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The myth of the average tourist
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447 Bob McKercher

T here is no such thing as typical or average tourist behaviour
in Hong Kong. Indeed, quite the opposite is true. Our re-
search shows that tourist movements are highly individualistic.
Each visitor picks and chooses from the many activities available
to create a personalised itinerary that suits their interests.
Having said this, though, one feature is clear. First-time visi-
tors behave quite differently than repeat visitors. These are
two of the key findings from the Annual Omnibus Visitors” Sur-
vey conducted by the School of Hotel and Tourism Manage-
ment (HTM). The survey targets departing tourists from six source
markets: mainland China, Taiwan, Singapore / Malaysia, Australia,
North America and Western Europe. A total of 1,304 people
participated in 2003, including pleasure, business and VFR (visiting
friends and relatives) tourists.

Travel patterns are unique

The Omnibus Survey asks respondents to identify every-
thing they did during their most recent visit. A list of 24 items
was provided that included mainstream attractions and activities,
special interest activities and some obscure items. Different
combinations of activities produce different activity sets. For
example, shopping and sightseeing could be considered as one
activity set, while shopping, sightseeing and going to a country
park would represent another set, and shopping, sightseeing,
visiting museums and engaging in cross border tourism would
represent a third set.

In theory, the 24 items could be combined in more than
16 million different ways. In practice, of course, the maximum
number of different activity sets is limited to the sample size,
or 1,304. Tradition says that the actual number of different sets
should be much fewer, since tourists with shared interests should
follow similar itineraries.

But that is not the case. Table 1 shows just how individualised
tourist movements are. The first column lists the activity. The
second column shows the number of people who participated
in it (e.g. 246 people went to museums). The third column
shows the number of different combinations involving that activity
(e.g. 235 separate activity sets involved a museum visit). The

The Voice of TIC
No.4 / 2004

19



fcademic
' Findings

fourth column shows the number of different activity sets as
a percentage of all people who participated in the activity (e.g.
955% of all activity sets involving visits to museums were different).
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What Table 1 shows is that the vast majority of tourists
“do their own thing” when in Hong Kong. Visitors who go to

SBENENZREHEST  BHZ N TAREAE TR S
a museum, for example, may have little in common, except that
H)) ° they both happen to go to the museum. The same applies for
all other pleasure activities tested, with the exception of visit-
ing festivals.

®—  RENFEBHER(n=1,304)

Table 1: Movement patterns of visitors (n = 1,304)

SEEBNAY AEREEBN TEEDER
EHIEY No. of people participating TREBASHA EEBARNE DT
Activity / Attraction in the activity No. of different activity sets % of different combinations
involving the item
132 Beaches 21 216 97,7
77 Business 585 121 N7
#2  BFRAMTEGM
Churches, temples and 298 285 95.6
other religious sites
FERERBAEEE
Country parks and natural areas 210 259 o
PS5 Cross border tourism 323 288 89.1
H &I Ecotourism 37 37 1000
5 /%) Festivals 133 £ 307
T 18 Historical atractions 315 29 9.9
BHEE X8 Museums & art galleries 246 235 %5
&4 Shopping 1,107 850 76.8
&t Sightseeing 865 721 84.0
B2 Theme parks 383 346 89.4
EEAI 1,304 1,002 76.8
E—FERH EAZEREEEEBERT [HAEad This finding challenges many preconceptions about tourists:

first, that groups of tourists display similar movement patterns
and that these patterns are different than those shown by other
tourists; second, that because of these differences, it is pos-
sible to categorise tourists based on visits to one attraction;
and, third, these categories represent special interest groups
that reflect underlying motives to visit. These preconceptions
lead to the labelling of different tourists into groups based
on one activity that are felt to have little in common with
other groups - a cultural tourist is a cultural tourist and he or
she has little in common with a shopping tourist. This type of
classification is shown pictorially in Figure 1.
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Yet, the research shows that movement patterns are
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Cultural tourist
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Table 2: Average number of activities by trip purpose

Shopper
)i

& — Figure 1

BEE | EENE | BHEE | RESRRE

All visitors | Pleasure | Business VFR

IR 1sttime visitor |~ 85 86 8.1 104
BHHE Repeatvisitor | 7.1 78 6.7 8.1
2EA 76 8.2 70 8.7

WEn e RN Bk

R AR AES - RIDIRE L BAIKEERE

Nature-based tourist

BARE Tourist A

K% A

Tourist C
&% C

Tourist B
&% B

& = Figure 2

more similar to the pattern shown in Figure 2. Each tourist,
regardless of his or her interest, has distinctive movements,
but their movements may overlap at different attractions.
Thus, labels may have little meaning. The so-called cultural
tourist who has been given that label because he or she visited
a museum, may share little in common with other so-called
cultural tourists. About the only conclusion that can be made is
that they both visited a museum. It is impossible to make any
other generalisations about what else they did or why they came
here in the first place.

Tourists are very active

Tourists participate in a large number of activities when
they travel, regardless of their trip purpose (Table 2). People
who visit friends and relatives are the most active, followed by
pleasure tourists. Even business travellers do a lot when they
travel. No doubt some of the activities relate to the trip purpose,
but many have little to do with why they came. Our research
on cultural tourism, for example, shows that almost one in four
visitors to cultural attractions are business travellers.

First-time visitors are different than repeat
visitors

What is clear though, is that first-time visitors are far more
active than repeat visitors. What is also clear from Table 3 is
that first timers are motivated to visit for different reasons
than repeaters. They want to meet different people, discover
new places and increase their knowledge, regardless of their
trip purpose.
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Another more comprehensive survey showed that first-
time visitors scored higher than repeat visitors on motives
relating to visiting new places, seeing how other people live,
having an adventure, seeking a change, self fulfilment and
having fun. Repeat visitors, on the other hand, were far more
interested in spending time with friends and family or shopping.

These different motives are also reflected in the impor-
tance that first-time and repeat visitors place on different activities.
Another question in the Omnibus Survey asked people to se-
lect up to three activities they participated in that played a par-
ticularly important role in their decision to come to Hong Kong.
Table 4 shows the findings.

Table 3: Motivations for visiting (mean score on a seven-point scale)
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o 8 Pleasure %% Business BRI VFR
e UERE | ERE | 9EEE | WGRE | 99EE | ASE
Isttimevisitor | Repeatvisitor | fsttmevisitor | Repeatvisior | fstfmevisor | Repeatvisitor

SR 2 Spend time with family and friends 36 40 23 25 6.4 6.0
B8R A A Meet different people 45 37 44 38 45 32
8 L5 Restand relax 48 50 32 30 48 49
BRAREE Cet away from daily routing 50 49 28 29 5.1 45
SRAT30775 31 2 90 Discover new places or things 6.2 5.0 5.2 39 6.1 44
S5 K033 Increase my knowledge 59 51 50 45 65 47
AEPERMRL EN R
A convenient stopover for China 38 31 38 44 36 37

DB RENEAZRIIEFERT

significant differences between first-time and repeat visitors are shown in red
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First-time pleasure tourists were much more likely to identify
sightseeing, visiting museums, historic sites, churches, temples
and other religious sites, theme parks and natural areas than
repeat visitors. Repeaters, on the other hand, were more likely
to indicate shopping, dining and spending time with friends or
relatives as playing a more important role in their decision to
visit. In a similar manner first-time VFR tourists identified sightseeing,
cultural attributes and theme parks as being important to them.
Repeat VFR tourists placed far more importance on spending
time with family, or eating different types of foods. Interestingly,
more than half of the first-time business travellers identi-
fied sightseeing as playing an important role in their deci-
sion to visit. Repeaters highlighted relationship building, dining
and spending time with friends or relatives.
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Table 4: Additional reasons for visiting Hong Kong

HEa=a) 8 Pleasure (%) %% Business (%) BRREBR VFR (%)
A’ i 3 _t MokE | BakE | ORKE | BaEE | O@KE | BOkKE
ciiy (3 opions) Isttimevisior | Repeatvistor | 1fsttimevistor | Repeatvisitor | 1sttmevisitor | Repeatvisttor
& Sightseeing 85.6 62.9 545 175 769 33
#¥1 Shopping 65.4 702 49.0 497 64.7 59
LETRTRNRN
Eating different food than normal 21 20 189 165 " 204
JER(—#) Dining (general) 177 3.2 24 3.3 128 204
Y5 EE 18 Museums & art galleries 86 29 14 14 51 56
E & Historical sites 16.0 59 40 12 5.1 56
A2 BT RAGRRGH
Churches, temples and other religious sites 103 15 14 08 03 46
T Theme parks 16.0 8.8 28 24 5.1 37
BRERERAIELE
Natural areas and country parks 74 20 14 08 26 19
/3% Beaches 04 20 14 04 26 28
B 58 Festivals 12 20 14 08 0.0 19
PSR Cross border tourism 74 88 105 88 17 56
{R34 R Friends and relatives 119 327 119 0.7 84.7 1056
N RN EEB RE TG First timers do different things than
repeaters
AR I A AR IR R B ik 2 E e B AR - Not surprisingly then, first-time and repeat visitors par-

BEU RS AZI o D REAESHREENAMT » BEALE ticipated in different activities (Table 5). Again, irrespective of
SELTES  BY SERVERINE BOAE trip purpose, first-time visitors were more likely to include
2 \) . il 2 A ol >

sightseeing, visits to museums and art galleries, historic
BE  BFRAMRHEN  AEBELE  BREEE sites, churches, temples and other religious sites, country

REEANE o o LB TS NEERITENGE parks and natural areas, and theme parks. They are also

N o . . more likely to participate in ecotours and join festivals. Repeat

EBo 2 E BYRKEAETERESR o EREm | )0 PeTER ! P
visitors, on the other hand, were more likely to visit friends

NNZRAXRAE WERELRZETR - or relatives. No differences were noted in shopping or eat-
ing at restaurants.
N /—“",/;-qfr%‘-i-‘ ﬁ \El_ﬁ W?Ei\/—\‘ .
@E&ﬁ&\ﬁ% E‘E%ﬁmﬁﬁumﬁ gt io ?‘JJ\?? Other research conducted by HTM shows that first-time
REFENEERER CRSEANEY HELRFE visitors want to explore Hong Kong widely and are willing
With - B REZAEAZETE  EAEMMAFECE to try new things or travel to out-of-the-way places. Re-

EAES EXBREAIEBENEET  B0EGE peat visitors are far mpre sefjethary .c':lljld, becguse they ex-
plored Hong Kong during their first visit, see little desire to

EERBSNEBALE - do so in subsequent visits, including showing little desire to
purchase sightseeing tours.

W BT REERER

A balance of first-time and repeat visitors

Is needed
PRMERREHAEE 5L REZH2ER
EEBMEFHEEANRT - BAREEFEN B What do these findings suggest? To begin with, tourists
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are individuals who make personalised choices about what
they do here. There is no such thing as a typical visitor, nor
is there a typical movement pattern among people who visit
the same attraction. Instead, they select products, services
and attractions that best suit their own needs. Indeed, the di-
versity of things to see and do is one of Hong Kong’s real strengths,
enabling visitors to shape their visit to suit their own needs and
thus, maximise their chance of having a satisfying trip.
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Table 5: Activities pursued

T 8 Pleasure (%) 7% Business (%) BRHR VFR (%)
g BRE | BONT | UUKE | BHEE | GGEE | AEE
Isttmevisitor | Repeatvisitor | 1sttimevisor | Repeatvisitor | 1sttimevisitor | Repeatvisitor
Bt Sightseeing 9.3 81.1 89.1 306 949 67.0
541 Shopping 934 937 84.6 85 87.2 826
LETRTRNEN
Eating different food than normal 766 04 18 66.1 o i
JER(—#) Dining (general) 902 922 9.1 934 23 89.0
BYIEEE(TE Museums & art galleries 38 238 147 82 M1 2.6
F £ B Historical sites 50.0 306 210 9. 538 20
H ki Ecotourism 74 19 35 06 77 18
¥ BFREMREGH

i%]urches, temples angg other religious sites 43 28 182 104 47 303
B2 Theme parks 525 303 35 122 538 248
BRERERTENE
Natural areas and country parks %1 232 196 100 436 239
/3% Beaches 246 28 18.9 76 436 29
£ 58 Festivals 164 126 140 46 179 119
F52 14 Cross border tourism 25 2.2 21.0 29 41.0 29
{R3RH R Friends and relatives 250 5.8 252 35 1304 1338

Second, first-time visitors are quite different than repeat
visitors. First timers are motivated to visit by the newness

HR - ik E B ERIRE RS TR  fe ke Ao
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of the destination and the chance to explore. They will buy
sightseeing tours, go to out-of-the-way places and want to ex-
perience its cultural differences. Repeaters, on the other hand,
feel they know Hong Kong. They travel more to have rela-
tionship needs met and value spending time with families
and friends most highly. The findings suggest, therefore, that
the viability of many attractions and commercial tour products
depends on the ability of Hong Kong to continue to draw first-
time visitors, while unique dining opportunities benefit from re-
peat visits. e
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