clustering golf tourist groups was that tourists
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are not homogeneous in their travel motivations, especially when undertaking holidays. Again,
another reason was that little or no research has been undertaken which focuses on tourist
typology using the concept of socio-psychological push motivations.

The thesis found that in undertaking golf holidays in the Asia Pacific region, Golf-intensive
Golfers were more likely to be motivated by factors such as benefits, and learning and
challenging,

while

Companion

Golfers

were

specifically

motivated

by

social

interaction/kinship factors. However, Multi-motivated Golfers were motivated by various
factors, including business opportunity, learning and challenging, escape/relax, and social
interaction/kinship.

The research question 2 was supported by the literature review, in that push based sociopsychological motivations provide useful dimensions in classifying heterogeneous tourists
into homogeneous groups because such a classification would enable destination marketers to
better understand why certain types of tourists travel. In addition, the tourist typology based
on socio-psychological push motivations might provide a useful framework to aid in
classifying and explaining different types of tourists, as a contribution to the literature of
special interest tourism, sport tourism, and golf tourism.

8.4 Profiling Heterogeneous Golf Tourist Behaviour

The three golf tourist groups were further examined based on the indications from the
literature review, where it was found that it is important to profile the golf clusters in order to
target each cluster according to their socio-demographics, golf related behaviour and travel
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characteristics, destination attributes, and destination preferences. Examination of these
factors revealed similarities and differences among the three golf clusters. This was achieved
by addressing the research question (RQ3) and testing the hypotheses from (H1) to (H4).

The following results were addressed to not only consider similar aspects of golf holiday
behaviour of all golf tourists, but also to provide distinct profiles of each golf cluster for
destination marketers and tour operators, as well as golf resort and course managers in the
Asia Pacific region. Hence, the research question (RQ4) was achieved by developing
alternative marketing and managerial strategies for targeting different types of golf tourists.

8.4.1 Different Aspects among the Golf Clusters

Golf-intensive Golfers
This type of golf tourist is more likely to be male, in the younger age group, and a
professional or a student. Golfers in this group are more likely to have commenced playing
golf in the younger age group, have lower golf handicap levels, tend to travel for longer
periods, play at a greater variety of golf courses, spend large amounts for golf trips, and prefer
to travel with social club members. In addition, these golfers prefer to visit Thailand and
Vietnam as a golf holiday destination in the next two years. The findings suggested that
destination marketers for Thailand and Vietnam should target younger males, who are
professionals and/or students, and organise a golf training program at various and challenging
golf courses, as well as golf academies.
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Multi-motivated Golfers
Golfers in this group are more likely to be males, in the middle age group, and self-employed
or general officials. They are more likely to start playing golf in middle age, have moderate
golf handicap levels, tend to travel for a moderate number of travel nights, play at fewer
different golf courses, have a more moderate amount of golf travel expenditure, and tend to
travel with business associates. This group prefers Australia and the Philippines to visit for the
next golf holiday destination, while they seek such pulling factors as golfing related
availability/accessibility, tourism attractions, tourism facilities and services, and nightlife and
entertainment. The findings imply that destination marketers for Australia and the Philippines
should target the middle age group and self employed people, packaging business, convention,
and exhibition activities. Golf holiday packages should also emphasise tourism related
attractions, for example, cultural tours, shopping tours, and national parks tours, golf
championship events, and other activities for nightlife and entertainment.

Companion Golfers
Companion golfers are more likely to be females, in the older age group, and housewives or
public officials. They seem to have commenced playing golf in the older age group, have
higher golf handicap levels, seem to hold more golf membership cards, tend to travel for
shorter periods, play at moderate number of different golf courses, spend small amounts on
golf travel expenses, and prefer to travel with family and relatives. China, Hawaii, Japan, and
Malaysia are preferred golf holiday destinations for visits by this golf group, while the natural
environment is more likely to be identified by the group as a pulling factor in visiting a
preferred golf holiday destination. In this respect, destination marketers for these countries
should target the older age group and housewives by promoting relatively short haul
destinations, as well as by developing family activities as part of the golf holiday package.
- 268 -

Chapter 8: Conclusions and Recommendations

8.4.2 Similar Aspects among the Golf Clusters

Apart from the distinct characteristics of each golf cluster described above, a similar profile
was observed among all golf tourist groups in regard to their socio-demographics, golf related
behaviour and travel characteristics, and destination attributes. For example, Korean golf
tourists travelling in the Asia Pacific region are highly educated people, high income earners,
and seem to undertake 1-3 golf trips within a three year period, spend the longest time on golf
trips in Thailand, travel mostly in November, December, and January, travel with all and
partially inclusive golf holiday packages, stay at hotels and golf resorts, use their own golfclubs, obtain golf travel information from family, friends, and colleagues. In addition, Korean
golf tourists also consider Thailand to be the most attractive golf holiday destination for future
travel, while golf resort/course facilities and services, and price and ease of access are highly
regarded destination attributes in visiting a preferred golf holiday destination. The findings
suggest that destination marketers should develop cost effective golf holiday packages around
golf resorts and hotels which include the promotion of good facilities and services, as well as
promotion of the close proximity of the destinations for ease of travel plans. Specific seasonal
based golf holidays should be considered to overcome the seasonality of golf tourism.

8.5 Limitations and Future Directions

Despite the practical findings and implications, possible limitations addressed in this thesis
were related to the issues of methodology, including sampling procedures, the geographic
setting, analytical techniques, and the practical applications to the market. These issues are
outlined below.
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Although this thesis assumed that the sample size was moderate in terms of the statistical
analysis, this study may not be representative of a large population because of the
convenience (non-random) sampling procedure and the sample size. It may have been more
representative if the sample sizes for each golf cluster had been larger and if samples had been
collected at the randomly selected golf practice ranges. This thesis suggests that a future
sample should be large enough and more randomly collected to explore possible differences
among golf clusters, as random sampling is more likely to help generalise the findings of the
research.

The result of this study may not justify application to other regions or destinations due to the
focus of this study being the Asia Pacific region. The geographic setting of the region means
that while the findings can be used as region specific information for destination marketers in
the region, the usefulness of the findings in other golf tourism markets such as the European
and American markets may be limited. Such a limitation imposes difficulties in applying the
findings to other regions or destinations which may have different cultures in respect to golf
tourism marketing and management. Future research focusing on other regions is necessary to
determine possible geographical differences in golf tourist behaviour.

The findings may have a small impact on the domestic golf tourism market due to the sample
being solely from respondents who had undertaken overseas golf holidays with golfing
activity. In this respect, researchers who are interested in applying the findings to the
domestic golf tourism market should consider that the findings are based on overseas golf
holidays. In turn, future research emphasising the domestic golf travel market would be
beneficial in increasing the numbers of golf tourists and retaining them in their home country.

The findings regarding destination preferences in this study may only be valid for the socio- 270 -
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psychological travel motivations of golf tourists. In this regard, it may be suggested that
destination preferences may be better explored if future research uses pull based destination
attributes as a cluster variate, since this study acknowledges that destination choice is more
likely to be affected by the particular features of a destination. The use of destination choice
modelling, for example, discrete choice model may be a useful tool to predict a specific
destination choice and to discover more meaningful relationships between destination choice
and destination attributes. In addition, destination image may be used to explore destination
preferences, as destination image is an important determinant for tourists when selecting a
particular destination. Multidimensional scaling (MDS) or perceptual mapping may also be a
useful analytical tool to determine destination preference from the perceived image of
destinations.

The explanations and classifications of different types of golf tourist may not be accurate if
some of the cluster variates or push factors (i.e. socio-psychological motivations) have unique
features or are not mutually exclusive from the personal interviews with ten golf travel
managers, or if the cluster variates do not include important socio-psychological push
motivations that could be important determinants for tourists when undertaking overseas golf
holidays. More qualitative research is required to cover these issues and considerations. Other
qualitative approaches such as focus group interviews and computer based data analysis may
be used to uncover better qualitative variables.

The final limitation is related to the analytical techniques used in this thesis. Although the
findings of the study verified the reliability and validity for the practical application, it may
not be possible to generalise the findings from this study if different methods and techniques
were used for the factor and cluster analysis. This is because the factor-cluster analysis is
more conceptual than statistical analysis (Hair et al, 2006). In other words, if researchers use
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different analytical methods, the results are likely to suggest different conclusions, such as
number of factors and clusters. Hence, it would be useful to replicate this study if considering
a similar conceptualisation or if the items loading on the factors with randomly placed on the
survey as well as using the same statistical methods and techniques on special interest tourism,
sport tourism, and golf tourism research. However, this thesis encourages other researchers to
test the findings if similar factors and clusters can be identified that provide similar behaviour.

8.6 Thesis Contribution to Special Interest, Sport, and Golf Tourism

The results of this thesis contribute towards a greater understanding of special interest
tourism, sport tourism, and golf tourism. In this thesis, both theoretical and practical
contributions are significant to the markets as follows.

From a theoretical perspective, this thesis contributes conceptual implications that should be
considered for future special interest tourism, sport tourism, and golf tourism research. The
conceptual framework (Figure 8.1; replicates Figure 3.2) provides a greater understanding of
travel motivations within the concept of push and pull factors and tourist typologies that lie in
socio-psychological push motivations. The framework also provides a profile of each cluster
with respect to other factors including socio-demographics, golf related behaviour and travel
characteristics, pull based destination attributes, and destination preferences. Therefore,
alternative marketing and managerial strategies can be developed to target each of the
different tourist groups.

As pointed out earlier, there is little or no research that examines travel motivation and tourist
typology using the concept of the push and pull framework in the markets of special interest
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tourism, sport tourism, or golf tourism. Research into travel motivation and tourist typology,
however, is often documented in tourism studies. Therefore, this thesis addresses this gap in
the literature and contributes to the knowledge of tourist motivation and the typology of the
markets.

Figure 8.1 Replicate the conceptual framework from Figure 3.2

Travel Motivations

Push factors

Pull factors

socio-psychological travel needs

destination attributes

Destination choice
Tourist typologies
A
clusters

H3
H4

B
C

visiting a preferred destination

Behaviour and Characteristics
H2

travel party, mode, length, etc

H1
Marketing implications

Socio-demographics

resulting from H1, H2, H3, and H4

gender, income, education, etc

From a practical perspective, this thesis contributes useful ways to assist academics and
practitioners to conduct tourism research in exploring heterogeneous tourist behaviour in the
fields of special interest tourism, sport tourism, and golf tourism. The research framework
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(Figure 8.2; replicates Figure 4.4) guides the research process to achieve the research
objectives using a range of different analysis methods and techniques.

Figure 8.2 Replicate the research framework from Figure 4.4
Research Objectives

1)
to delineate push and pull
factors of golf holidays

Conceptual Framework

Travel motivation

Push based sociopsychological motives
2)
to classify golf tourists on the
basis of socio-psychological
push factors
3)
to determine/compare the
differences in sociodemographics among clusters
4)
to determine/compare the
differences in travel
characteristics and golf
behaviour among clusters
5)
to determine/compare the
differences in pull based
destination attributes among
clusters
6)
to determine/compare the
differences in destination
preferences among clusters

Pull based destination
attributes

Analyses

A principal
component factor
analysis using factor
extraction and
rotation

A cluster analysis
combining
hierarchical and nonhierarchical procedure

Push-motivated
cluster groups

Socio-demographics
among cluster groups

Golf related behaviour and travel
characteristics among cluster groups

Cross tabulation with
Chi-square test

Cross tabulation with
Chi-square test

Pull based destination attributes
among cluster groups

ANOVA analysis and
Post hoc tests using
Tukey’s HSD

Destination preferences
among cluster groups

Cross tabulation with
Chi-square test

The new empirical and region-specific information on the validity and reliability of this thesis
also provides useful insights into golf destination markets in the Asia Pacific region. In
particular, the findings should be beneficial to golf destination marketers and golf resort or
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course managers to support golf tourism decisions in respect to product development,
advertising and promotions, and packaging.

8.7 Conclusion

This thesis has concluded that the concept of push and pull factors represents a useful
framework for measuring golf travel motivations in undertaking golf holidays and visiting
golf holiday destinations. In particular, knowledge of the push based socio-psychological
motivations is important in understanding and classifying heterogeneous golf tourists.

The thesis has found that golf tourists are not homogeneous in their push based sociopsychological travel motivations. Their profiles are theoretically and statistically feasible
since the research has tested hypotheses that golf clusters with different socio-psychological
travel motivations may have similar or different characteristics in their socio-demographics,
golf related behaviour and travel characteristics, destination attributes, and destination
preferences.

Since the empirical evidence of heterogeneous golf tourist behaviour verified the validity and
reliability of the thesis by the use of both quantitative and qualitative approach, this research
is beneficial not only to academics and practitioners in the study of travel motivations and the
classification of tourists, but also to tourism marketers and tour operators in the development,
promotion and packaging of cost effective golf holiday products. In addition, the current
thesis advances the previous knowledge of travel motivations and tourist typologies in the
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tourism literature to the context of special interest tourism, sport tourism, and golf tourism
which have been lacking in the current state of tourism studies.

The research opportunities in this potentially lucrative golf tourism market are valuable since
the increasing demand for golf holidays is expected to continue. In particular, more golf
tourism research into the Asia Pacific region is expected in line with the growing appeal of
this region as a Korean golfing destination.
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Dear Madam/Sir
I am writing to ask for your co-operation with one part of the overall project relating to my
PhD study specialising in golf tourism at the University of Canberra, Australia. The purpose
of PhD study is to explore Koreans golf holiday behaviour in the Asia Pacific region. This
project has been reviewed and approved by the Committee for Ethics in Human Research,
University of Canberra in May 2005.
As one part of the project, semi-structured personal interviews will be carried out by inviting
directors, managers or consultants who have provided overseas golf travel information and
consultation service to clients. The semi-structured interviews have been chosen and
designed for the purpose of (1) addressing the most popular golf holiday destinations in the
Asia Pacific region, and (2) discovering the golf travel motivations and destination attributes.
This researcher expects that your knowledge and work experience on behalf of your golf
clients would be of great assistance to achieve the aim of this project. Detailed information
for interviews is outlined below.

•
•
•
•

Interview method: semi-structured personal interviews with note-taking
Interview period: between 11/7-15/7 and 18/7-22/7, 2005
Interview duration: approximately 30 minutes
Interview site: to be advised

Please note that your participation is voluntary and there is no reward in this interview.
However, your interview is extremely important for the project. The information obtained by
the interview is entirely confidential and the outcomes will only be used for academic
purpose. Along with the above information, it is noted that you will receive transcripts of
your interviews electronically to review the transcripts for accuracy.
If you are willing to participate in this interview, would you please provide your preferred
dates and times for interview arrangements? It would be appreciated if you could advise two
or more alternative dates and times. Your preferred interview timelines would be arranged
and you will be informed of your interview time before 5 July.

It would be appreciated if you could respond by 27 June 2005. For more information,
please contact me by e-mail: jaehakiro@hanmail.net
I look forward to hearing from you soon.
Yours sincerely
Jae Hak Kim
PhD Tourism Candidate
School of Business and Government
University of Canberra
20/6/2005
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Part 1 Introduction
Thank for their participation.
Prior to conducting interviews, remind interviewing about the topics, process of interview,
and length of interview, as well as assure them of ethical considerations.

Part 2 Interviews
Research Topics
Covered
Popular golf
holiday
destinations
Push based golf
travel variables

Pull based golf
destination
attributes

Predetermined Key Aspects
by Interviewer
China, Japan, Thailand,
Philippines, Malaysia,
Vietnam, Indonesia, Guam,
Australia, New Zealand
Golfing expenses
Crowded/bookings
Weather/climate
Business reason
Social Interactions
Others
Golf travel expenses
Weather/climate
Distance
Numbers of golf rounds
Nightlife and entertainment
Accommodation
Golf course quality
Promotions/advertisements
Others

Interviewee’s Opinions
Awareness
Consideration

Part 3 Conclusion
Remind interviewees that they will be received the transcripts of their interviews electrically,
and asked to review the transcripts in order to determine whether the interviews are
accurately transcribed. Finally, thank them for their time and effort.
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설문조사 일련번호:

설문장소:

설문일자/시간:

아시아 및 태평양 지역에서의 골프여행에 관한 설문조사

안녕하세요
본 설문지는 호주의 수도 캔버라 대학교에서 박사학위논문을 위한 연구목적으로 준비된
것으로, 만 18세 이상 우리나라 국민들의 해외골프여행 성향 및 특성을 알아보고자 설
문조사를 실시하고 있습니다. 설문시간은 약 10분간 소요될 예정이며 귀하의 참여 여부
는 자율입니다. 그러나, 귀하의 답변이 본 연구에 큰 도움이 됨을 꼭 말씀 드리고 싶습
니다. 감사합니다.
z 연구자: 김재학, 호주 캔버라대학교 관광대학원 박사과정
z 연락처: 02) 437-3215 (한국), 61-2-6201-5656 (호주), 이메일:jaehakiro@hanmail.net

선문1. 귀하께서는 지난 3년 동안 (2002년 12월 이후) 아시아 및 태평양 지역으로
(예: 호주, 중국, 하와이, 뉴질랜드, 일본, 말레이시아, 필리핀, 태국, 베트남, 대
만, 괌/사이판 등) 해외골프여행을 다녀오신 적이 있습니까?
① 다녀온 적이 없다 → 면접 중단
② 다녀온 적이 있다 → 아래의 질문 1 로 가세요

Section 1. 다음은 골프와 관련된 귀하의 행동 및 해외골프여행에 대한 성격을 알아보기 위한 질문입니다.
질문1. 귀하가 처음으로 골프를 시작한 나이는 언제였나요?
질문2. 귀하의 현재 골프 핸디캡 (타수)는 얼마입니까?

세
핸디캡 (타수)

질문3. 귀하께서는 국내에 골프장 회원권을 보유하고 계십니까? ① 예

② 아니오

질문4. 귀하께서 지난 3년 동안 (2002년 12월 이후 현재까지) 아시아 및 태평양 (하와
이포함) 지역으로 총 몇 번의 골프여행을 다녀오셨나요?
번
질문5. 귀하께서 위에서 (질문4) 대답하신 해외골프여행의 횟수 중에서 가장 오랫동안
머물렀던 나라는 다음 중 어디에 해당하나요? (하나만 선택 (√))
① 호주
② 중국 ③ 하와이
④ 일본 ⑤ 말레이시아 ⑥ 필리핀 ⑦ 태국
⑧ 베트남 ⑨ 기타 (
)
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귀하께서는 위에서 (질문 5) 응답하신 여행지 (국가)를 기준으로, 다음의 질문 6부터 질문 14까지 응답하여
주십시오.
질문6. 몇 월 달에 다녀오신 골프 여행이었습니까?
질문7. 총 며칠 밤을 머무르셨는지요?

월

일 밤

질문8. 총 몇 곳의 골프장에서 골프를 치셨나요?

곳

질문9. 지출하신 총 경비는 얼마였는지요? (왕복항공료, 숙박비, 식음료비, 유흥비,
쇼핑비, 골프그린피 및 기타비용을 포함)
만 원
질문10. 누구와 함께 한 여행이었습니까? (하나만 선택 (√))
① 혼자 ② 파트너 ③ 가족/친지 ④ 친구 ⑤ 사업동료
⑦ 기타 (
)

⑥ 친목/소속단체

질문11. 어떤 방법의 여행이었습니까? (하나만 선택 (√))
① 개별 자유여행 ② 일부만 패키지여행 (항공료, 숙박비, 골프그린피들 중 일부)
③ 모두 패키지여행 ④ 기타 (
)
질문12. 어디에서 주로 머무르셨나요? (하나만 선택 (√))
① 골프리조트 ② 호텔 ③ 모텔 ④ 필요시설이 완비된 아파트 ⑤ 친구/친지 집
⑥ 기타 (
)
질문13. 사용했던 골프클럽 (골프세트)은 다음 중 어디에 해당하나요? (하나만 선택 (√))
① 한국에서 가져온 것 ② 여행지에서 구입한 것 ③ 골프장에서 빌린 것
④ 기타 (
)
질문14. 해외여행지 (국가)를 선택했을 때 가장 크게 영향을 미친 여행정보는 다음 중
어디에 해당하나요? (하나만 선택 (√))
① 가족/친구/회사동료 소개 ② 지난 여행경험 ③ 여행사 ④ 여행잡지/정보지
⑤ TV 광고
⑥ 신문광고
⑦ 인터넷 ⑧ 기타 (
)
질문15. 향후 2년 이내에, 아시아 및 태평양 지역으로 골프여행을 다시 떠나실
예정입니까?
① 그렇지 않다
② 그렇다
→ 그러시다면, 어느 국가로 가고 싶으십니까?
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Section 2. 아래의 각 항목은 해외골프여행을 결정할 때 와 해외골프여행지(국가)를 선택할 때 영향을 미치는
요인들입니다. 귀하께서 어느 정도 동의하시는지 또는 중요하게 생각하시는지 해당번호에 체크 (√) 해 주십시
오. 귀하의 어떠한 응답에는 정답과 오답이 없습니다.
참고: 정도 기준 1=전혀동의하지않음, 2=동의하지않음, 3=보통, 4=동의함, 5=매우동의함
전혀동의
질문16. 해외골프여행을 결정할 때의 동기 및 이유들의 동의 정도
하지않음
는? (해당번호에 체크 (√) 해 주세요)
1
2

보통
3

매우
동의함
4
5

국내에서보다 적은 비용으로 해외골프여행을 할 수 있으므로

1

2

3

4

5

해외골프여행 중 다른 여행목적도 가능함으로

1

2

3

4

5

값싼 골프그린피로 더 많은 라운딩을 할 수 있으므로

1

2

3

4

5

국내의 비싼 회원가입 없이도 쉽게 골프를 칠 수 있으므로

1

2

3

4

5

해외여행 중 신체/육체적인 활동에 참여하기를 좋아해서

1

2

3

4

5

갤러리로써 국제적인 골프대회의 관전을 좋아해서

1

2

3

4

5

국내 골프예약의 어려움을 피하기 위해서

1

2

3

4

5

국내의 붐비는 골프장을 피하기 위해서

1

2

3

4

5

골프가 호화스포츠라는 국내의 부정적인 인식을 피하기 위해서

1

2

3

4

5

춥고 무더운 날씨를 피하기 위해서

1

2

3

4

5

친목/소속 구성원과의 관계증진을 할 수 있으므로

1

2

3

4

5

해외여행 중 친구와의 관계증진을 할 수 있으므로

1

2

3

4

5

해외여행 중 사업/회사고객과의 인맥구성 할 수 있으므로

1

2

3

4

5

가족/친지와 함께 하는 해외여행이 좋아서

1

2

3

4

5

해외골프를 통해 골프능력과 지식을 향상시킬 수 있으므로

1

2

3

4

5

지명도가 높은 해외골프장에서 골프를 하기 위해서

1

2

3

4

5

국제골프대회가 열렸던 골프장에서 골프를 쳐보고 싶어서

1

2

3

4

5

사업/회사고객을 위한 골프접대를 위해서

1

2

3

4

5

골프여행 중에 사업과 관련된 대화 나누기를 좋아해서

1

2

3

4

5

사업목적을 해외골프여행을 통해서 이룰 수 있으므로

1

2

3

4

5
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참고: 정도 기준 1=전혀동의하지않음, 2=동의하지않음, 3=보통, 4=동의함, 5=매우동의함
전혀중요
질문17. 해외골프여행지 (국가)를 선택할 때 영향을 주는 요인들의
하지않음
중요한 정도는? (해당번호에 체크 (√))
1
2

보통
3

매우
중요함
4
5

골프레슨 및 지도가 가능한 곳

1

2

3

4

5

편안하고 여유로운 티 오프 시간이 제공되는 곳

1

2

3

4

5

양질의 골프 리조트 시설과 서비스 이용이 가능한 곳

1

2

3

4

5

별도의 그린피 지출 없이 무제한 골프 라운딩이 가능한 곳

1

2

3

4

5

지명도가 있는 골프 리조트/골프장이 있는 곳

1

2

3

4

5

다양한 (한 곳 이상의) 골프장에서의 골프가 가능한 곳

1

2

3

4

5

골프그린가격 (골프장 이용료)이 값싼 곳

1

2

3

4

5

국제골프대회가 열렸던 골프리조트/골프장이 있는 곳

1

2

3

4

5

골프 연습장 이용이 가능한 곳

1

2

3

4

5

골프여행 정보 취득이 용이한 곳

1

2

3

4

5

골프리조트/골프장이 교외에 위치한 곳

1

2

3

4

5

국립공원 관광이 가능한 곳

1

2

3

4

5

안전한 나라/장소

1

2

3

4

5

기후와 날씨가 좋은 곳

1

2

3

4

5

아름다운 자연경관이 있는 곳

1

2

3

4

5

편안하게 쉴 수 있는 곳

1

2

3

4

5

과거에 골프여행을 위해 방문했던 곳

1

2

3

4

5

국내로부터 너무 멀지 않아서 여행계획수립이 용이한 곳

1

2

3

4

5

고급 호텔에서의 숙박이 가능한 곳

1

2

3

4

5

온천/한증욕이 가능한 곳

1

2

3

4

5

종업원들이 친절한 곳

1

2

3

4

5

한국음식을 먹을 수 있는 곳

1

2

3

4

5

밤 시간에 유흥과 오락을 즐길 수 있는 곳

1

2

3

4

5

오락시설 및 유원지가 있는 곳

1

2

3

4

5

카지노 이용이 가능한 곳

1

2

3

4

5

쇼핑이 용이한 곳

1

2

3

4

5

문화와 생활방식의 차이가 우리나라와 다른 곳

1

2

3

4

5

역사적/문화적 장소가 많은 곳

1

2

3

4

5
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Section 3. 다음은 통계자료 분류와 연구목적상 필요한 질문입니다. 귀하의 답변은 호주
캔버라 대학교 연구윤리위원회의 규정에 따라 비밀이 보장됩니다 (해당란에 하나만 선
택).
질문18. 성별: ① 남

②여

질문19. 나이:
① 18-24 세 ② 25-34 세 ③ 35-44 세 ④ 45-54 세 ⑤ 55 세 혹은 그 이상
질문20. 최종학력:
① 초등학교 졸업
④ 전문대 졸업

② 중학교 졸업
③ 고등학교 졸업
⑤ 4년제 대학교 졸업 ⑥ 대학원 졸업

질문21. 현재 직업:
① 회사원 ② 사업가
③ 공무원
⑦ 학생
⑧ 가정주부 ⑨ 운수업

④ 전문직
⑤ 판매/서비스직
⑩ 정년퇴직 ⑪ 잠시 무직

질문22. 연간 총 가구소득 (세금 공제 전):
① 2,000만원 이하
② 2,001-3,000만원
④ 4,001-5,000만원
⑤ 5,001-7,500만원
⑦ 1억 원 초과

③ 3,001-4,000만원
⑥ 7,501-1억 원

* 설문에 참여해 주셔서 대단히 감사합니다*
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⑥ 기술직
⑫ 기타 ( )

Appendix 4.4 Survey instrument (English)
Questionnaire Number:

Data Collection Site:

Data Collection Period:

SURVEY FOR GOLFING TRIPS IN THE ASIA PACIFIC REGION
Dear Madam/Sir
This survey is part of the research towards a degree of PhD Tourism at the University of Canberra,
Australia. We are now conducting a survey about overseas golf holidays of Koreans aged 18 or older.
If you agree, you will be asked to complete a questionnaire. The questionnaire should take
approximately 10 minutes to complete. Your participation is voluntary and you can withdraw your
participation at any time during the survey. However, your participation is extremely important for the
project. Thank you very much for your time.
Researcher: Mr Jae Kim, PhD Candidate
School of Business and Government
University of Canberra ACT 2601, Australia
e-mail: jaehakiro@hanmail.net, Ph: 61-2-6201-5656 (Australia), or 02) 437-3215 (Korea)
Pre-Question. Have you undertaken an overseas golf holiday in the Asia Pacific region (e.g. Australia,
China, Hawaii, New Zealand, Japan, Malaysia, Philippines, Thailand, Vietnam, Taipei,
Guam/Island of Saipan) during the last three years (since December 2002)?
① No → TERMINATE
② Yes → GO TO Q.1 BELOW
Section 1. This section determines your golf related behaviour and travel characteristics regarding
your golf holiday in the Asia Pacific region during the last three years.
Q.1. At what age did you commence playing golf?

years old

Q.2. What is the current level of your golf handicap (strokes)?

handicap (strokes)

Q.3. Do you have a golf membership card to use at a golf course in Korea? ① Yes ② No
Q.4. How many times did you undertake golf holidays in the Asia Pacific region (including Hawaii)
during the last three years (from December 2002 to today)?
time(s)
Q.5. Of that number of trips (from Q.4), in which country did you spend the longest time playing golf
in the last three years? (Please tick only one).
① Australia ② China ③ Hawaii ④ Japan ⑤ Malaysia ⑥ Philippines
⑦ Thailand ⑧ Vietnam ⑨ Other (specify)
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Please answer the questions from Q.6 to Q.14 based on your destination (country) where indicated in
Q.5 above.
Q.6. In what month did you travel on this golf holiday?
Q.7. How many nights did you spend?

month

nights

Q.8. At how many different golf courses did you play?

golf courses

Q.9. How much money did you spend on this major golf holiday (including a return air ticket,
accommodation, meals, entertainment, shopping, green fees, etc)?
won (Korean)
Q.10. Travel party consisted of (Please tick only one)
① Alone
② Partner ③ Family/relative ④ Friends
⑥ Social club members ⑦ Other (specify)

⑤ Business associate

Q.11. Travel mode was (Please tick only one)
① Free independent tour
② Partially inclusive package tour
③ All-inclusive package tour
④ Other (specify)
Q.12. Accommodation was at (Please tick only one)
① Golf resort
② Hotel ③ Motel ④ Self-contained apartment
⑤ Home of friends or relatives ⑥ Other (specify)
Q.13. Golf-clubs used on this golf holiday (Please tick only one)
① Brought from Korea
② Bought at destinations
③ Hired from pro-shops at golf courses ④ Other (specify)
Q.14. Which of the following travel information sources did you mostly use in choosing a golf
holiday destination (country)? (Please tick only one)
① Family/friends/colleagues
② Previous experiences
③ Travel agents
④ Travel magazines/brochures ⑤ Advertisements on TV ⑥ Advertisements on newspapers
⑦ Internet
⑧ Other (specify)
Q.15. In the next two years, do you plan to undertake a golf holiday within the Asia Pacific region?
(Please tick only one)
① I will not take such a trip
② I have planned to take such a trip
→If you have planned a trip, which country are you planning to travel to?
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Section 2. This section asks you to identify travel motivations in undertaking your overseas golf
holiday and in visiting your golf holiday destination. There are no right or wrong answers. We are
interested only in your level of agreement/disagreement or importance/unimportance with the
statements. Please circle one number for each statement for Q.16 and Q.17.

Note: The scale is to be used is 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree
Q.16. How much do you agree/disagree with each of the following
motives in undertaking on an overseas golf holiday? Because…
I can travel with lower golfing expenses than domestic golfing trips
I can undertake multipurpose trips during golf holidays
I can play more rounds with inexpensive green fees
I can play easily without an expensive golf membership
I like participating in physical activities
I want to be free to attend international golf championship events as a spectator

I want to escape from domestic golf booking difficulties
I want to escape from crowded home-based golf courses
I want to escape from the negative public view of luxury sport
I can avoid undesirable golfing weather/climate
I could build relationships with social club members
I could improve relationships with friends
I could build networks with clients/associates
I like being together with family or relatives
I could improve golfing skills and knowledge
I want to play at highly rated/reputed golf courses
I want to play at previously opened golf championship courses
I like golf entertainment for business clients/associates
I like talking about business
I could achieve business goals
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Strongly Neutral
disagree
1
2
3
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
2

3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3

Strongly
agree
4
5
4
4
4
4
4
4
4
4
4
4
4
4
4
4
4
4
4
4
4
4

5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5

Note: The scale is to be used is 1=not at all important, 2=not very important, 3=neutral, 4=somewhat
important, 5=very important
Not at all
Q.17. How important are the following features for you in visiting a
important
preferred golf holiday destination?
1
2
Availability of golfing lessons/instructions
1
2
Availability of convenient tee-off times
1
2
Good golf resort facilities and services
1
2
Opportunity to play more golfing rounds without extra green fees
1
2
Good rated/reputed golf resorts
1
2
Availability of different golf courses to play
1
2
Inexpensive green fees
1
2
Golf courses which previously open golf championship events
1
2
Accessibility of practical golfing ranges
1
2
Availability of golf travel information
1
2
Golf courses near suburban areas
1
2
Accessibility of national parks
1
2
Safety and secure country
1
2
Good weather and climate
1
2
Outstanding natural scenery
1
2
Comfortable place for rest and relaxation
1
2
Places previously visited for golf trips
1
2
Close proximity for ease of travel plan
1
2
Luxury/five star hotels
1
2
Availability of spas and saunas
1
2
Good service by employees
1
2
Availability of Korean foods
1
2
Good nightlife and entertainment
1
2
Good amusement facilities/theme parks
1
2
Accessibility of casinos
1
2
Good shopping
1
2
Different cultures and lifestyles
1
2
Many historical/cultural sites
1
2
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Neutral
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3
3

Very
important
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5
4
5

Section 3. This section is for classification and research purposes only. All the information that you
provide will be kept confidential in accordance with the rules regulated by the Ethics Committee of
the University of Canberra. (Please tick only one appropriate number).
Q.18. Gender: ① Male ② Female
Q.19. What age group do you belong to?
① 18 – 24 ② 25 – 34 ③ 35 – 44 ④ 45 – 54 ⑤ 55 and more
Q.20. What is your highest completed educational qualification?
① Primary School
② Year 9 or Junior School
③ Year 12 or High School
④ Two-year College ⑤ Four-year University degree ⑥ Postgraduate and more
Q.21. What is your current work status?
① General official ② Self-employment/Business man
④ Professional
⑤ Sales/Service
⑦ Student
⑧ Housewife
⑩ Retired
⑪ Temporarily unemployed

③ Public official
⑥ Skilled trade
⑨ Transportation
⑫ Others (specify)

Q.22. What is your household income per annum before tax? (Korean won)
① Less than ₩20,000 ,000
②₩20,000,001 – ₩30,000,000
③₩30,000,001 – ₩40,000,000
④₩40,000,001 – ₩50,000,000
⑤₩50,000,001 – ₩75,000,000
⑥₩75,000,001 – ₩100,000,000
⑦₩100,000,001 and more
*I APPRECIATE YOUR PARTICIPATION. THANK YOU*
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Appendix 4.5 Participation information sheet

Project title: Exploring Motivation and Tourist Typology: The Case of Korean Golf
Tourists Travelling in the Asia Pacific.
Principal researcher: Mr. Jae Hak Kim (PhD Candidate, University of Canberra).
Project Aim: To explore travel motivations and tourist typology by researching Koreans travelling in
the Asia Pacific region.
Benefits of the Project: This project will provide a better understanding of Korean golf tourists’
travel behaviour in the Asia Pacific region.
Outline of the Project and Participant Involvement: This project is part of the research towards a
degree of PhD at the University of Canberra, Australia. As part of this project more than 400
participants at selected golf practice ranges across Seoul, Korea will be approached between
December 2005 and January 2006 to take part in a survey. If you agree, you will be asked to complete
a questionnaire. The questionnaire should take approximately 10 minutes to complete. Your
participation is voluntary and you do not have to answer any of the questions. You can withdraw your
participation at any time during the survey. However, your participation is extremely important for the
project.
This survey comprises three sections, and the questionnaire consists of open-ended and closed
questions to achieve the project aim. Section 1 is a series of questions to investigate golf related
behaviour and travel characteristics. Section 2 is a series of questions to identify travel motivations in
undertaking a golfing holiday and visiting a golf holiday destination. Section 3 asks some general
questions to obtain personal information such as age and income.
Anonymity and Confidentiality: This project does not require you to provide any personal
information such as your name, telephone number or address. No identifiable materials, such as audio
or video equipment will be used, so there will be no means of identifying you. To ensure
confidentiality, the information provided by you will be accessed only by this researcher and the
project supervisors.
Data Storage: The completed questionnaires will be stored under lock and key during data collection,
analysis and preparation of results. Electronic data will be stored on a password-protected personal
computer. Once the project is completed, the data will be stored at the University of Canberra for a
period of five years.
Ethics Committee Clearances: This project has been reviewed and approved by the Committee for
Ethics in Human Research.
Queries and Concerns: If you have questions or problems which are not answered in the information
you have been given, you should consult the researcher or the research supervisor. For this project,
the appropriate person is:
Researcher: Mr Jae Kim (PhD Candidate)
School of Business and Government
University of Canberra ACT 2601
e-mail: jaehakiro@hanmail.net
Ph: 61-2-6201-5656
or 02) 437-3215 (Korea)

Chair of supervisory panel: Dr Brent Ritchie
Director, Centre for Tourism Research
University of Canberra ACT 2601
e-mail: brent.ritchie@canberra.edu.au
Ph: 61-2-6201-5016
Fax: 62-2-6201-2550

Thank you very much for your time
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Appendix 4.6 Summary of data collection

1

Hyosung Golf Club

Kim Jongyun

1 – 30

30

No of
Data
Collection
26

2

Woosung Sports Centre

Kim Boomin

31 – 70

40

28

27

3

Chungho Golf Driving Range

Son Chanjae

71 – 110

40

36

30

4

Masters Golf School

An Byungteack

111 – 135

25

23

21

5

Banpo Golf

Lee Youngho

136 – 155

20

17

16

6
7

Kang Sungkyu

156 – 175

20

18

16

Kim Heigun

176 – 215

40

38

36

8

Uni Golf Club
Jack Nicklaus Golf Centres &
Academies
Hanjin Golf Club

An Heecheul

216 – 255

40

34

32

9

Hans Golf

Kim Eunhong

256 – 275

20

14

11

10

Point Golf Clinic

Choi Mail

276 – 295

20

15

13

11

JNB Sports Club

Chung Okju

296 – 325

30

26

26

12

Lemon Golf Club

Park Jiho

326 – 355

30

26

25

13

Daecheong Leports Centre

Jung Teackkwang

356 – 395

40

35

30

14

International Golf School

Jung Seungeun

396 – 415

20

17

15

15

Q-Golf Club

Hong Taedo

416 – 440

25

17

15

16

Pin Golf Club

Jo Hyuncheul

441 – 460

20

17

17

17

Masta Golf Club

Eum Jungjin

461 – 500

40

38

37

500

425

392

Data Collection Site

Name of
Pro-golfers

Note: aQuestionnaire; bNumber; cDistribution
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Qa Nob
(series)

No of Q
Dc

No. of
Useable
Data
25

Appendix 5.1 Scree test: extraction of the push and pull factors

6

5

Eigenvalue
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2

1

0
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3
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20

Push Variables

g
8
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6

Eigenvalue

5

4

3

2

1

0

1
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4

5

6

7

8

9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28
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Appendix 5.2 Unrotated factor loading matrix
Push
Variables
PS13
PS18
PS19
PS20
PS8
PS5
PS9
PS17
PS14
PS3
PS4
PS10
PS12
PS11
PS16
PS7
PS15
PS1
PS2
PS6

Factors
1
.703
.696
.692
.668
.562
.538
.525
.501
.435
.360
.435
.297
.480
.489
.473
.534
.442
.246
.334
.369

2
-.095
-.417
-.471
-.496
.289
.127
-.094
-.363
.100
.670
.645
.506
.123
.183
-.223
.175
.139
.374
.368
-.311

3
-.437
.046
-.161
-.106
.135
.263
-.029
.460
-.307
.144
.158
.154
-.676
-.609
.511
.147
.451
.075
-.073
.272

4
.101
-.027
-.093
-.087
-.532
.120
-.306
.286
.205
.011
-.068
.133
.198
.238
.375
-.617
.460
.127
.036
-.235

Factors
Pull
Variables
1
2
3
4
5
PL13
.645
-.390
137
-.028
-.141
PL15
.618
-.412
.321
-.199
-.105
PL16
.610
-.410
.283
-.075
-.009
PL21
.595
-.223
.294
.098
-.011
PL14
.595
-.504
.191
-.116
-.157
PL8
.295
.587
-.388
-.068
-.145
PL9
.134
.579
-.478
-.084
.170
.565
PL10
.279
-.320
-.189
-.037
.554
PL18
-.156
.075
-.243
.285
.539
PL7
-.080
-.123
.321
-.112
PL20
.536
.099
.299
.047
.174
PL22
-.206
.024
.534
.222
.249
PL3
.530
-.158
-.205
.327
-.227
PL6
-.208
.527
-.207
.325
-.373
PL5
-.037
.523
-.351
-.329
.256
PL2
-.112
.517
-.493
.185
-.061
PL4
-.333
-.243
.499
-.009
.307
PL19
.215
.193
.490
.003
-.092
PL24
.367
.302
.463
.125
.335
PL11
-.191
.328
-.348
-.123
.461
PL28
.311
-.258
-.157
.437
.429
PL25
.073
.074
.197
.598
.391
PL27
.179
-.126
.315
-.290
.530
PL12
.126
-.106
-.190
.460
.462
PL26
.263
-.308
.086
.390
.426
PL1
.094
.062
.244
.430
-.468
PL23
.287
.331
.332
.238
.595
PL17
.382
.273
-.047
-.175
.396
Note: Highlighted values indicate factor loadings at above .39
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5
-.035
-.311
-.369
-.374
.085
.298
.299
.119
.208
-.364
-.286
.216
.227
.219
.159
.195
-.004
-.343
-.044
.345

6
-.067
.227
.142
-.430
.196
-.067
.002
.038
.043
.248
-.370
-.352
-.083
.049
.030
.136
.260
-.239
.035
-.254
.104
.171
.328
-.233
.230
-.055
.226
.011

6
.037
-.049
.001
-.055
-.263
.252
.217
-.114
-.266
-.103
-.116
-.160
-.010
-.022
-.159
-.161
-.058
.547
.463
.442

7
-.284
-.114
-.189
.092
-.216
-.124
-.298
-.315
.071
.096
.132
-.030
.313
.098
.018
.313
.267
.124
-.173
.011
.253
-.270
.379
.004
-.111
.036
.000
.161

8
.133
-.092
-.126
.155
.030
-.104
.154
-.012
-.392
.189
.079
.296
.009
-.177
-.248
.137
.150
-.405
-.040
.201
.102
-.009
.195
-.011
.207
.027
.013
-.437

Appendix 5.3 Stopping rule applied using average linkage
Stage

Number of Clusters
Before Joining

After Joining

Agglomeration
Coefficients

10
9
8
7
6
5
4
3
2

9
8
7
6
5
4
3
2
1

10.302
11.068
11.747
12.234
14.941
19.284
19.327
23.989
25.957

359
360
361
362
363
364
365
366
367

Stopping Rule
Percentage Increase to
Next Stage (%)
7.430
6.134
4.152
22.120
29.066
0.222
24.124
8.200

Appendix 5.4 Multiple comparisons between clusters and each factors
Tukey’s HSD
Dependent
Variable
F1:
Business
opportunity

(I)
Cluster
Number
of Case
1
2
3

F2:
Benefits

1
2
3

F3:
Learning and self
actualisation

1
2
3

F4:
Escape/freedom

1
2
3

F5:
Social
interaction/kinship

1
2
3

(J)
Cluster
Number
of Case
2
3
1
3
1
2
2
3
1
3
1
2
2
3
1
3
1
2
2
3
1
3
1
2
2
3
1
3
1
2

Mean Difference
(I-J)
-1.1655619(*)
.4756631(*)
1.1655619(*)
1.6412250(*)
-.4756631(*)
-1.6412250(*)
.8085698(*)
.7669667(*)
-.8085698(*)
-.0416031
-.7669667(*)
.0416031
.0374951
.9396585(*)
-.0374951
.9021633(*)
-.9396585(*)
-.9021633(*)
-.5562962(*)
-.2807110
.5562962(*)
.2755852
.2807110
-.2755852
-1.2643068(*)
-1.6564394(*)
1.2643068(*)
-.3921326(*)
1.6564394(*)
.3921326(*)

Based on observed means.
*The mean difference is significant at the .05 level.
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95% Confidence Interval
Std. Error

Sig.

.08895946
.09698056
.08895946
.08635520
.09698056
.08635520
.11974527
.13054220
.11974527
.11623977
.13054220
.11623977
.11640101
.12689641
.11640101
.11299341
.12689641
.11299341
.12598570
.13734531
.12598570
.12229752
.13734531
.12229752
.09922664
.10817349
.09922664
.09632181
.10817349
.09632181

.000
.000
.000
.000
.000
.000
.000
.000
.000
1.000
.000
1.000
1.000
.000
1.000
.000
.000
.000
.000
.125
.000
.074
.125
.074
.000
.000
.000
.000
.000
.000

Lower
Upper
Bound
Bound
-1.3795152 -.9516086
.2424185
.7089077
.9516086 1.3795152
1.4335351 1.8489149
-.7089077 -.2424185
-1.8489149 -1.4335351
.5205745 1.0965650
.4530041 1.0809292
-1.0965650 -.5205745
-.3211674
.2379612
-1.0809292 -.4530041
-.2379612
.3211674
-.2424569
.3174472
.6344643 1.2448527
-.3174472
.2424569
.6304068 1.1739199
-1.2448527 -.6344643
-1.1739199 -.6304068
-.8593001 -.2532923
-.6110355
.0496134
.2532923
.8593001
-.0185484
.5697187
-.0496134
.6110355
-.5697187
.0185484
-1.5029534 -1.0256603
-1.9166037 -1.3962750
1.0256603 1.5029534
-.6237928 -.1604723
1.3962750 1.9166037
.1604723
.6237928

Appendix 5.5 Territorial map
Canonical Discriminant Function 2
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Symbols used in territorial map
Symbol
Label
1
2
3
@

Golf-Intensive Golfers
Multi-motivated Golfers
Companion Golfers
Indicates a group centroid

Canonical Discriminant Function 1

Appendix 6.1 Golf holiday plan towards Asia Pacific Region
Three Golf Clusters
Total
Golf-intensive
Multi-motivated
Companion
Golfers (n=98)
Golfers (n=162)
Golfers (n=108)
I will not take such a
16
17
37
4a
b
9.9
15.7
10.1
4.1
trip
I have planned to
93
146
91
330
take such a trip
95.9
90.1
84.3
89.9
97
162
108
367
Total
100.0
100.0
100.0
100.0
a
Frequency, b% within cluster. The numbers and percentages may not add up to 100% due to rounding
or missing data.
Categories
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