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ABSTRACT

Previously, considerable research regarding thectffof leisure traveller’s motivations,
destination attributes, satisfaction and future dvabur (Aliman, Hashim, Wahid, &

Harudin, 2016) has been conducted. However, to, datge has been little discussion
about these relationships as they relate to busitiasellers (Chen, 2017; Chiang, 2009;
Millan, Fanjul, & Moital, 2016). In the context d¥lelbourne tourism, the number of
international business visitors coming to Melbourhas increased in recent years,
outperforming the average of the national capitaés according to the Victorian State
Government Productivity Commission (2015). Howeuere is a very little literature

pertaining to the Asian source markets and, pddrby to the satisfaction and future

behaviour of the North East and South East Asiainass travellers to Melbourne.

The present research proposes to analyse the impddferent issues on the satisfaction
and ultimate behavioural intentions of North anditBoEast Asian business travellers to
Melbourne. The four major research aims are: (&htify the motivations of the North and
South East Asian business traveller coming to Maibe; (2) examine Melbourne’s key
destination attributes from the perspective of Namd South East Asian business travellers;
(3) investigate the influence of motivations andstattion attributes on their travel
satisfaction; (4) determine the relationships betw#heir travel satisfaction, and their future

travel and investment behavioural intentions.

A conceptual framework which incorporates means-#rabry, a tourism consumption
system, and expectation-disconfirmation model hasnbbuilt to develop a conceptual
framework. The conceptual model is then tested aviset of eighteen hypotheses in
which ten hypotheses are rejected and the othéit eigg accepted. The hypotheses are
structured for testing using descriptive and adeadncmultivariate quantitative

methodology, with data collected from an extensjuestionnaire survey.

The findings from 600 surveys confirm that the dgraphic profiles, the motives and the
destination attributes have significant and impariafluences on the travel satisfaction of
business travellers. However, the findings reldi®dhe issue of future investment are
mixed. There is insufficient evidence to state thaisfaction measures result in positive

investment intentions whilst in Melbourne, or th@ronitment to revisit for holidays or to



visit friends and relatives, or to undertake ediocatHowever, it is also shown that positive
recommendations do occur, as the respondents oty intend to speak positively and

to recommend Melbourne to their business contamtanivestment, and also for future
leisure travel on their return.
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CHAPTER ONE: INTRODUCTION
1.1 BACKGROUND OF THE RESEARCH

Tourism has become one of the world’s fastest angebkt growing economic sectors in
recent decades, contributing a considerable 9.8%glabal GDP (World Travel and
Tourism Council, 2016). According to the Globalsthess Travel Association (GBTA),
this huge economic sector contributed more thartrilibn U.S. dollars to the global
economy in 2015. The figure is forecast to increase continue growing significantly in
the next decades. Acknowledging the significarfciénis economic sector, a large number
of countries have spent heavily on financing prgjeienproving national infrastructure and
enhancing tourism services to make them more cativeein the world market (Aliman et
al., 2016). These efforts are not only to appealdmestic travellers, but also to satisfy

foreigners.

Although leisure travel still plays a major rolegcent increases in business traveller
numbers has made this group more significant. Faoneconomic perspective, the total
global economic contribution of this tourism segmienl.11 trillion U.S. dollars in 2015,
rising 3.9% in 2016 to reach USD1.149 trillion, aaiing to the GBTA. This number is
expected to increase to USD1.658 trillion by 20@6parallel with the financial impact,
business travel activity is associated with an erde of skills and knowledge which is
necessary for the development of many regionsgsciéind countries (Tani, 2005). The
enormous benefits and substantial roles in devetpiost societies through business
travel has been previously researched (Chiang, 20Dgons (2013); (Waheed &
Tembhare, 2015; Wang & Beise-Zee, 2013; Yung & Cl2801).

In Victoria, the second most populous state of Aalgt, international tourism

expenditure is expected to reach $12.9 billionréal terms) by 2024-2025. Over the
next ten years, it is estimated that the intermatioexpenditure in Victoria will

contribute 68% of the overall growth in overnighdutism spend (Victoria State
Government, 2016). In terms of business travel,ttmber of international travellers
accounts for only 4.3% of total arrivals (Victortatate Government, 2016). This
relatively small percentage of customers is not m@msurate with the economic

potential and open business environment of Victoria
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According to the Economist Intelligence Unit (201®ustralia is one of the easiest,
safest, and most transparent locations in the wiorldonduct business, and Melbourne
was named the world's most liveable city for seyears from 2011 to 2017, and second
in 2018, receiving a perfect score for healthcadycation and infrastructure. It is
projected to have low economic exposure risk witich history of welcoming not only
domestic but also foreign-owned companies. Nea®@o4of Australia's top 1000
companies (by revenue) are foreign-owned and miodtesm choose Melbourne as the
location for their headquarters in Australia (St&@vernment of Victoria, 2015). Thus,
the number of international business travellervasy small (4.3% of total arrivals),
according to Victoria State Government (2016) ie&tto the potential business
environment of Melbourne. Accordingly, understamdithe level of satisfaction of
business travellers and their future behaviour isezessity not only for tourism
stakeholders, but also policy makers, and can helgeveloping policies designed to

attract more visitors coming to Melbourne primarffily business purposes.

Business travel management is not an easy taskudeda involves several different
stakeholders, with different interests to defenaluding suppliers (airlines, train

companies, hotel chains) and travel agencies (&asta2012).

A vast and growing body of literature has inveggdadifferent topics regarding business
travellers. These studies have focused on thauites before the trip, and their emotions
during the journey. For example, Waheed and Temeb(®015) discussed the shopping
behaviour and shopping satisfaction of busines®liexs in Dubai. Derudder, Beaverstock,
Faulconbridge, Storme, and Witlox (2011) drew ditento the common-sense association
between ‘business travel’ and ‘business class liréoreairline services. Graham, Garrow,

and Leonard (2010) examined when and why busineseliers make changes to their
airline itineraries. Mason and Gray (1995) argulkdt business travellers tend to be
charged a premium for the air services they conssméhat business travel is a potentially
high source of revenue for airlines.

In terms of inner feelings, preliminary work on mess traveller emotions includes a study
on stress issues conducted by Chen (2017), airoindentify business travellers' stressors

and the relationships among these stressors. Bunsiaess travellers may feel physical
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exhaustion due to long stays or flights, they deasmsmperior hotel and airline services,
which can help them overcome travel discomfort eedtice travel stress. The study not
only recognises several aspects connected witleltsdkess, but also reveals that personal
stress, work stress, and health behaviour influbnistess travellers differently in terms of
various travel stressors. Furthermore, this reseaontributes to the current literature in
tourist studies, travel policies, and tourism mamagnt, because it is important that
organizations understand and acknowledge employeaustion and well-being during a

business visit.

The study of stress is in line with the findingsresearch carried out by Kollinger-Santer
and Fischlmayr (2013) in which managing work-lifaldnce has been implied to be an
issue for both employees and human resource degatdmn order to offer individually
tailored support for the different groups of intational business travellers. Since business
traveller's emotions play a significant role in itheehaviour, Wang and Beise-Zee (2013)
studied the emotional states that business trasebleng into service encounters with
hotels, and identifies corresponding service respsn It is suggested that, although a
business traveller's emotional state is a pers@sale that is not directly related to the
services of a hotel, it presents an opportunityhfatels to enhance the service experience of

business travellers and increase satisfaction@yadty.

The satisfaction and loyalty of the business tilavetan influence their future behaviour,

such as revisit for business purposes, or convetsideisure travel. Surveys such as that
conducted by Kerr, Cliff, and Dolnicar (2012) prd&i empirical evidence dealing with

switching business travellers to holidaymakers,atlpwing them to experience a new

destination as a business traveller. Key findiegerging from a study of 1024 Australian

business travellers indicate that there is poterfoa turning business travellers to

holidaymakers. Thus, special offers and attractiamsthe destination are effective

enticements for business travellers to returniasre tourists.

Millan et al. (2016) emphasized that future reseamay examine which attributes of the
destination (hotels, transport, infrastructure, attdhctions) determine the tourist’'s overall

emotions, satisfaction, and loyalty. Althoughisiargued here this is an incomplete set of
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issues, because they should include an investigationotivations in business travel and

relate this to both potential future business aiglire travel.

The aim of this research is to explore the debatecerning the relationship between
business traveller satisfaction, and their futuedyiour, in terms of both their business
activities, and their leisure travel. Previousddgts have indicated that tourism satisfaction
is a crucial factor generally impacting on futuravel behaviour (Kakyom, 2008). In other
words, what tourists experience will affect theagnition and emotion, and these will
influence future reflections of the destination.s A result, satisfied consumers are more
likely to revisit the same destination (Pizam, Nanm, & Reichel, 1978). Moreover, they
could refer their friends and relatives to comehte places where they had high-quality
experiences. These behaviours are called repeats,sahnd word of mouth

recommendations, and indicate destination loy&trgi & Devkant, 2015).

Thus, it is significant for destination stakehokldo understand the level of tourist
satisfaction, and their intentions of re-using &% in the future. According to Chiang
(2009) existing accounts fail to resolve the prasipe effects of business traveller
satisfaction upon future travel intentions. Therfature suggests that business traveller
satisfaction is affected by three major attribusdsch are personal, work-related and
destination attributes (Millan et al., 2016).

Previous research provides different ideas abaostirdgion attributes. Sang, Jonathon, and
Liping (2014) defined destination attributes as omemodation, food and beverage,
entertainment, other facilities, and staff. In goprevious research, five components of
destination: weather, culinary, accommodation,dpantation, and attractions are included
(Bargi & Devkant, 2015; Wijaya, 2014). In anotlstudy on business travellers, Millan et
al. (2016) recommends four attributes includingetmt transport, infrastructure, and
attractions as essential attributes of any destinatBesides the four familiar
components for any traveller's experience which atteactions, amenities, accessibility,
food and beverage, this study explores the rolleaH State support in inspiring business

traveller behaviour, especially focusing on theirdstment intentions.

The motivation for a trip is a major factor thandafluence the satisfaction of visitors

and play a crucial role in their future behavio®revious researchers have defined
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motivation as a need or desire that energizes hbmlvaand directs it towards a goal
(Martin, lan, Noel, & Chung, 2008). Push motivasodrive people to travel, while pull
motivations refer to external factors that deteemimhere, when, and how they travel
(Martin et al., 2008), which are significant foregy tourist before they decide to go to any
particular destination. Investigating the primgprofessional motives) and additional
motivation (personal reasons) of business trawlemecessary for destination marketers
to predict visitor needs and wants (Chiang, 2008taM et al., 2016), and for satisfying

their expectations.
1.2 THE RESEARCH PROBLEM

In the context of Melbourne tourism, the numbeméérnational business visitors coming
to Melbourne has increased in recent years, outpeifig the average of the national capital
cities, according to the Victorian State Governm@mnbductivity Commission, 2015). The
largest potential market belongs to the Asian graifh dramatic growth in both arrival
numbers and expenditure for visitors from Chinalidn Indonesia, Malaysia, Hong Kong,
Japan and South Korea (Tourism Research Australla6). Some research has been
done on Asian leisure travel markets, focusing loa two biggest groups, China and
India. However, limited research exists for theestiAsian source markets, with no
research for satisfaction and future behaviourhef North East and South East Asian

business travel market to Melbourne

Based on an extensive literature review of busitesgsm (Chiang, 2009; Lee & Back,
2005; Marijana, 2012; Rittichainuwat & Mair, 2012he researcher has identified three

research gaps.

First, the greater part of research has merelysiedwon two major groups of visitors who
travel either for leisure or for Visiting FriendadaRelatives (VFR). The reason for this
focus is that the two groups account for the majaf total travellers. There is significant
previous research on the effects of the leisurevettar’'s motivation, destination
attributes, satisfaction and future behaviour (Aimet al., 2016). However, to date,
there has been little discussion about these oelstiips targeting business travellers
(Chen, 2017; Chiang, 2009; Millan et al., 20161u§, the first research gap can be seen

as a limited amount of literature on business trave

Page 5



Second, there is scant research on South East artld East Asian business visitors, even
though this group plays a significant role in besi travel to Australia. Several studies
have been conducted such as visitors from MacaBytmey by Yl and Xinran (2009),
Taiwanese visitors to Australia and their satistacafter their trip by Martin et al. (2008),
and Chinese tourists to the Gold Coast by JessleNail (2004) or Chinese travellers to
Queensland by Jin, Wu, Becken, and Ding (2016).es€hstudies focus on separated
participants of a particular market only, and aoé in the context of Asia as a whole, nor
related directly to traveller satisfaction and fetloehavioural intention. Moreover, there
are few studies comparing real expectations antl egperience and their effect on
satisfaction in this context.

Third, there is an absence of research on how rinectravel characteristics of professional
motivation, personal motivation, and destinatiotrilaites influence business traveller
satisfaction generally; and the relationship toufettravel and investment behaviour,
specifically in the context of Melbourne. What Hasen investigated is related only to

satisfaction and behavioural intentions with otinavel groups, and in other contexts.

Fourth, although there are some studies investigathe professional motivations of
business travellers, their main focus is on mestinmcentives, conferences, and
exhibitions (MICE). There is a lack of understamdiabout professional motives for
business travellers who enter a foreign marketh siscforeign direct investment motives,
market-seeking motives, efficiency-seeking, govesntpolicies, cultural dimensions and
business networks (Saleh, Anh Nguyen, Vinen, & 582817). Additionally, according to

Watson, Hogarth-Scott, and Wilson (1998), besidesfepsional motives, personal
motivations of business travellers, including fio@h aspects (the desire to make
commercial returns) as well as non-financial (be@ide to work from home or further

career objectives) also require investigation.

Therefore, this research examines the motivatiosso@ated with professional and
personal reasons for travel to understand their achpupon business traveller
satisfaction, and future behaviour. The preseneaeh systematically reviews and
propose a theoretical model which incorporatesthi®®ries of a tourism consumption

system, means-end theory, and the expectationstfisc@mtion model. It will explore
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the effects of personal travel characteristics,tidagson attributes and motivation
(professional and personal motives) on travel &ati®on as a first step and then
satisfaction on future intentions in a second stépthis way the study will contribute

deeper insights in terms of the business travabsec

The targeted group is North East and South EastnAgisitors coming to Melbourne for
business purposes. According to the Victoria SGteernment (2016), travellers from
China (North East Asia), and Singapore (South Eessh) accounted for the first and
second highest flows into Melbourne, respectivelZhina is also representative of a
developing market while Singapore represents & fdveloped economy. Business
travellers from Vietnam are also selected becaustn&m is the fastest growing business
market to Melbourne, and is an emerging economly gignificant potential growth. The
selection of the developed (Singapore), upper-agpes (China) and lower-developed
(Vietham) business markets provides an additiormgdrasentation of, and potential

comparison across, different levels of economicettgyment in the source markets.
1.3 RESEARCH OBJECTIVES AND QUESTIONS

The number of North East and South East Asian Hexrgehas dramatically increased in
recent years, resulting in intense competition agnoountries to attract visitors from this
group. National tourism agencies in many counthase run international destination
marketing and other programs, focusing on attrgctiisitors from the Asian market.

However, the primary objective of this study isinwestigate specifically how North East
and South East Asian business traveller motivatipessonal travel characteristics and
destination attributes affect their satisfactiond avhether the level of satisfaction has a

considerable impact on their future investment aeha.
In particular, this study will examine the mainearch question:

How do the travel characteristics, professional apérsonal motivations of North East
and South East Asian business travellers, and Melbwe’s attributes, impact on their
satisfaction, and to what extent does their satdfan influence their future investment

behavioural intentions?
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To achieve the study aim, and to pr

throughout this research, four objectives

ovide furtherdgice for analysis undertaken

are fdatewdl, followed by more specific research

questions addressing each of these objectiveseTdres

Research Objectives (RO)

Research Questions (RQ)

RO1/ Investigate the influences of trave

patterns on business traveller satisfactid

RQ1: To what extent do travel patterns affect
mlorth East and South East Asian business

traveller satisfaction?

RO2/ Identify influences of the
motivations of the Asian business travel
coming to Melbourne on satisfaction an

future behaviours

lenotivations influence North East and South E

RQ2: How do professional and personal

1 Asian business traveller satisfaction?

RO3/ Examine Melbourne’s key
destination attributes from the perspecti
of North East and South East Asian
business travellers, and their influences

satisfaction and future behaviour.

RQ3A: What are the key destination attributes

vaffecting the experience of the North East and

®stay?

RQ3B: How do the destination attributes
influence North East and South East Asian

business traveller satisfaction?

South East Asian business traveller during the

ROA4/ Determine the relationships betwe
the traveller’'s satisfaction and their futur
travel and investment behavioural

intentions.

éRQ4: How does the North East and South Ea
eAsian traveller satisfaction affect their future

investment behavioural intentions?

)

1.4 RESEARCH FRAMEWORK

The four research objectives are the basis fortoaetsng the research framework. This

framework is based upon a thorough lite

motivations, destination attributes, sati

rature mevieelevant literature on travel patterns,

sfactioe aeviewed both in the more general
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tourism context, and in the business travel contextdifferent settings. The proposed
conceptual framework will be formulated based uffenthree theories: means-end theory;
the Expectancy-Disconfirmation model, and the thiemirtourism consumption system to
explain the effects of personal travel charactessprofessional and personal motivation;
and destination attributes to future travel decisiwaking, and to investigate tourist
satisfaction, focusing on the comparison of thailorp expectations and their actual
experience. The development of hypotheses will iseudsed and the findings of the
hypotheses testing will be presented in the foll@maehapters.

15 STATEMENT OF SIGNIFICANCE AND CONTRIBUTION TO
KNOWLEDGE

The findings from this studwill make substantial contributions to both themadt and
practical research.

First, the proposed conceptual model, which is ges by integrating current theories,
will contribute theoretically to the academic fieddl tourism research, providing insights
into business travel behaviour.

Second, e theory-based conceptual framework explaining rislationships between
multiple travel aspects (travel characteristicspfggsional and personal motivation;
destination attributes) and satisfaction, and betwgatisfaction and future behaviour, will
contribute not only to tourism research, but atsother fields such as behavioural science,

marketing and managemeirt,promoting and managing tourism activities.

Third, the results will enable city-based tourigiakeholders to enhance their understanding
of international business tourist satisfaction, &mire behavioural intentions, which are
two pivotal features in maintaining and increasibhgsiness tourism to Melbourne.
Moreover, the findings are also potentially rela@vem other Australian cities, and could

generally aid in developing foreign investment tefgées.

Finally, the study will provide strategic direct®to managers in the tourism industry for
improving the quality of products and services ielbburne, to meet the specific needs of

the emerging Asian business traveller. These giestecan potentially increase visitor
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loyalty, enhance the number of international bussrneurists, and simultaneously boost the

market share of global arrivals.
1.6 THESIS CONTENT AND STRUCTURE

The overall structure of the thesis takes the famseven chapters, including this
introductory chapter, whicprovides an introduction to the study, the redealgjectives,
research questions, and the contribution and stgmi€e of the study.

Chapter Two discusses the relevant literature imgeof the business travel sector, in
regard to travel motivations, destination attrilsutsatisfaction and the potential future

behaviour of the business traveller.

Chapter Three is concerned with the theoreticakdsions of the research. An integrated
conceptual framework is proposed, to examine thaioaships between the fundamental
concepts outlined in the research objectives.uin,teighteen hypotheses designed to test

the relevance of the theoretical model are develope

In Chapter Four, a research methodology is devdlofme explain and justify the
quantitative approach used. The chapter will alsitine the measurement instrument and

its pre-testing, sampling methods, sample selectind the data collection process.

Chapter Five will present the descriptive findirgsthe research, focusing on some key
themes that have been identified in the literatavgew, using descriptive, discriminant and

principal component analysis methods.

Chapter Six will test the eighteen hypotheses apezl in Chapter Three, using ordinary

regression and the multiple regressions.

Chapter Seven will draw upon the entire thesischamhing on the results and hypothesis
testing in relation to the research problems anisaand discusses the key findings from
both a theoretical and practical point of view. isTehapter will also outline suggestions to
improve the business traveller experience, andnpiatefor investment in Melbourne, by
applying the Key Drivers method as an additionalysis tool. Limitations of the study

and future research directions will also be disedss
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CHAPTER TWO: LITERATURE REVIEW
2.1 INTRODUCTION

The chapter provides the definitions of the magonis in this study, and a brief review of

the relevant literature regarding theories assediatith the research aims.

As such, the main themes include definitions ofitess travel and the international
business traveller, motivation (pull and push mations, professional motives and
personal motives), destination attributes, satigfacand future behaviour. The literature
discussed is focussed upon explaining the sigméeaof the research themes which have
been identifies as gaps in the relevant touriserditire. The review of the literature
provides a solid foundation for the proposed coheddramework and the development of

the hypotheses in Chapter Three.

Section 2.1 provides the key constructs of the @sed research model by examining
previous relevant studies. Section 2.2 highlighésroles of international business tourism
and international trade. Section 2.3 describesrdhe of Foreign Direct Investment into

Australia. Section 2.4 provides an outline of Melbwe’s international tourism, focusing on

North East and South East Asian travellers. Se@idndiscusses the literature on tourism
motivations (professional and personal motives)ctiSe 2.6 discusses research on
destination attributes in tourism. Section 2.7 aggyuhe significance of the macro-
environment — specifically in the form of local gomment support in aiding foreign

business. Section 2.8 reviews previous studiassing on traveller behaviour. Section 2.9
examines literature on behavioural intentions iarim. The chapter is summarised in
Section 2.10.

Defining the Business Travel Sector

Business travellers have a higher average spend dkizer travellers such as holiday
travellers (Australian Bureau of Statistics, 2018dditionally, there is a beneficial
relationship between business travel and trade resxpa, in that the flow of goods,
services, technology and capital among nations iheseased GDP growth over past
decades (Kulendran & Wilson, 2000). Moreover, besitravel exhibits less seasonality
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compared to holiday travel, enabling better plagniand utilization of tourism

infrastructure.

Despite the undeniable benefits of business trateldefinition has been controversial.
Tani (2005) defines business trips as:

“...(to) emerge as a mechanism to access, developransfer knowledge internationally,
and possibly affect a country’s ability to innovaté, Tani (2005, p. 1).

Tani (2005) emphasizes the importance of busingss in terms of skills and knowledge
exchange. Often foreign buyers travel on a busirtépsto train their suppliers in
production, according to the standards and tastgajing in their country of residence
(Tani, 2005). The travellers also enhance skild anprove productivity, through the
teaching of more efficient methods of productiorve@eas travel for business purposes
also brings better access to international sousE@snovation, or faster adoption of better
alien technology (Welch, Welch, & Worm, 2007).

However, the term “business travel” is a broadercept. It is in line with the definition of
Ritchie (2000), and as cited by Fawzy (2010):

“Business travel is defined as all nondiscretionaiys which occur either explicitly
for the purpose of engaging in work, or incidentatl the course of conducting work-
related activities.” (Ritchie (2000, p. 63).

In other words, business tourism involves peopévealling for work related purposes,
according to Davidson (1994); Swarbrooke and Hof8801) The relationship between
the business trip and the industry of employmeatvary close. In research conducted by
Welch et al. (2007), in over 90% of cases busitessllers visit people working in the
same industry.

The Business Traveller

Despite a lack of consistency in individual defois regarding the terms tourist and
visitor, there is a definition by the World TourigBrganization (UNWTO), which is based
on the purposes of visit and the length of the @fafMiddleton, Fyall, Morgan, &

Ranchhod, 2009) (refer to Figure 2.1). A touristaisvisitor who stays overnight at a

destination, while someone who arrives and depamtshe same day is described as a
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traveller. International tourists are those whediaand stay at least overnight outside their

normal country of residence. The term visitor diésx all travellers who are travelling for

single or multiple purposes: leisure/holidays, tuigl friends and relatives (VFR),

business/professionals or others (health treatmestgious and pilgrimage trips for

example).

Figure 2.1: International travellers — UNWTOQO'’s ddigation

and holidays
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Source: Middleton et al. (2009).
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Unlike holiday travel, which is often an end ineifs business trips are more likely seen as
a means to an end, such as increased internatiai@. According to Gustafson (2012),
the intent of business people is "... to meet otiremsder to purchase products or services;
to negotiate agreements; to develop cooperatedote, and exercise managerial control;
create productive settings for teamwork, brainstogmand innovation; and develop

professional networks and interpersonal trust.”.

Therefore, in the case of international businemgelr the purpose of the trip is to increase
overall sales volumes, or break into an export etar&nd thereby sell new accounts; or,
alternatively, it is to purchase some product awvise not available in the domestic

economy. In addition, a business trip may be ua#ten to boost morale and goodwill

between trading partners or to introduce new prsjuaid in sales training or gain

intelligence about competitors (Kulendran & Wils@000). As a result, business travellers
are sometimes sent unwillingly on overseas busitrgss and such trips often involve hard

work with little opportunity for leisure time.

The term “business travel” has a broad definitidinis in line with Ritchie (2000), as cited
by Fawzy (2010):

“Business travel is defined as all nondiscretionaifys which occur either explicitly
for the purpose of engaging in work, or incidentadl the course of conducting work-

related activities”.

International visitors travelling overseas for Imesis purposes are defined by Welch et al.
(2007) as:

“International business travellers (IBTs) are passéor whom a part — generally a
major part — of their role involves internationakits to foreign markets, units,

projects and the like”.

However, this definition is too broad and lackscafieintent. For this study the definition
is more specific as defined by Ritchie (2000, p: 6Business travel is defined as all
nondiscretionary trips which occur either explicitbr the purpose of engaging in work, or
incidentally in the course of conducting work-rekhtactivities, and involves investment

studies and activities, or activities related tteptial investment during the visit”.
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The definition could encompass travellers visitifip MICE (Meetings, Incentives,
Conventions, and Events) purposes. A number dafiesufocus on this group (Fredline,
Jago, & Deery, 2003; Mair & Thompson, 2009; Rog2€4,3) as a separate or distinct form

of business travel.

22 THE ROLES OF INTERNATIONAL BUSINESS TOURISM AND
INTERNATIONAL TRADE

Business tourism is an important sector of tourisravery country and is considered one
of the main contributors to the economic developnoém country or city (Dwyer, Forsyth,
Madden, & Spurr, 2000; Katircioglu, 2009). Accorgito Pablo-Romero and Molina
(2013), it is generally accepted that internatiobhasiness visits may lead to increased
international trade volumes, as travellers visibther nation or city and negotiate the sale
(export) or purchase (import) of goods from or heit countries, and then transport the
goods (Oh, 2005).

An array of previous research has indicated thadrethis a relationship between
international travel, especially international Imesis tourism, and international trade. Tsui
and Fung (2016) investigate the Granger causaltionship between business travel and
trade volumes between Hong Kong and its three tadirtg partners (i.e. Mainland China,
Taiwan, and the US) using the Engle/Granger VAR ehdar the period of 2002 to 2012.
The empirical findings reveal a long-run balancatrenship exists between Hong Kong
and the US for the two times-series variables, hictva bidirectional causality relationship
was found for the US. These results confirm apredial link exists between business class
travellers (business travel) and the bilateral dradlumes with Hong Kong. However,
Mainland China and Taiwan only show a unidirectloBaanger causality running from

business class travellers (business travel) tetvatlmes between Hong Kong.

The results of this study are largely consisterthwgrior literature regarding the causal
relationship between business travel and tradeconomic development in a country. For
example, Lionetti and Gonzalez (2012) also examitined causal relationships between
international tourism and trade. The results retlest in four cases out of six, the growth
rate of arrivals does positively affect the growalte of exports. Additionally, half of the

considered cases affect the growth rate of bi-tioeal trade, and two cases show the
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impact on the growth rate of imports. Consequernitdyrism is able to impact trade, and
trade in the long run modifies growth, and as sechism can have a positive influence on

the economic growth process.

In the Australian context, some research has beedertaken in terms of the relationship
between business travel and international trader éxample, Kulendran and Wilson
(2000) used the Granger-causality approach for rAlistand four important travel and
trading partners, the USA, the UK, NZ and Japantett three specific hypotheses: (1)
whether business travel leads to internationaletrg@) if international trade leads to
international travel; and (3) whether internatiotralel, other than business travel, leads to
international trade. The results suggest thaktisen two-way Granger causality between
total travel and real total trade, and evidenceomé-way causality from real exports to
holiday travel in the USA. Furthermore, there vidence of one-way causality from real
total trade to both total travel and business frémethe UK, and evidence of one-way
causality from business travel to real total trémtethe US, and from business travel to real

imports for the UK.

In another study conducted by Tan and Tsui (201, relationship between business
travel and particular services, such as the aigaaector is examined. This study
emphasizes that there is a direct causal relatipritween business travel and air cargo in
the short run, and a bi-directional relationship pariods of 12 months and longer.
Additionally, the findings show that the economaadiscape of Australia’s local economy
has a significant impact on the air cargo and lassriravel relationship. It is often argued
that international business visitors who traveAtestralia negotiate the sale or purchase of
perishable and/or valuable goods from, or to, tb&n countries, and then transport the
goods via air. Thus, international business trawal lead to increased international air

freight volumes between Australia and overseasrtggaartners around the globe.

The empirical results from these studies aid ingtnategic planning and decision-making
of local policy makers and stakeholders, such asAtstralian and State Governments,
Tourism Australia and State Tourism Commissionsglinas, hotel sectors and private
tourism operators. These implications are alstnim with the findings of Tsui and Fung
(2016), Lionetti and Gonzalez (2012), and Kulendead Wilson (2000) in which the
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factors that determine business tourism can berdift from the factors that determine

leisure travel, and other types of travel (e.gitivig friends and relatives, and leisure).
2.3 THE ROLE OF FOREIGN DIRECT INVESTMENT INTO AUSTRALI A

According to Henry et al. (2012), foreign direct@stment enhances domestic savings and
support for the growth of the economy by providedditional capital. It also helps to
create new jobs and improve business productivigreign direct investment comprises
“Brownfield” and “Greenfield” investment. Brownfiginvestment refers to using existing
facilities to initiate a business activity in a oy, while Greenfield investment develops

new equipment and starts an activity from ground ¢Bonu & Janiko, 2015).

In the Australian context, the Department of Fameddfairs and Trade (2017) defined four

major types of FDI and their categories are desdrin Table 2.1.

Table 2.1: Types of FDI in Australia

Types of FDI Categories
Portfolio - Equity (shares) and debt securities (bonds, bilishey market
investment instruments) not above the 10% ownership threshmidlirect
investment.

- Portfolio investment indicates investment in a bass or asset
where the investor has no appreciable say in tleeatipn of the

business or asset.

Financial - Financial derivatives enable parties to trade detinancial
derivatives risks (such as interest rate risk, currency, ecaitg commodity
price risk, credit risk, etc.) to other entities avlare more

willing, or better suited, to take or manage thesis.

- Linked to a specific financial instrument, indicatoor
commodity, and through which specific financialkascan be
traded in financial markets in their own right.
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Types of FDI Categories

Reserve assets | - Are the financial assets effectively controlled tye Reserve

Bank of Australia?

Other investment - The residual category and captures all other tghasvestment
(excluding reserve assets) such as currency anosigploans

trade credit and accounts payable and receivable.

Source: Department of Foreign Affairs and Tradl{@.

Kalfadellis (2015) argued that Australia is an rating location for FDI, and the growth in
inward FDI transactions can be expected to be igekit related to Australian real
economic growth (Kirchner, 2012). According to Meisohn and Fels (2014), foreign
investment is behind more than one third of allitehdormation in Australian industry
since 2000.

The most recent statistics (refer to Figure 2.2wskhat the United States, Japan and the
United Kingdom were the three largest direct ingesin Australia in 2016, followed by
Netherlands and China. The United States’ stoakiretct investment reached $195 billion
in 2016, a 7% increase. Japan’s direct investnoeAustralia was valued at $91 billion and
the United Kingdom reached $68 billion. All topdi markets were up as compared to the
year 2015.
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Figure 2.2: FDI by Country
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In terms of the comparison of FDI in particular uistties (refer to Figure 2.3), the Mining
industry led with 39% of total foreign direct integent, at $310.6 billion, followed by
Manufacturing ($91.3 billion or 12%), Real estatetivaties ($84.1 billion or 11%),
Financial & insurance ($66.9 billion or 8%) and Vi#gale & retail trade ($53.7 billion or
7%). The lowest was Agriculture with only 0.3%tofal foreign direct investment, worth
$2.2 billion.
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Figure 2.3: FDI by Industry
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2.4 MELBOURNE INTERNATIONAL TOURISM AND THE NORTH EAST -
SOUTH EAST ASIAN TRAVELLERS GROUP

An overview of Melbourne International Tourism

Melbourne has particular relevance to the reseabgctives, in that it is the capital of the
south-eastern Australian state of Victoria withopylation of more than 4.67 million at the
end of 2016 (Population Australia, 2017) and Austisa second largest city. Also,

Melbourne is distinguished from other cities havingen nominated the world's most
liveable city by the Economist Intelligence Unit feeven consecutive years (2011-2017).
Additionally, from a business perspective, it ipjpcted to have low economic exposure
risk, with a rich history of welcoming not only destic but also foreign-owned

companies.
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In terms of tourism, the total consumption in theary 2017 was $135.5b., increasing 5%
when compared to the previous year, and employ&dttt®usand workers with a with a

gross state product (GSP) of $55.3 billion (an éase of 6% from the previous year).
These numbers were higher than the average fooNact Particularly, consumption at

$31.2 billion, employment at 143 thousand and GiSF12.2 billion(refer to Table 2.2).

Table 2.2: Tourism’s Direct Value to Australia

Consumption % change Employed % change GSP % change
NSW $40.5b 5.4% 171.1k 2.0% $17.3b 6.0%
VIC $31.2b 8.8% 143.8k 7.2% $12.20 9.3%
QLD $30.6b 3.2% 137.5 1.4% $12.8b 4.2%
WA $15.3b 0.4% 71.1Kk 1.4% $6.1b 2.0%
SA $7.9b 2.4% 36.0k 0.9% $3.1b 4.6%
TAS $4.1b 20.0% 18.9k 17.6% $1.4b 20.2%
NT $3.3b 7.0% 9.0k 1.5% $1.2b 3.9%
ACT $2.8b 8.5% 10.6k 5.3% $1.1b 9.4%
TOTAL 135.5b 5.3% 598 3.0% $55.30 6.1%

Source: Tourism Research Australia (2018).

According to the Australian Bureau of Statisticscturia experienced double-digit growth
of 10% in the year ending March 2018, when thel tep@nd reached $8 billions higher
than the national growth rate, and those of keyp=titors.

Regarding the number of international visitors totdfia, the State experienced year-on-
year growth of 3 millions (+9%) and was ranked fiin&t choice for overseas travellers to

Australia (refer to Figure 2.4).
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Figure 2.4: Victoria’s International Tourist Pernficeince
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Source: Victoria State Government (2016).

Visitor nights grew strongly to reach 67 million$13%), well ahead of the national

average growth rate (+5%), and key competitore(ref Table 2.3).

Table 2.3: International Overnight Visitor Estimsite Victoria

International Overnight
Visitor Estimates

to Victoria (000s) 2016 2017 06/17 12/17 16/17
China 531.5 570.5| 14.3% p.a| 16.3% p.a. 7.3%
New Zealand 324.3 336.1 3.8% p.a. 5.4% p.a. 3.7%
UK 232.2 224.¢ 0.7% p.c 3.1% p.c -3.3%
USA 189.3 209.4 49% p.a| 10.4% p.a. 10.6%
Malaysia 131.¢ 140.1 9.8% p.c 11.5% p.c 6.3%
Singapore 117.4 128.6 75% p.al 11.1% p.a, 9.5%
India 102.¢ 120.f 15.9% p.e 15.0% p.c 17.4%
Hong Kong 87.5 87.5 8.2% p.a| 15.5% p.a. 0.0%
Germany 81.Z 87.% 4.1% p.c 5.9%p.a 7.4%
Indonesia 51.2 63.7 10.4% p.e 8.5% p.c 24.4Y%
Japan 52.8 63.3 -0.1% p.a| 10.7% p.a. 19.9%
Taiwan 48.C 56.% 8.0% p.c 10.3% p.e 17.4%
Korea 50.5 51.3 4.9% p.a. 2.9% p.a. 1.5%
Canade 46.F 50.¢ 3.3% p.c 5.2% p.c 9.4%
France 455 46.7 8.6% p.a 7.4% p.c 2.2%
Scandinavia 34.0 41.1 3.9% p.a. 6.9% p.a. 20.9%
Italy 30.¢ 31.2 2.9% p.c 4.2% p.c 1.6%
Thailand 27.4 31.3 5.0% p.a. 6.3% p.a. 14.0%
Netherlands 17.¢ 21.t 1.2% p.c 2.9% p.c 20.9%
TOTAL 2,512,  2,706.¢ 6.5% p.a. 9.3% p.a 7.7%

Source Victoria State Government (2016).
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International visitors to Victoria spent $7.3 kil in the year ending March 2017,
representing year-on-year growth of 8%. Growth vehead of the national average
(+7.6%) and Queensland (+3%) but behind New Soutle®¥\(+10%) (refer to Table 2.4).

Table 2.4: Countries Sorted by Forecast ExpendWatame to Victoria

Estimate

* Forecas AAG
Expenditur 2018- 2019- 2020- 2021- 2022- 2023- 2024- 2025- 2026- 16/17-
e (million 2016-17 2017-18 19 20 21 22 23 24 25 26 27 26/27
10.3%

China 2,616 2,896 3,201 3,537 3,910 4,322 4,776 66,2 5,801 6,377 6,998 p.a.
9.5%

India 35¢ 402 44¢ 49( 53€ 58t 63¢ 69¢€ 754 817 88t p.a
New 3.7%

Zealand 467 511 542 558 575 590 606 622 638 655 670.a.
4.7%

Malaysia 419 454 480 508 524 547 569 592 516 640 3 |66p.a.
United 5.9%

States 326 361 388 412 435 468 482 508 531 554 578a.
United 2.5%

Kingdomr 37¢€ 40¢ 39¢ 40¢ 41¢ 43( 44C 45( 46( 47C 481 p.a
3.4%

Singapore 275 286 299 310 322 333 343 353 363 374 85 |3 p.a.
4.4%

Hong Kong 249 272 289 301 314 325 336 348 B60 372 84 |3 p.a.
4.7%

Indonesii 214 23¢ 25C 261 27% 284 29t 30€ 317 32¢ 33¢ p.a
4.9%

Japal 15E 174 191 19¢ 20€ 214 221 22¢ 23€ 24% 251 p.a
4.4%

Germany 147, 163 172 181 188 195 201 207 P14 220 227.a.
4.6%

Korea 142 157 168 176 183 190 1p7 203 209 P16 22p.a.
4.7%

Franct 107 11€ 122 12¢ 13z 13¢ 144 15C 15€ 162 16€ p.a
6.5%

Canada 76 89 96 108 109 114 120 125 130 136 14f.a.
1.7%

Thailand 11 114 118 1P1 124 127 131 4 |13p.a.

74%

| TOTAL |

Source: Victoria State Government (2016).

In term of tourism, Melbourne experienced year-earygrowth in international spend
(+7%), visitors (+7%) and nights (+12%), outperfargithe national capital city average
for visitor nights, but below for spend and visgorGrowth in spend for Melbourne (+7%)
was ahead of the Gold Coast (-0.3%) but was bethiadhational cities averages (+9%),
with higher rates for Sydney (+10%) and Brisban®0@). International visitor spend in
Melbourne represents 93% of total internationalronght expenditure in Victoria. The
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overseas visitor numbers have increased by 10%ye¢ar over the past five years. As
shown in Table 2.5, visitor nights and expenditals experienced 9% and 12% average
growth in the period of 2012-2017.

Table 2.5: International Visitor, Night and Expetndé Estimates Overnight Visitors

Visitor Expenditure

Estimates* Visitor Estimates Visitor Night Estimates
Year ending % % %
March 2017  Total % AAG chaonge Total % AAG cha;ge Total % AAG chaonge
$m) 12/17 oy (000) 1217 CRR9% cooo) 1217 SRS
0, 0,
Australia 27,332 | 8.6% p.a.| 7.6% | 7,724 754;’ 9.2% | 261,814 5;38a/0 5.4%
0, 0, 0,
Victoria 7266 | *26% | 78w | 2707 | 93% | 770 | e6631| BBY | 131%
p.a. p.a. p.a.
0,
Melbourne | 6,753 132”’ 6.5% | 2,563 | 9.5% p.a.| 6.8% | 58,676 | 9.0% p.a.| 12.2%
V';fgr';”a' 513 | 7.9%pa.| 282% | 519 |9.2%pa| 97% | 7,955 | 8.0% p.a.| 20.1%
\TVZ"I"egc’”th 9,811 | 9.8% p.a.| 95% | 3,913 | 7.5%p.a.| 9.8% | 89,932 | 5.9% p.a.| 3.5%

Queensland | 5,183 | 6.5% p.a.| 2.6% 2,583 | 6.1%p.a.|] 6.8% | 53,469 | 5.1% p.a.| 3.2%

South 1,068 | 9.6% p.a.| 12.0% | 436 |54%p.a.| 6.5% | 10,608 | 3.5% p.a.| 8.8%
Australia

bl 2,491 | 42%p.a.| 7.9% 954 | 5.6%p.a.| 9.1% | 28,540 | 2.9% p.a.| 1.3%
Australia

0, 0,

Tasmania 424 1?)'2/" 21.3% | 250 13?{”’ 16.1% | 3,619 | 4.0% p.a.| 9.1%
#‘g{rt:g:; 460 | 5.7%p.a.| 14.7% | 298 |17%p.a| 59% | 3,859 | 1.3%p.a.| 0.3%
ACT 522 | 9.3%p.a.| 27.6% | 214 | 59%p.al| 7.4% | 4547 | 25%p.a.| -11.6%

Source: Victoria State Government (2016).

Table 2.6: Visitor Profiles for Spend and Nights

Expenditure by International Ave Ann Yearly Expenditure  Expenditure per

Visitors in Victoria Change | Change per Night Visit
&Z";‘éﬁ”d'“g 2016 | 2017 | 2012-17 | 2016-17| 2016 |2017| 2016 | 2017
Holiday 1,807| 1,847 | 11.5%p.a.| 2.2% 122 115 | 1,323 | 1,238
VFR 1,225| 1,209 9.8% p.a. | -1.3% 72 63 1,471 1,412

Business 517 530 28%pa. | 24% 202 216 | 1,959 1,826
Education 2,666| 3,133 | 15.6% p.a.| 17.5% 148 147 | 17,269 | 17,958
Other 524 548 74%p.a. | 4.6% 79 73 | 3,596 | 3,591
Total 6,739 7,266 | 11.6%p.a.| 7.8% 114 109 | 2,676 | 2,680

Source: Victoria State Government (2016).
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In terms of the purposes of visit, although tradeelbusiness purposes accounts for a small
volume (8% average in 2016), their average experaliper night was $216, close to
double the average of $123 for other visitor catiega(Victoria State Government (2016)).

These figures are given in Table 2.6.

The data in Table 2.6 suggests that an excelleporymity exists within Victoria, and
particularly Melbourne, for better and more effrdienarketing strategies, to attract and

retain the attention of the escalating number airess travellers.
Singapore market

In terms of the contribution of Singapore visitdes Victoria, the total number was 323
millions in 2017, ahead of the other States. Altjtothe expenditure per night was $179,
(less than in NSW) the overall expenditure pertersivas highest among all markets,
reaching $2,445 (refer to Table 2.7).

Table 2.7: Singapore Overnight Expenditure in Aalgrby Key States, 2012-2017

Expenditure by Visitors from Singapore Year EndingDecember

Total Expenditure ($ million) Share of National

Expenditure Expenditure
Per Night Per Visitation

%
AAG change
2012| 2016 2017 12-17 | 16-17 2012 2014 201 2012 2016 2017 2012

016

P01

4.6%

Source: Victoria State Government (2016).
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NSW 198 274 248 p.a. -9.5%| 25.2% 26.0% 23.8% 163 178 21B061| 2,226| 2,105
(-1.7%)

QLD 132 137 121 pa.| -11.3% 16.8% 13.0% 11.6p6 107 192 141284| 2,066| 2,070
5.9%

Australia 785| 1053 1044 p.a.| -0.90% 146 174 1773,008| 2,748| 2,733

Total VIC

International 12.0%

Expenditure 4344 6918 7653 p.a. 10.60%

Singapore's

Share

of VIC

International

Expenditure 5.60% 4.20% 4.20%



The details of the Singapore Overnight ExpenditMisjtors and Nights to Victoria by
Destination Purpose of Visit is described in Figlré below. According to the statistical
numbers, Singapore travellers spent equal amoontadliday and education in Victoria
(30% and 29%), followed by VFR and Business (14% 48%). However, in terms of
volume, business visitors to Victoria account fahyo25% compared to leisure travellers at
56%. Given business travellers spend only 6% ghtsi due to their more limited

timeframe, their contribution in expenditure anthtmumbers is remarkable.

Figure 2.5: Singapore Overnight Expenditure, Visitand Nights to Victoria by
Destination Purpose of Visit Year Ending Decem@72

55%
300
2 RL-'{:.' I —1' o
L% 1 "
1350 il
0.7 P > .
v 59 3 0/5_0, o mLxpenditure
i i T - | \Vigitors
X O > 7 ) & e e W
< &Q S a}\\@% \‘ & 0\@}» S Visitor Nights
_“\O o @\}' ) &
A < &
& @f&
&
;6\
- Q%
-l
&

Source: Victoria State Government (2016).

Figure 2.6: Singaporean repeat Visitation to Viietor

Return Vigit -
B Singapore

First visit Victoria

0% 50% 10026 150%

E All International Visitors to

Source: Victoria State Government (2016).
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Travellers from Singapore also have a high tendémcegvisit Victoria, as 80% of them are

return visitors (refer to Figure 2.6). This perae is higher than the average of 56% for

all international visitors to Victoria.

China market

China has the world's second-largest economy. Meryéhis country is still not classified

as a developed country because per capita GDP nerbaiow the minimum threshold,

along with a high agrarian economic contributiond dlower level of technological

innovation. China is ranked 86th, according to tbeited Nations Development

Programme (2018).

China’s expenditure contribution to the Victoriautism industry (refer to Table 2.8), is

significant in terms of expenditure per visitor ($#8 in 2017) being the highest, although

total expenditure and expenditure per night in diiet are lower than in NSW.

Table 2.8: Chinese Overnight Expenditure in Augirb) Key States, 2012-2017

Expenditure by Visitors from China Year Ending Daber

Expenditure Expenditure
Total Expenditure ($ million) Share of National Per Night Per Visitation
%
AAG change
2012 201¢ 2017 12-17 16-17 2012 201€¢ 2017 | 201z 201€ 2017 | 201z 201¢ 2017
21.2%
NSW 1237 2744 3233 p.a. 17.8%| 40.2% 39.8% 39.806 113 159 163,444 4,000 4,133
19.4%
QLD 470 1022 1142 p.a. 11.7%| 15.3% 14.8% 14.1% 109 151 151,838 2,110 2,271
Australia 307¢ 689¢ 11C 15C 15t | 5,256 6,180 6,489
Total VIC
International 12.0%
Expenditure 4344 6918 7653 p.a. 10.60%
China's
Share
of VIC
International
Expenditure 22.20% 34.10% 35.10%

Source: Victoria State Government (2016).
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Most Chinese visitors travel to Victoria for holidgurposes (63%), followed by VFR

(20%) and education (12%). They spend the majoritgxpenditure on education (63%)
and visitor nights are highest for Chinese studeritke number of business travellers is
relatively small, only accounting for 7%, with expuiture 5%, and nights 2% (refer to
Figure 2.7).

Figure 2.7: Chinese Overnight Expenditure, Visitansl Nights to Victoria by Destination
Purpose of Visit — Year Ending December 2017
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Source: Victoria State Government (2018).

However, Chinese visitors have a lower revisit patage when compared to all
international visitors to Victoria at 44%, with tbgerall average 56% (refer to Figure 2.8).
These numbers could be distorted by the very higmbers of students studying in
Australia who revisit each year or semester. Cqusetly, the business visitor rate could
be relatively lower again, when compared with Spaga or Vietnam. There may be a good
argument to say the Victorian government shouldidmeissed on ways to increase the

Chinese business revisit rate.
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Figure 2.8: Chinese Repeat Visitation to Australia

Return Visit
m China
B AllInternational Visitors to
Victoria
First visit

0% 20% 40%% 60% 80% 100%

Source: Victoria State Government (2016).

Vietnam market

Table 2.9: Visitors by Country of Residence

South East Asia Counters/Year Year Ranking
2015 2016 | % change
Singapore 397.0 439.6 10.7 5
Malaysia 339.3 387.7 14.3 7
Indonesia 153.3 174.4 13.8 12
Philippines 90.1 107.2 19 16
Thailand 7.7 91.6 17.9 17
Vietnam 56.7 69.3 22.2 19
Brunei 7.4 8.1 9.5 38

Source: Australian Bureau of Statistics (2016).
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Vietnamese travellers coming to Australia accooniaf small proportion in total arrivals to
Australia. In 2012, Vietnam was Australia’s"2Brgest inbound market for visitor arrivals.
However, this number has recently increased anth®ieese visitors were ranked™.t
the end of 2016 with the fastest growth (22% chafrgder to Table 2.9).

Figure 2.9 shows arrivals from Vietnam have searticoous growth from 2012 to 2018.
The total number in 2018 has more than doubleds?0d 2.

Figure 2.9: History of Visitors from Vietnam intou&tralia

History of Visitors from Vietnam to Australia 2012-2018
140.000
130,640
120.000 112,920
100.000
72,460 87,910
80,000
58,500
60,000 = Total number
63.360
40,000 33100
20,000
Y2012 Y2013 Y2014 Y2015 Y2016 Y2017 Y2018

Source: Australian Bureau Of Statistics (2019).

In terms of purpose of visit, from 2012-2018 Vietrese travellers visit Victoria mostly for
Visiting Friends/Relatives 73,780 (31.69%), follaviey Education (28.17%) and Holiday
purposes 16,040 (22.91%) ) (refer to Figure 2.10).
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Figure 2.10: Viethamese Visitor Arrivals by Purpa$é/isit for 2002-2012

Vietnamese visitor arrivals by Purpose of Visit 2012-2018
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w2015
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Business
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Source: Australian Bureau Of Statistics (2019).

Regarding Viethamese people travelling for businpagposes, Figure 2.11 shows a
continuous upward trend. Within six years, the namibas nearly doubled (from 930 to
1,750).
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Figure 2.11: Viethamese Visitor Arrivals to Victaffior business purposes 2012-2018

Vietnamese arrivals to Victoria for business purposes
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Source: Australian Bureau Of Statistics (2019).

Although travel for business purposes accountsafemall volume, the expenditure per

night is higher than other major groupings witheaerage of $225 per night, double the

average of $116 per night for non-business touri3tse length of stay is shorter, and this

aspect can be viewed in two different ways, on@dein increase in stay would yield a

greater return, and the other that it results 3 lkeconomic impact on the destination and is

therefore more efficient. These expenditures arengn Table 2.10.

Table 2.10: Visitor Profiles for Spend and Nights

Visiting Other (including
Holiday | Friends and | Business education and Average
Relatives employment)
Spend per trip $3,683 $2,631 $3,348 $31,794 $11,543
Stay 25.3 nights| 28.8 nights 14.9 nights  275.9 nights .398ghts
Spend per night | $146 $91 $225 $115 $116

Source: Tourism Australia (2013)
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The data in Table 2.10 suggests that an excell@portunity exists within Australia, and
particularly Melbourne for the local tourism stakéters to apply more efficient marketing

strategies to attract more Vietnamese businesslesas.

2.5 MOTIVATION IN BUSINESS TRAVEL
Motivation Definition

Motivation is defined as a need or desire, thatadripersonal behaviour to achieve personal
goals (Martin et al., 2008). It is useddmplain what people are looking for, and what they
expect (Chiang, 2009). Motivations are associat#d the human being’s psychological/

biological needs and wants.

The phenomena and characteristics related to ntimiivhave been explained in different
fields of research. For example, as suggested mermAand Fishbein (1977) in their
psychology and sociology study, motivation is dieectoward emotional and cognitive
iIssues. In socio-psychological research, Iso-Ah@882) argue that motivation is
classified into seeking and avoidance dimensioss-fhola, 1982).Several variables
including level of education, previous work expade, and ageould affect the main
motivations for travellers to visit a particularape, according to the study conducted by
Arcodia, Cavlek, and Abreu-Novais (2014).

An array of previous research has been conductednuestigate the categories of
motivation of travellers. For example, accordimgRratu (2011), motivations can be
grouped into four categories: physical motivations/tural motivations, interpersonal
motivations, and prestige motivations. More spealfy, physical motivations involve

such desires as practicing a sport, cultural mbawa relate to the desire to visit a church
or a museum, interpersonal motivations represeatdisire to socialize and meet new

people and finally, prestige motivations imply thesire to be appreciated.

Alternatively, Yoon and Uysal (2005) classify matilons into two forces: internal and
external motives. As such, people travel becalsg are pushed and pulled to do so by
several factors. Internal factors can be undedsssodesires for escape, rest and relaxation,

prestige, health and fitness, adventure and saetaraction, family togetherness, and
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excitement that may combine or individually puslogde to travel. External elements are

destination attributes such as beaches,

entertainment, natural scenery, shopping, and p#r&s pull them to travel.

recreafamilities,

cultural

attractions,

These

arguments are in line with thearly studies by (Ah Keng & Pei Shan, 2005; Fargpanon,
& Uysal, 2008); Gnoth (1997); (SooCheong, Bai, Hu,Chi-Mei Emily, 2009). A

summary of push (internal) and pull (external) dastis shown in Table 2.11.

Table 2.11: Push and Pull Factors in Previous 8gaudi

Authors Push Factors Pull factors Research Methods
Uysal and Re-experiencing family | Entertainment/resorts, Factor analyses of 26
Jurowski together, sports, cultural| outdoor/nature. destination/pull
(1994) experience, escape. Heritage/culture, items.

rural/inexpensive.
Turnbull and | Cultural experiences, Heritage/culture, city Factor analysis of 30

Uysal (1995)

escape, re-experiencing
family sports, prestige.

enclave,
comfort/relaxation, beach
resort, outdoor resources,
rural and inexpensive.

motivational/push
items and 53
destination/pull
items.

Oh, Uysal, Knowledge/intellectual, | Historical/cultural Canonical correlation
and Weaver | kinship/social interaction| sport/activity, analysis of 30
(1995) novelty/adventure, safety/upscale, motivational/push
entertainment/prestige | natural/outdoor, items and 52
sports, escape/rest. inexpensive/budget. destination/pull
items.
Cha, Relaxation, knowledge, Factor analysis of 30
McCleary, adventure, travel motivational/push
and Uysal bragging, family, sports. items.
(1995)
Mohammad | Fulfilling prestige, Events and activities, easy Factor analysis
and Som enhancing access and affordable,
(2010) history and culture, variety

relation, seeking
relaxation, enhancing
social circle, sightseeing
variety, fulfilling spiritual
needs, escaping from
daily routine and gaining
knowledge.

seeking, adventure, naturs

resources, heritage sites,
and sightseeing variety.
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Authors

Push Factors

Pull factors

Research Methods

Kassean and

Rest and relaxation,

Ease of access, Modes of

Mann-Whitney Test

Gassita Nostalgia, Escape, transport, Accommodation and face to face
(2013) Novelty, Social services, Water sports, interview
Interaction, Self- Nightlife, Entertainment,
actualization, Land based sports,
Recognition/prestige Attractions, Fitness and
wellness, Shopping
opportunities, Arts and
crafts, Restaurants, Local
cuisine, Local beverages,
Climate and weather,
Landscape and scene, Flora
and fauna, Beaches, Exot|c
atmosphere, Epidemic free,
Politically stable, Safety
and security
Baniya, Relaxation & recreation, | Nature, Culture attraction | Correlation and
Ghimire, and| Enhance relation, and Heritage, Adventure | regression analysis
Phuyal Enhancing social, Friendly people, Climate
(2017) Fulfilling prestige,
Escaping from daily
routine
Antara and | Nature Around, Culture, Status and Ordinal, factor
Prameswari | Atmospheric and Personal Development, | analysis and
(2018) Climate, Tourism Physical, Inter-Personal, | descriptive of
Infrastructure, Budget gualitative.

Meals and
accommodation,
Attractions of Culture
and History, Society,
Security and Hygiene,
Recreation opportunities
in the natural open

Thus, motivationis significant for every visitor before deciding tavel to a particular

destination. Understanding the purposes of taitssttravel, and the factors which have

influences on their decision making can help manketanagers create efficient marketing

strategies. Also, destination marketers can eréhtre satisfaction associated with tourism

experiences based on anticipating traveller needsvants.

Broadly, an in-depth
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understanding of motivations could assist an omgitn or a location to develop more
strategic policies to sell their products or sessic and therefore, increase their

competitiveness in the international market.

The professional and personal motivation of businestravellers (push factors)

According to Welch et al. (2007), business purpaselside: group and regional meetings,
staff briefing sessions, joint training coursespduct development meetings and cross-
border project work, opening or closing factoriasd solving technical problems. In the
other research conducted by Tani (2005) who inteved 210 passengers (75 were
Australian residents travelling overseas, and l@ewesidents abroad returning home
after a trip to Australia) their motivation wascreasing revenue, creating new alliances

and internal matters.

Severt, Wang, Chen, and Breiter (2007) analysedithemotivations of importance to the
attendees in deciding to attend a conference. rdercof importance, the factors are: (1)
activities and opportunities, (2) networking, (3pngenience of the conference, (4)
education benefits, and (5) products and dedlfie professional or push motivations
originally derive from their work-related issueklowever, there are also personal motives
such as escaping the regular routine, and sightgethie desire for escape, rest, prestige,
health and fitness, adventure and social intenactiamily togetherness, and excitement
(Rittichainuwat, Hailin, & Mongkhonvanit, 2008). eRonal and professional motives are
considered push motives that drive people to wighier places. In particular, the
motivations for international travel also includé® desire for fun, recreation and the
undefined motive to seek and explore the unknowh warseen including different social,
cultural and physical attributes (Kulendran & Wits@®000). Professional and personal

motives are summarized in Table 2.12.
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Table 2.12: Motivational Factors Regarding Profaisai and Personal Motivations in

Previous Studies

Authors

Professional and Personal motivations

Oppermann (1998)

Career enhancement, Respectful speakers, Seekaplepm my
field, Education (Learning new skills), Networkin&elf-esteen
(reputation), Opportunity for travel, Representmyg organization
Leadership.

Ngamsom and Beck
(2000)

Opportunity for travel, Outdoor recreation, Busmesctivities,
Change of pace, Networking, Education.

Price and Murrmann
(2000)

Profession-based values (education), Competen@dbaslues
(education and training), People-based value (né&inwg),
Association-base values (involvement), Civic-basedlues
(leadership).

Rittichainuwat,
Beck, and Lalopa
(2001)

Education  (conference  programs), Networking, Ca
enhancement, Opportunity for travel, Leadershipso&gtion-
related activities, Business activities, Self-este8ightseeing.

Malek, Mohamed,
and Ekiz (2011)

Building professional relationships, Having perdomderaction,
Feeling in a global community, Gaining new knowledmd skills,
Meeting like-minded people, Looking for a peer rgpion. Getting
away from home, Getting new experiences, Visitingnew
destination.

Olsen, Vogt, and
Andereck (2018)

Individual motives (Educational fulfilment, Escapsaily life
(taking a vacation), Place attachment,; Individutditarian motives|
(Altruism “give back” (social responsibility), Knvledge
acquisition, Sustain tourism product (individualzonvenient
location, Network/connect with tourism professi@iemmunity,

Organized volunteering opportunity), Corporate wesi(Corporate

commitment, social responsibility), Sustain tourisproduct
(corporate), Promote “feeder” location, Tourism €areputation
Company reputation, Employee bonding)

reer

Given the research aim of this study is to exptbeeprofessional motivations of business

travellers who would like to enter a foreign markets possibly easier to understand these

motivations from start-up Small to Medium EnterpriSME) businesses. According to

Walker and Brown (2004), the motivation for peoego into small business ownership is

varied, and includes financial as well as non-folanhissues like personal satisfaction,
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independence and flexibility. Alternatively, Watsadogarth-Scott, and Wilson (1998)

conclude that motivations for start-up SME busiaessmbrace four major aspects. They
are: (1) Entrepreneurial aspect (be independent/bwss, use own creative skills, do
enjoyable work, frustrated with previous job); R&rsonal-opportunistic aspect (able to
work from home, make a lot of money, further cam@gectives); (3) Market-opportunistic

aspect (meet a service or need, exploit a markeortymity); (4) Financial needs aspect
(earn a reasonable living, get off the dole). mother view, Kennedy, Drennan, Renfrow,
and Watson (2003) used: perceived feasibility, @ged desirability and subjective norms

as the key issues that explain the motivationstart-up entrepreneurial intentions.

Professional motivations also include FDI motivaestsas market-seeking motives (market
size, market openness, market potential); effigreseeking (labour cost, labour quality,

operating costs); government policies (trade ages¢sn FDI promotion policies, tax

incentives, and infrastructure); cultural dimensigpower distance, long-term orientation);
and business networks (Multi National Corporatiamd éSmall to Medium Enterprise

linkages), (Saleh et al., 2017).

Thus, in this context, push motivations are issthed drive people to visit, including
personal motives and professional motives. Wherpah motivations (which will be
discussed in the next section) refer to exterrtabates that determine where, when, and
how they travel (Martin et al., 2008). The preseesearch adopts professional and
personal purposes as a central construct of puslvation in assessing satisfaction, and

consequent future travel behaviour.

2.6 DESTINATION ATTRIBUTES (pull factors)

While push motivation is related to the tourist idespull motivation is connected to
external, situational, or cognitive aspects. Iheotwords, pull motivation is associated
with the attributes of the destination choices (dng & Pei Shan, 2005; Pearce & Lee,
2005).

According to Pike (2002), at least 142 papers f@i3 to 2000 investigated destination

attributes. Destination image is defined as aividdal’'s knowledge (beliefs), feelings and
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overall perception of a particular destination. caing toFratu (2011), perception is a
complex process which results from the interactbrthe stimulus specific to it - shape,
colour, sound and the characteristics that mak#nepourist’s personality. Therefore, the
same destination will be perceived and assesselrehtly by different tourists.
Destination image plays two important roles in bétawv (1) to influence the destination
choice decision-making process and (2) to conditienafter-decision-making behaviour.
The attribute aspects include participation (or-skperience), evaluation (satisfaction) and
future behavioural intentions (intention to reviaitd willingness to recommend) (Chen &
Tsai, 2007).

A number ofscholars have argued that these componentefmead to as pull attributes,
and play vital roles in the overall evaluation bgvellers when they visit.Fang et al.
(2008) argued that five significant destinationriltites arethe beauty of the scenery, the
welcome of local people, the potential of discoyeay favourable environment, and
tranquillity. They emphasize that the competitees of a destination comes from both the
mainstream destination’s attractiveness attribwdaas, the generic industry level attributes
such as human resources, infrastructure, and tapidso, there are stimulus factors
(information sources, previous experience, andidigion) and personal factors (Baloglu
& McCleary, 1999; Beerli & Martin, 2004). The akiites also includéaccommodation,”
“food and beverage,” “entertainment,” “other fawds,” and “staff’(Sang et al., 2014). In
other research, weather, culinary, accommodaticamsportation, and attractions are
included (Bargi & Devkant, 2015; Wijaya, 2014). Tal2.13 below lists destination

attributes which have been recommended by predtutes.

Table 2.13: Destination Attributes in the previoesearch

Authors Components of destination attributes

Meeting room facilities, Hotel service quality, Attive location,
Oppermann Safety/ security, Air transportation access, Food kbdging costs)
(1996) Affordability, City image, Transportation costs, $keurants, Exhibit
facilities, Traveller attractions, Climate, Nigifli

Go and Zhang Accessibility, Attractiveness, Equipment availalyiliEntertainment
(1997) Accommodation, Meeting facility, Climate, hotel/derence centre
service, Local hospitality, Transportation, City age, Food an

-
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Authors Components of destination attributes
beverage service, Costs, Traveller attractionstseging.
(Go & Govers Meeting room and hotel facilities, Accessibility, er8ice,
1999) ' Affordability, Location, Image, Climate, Entertaiemt, Traveller
attractions.
Chacko and Accessibility, Local support, Extra-conference ofppoities,

Fenich (2000)

Accommodation facilities.

(Baloglu & Love,
2001)

Meeting facility, Safety/security, Transportatioasts, Accessibility
Equipment, Availability, Service quality, Local tgportation, Hote
facility, Traveller attractions, Affordability, cabservices anc
sponsorship, facilities, City reputation, Entertagnt, Climate.

Rajesh (2013)

Attractions, Accessibility, Lodging, Dining, Envinment, Shopping
Events & Activities.

Kock, Josiassen,
and Assaf (2016)

Weather/climate, infrastructure, food, communiaatiofriendly
people, price/expenses, historical places and ibgdgd high
urbanization, rich history, rich culture, wine,aréd lifestyle, vibran
nightlife, beautiful beaches.

Papadimitriou,
Kaplanidou, and
Apostolopoulou
(2018)

Services, Experience, and Atmosphere (Unique athewsp and
lifestyle, City as famous destination, Good valae rhoney, Suitablé
accommodations, Offers good entertainment, Off@sealing local
food, Clean and well maintained city, Friendly lbpaople, Offers
choices for family and kids, Accessible city to tioairists); Unique
City Attractions (Significant historical attractisn Significant
religious attractions, Beautiful scenery/naturdtaations, Interesting
built architecture); Activities and Events (Culturactivities and
events deleted; Business activities and conferehetsure and sport
activities).

A4

[72)

Also, astudy using 1024 Australian business travellerKbyr et al. (2012) implied the

possibility of converting business travellers tolideymakers, although some business

travellers will not return because they either dat like the place, or feel that they have

seen it all.

marketers should investigate the underlying reasors implement suitable policies for

In the case that they are not a#rchdiy destination attributes, tourism

improvement to encourage them to revisit, eitherbfiasiness or leisure purposes. As a
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consequence, destination attributes play a sigmfiacole because business travel can

convert to leisure travel and vice versa.

Despite the fact that the main reason for busirtem#el is to achieve work-related
purposes, destination attributes such as accominagdatansport, attractions, food, and
beverage still play a major role in business tdueigaluation of the attractiveness, and
satisfaction with a particular destination. This ifs line with research conducted by
Murphy, Pritchard, and Smith (2000) as shown iruFeg2.12.

Figure 2.12: Destination Experience

Tonrist estmation Hxperience

Service Infrastructure (Shopping: Recriation
& Attraction; Food: Travel, Trangportation:
Accommodation)

Destination Euviroments {Natutal
Enviconment.  PoliticalLegal  Factows.
Technclogical Factors. Econonue Factors.

/ Cultoral Factor. Soctal Factors)

Source: Murphy et al. (2000).

Fawzy (2010) suggests, that although the busines®lker is fewer in number, their
intensity of hotel use is much higher than holidagkers. Thus, accommodation is a
significant destination attribute for business éldrs. Therefore, an understanding of the
housing attributes that business travellers peecwbe important, should be of substantial
interest to any hotel that targets this marketsd&aloglu & Love, 2001; Baloglu & Love,
2001; Bonn, Ohlin, & Brand, 1994; Kirschbaum, 1995)

“Amenities” is defined as non-marketed qualitidsadocality that make it an attractive
place to live and work (Power, 1988, p. 142). Efme, “amenities” are also considered

an essential item for any traveller (Garretsen &Ista2017; Green, 2001).
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“Accessibility” is another necessary componentit ascludes items measuring the quality
of transportation infrastructure, and traffic costign (Eusébio & Vieira, 2013).
Moreover, as the timeframe of business travellsr®ften pressured, convenience and

safety of transportation are significant for conipig work-related activities.

Lastly, since local attractions (Baloglu & Love,(0 Baloglu & Love, 2001; Fortin &
Ritchie, 1977; Go & Zhang, 1997; Lawson, 1990) soeething that makes a destination
different from other places, tourists often spdantktvisiting unique attractions, and so they
should be added as significant components of dagiim attributes. Additionally, hosts of

the business traveller will often take their guastsuch attractions during their stay.

This thesis examines the cognitive perceived vahe affective perceived value in terms
of the price and quality of these above component®ie main characteristic of the
cognitive-affective model is that it emphasizes ¢basumption experience and consumer’s
cognition, as well as the emotional aspect of tlkpedence (Yl & Xinran, 2009).
Cognitive elements play a significant role in cansu satisfaction. According to Ramo’n,
Cayetano, and Manuel (2012), it is essential to p#gntion to the main cognitive
processes in the way that satisfaction is develop&diditionally, as an affective element,
tourist emotion should also be considered as plivotanotivating the trip and helping to
choose a particular destination. In previous reseahis component is not only an
independent processing system, but also the primndiiience in developing preferences,

potentially acting as a precursor to cognitive éss(Baloglu & McCleary, 1999).

Therefore, in this study, the impact of both cogeitand affective perceived value received
from the real experience of visitor satisfactiorl we examined.It is especially necessary
when tourism is transforming from “must-see” phgsisights into a “must-experience”
activity, that customers are expected to intengivedvel by engaging with high-quality
services (Hutchinson, Lai, & Wang, 2009; Richa@{¥l 2).

Quality is considered to be the overall judgmendendy the consumer regarding the
excellence of a service. From the early resedahasuraman, Berry, and Zeithaml (1991)
suggested the SERVQUAL model, an instrument foessag the usability, information,
and service interaction quality. Five main factdesine SERVQUAL: tangibility (physical

facilities, equipment, personnel and communicatoaterials), reliability (the ability to
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work dependably and accurately for the promisedises), responsiveness (willingness on
the part of service providers to help customers anovide a service), assurance
(employee’s knowledge, courtesy and ability to ayntrust and confidence), and empathy
(giving attention to the individual customer). Amber of researchers have applied this
model to evaluate quality service as leading tesfsation (Bansal, Gaur, & Chauhan,

2017; Kim & Canina, 2015; Kouthouris & AlexandriX)05).

More specifically, it is a type of attitude, reldtbut not equivalent to satisfaction, which is
described as the degree and direction of the diaomes between the perceptions of the
performance and the consumer’s expectations ofe¢hdce (Bigné, Sanchez, & Sanchez,
2001). Yl and Xinran (2009) and Zabkar, Bfign and Dmitrové (2010) emphasized the
significance of service quality in shaping consumsetisfaction and behavioural intention.
The high-quality tourism experience does not ordyehan effect on the plan to come back,
and readiness to recommend the country as a todestination, but also encourages more
optimistic purchasing toward the products made he tountry (Alessandro, Giada,
Vittoria, & Maria, 2015; Chadee & Mattsson, 1996).

2.7 LOCAL GOVERNMENT SUPPORT FOR SUCCESFUL FOREIGN START-
UP BUSINESSES (Pull Factors)

The rationale of the macro-environment in businessuccess

Watson et al. (1998) conducted research on therfaaf business discontinuance and
found several reasons, such as a business notngaemough money; poor trading

conditions; cash flow problems and personal reas¢t®wever, these are internal factors
while other authors emphasize external macro itémsexample, according to Everett and
Watson (1998), systematic external risks for aess include retail sales, trading bank
interest rates, and both employment and unemploymagas, all of which can lead to

unexpected failure.

Additionally, Millington (1994) found that long-ter interest rates, unemployment, and
inflation were the economic variables that had gneatest external impact on business

failures. Whereas, Quer, Claver, and Rienda (2@t2led two more variables, political
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risk and cultural distance, in their study of oears investment from large Chinese
companies. The findings of the above study impht the stability or the level of support
from the macro-environment (such as Governmentjdcplay a significant role in any

business success, especially in a foreign market.

Previous studies have confirmed the significancenacro-environment in business
success. According to Philip (2011), the most ifigant factors that affect the business
success of Small to Medium Enterprises (SMEs) imdgkedesh are (1) product and
services, (2) external environment, and (3) managénknow-how. The external
environment, particularly social networks, helprepteneurs in Bangladesh to reduce risks
and transaction costs, improve access to busimess,i knowledge and capital (Philip,
2011). Government support is vital to foster SMivelopment. The results are supported
by the study conducted by Chittithaworn, Islam, Welaana, and Yusuf (2011), in which
SME’s markets, the way of doing business and lef/eboperation, resources and finance,

and external environment play significant roledusiness success of SMEs in Thailand.

Mazzarol, Volery, Doss, and Thein (1999) suggedterl model (refer to Figure 2.13)
showing the relationship between internal and eslefiactors for making decisions to start-
up a business. In this model, internal aspectss@pelity: trails and background) and
external aspects (environment: social, economibitigad, infrastructure development) are

assumed to affect business intentions and deamsaking by businessmen.
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Figure 2.13: Factors of Decision Making Processe8dtting up a business based on

Environment and Personality

ENVIRONMENT
(1) Social: networks (+);
support of sociopolitical elites (+)
(2) Economic: capital availability (+);
aggregate indicators (mostly +);
recessions (+, X); unemployment (x
(3) Political: support agencies (+);
regulation (-)
(4) Infrastructure development:
education system (+)
labour market (+-, 0)
information accessibility (+)
availability of premises (mostly +)

FOUND

INTENTIONAL

—

DECISION

PERSONALITY

(1) Trails: risk taking propensity (
tolerance for ambiguity (-
locus of control (+)
need for achievement (
need for autonomy (:
energy level (+)
creativity (+

(2) Background: gender (
education (+, -)
previous employment (
family support (+
ethnic minority (+)
immigrant (+
religion (+)

ABANDON

Direction of the relationship with formation: O:nen+: positive: -: negative; x: curvilinear

Source: Mazzarol et al. (1999).
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In another model suggested by Watson et al. (19@8¢r to Figure 2.14), the external
environment, particularly business infrastructureongpetitors, suppliers, banks,

government, support agencies) also significanthtrdoute to the foundation of a business.

Figure 2.14: Factors of the Decision-making Procesetting up a Business Based on

Macro Economic Environment and Entrepreneurial Beha

ENTREPRENEURL AV .
4.| URIAL BEHAVIOUR

» Expenence o Industry sector/ busmess format
* Socioeconomic background INTERNAL » Labourand technology
o Skill: and knowledge ENVIRQNMENT | &  Financialbase
o Perzonaliy attributes_trails s Strategies and plans
» Values, expectations ¢ DMManagement and rezources

L] ¥

Characteristics of the Characterizstics of the
Founder * Business
[
— THE THE
FOUNDEER BUSINESS

hJ
F Y

The Enterprise

¥

The Buzmess . _ The Business

Infrastructore b i Customers

f 1
» Competitors Market Sepments:
s Supplers o Business of consumer
» Banks EXTHRNAL # Geographic, demographic
»  Government ENVIRONMENT o Lifestyle or consumption patterns
s Supportagencies ¢ (Organizationalcharacteristics
o Purchaszebehaviour

MACRO ECONOMIC ENVIRONMENT

Source: Watson et al. (1998).
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As such, previous studies indicate the necessitsupport from local government for the
success of any start-up business. Therefore, #sgarch includes the relevance of
resources that the Victorian Government has praviddoreign businessmen, to help them

invest and settle down in Melbourne.

Australian regulations in attracting Foreign Direct Investment

According to Cahill (2015, p. 9), Australia’s fogei policy rest on ‘three strong pillars’: its

‘alliance with the US, the membership of the UN aadpolicy of comprehensive

engagement with the Asia-Pacific. Especially iteeidependent economy with a rising
China has increased a need for a more ‘durablagoral) Asia strategy. Australia has
become one of the most attractive countries for iADlecent decades, especially with the
global economy’s key resources (such as coal, a@nand other mineral commaodities),
according to Sadleir and Mahony (2009). The Austnagovernment has recognised the
significance of foreign investment on the level mdtional economic prosperity and
established the Foreign Investment Review BoarBBIfifrom a very early stage (1968 to
mid-1970s) to help evaluate the benefits that fpranvestment proposals bring to the
economy, and to provide a process of investmentroaph This development is

summarised in Table 2.14 below:

Table 2.14: Public Policy and Institutional Respons

Period Policy Institutional posture or response

Pre 1968
- Monitoring as a part of Reserye

Sacgﬁgnand FDI as contributor to the capital  Bank's general responsibility for
(2009)y account. currency flows (under a fixed

exchange rate regime).

- Gradual development, design |of

;Lngig?lz)O?Os . regulations and legislation.
Sadleir and FDI as a focus for national. Establishing a government authorjty
Mahony government regulation. to review FDI proposals (e.g. the
Foreign Investment Review Board
(2009) FIRB).
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Period

Policy

Institutional posture or response

FDI continues to be the focus,
1983-1996| but  emphasis  shifts to Maintaini egislati il
_ liberalisation: - aintaining egislation  whilg
Sadleir and o lowering limits (i.e. liberalization).
Mahony | - to encourage  existing o
(2009) investors (UK, USA) - Emerg_ence of more specializ
_ agencies.
- to foster investment from
Asia.
S o - Continuing growth in number an
1996 to - Continuing liberalization. kinds of agencies
2 |- Enhancing faciltation of by 9 in  bilateral trade
Sadleir and major projects. P
Mahony Groat N : agreements.
(2009) | ingr t\;\illlaltr(;?gless ira d)e' More specialized role for the FIR
P within a wider, domestic regulato
agreement.

network.

B
y

From
2000s to
now

Treasurer
(2019)

FDI is considered to suppo

rEDI increases competition, productivity

existing jobs and creates newnd innovation, creating a positive effe

jobs, encourage innovation a
the induction of new
technologies and skills, provic

nfbr consumers and the wider economy
driving down prices, increasing quality
eand improving overall economic

access to markets and promotedficiency

competition  amongst  our
industries.

The legislative framework:
Foreign  Acquisitions  and

Takeovers Fees Impositions A
2015 (Fees Imposition Act) ar
their associated regulations.

d

Cct
by

There has been some significant improvement inldtier Howard governments (2001—

2004 and 2004-2007), especially in terms of biridtagreements. As such, the Australia—
United States Free Trade Agreement (AUSFTA) wasessgfully formulated to protect the

system of regulation that operated in and aroumdatid FDI. The free trade agreement

with China was also accomplished in this periods & result, Chinese investment in

Australia has grown by 30 times within 10 yearsitir$2 billion in 2004 to $65 billion at
the end of 2014), according to the Department oéigo Affairs and Trade (2016).
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Another effort by government has been innovationdrporate law, tax reform and general
business regulations. According to Drysdale amdllgy (2009), the reform of the taxation
regime had a significant impact on both foreign awnestic firms. The Review of
International Tax Arrangements was also done tm@age international investment in
Australia (Pereira, 2011), increasing the competitess of Australia with other countries.
In 2017 and 2018, the United Nations Conferenc&raigle and Development (UNCTAD)
ranked Australia as one of the world’s top ten rexsinomies for global FDI. Based on
FDI flows in 2018, Australia is currently ranked eighth spot (The United Nations
Conference on Trade and Development, 2019). Imtegears, Australia has seen a solid
increase in capital inflows from Asian markets utthg China, Singapore, Hong Kong and
other ASEAN nations. This trend reflects Austraialose ties with these nations in the
fast-growing Asian region. Australia attracted U3$8llion in foreign direct investment
(FDI) inflows in 2018, an increase of almost 40%2®17 (The United Nations Conference

on Trade and Development, 2019).
Victorian Government supporting services for foreigh business

Previous studies have recommended several signifissues including the effectiveness of
property rights, sound and stable regulatory fraor&s; economic freedom and lack of
corruption (Donu & Jawko, 2015), macroeconomic stability, labour costspremic

growth, trade openness, political stability, treavgmt regulatory frameworks, corruption,

and privatisation processes (Dumludag, 2009).

The aspects mentioned include the local macro emwient in which sound governance or
good practice is significant. It includes the tielaships between the regulator, its Minister,
its governing body, senior management and stakelmldand the administrative

arrangements that support these relationships (®soln & Fels, 2014). These authors
also discuss several components as proof of goaetrgance: (1) transparency, (2)
accountability, (3) clear roles, (4) independerarg] (5) oversight, review prospects, and
whole of government coherence. Transparency melaais ihformation must be full,

accurate and clear to avoid misleading communisatighile accountability concerns

creating lines of responsibility within a regulator the making and implementation of
decisions (State Services Authority, 2009). Alw;ording to the State Services Authority
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(2009), clear roles mean regulators must be traespan the function of implementing,

administering, and enforcing government policy.

In the Victorian context, given the economic sigidhce of tourism, there is considerable
business support from the State Government forignrdusiness transactions (State
Government of Victoria, 2015). Besides the focusstrengthening resources in tourism
such as: high quality workforce skills training,pbesticated marketing know-how and
research, digital excellence, major event and lssinevent tourism, the Victorian
Government also established a FinTech hub in thekl2nds to boost local start-ups and

attract investment. Table 2.15 lists the FinTemlvises.

Table 2.15: Professional services provide by Viet@tate Government

Victoria's - Covering or contributing to the cost of design dih@ut to meet

FinTech hub operating requirements of the FinTech Hub.

- Meeting part or all of the cost of rent, outgoireged other lease
obligations until the FinTech Hub is capable of tep these
obligations.

- Making additional floor space available in the Ged&hed North

over time as tenancies expire or other occupantseroot.

- Ongoing engagement with government innovation aadt-ap
programs, to identify further opportunities for grams and
initiatives.

- Support with inbound and outbound trade and netimgrk

missions to FinTech Hubs interstate and internatlgn

- Support to stage or attract major conferences tdbdlene to
support the growth and development of the local TEah

ecosystem.

- Assistance to attract additional start-ups and iapsic support

services such as a dedicated FinTech acceleratogrgm
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Funds

management

Banking

Legal services

Accounting

services

operator.

Australian total funds under management of A$2lHotn is the third
largest in the world. Melbourne is home to siXMoistralia's top twelve
superannuation (pension) funds while 60% of all thalgn industry
superannuation (pension) fund @issare managed out of Melbourr
Melbourne is also home to Australia’'s sovereign lthefund - the
A$110 billion Future Fund - that is forecast towgrm A$150 billion in

the next few years.

Around 35% of the nation's banking assets are itbMene. Australia
has 72 licensed banks of which 10 are headquartergetoria and a
further 31 have offices in Victoria. Two of Audies four largest
banks, the National Australia Bank (NAB) and thestalia and New
Zealand Banking Group (ANZ), are headquartered atbglurne.

Victoria accounts for 27% of Australian firms opang in this sector
(including corporate and commercial law, criminal| industrial and
workplace relations, intellectual property law, gmral legal services
and property law). Major players operating in i@ include Herbert
Smith Freehills, Allens, Clayton Utz, Minter EllispAshurst Australia
and King & Wood Mallesons.

Victoria's sophisticated legal sector reflects theality of its legal
system and governance in Australia, which ranksrentbe best in the

world.

Victoria accounts for nearly 27% of Australian asetng firms,
providing accounting, taxation, auditing, financiateporting,
bookkeeping services and business advice. Majorsfioperating in
Victoria include Price Waterhouse Coopers, Deloifteuche and
Tohmatsu, KPMG and Ernst & Young and CPA Australia.

Source: Victoria (State Government of Victoria, 2D1
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Moreover, the Victorian Government also providesesy detailed guideline for starting up

a business. The step-by-step guidance includeseaéissary information for three stages:

(1) Planning (Business case development, Makingections, Plan your visit to Victoria,

Incentives, Grants and programs, Investor and basimigration visas); (2) Setting up

(Invest Assist Services, Setting up a businesseatbburne, Taxes, Immigration and visas,

Regulatory facts, Building and planning approvass)¢ (3) Ongoing (Industry insight and

business development) (refer to Table 2.16).

Table 2.16: Stages of business development — Vac@overnment

Stage 1: Planning

Slslile= it Business cas -
development

Market potential, including size and growth.
Existing companies and industry cluster.
Competitive landscape for your industry.
Research and development capabilities.

Business environment and expected changes to this
environment.

Financial and legal requirements.
Labour market skills and availability.

Comparative operational costs, including land, diod
and utilities.

SislesZs Making Match with the right contacts for government cotgac

connections  potential partners, suppliers, joint venture ingest or
service providers. Through the Department of Ecdoom
Development, Transport, Jobs and Resources’ Busines
Engagement Model, government representatives are in
regular contact with approximately 12,000 busingsse

Victoria.
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<o e- < Plan visit to Provide briefings on opportunities available, ofigan

Service 5

Victoria

teams

Incentives,
grants and

programs

introductions to potential partners and suppliersarrange

specific site visits.

<is/le= 8 Global support With 21 offices across the globe, can help busesesyery

step of the way through their investment journeghsas

business case development, introducing partneganaing

a visit to Victoria, or assistance with businesgnaion.

A.

Future Industries Fund (FFI) (1. Future Industries
Manufacturing Program: Future Industries Fund,
Funding: Up to A$500,000; 2. New Energy Jobs F.und
(NEJF): Future Industries Fund, Funding: A$50,000 t
A$1 million; 3. The Victorian Defense Industry Siypp
Chain Program (VDISCP): Future Industries Fund,
Funding: up to A$50,000.

Launch Vic for start-ups.

Round 4 Grant Funding: World-Class Accelerztor

Program; Funding: Up to $3 million per application.

Local Industry Fund for Transition (LIFT); Funding:
A$50,000 to A$2 million.

Public Sector Innovation Fund (PSIF); Funding: On
average A$50,000 to A$400,000.

The Victoria- Israeli Science Innovation and
Technology Scheme (VISTECH); Funding: Up to
A%$250,000.

. Assigned Production Investment — Games; Funding: Up

to A$150,000.

Regional Infrastructure Fund (RIF); Funding: Up to
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A$500,000.

I. Commonwealth Government of Australia programs
(Aus. Industry Programs; R&D Tax incentive; Busmas
Innovation and Investment Program; Business Telent

Visa; Business and Innovation Visas).

Sisndlesns Investorand - Business Talent Visa (Significant Business history
business stream, Venture Capital Entrepreneur stream).
migration

Business Innovation and Investment Visa (Business

visas Innovation stream, Investor stream, Significantelstor

stream).

Stage 2: Setting up

Sicple=il Invest Assist - Specialist advice on the development approvalsgs®:
Services - Statutory approvals coordination.
- Site identification service.
- Advice on infrastructure and utility services.
“lople- o Settingupa - Steps to start a business in Australia.
businessin |, orporating a Business.
Melbourne
- Private Company.
- Registered Foreign Companies.
- Acquiring an existing Australian Company.
- Company and business names.
- Legal and accounting services.
- Foreign Investment Review Board Requirements.
Taxes - Company tax.
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- Capital gains tax (CGT).
- Goods and services tax.
- Payroll tax.

- Other business taxes.

<ic/le= 0 Immigration Significant Investor Visa.

and visas

<isple=rsr Regulatory

Planning approvals.
facts, building Works approval.

and planning
- Environment Effects Statements.

approvals
- Federal Environmental Assessments.
- Occupational Health and Safety.
- Building Permits.

- Assistance with Approvals.

Stage 3: Ongoing

Industry - Innovate and introduce new technologies that will
insight and increase productivity and drive growth.
business

Access new markets, both domestic and export.

development _ o
Invest in new facilities.

Facilitate new investment.

Source: (State Government of Victoria, 2017).

Supporting services are considered one of thefgignt destination attributes in terms of
the Melbourne business environment. They form dnde significant “Pull” aspects that

distinguish business travel from other kinds ofriem.
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2.8 SATISFACTION

Pizam et al. (1978) argues that tourist satisfactesults from the comparison between
tourist assessment of their real experience, dwar tnitial expectation. It is a subjective
feeling representing the psychological state ofdustomer; it is the result of directly or
indirectly combined actions involving multiple vabiles, such as perception, expectations,

and recognition.

Customer satisfaction with a particular transactian clearly reveal how the company is
performing in terms of a certain product or service other words, when a customer is
dissatisfied with a service, such dissatisfactioakes a strong impression, but service
recovery has an even greater effect (Kwon & Jaf®d,2P The greater the satisfaction
produced by service recovery, the greater the thestustomer has in the service provider
and the more easily they maintain an emotional ctmemt to the company (Wen &

Geng-qging Chi, 2013). Thus, good service recovean delp maintain customer

relationships and improve performance (Zhao, Liu&BLaw, 2014).

Also, Chadee and Mattsson (1996) applied quality satisfaction judgements of college
students within four distinct tourist encounterfieTsurvey was collected from business
students (four samples, each one consisting ofoappately 125 respondents) at a
university in New Zealand over a period of threeelgein July 1993. The findings from the
regression models show that distinct quality fextare significant for different tourist

encounters. In addition, significant differencesrevalso found in the extent to which

different quality factors affect students from diént cultures.

Some studies have been dedicated to analysingrpacis of traveller expectations and
real experiences on tourist satisfaction. For exampather, Singh, and Singh (2012)
compared the levels of expectations and satisfactib Indian and foreign adventure
tourists visiting India through five main factorfscilities, aesthetic appeal, information,
safety and security, food, and accommodation. Qaresdire surveys were employed to
examine a sample of 300 travellers to test fourottygses relating to the relationship
between customer expectations and satisfaction. fiffigngs reveal that the level of

expectation was higher than satisfaction for alialdes. The implications are that it is
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necessary to reduce the differences between toaxpectations and experience, to

maximize customer satisfaction.

In other research carried out by Aliman et al. @0the satisfaction of 500 tourists to
Lanai, Malaysia was evaluated, based on five diffevariables: expectations, perceived
quality, perceived value, destination cost, ankistisThis study applied exploratory factor
analysis on data collected through questionnairgeys. The findings show that tourist
expectations are the second most important predaftcdheir satisfaction. The result
implies that maintaining tourist fulfilment requsreattention to satisfying initial
expectations. Additionally, Kumaraswamy (2016) dwcted surveys on 125 foreign
tourists to Karnataka, Malaysia to examine thetiiahip between the expectations and
satisfaction levels of travellers. Measurementhef gap allowed for significant practical
and managerial recommendations for tourism stakieih®l to understand tourist

expectations, leading to suitable policies to eshaatisfaction

Further research on the relationship between toweal experience and satisfaction,
involves 200 domestic visitors in Garhwali Himalagahe Uttarakhand state of India who
were studied by Bargi and Devkant (2015). Thesehaat used self-administered
guestionnaires and applied Importance-PerformancayAis (IPA) to evaluate customer
satisfaction based on four key elements: (1) weadine accessibility; (2) uniqueness of
destination; (3) quality of tourist facilities aifdl) tourist motivation factors. The findings
indicate that apart from the pleasant climate teisiare less happy with a broad range of
other attributes. These included poor roads andssigeduced travel connectivity, sub-
standard accommodation facilities, poor quality iBgg, maintenance of public
conveniences and non-existent information centrEse results provide profound
implications for tourism stakeholders in Indiajngplement further policies to enhance the

competitiveness of this destination.

Additionally, satisfaction is considered one of tm®st powerful predictors influencing
future travel behaviour. It also impacts on thestonption of products and services, as
well as the decision to return and maintain a hastrelationship with a particular
destination (Bargi & Devkant, 2015; Kakyom, 200&). number of researchers have

focused on the influence of both tourist expectetiand experiences on their satisfaction
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and future intentions. They emphasize visitor westi before the travel occurs, and

cognitive-affective perceived value after the jayn

Kakyom (2008) analysed an empirical model includpugh motivation, pull motivation,
cognitive involvement, affective involvement, s&dtion, and loyalty to a student list of
top domestic and international destinations. Aydanumber of participants (2437) were
involved in this survey in two periods, to test biipeses of the relationship between the
two aspects. The findings show that push motivatiorecasts pull motivation and
cognitive attachment. Cognitive involvement is aefi interpreter of both affective
perceived value and satisfaction. Affective inashent is a key aspect of appreciation.
This study shows that there is a significant cotinacbetween tourist satisfaction and

destination faithfulness.

The relationships between tourist expectation aqpetence are also confirmed by Sang et
al. (2014) in their study of Asian cruise travedleA total of 140 questionnaires comprising
five main components of affective perceived vakatisfaction level, behavioural intention,
and demographic variables designed to measure toagpierceived value, and emotional
response were collected. The findings illustratat tcognitive perceived value is
considered the most vital issue to affect travedbgisfaction and behaviour. Additionally,
affective perceived value also affected touristisgattion, providing evidence that
emotions play a significant role in determining tbeerall evaluation of future travel
behaviour. The same methodology, data collectiothous and results with cognitive—
affective explanatory models for tourist satisfactand loyalty were applied by (Chen &
Chen, 2010) and Ramo’n et al. (2012).

Visitor perceptions of the quality of a tourist tieation which will directly affect

satisfaction and result in behavioural intentionsravalso investigated by Zabkar et al.
(2010). In this study 1056 visitors at four totdgstinations in Slovenia were sampled to
test a structural model. The findings reveal trestination attributes affected the perceived
quality of tourist offerings, which positively réés to satisfaction as well as visitor
behavioural intentions. Thus, confirming the reaship between satisfaction and

behavioural intentions in this study.

Page 58



These research findings contribute to a better nstaieding of what behavioural
mechanisms, represent a viable basis for increasirstomer retention at the level of

individual providers, as well as the destinatioraasghole.

In a study conducted by Chen and Chen (2010), ¢hationships between the quality,

experiences, perceived value, satisfaction, an@etrral intentions were also examined.
A total of 447 surveys were delivered to responsl@mtfour main heritage sites in Tainan,
Taiwan. The results from the structural equatiaydetling (SEM) technique disclose the

direct effects of the quality of experience on pered value and satisfaction and that a
relationship exists between the constructs: expeeiuality, perceived value, satisfaction
and behavioural intention. The findings are ats@agreement with the studies conducted
by (Baloglu, Pekcan, Chen, & Santos, 2004; Fordelhnson, Anderson, Cha, & Bryant,

1996; Szymanski & Henard, 2001), where overallsgattion is found to be an intervening

variable between attribute-based destination peroce and behavioural intention for

destinations.

In the context of the Australian tourism sectoeréhhas been an array of research on issues
affecting tourist satisfaction, and their futurenbeioural intention. A study conducted by
Yi and Xinran (2009) on Macau visitors to Sydneyds¢éd the effect of both cognitive
value, and affective value, on tourist satisfactmal reactions to a destination, resulting in
implications for destination visitor experience ragament and planning. Martin et al.
(2008) also investigated the motivation of Taiwanassitors to Australia and their
satisfaction after their trip. The study used Wglpmotivations and 18 pull motivations for
travel. The findings show that push and pull festoave influences on both positive and
negative satisfaction by tourists. These findirggilt in several recommendations for both
Australian and Taiwanese tourism managers and ati¢iso Jessie and Neil (2004) studied
Chinese tourists to the Gold Coast. By answeriogstjonnaire surveys, the visitors
implied a high level of satisfaction with the G&dast. However, they recommended there

was a need to improve shopping and food provision.

Nevertheless, there has been no research on tagonship between the expectations,
experience, and satisfaction of North East and ISdtast Asian visitors coming to

Melbourne for business purposes; their satisfacéind future behavioural intention, and
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there have been few studies comparing real expaasatind real experience and their
effect on satisfaction. This study will bridge thgsp by developing a new theoretical
framework, comparing actual and expected expergetweneasure the level of satisfaction,
and future behavioural intentions of North East &odth East Asian business travellers to

Melbourne.

2.9 BEHAVIOURAL INTENTIONS
Behavioural Intentions and Loyalty

According to Dick and Basu (1994), customer loyatyviewed as the strength of the
relationship between an individual's relative atté¢ and repeat patronage. In other words,
the loyalty of clients is focused on repeat purehlashaviour. For example, Brown (1952)
classified loyalty into four categories, (1) Undigd loyalty, (2) Divided loyalty, (3)
Unstable loyalty, and (4) No loyalty, based on plaechase patterns of consumers (Brown,
1952). According to Oliver (1999), four stagesaminsumer loyalty are: (a) cognitive
loyalty, (b) affective loyalty, (c) native loyaltyand (d) action loyalty. The periods
transition from a cognitive level to an affectivevél. In other words, what tourists
experience will affect their cognition and emoti@amd they will have suitable reflections
after that. The relationship is seen as mediateddzyal norms and situational factors.
Cognitive, affective, and native antecedents ofatred attitude are identified as

contributing to loyalty, along with motivationalegeptual, and behavioural consequences.

In early research, a number of studies have inyatd the different aspects of loyalty. For
example, Reichheld (1993) examined the direct icapilbns of loyalty on the revenue and
profitability of a company. Others have examinéeé impact of customer loyalty on
customer behaviour (Dick & Basu, 1994; Gremler,3)99According to Jain, Pinson, and
Malhotra (1987), loyal customers focus both ondgbenomic aspects of the transaction and
the relationship with the firm, less loyal customé&wcus mainly on the economic aspects
(Jain, Pinson, & Malhotra, 1987). The implicatis@ems to be that loyal customers have
lower price elasticity’s than nonlocal customernsd ghey are willing to pay a premium to
continue doing business with their preferred retailrather than incur additional search
costs (Reichheld & Sasser Jr, 1989). Additionalbyalty to a business reduces the
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consideration set size, and the amount of effogeared in searching for alternatives,
while increasing the individual’s willingness torpbase from that business in the future
(Sambandam & Lord, 1995).

In order to measure loyalty, Jacoby and Chestn@78§), suggest three ways: (1) the
attitudinal approach, and (2) the composite apgraaed (3) the behavioural approach.
First, in the attitudinal approach, tourists mayéa favourable attitude toward a particular
product or destination and express their intentorpurchase the product or visit the
destination. Thus, loyalty measures consumershgtheof affection toward a brand or
product, as well as explaining an additional paortiof unexplained variance that

behavioural approaches do not address (Backmaro&gton, 1991).

Second, the composite or combination approach istagration of the behavioural and
attitudinal approaches (Backman & Crompton, 199it)has been argued that customers
who purchase and have loyalty to particular branusst have a positive attitude toward

those brands.

Lastly, the behavioural approach is related to ooves brand loyalty and has been
operationally characterized as sequence purchgsiogprtion of patronage, or probability

of purchase. This loyalty measurement does netrgit to explain the issues that affect
customer loyalty. It means that behavioural interd and loyalty are not the same as
tourist loyalty to products or destinations, and/mat be enough to explain why and how
they are willing to revisit or recommend these tioeo potential tourists. This point of view

is supported by the argument of Also, Srinivasandéson, and Ponnavolu (2002) who
imply that a behavioural definition is insufficieridecause it does not distinguish between

true loyalty and spurious loyalty.

In response to these criticisms, researchers heomoged measuring loyalty by means of
an attitudinal dimension in addition to a behavaulimension. For example, brand
loyalty is regarded as the preferential, attitulewad behavioural response toward one or
more brands in a product category expressed oymsriad of time by a consumer, and
loyalty is a biased behavioural purchase procemstsrésults from a psychological process
(David, James, & Roger, 1970). According to Ass&simond, Papadaki, and Patterson

(1992) brand loyalty is “a favourable attitude todvaa brand resulting in consistent
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purchase of the brand over time.” This rationakeswalso supported by (Gremler, 1995;
Keller, 1993) who argue that both the attitudinatl dehavioural dimensions need to be

incorporated in any measurement of loyalty.

Despite the issue of attitudes, the relationshigvéen behavioural intentions and loyalty
has been shown to confirm that behavioural intestiare often potential indicators for
loyalty. As the repeat purchases or recommendationother people are most usually
referred to as consumer loyalty in the marketingrditure, according to Yoon and Uysal
(2005), the concept and degree of loyalty is onéhefcritical indicators used to measure

the success of a marketing strategy.

When travel destinations are considered to be mtsduntentions or actual action of
revisiting and recommendation to friends or rekdivto visit, are indicators of loyalty.
According to Zhao et al. (2014), the type of prddac service, purchase occasion, and
sales activity can particularly lead to differeavéls of customer involvement, in which
repeat purchase behaviour is another importantezieneflecting customers’ willingness to
continuously consume a service. This behaviow istal indicator of customer loyalty
(Lam, Shankar, Erramilli, & Murthy, 2004).

If a company can satisfy its customers with quadiyvices or products, customers develop
repurchase intentions, and thus revisit the compa®grvice recovery ultimately aims to
reduce customer dissatisfaction, and maintain tem@&hase behaviour. Thus, according
to Holloway and Beatty (2003), tourism and hospitamanagers should focus on
successful service recovery management, to enhamtemer satisfaction that leads to

loyalty.

The relationship between motivations, satisfactioand behavioural intentions

According to Ajzen and Fishbein (1980), behavioum&ééntions are defined as what people
intend to do in a particular situation, due to thHeliefs or attitudes. In other words, the
experiences and viewpoints of human beings playigaifeant role in their future
behaviour. As mentioned in the theory of plannethaviour (Ajzen, 1991), human

Page 62



behaviour is guided by three kinds of consideratidrehavioural beliefs, normative beliefs,
and control beliefs.

Behavioural beliefs involve the likely consequenoédbehaviour, producing a favourable
or unfavourable attitude toward the behaviour. Mhemative beliefs are about normative
expectations of other people, resulting in peragigecial pressure or a subjective norm.
Control beliefs refer to the presence of issuesrttay further or hinder performance of the
behaviour, giving rise to perceived behaviouraltcanthe perceived ease or difficulty of
performing the behaviour.

In order to test the validity of the variables imetmodel called ‘Theory of Planned
Behaviour’, Seow, Choong, Moorthy, and Chan (20tlemented research on medical
tourists in Malaysia. A total of 380 completed signnaires are collected, using a quota
sampling technique. The findings show that peexibenefits and perceived costs are
significantly related to attitude; resource avallgbis significantly related to perceived
behavioural control; and attitude and subjectivem®are significantly related to intention
for medical tourism in Malaysia. However, the p&red behavioural control is found to be
insignificant to intention, whilst attitude and gedtive norm are significantly related to

intention for medical tourism in Malaysia.

Given a sufficient degree of actual control over biehaviour, people are expected to carry
out their intentions when the opportunity arisebitention is thus assumed to be the
immediate antecedent of behaviour (Ajzen, 2002husT understanding customer needs,
wants (motivations) and the level of satisfactioill vinelp marketers forecast their
consumers’ habits of purchasing, and improve tredityuof their products, to attract more
and more future users. According to Zeithaml, Beand Parasuraman (1996), favourable
behavioural intentions are associated with a sergiovider’'s ability to get its customers
to: (1) say positive things about them, (2) recomanthem to other customers, (3) remain
loyal to them (i.e., repurchase from them), (4)ngpenore with them, and (5) pay price

premiums.

In the tourism literature, prior research findirgggggest a significant relationship among
tourist satisfaction, intention to return, and pigei word-of-mouth (WOM) (Chiang, 2009).

In other words, satisfied consumers are more likelsevisit the same destination (Pizam et
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al., 1978). Moreover, they could refer their fids and relatives to come to the places
where they had high-quality experiences, accordimgGlynn Mangold, Miller, and
Brockway (1999).

Service quality has been suggested to have a diedigict on word-of-mouth
communication. Thus, when customers have posingéor beneficial service experiences,
they are likely to be motivated in encouragingitfieends and family members to have the
same experience. Thus, service quality shouldolséipely related to WOM praise. These
behaviours play as indicators for destination Igya(Bargi & Devkant, 2015).
Consequently, it is significant for destinationk&tholders to understand the level of tourist
satisfaction after services are provided, and tingantions of re-using services in the future
(Dmitrovic et al., 2009).

Some empirical studies have reported that serwiedity has a direct effect on the intention
to revisit and word-of-mouth behavioural intentigariables. For example, Hutchinson et
al. (2009) conducted a study to examine the relalipps between golf travellers’

perceptions of quality, value, equity, and satisfec and the impacts of the service
evaluation variables (that is, quality, value, aatisfaction) on their behavioural intentions
(comprising revisit, word-of-mouth referrals, arehech for alternative destinations). The
findings from 309 golf travellers indicated thatlua and satisfaction, have a significant

influence on the intention to revisit and word-obuth behavioural intention variables.

Quiality, perceived value and satisfaction have aksen recognised as the antecedents of
behavioural intentions in other studies (Vida & Riem, 2008; Zabkar et al., 2010). The
antecedent role of quality is supported in thersgif a festival, sports and leisure centre,
cultural centre and attractions at a tourist destom (Baker & Crompton, 2000; Cole &
lllum, 2006; De Rojas & Camarero, 2008; Murray &whi, 2002). Whereas, Prayag and
Ryan (2012) evaluate a theoretical model basedypothesized relationships among four
constructs, namely, destination image, place atteci, personal involvement, and visitor
satisfaction as antecedents of loyalty. Thesdiogiships are explored for a sample of 705
international visitors staying in hotels on theamsl of Mauritius. The structural model
indicates that destination image, personal invokmimand place attachment are

antecedents of visitor’ loyalty, but this relatibisis mediated by satisfaction levels.
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The linkage between motivation (push/pull factosstisfaction and behavioural intentions
is also investigated by Yoon and Uysal (2009hey conclude that in order to enhance
destination competitiveness, appropriate destinasitiractions and activities should be

allocated and delivered to tourists.

In the field of business tourism, there are différ@guments about the connection between
traveller destination satisfaction and future bébtaw although most studies are limited to
conference and event tourism. In a study carrigdby (Severt et al., 2007) that assesses
convention attendee motivations, performance etialuasatisfaction, and behavioural
intentions in a regional conference setting; daldected from conference attendees in the
southeast United States revealed a five-dimensafecence motivation: (1) activities and
opportunities, (2) networking, (3) convenience onference, (4) education benefits and (5)
products and deals. Furthermore, the relationshigsveen attendee’s evaluation of
conference performance, satisfaction judgment, etdhvioural intention were examined.
The relationships between educational activitiegrall satisfaction, word-of-mouth, and
intent to return were found to be significant. $aavho were happy with the educational
benefits reported a stronger satisfaction withdbeference and were more likely to return
and to tell others to attend the conference. Tdmlasion is that a strong performance is
not enough to guarantee a return, but certainlegia much higher chance than poor
performance. Since attendees were somewhat sdtisfth activities and opportunities, it
is not surprising that the path between activiesl opportunities to satisfaction and
behavioural intentions was found. So, the relatgm although important, it is not strongly

supported, and thus not found to be significarsatisfaction and behavioural intentions.

Nevertheless, the path model is partially suppolotegast literature in the service industry
(e.g., Davidow, 2003 regarding satisfaction, worghrouth communication and intentions
to return) where this research was the first tottes model in the convention industry from
the attendee’s viewpoint. The results are alstighgr confirmed by Baloglu et al. (2003)

who tested the relationship between destinatiorfopaance, overall satisfaction and
behavioural intentions for planners in relation dodestination city. The conference
organizer needs to have attendees with favouraigeqonference impressions, which will

lead to favourable word-of-mouth.
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While the majority of research supports the pointiew that destination attributes play a
significant role in visitor satisfaction, some skme suggest different opinions. For
example, Millan et al. (2016) points out that inmpaases, the visit place could have been
frustrating or irritating, but if the business tmtirachieves their professional purpose, they
are satisfied with their trip and likely to returithus, investigating business traveller
satisfaction does not only pay attention to theelihgs about the destination, but also the
level of pleasure gained from their professiong urpose. This implication can be
explained by the fact that business tourism isiesitrally motivated, and business traveller
emotions are likely to be influenced by the thrémments of: destination, personal, and
business outcomes (Millan et al., 2016). In otlerds, while the satisfaction of leisure
travellers is often caused by their personal matwaand the destination attributes,
business tourist emotions are initially affected thg completion of their work-related
goals. Therefore, besides investigating the isth@saffect a trip as travellers for leisure
or VFR purposes, it is significant for researcherscrutinize the business environment of
the host country. Specifically, in this case, thera need to examine if business travellers
are satisfied with the supportive services that\fletorian government offers, as outlined
in Section 2.7; and if the business supporting isesvof the local government affect

satisfaction and ultimately their future travel dngsiness intentions.

2.10 CHAPTER SUMMARY

Based on the potential contribution to economicfqerance and tourism investment,
North East and South East Asian travellers havesidermable potential for growing

Melbourne business tourism. However, the emergmgpitance of how tourism push and
pull motivations influence the selection for futubesiness travel destinations is under-

researched.

Moreover, the literature also highlights the linrktlween satisfaction with travel experience
and behavioural intentions. Especially in the eghthat little market-related research has
been undertaken, it is more important to examirtelarderstand the key issues influencing

business travel intentions.
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It is shown in the literature that although littesearch has been implemented, behavioural
intentions of business travellers are principalhfluenced by their professional and
personal motivations, destination attributes anceralV satisfaction. These can be

considered the most important predictors for unidading behavioural intentions.

It is crucial to shed some light on understandinigy wravellers choose to travel to
Melbourne, and how satisfactory their travel exgreces are, in order to develop practices
that will enhance satisfaction leading to retursitgj and an expanding market from the

source country.

This chapter has presented a literature review osinBss travel, and the issues of
satisfaction, and behavioural intention. The revignovides the basis for the theoretical
foundation and proposed research model, and thelamwent of proposed hypotheses

which are examined in Chapter Three.
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CHAPTER THREE: THEORETICAL FRAMEWORK
3.1 INTRODUCTION

The literature relating to operational definitioosthe key research constructs including
professional and personal motivations, satisfacti@inavioural intentions was reviewed in
the previous chapter. Drawing upon the variousistu@n behavioural intentions, this
chapter aims to provide theoretical foundationhte tesearch and proposes a conceptual
framework to explain and relate significant consepThe proposed framework addresses
the research aims presented in Chapter One andestsgtinkages between various

constructs, including identification of existingdwledge gaps.

Following the introduction, Section 3.2 begins witbth the rationale behind, and the
definition of, a conceptual framework. Section 38l examine three main theories:
means-end chain (MEC) theory, the expectancy-digooation model and the theory of a
tourism consumption system (TCS). These modelgigeathe theoretical foundations to
formulate a conceptual model, relevant to the lmssintraveller. Based on the relevant
prior literature and the theoretical framework, greposed conceptual framework is built
and several hypotheses are developed from it, doead the major research questions in
Section 3.4. The hypotheses have been developaddstigate the linkages between travel
characteristics, professional and personal motiwaii travel satisfaction and behavioural

intentions within the business tourism experie@=etion 3.5 provides a chapter summary.

3.2 THE USE OF A CONCEPTUAL FRAMWORK
According to Miles and Huberman (1994, p. 91), aceptual framework:

.... explains, either graphically or in narrative for the main things being studied —
the key factors, constructs or variables — and phesumed relationship among
them. Frameworks can be rudimentary or elaboratéeoty-driven or

commonsensical, descriptive or causal.

According to Shields and Tajalli (20063jnce a conceptual framework is based on a
literature review, there is a need to highlightatsmnective functions between the research

problems and the observed data. A conceptual fremieis the bridge to connect theory
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and hypotheses, which then leads to empirical iigegson. Additionally, a conceptual
framework outlines key concepts and explains thatiomships between these concepts,
which are expressed as hypotheses or propositi®earc¢e, 2012). It also provides an
understanding and interpretative approach to sa@ality (Zikmund, Babin, Carr, &
Griffin, 2013). The conceptual framework makesignificant contribution to research,
because it helps researchers to simplify a comptely of research on a particular focus,
and to estimate the relative potency of factorgeimns of their influence. It also helps
bound our consideration of the nature, antecedemditons and consequences of

participatory evaluation (Cousins, 2013).

According to Holweg and Van Donk (2009) a good @pmtoal framework must satisfy

several criteria. First, it must be clear and dagito address why certain elements are
included and how it excludes others. Second, aukhrecommend as few variables as
possible. Third, the boundaries that it covers dods not cover must be clear. The
comprehensive conceptual framework also needsve its own conjecture and present us

with an instrument that helps understand a realriinagerial problem.

Some frameworks are non-testable, while the otbamnsbe further developed into testable
hypotheses. The most significant things for th@ieally testable conceptual frameworks
are to falsify and justify constructs, relations)iglependencies, and so on. The basic
notion is that a conceptual framework needs todpected in whole or in part, once the

relevant hypotheses derived from it are rejected.

The use of a conceptual framework depends on e @f research being conducted. For
example, conceptual frameworks in confirmatory awdluative research are often more
elaborate or well developed than those employedeiscriptive or exploratory research
(Veal, 2006). A conceptual framework can also malkieeoretical contribution when it has

explanatory value.

In tourism research, the application of a concddtaanework can help communicate how
the researcher conceives that particular form wfisa, determine the data to be collected,

and shape the way to conduct the analysis (Pe20d2).

Thus, the development of a conceptual frameworlkns of the most significant and

challenging parts of any research (Veal, 2006)crdasing the quality of the conceptual
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models could reinforce the quality of the empiriealrk, and thus help in challenging the
beliefs, assumptions and theories used to devektplile hypotheses. On the other hand
one might equally argue that developing a good eptual framework is as much an art as
a science, so good craftsmanship might be necesgarwill never be sufficient (Holweg

& Van Donk, 2009).

After discussing the relevant theory, the concdpaanework for this particular study is
proposed in Figure 3.5 below. It is based on tinedoing review of previous key concepts
(motivations, satisfaction and behavioural intemjoand the following theoretical base.

3.3 THEORETICAL FOUNDATIONS
Means-End Theory

The means-end theory involves consumer motivateadihg to behaviours based on
personal values (Gutman, 1982). This approackpsaally useful to address motivation
and explain the future behaviour of individuals.hisl theory attempts to expose the
essential insights explaining why a particular prtds chosen, or not chosen, in terms of
the significance of its desire to people (McDondldyne, & McMorland, 2008) In other

words, according to Costa, Dekker, and Jongen (200deans-end study outcomes are

thought to provide:
A better understanding of consumers’ cognitive fomsing of existing products;
A more adequate development of positioning strasefgr new products;

An improved understanding of which are the relevaomsumer needs and which

product attributes deliver those needs;

More focus for product improvement programs, bywshg which current or potential

product attributes are valued by consumers and whie not;

More focus for marketing communication strategtgshighlighting the relevant links

between product knowledge and self-knowledge esitalol by consumers.

Bagozzi and Dabholkar (1994) have explored thetiogla between consumer means-end

structures regarding recycling, past behaviour taralconstructs of the theory of planned
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behaviour (Ajzen & Fishbein, 1980), attitudes andjsctive norms. They concluded that
the majority of meanings and linkages in the mearg-structures provided significant

explanatory content for the attitudes, subjectisems and past behaviours considered in
their study.

Although means-end theory has been broadly usedairketing to identify value-based
motivation behind consumption (Reynolds & OlsonQ2)0) it is also applied in other fields

of research as briefly summarised in the Tablebglaw:

Table 3.1: Research Areas that can Improve MeadsFeaory Applications

The development of (computer-aided) interview aratad

analysis methods generating improved content wglidi

Advances in the development of methods that caguadely
test the value of means-end chains as valid essnaft
consumers’ cognitive structures and as predictérshoice
behaviour.

Create a detailed framework which, by integratinogsumers’
product knowledge structures in the Voice of then&loner,
confers a consumer-based hierarchical structureeefls tc
Quality Function Deployment programs, thereby invong
their content validity.

Counteract the excessively semantic and verb camature of
MEC by attempting its integration with more metapland

image-based elicitation techniques.
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Develop computer and web-based interface tools twhic
enable R&D representatives to directly interact hwit
consumers during laddering interviews, since this kead to

a better understanding of the links consumers ksab

between product attributes and consumption outcomes

Develop information-acceleration and virtual reatibols that
allow consumers to develop knowledge structuresiatvaly
innovative concepts and prototypes, thereby fadtitiy the
use of means-end theory in the context of discaotis

innovation processes.

Source: Costa et al. (2004).

The Means-End theory still has been applied inenurresearch such as McGrath (2010),
Tey et al. (2018) or Ronda, Valor, and Abril (2020) tourismresearch, thepplication of
the means—end chain theory has predominarglgn adopted tfocus on understanding
tourist behaviour within a wide range of fieldsy Bxample, destination choice (Klenosky,
2002), museum and heritage visiting (Mcintosh & iéy2005), nature-based experiences
(Frauman & Cunningham, 2001) and accommodationceh¢Thyne & Lawson, 2001).
According to MciIntosh and Thyne (2008)deepenghe understanding of tourist behaviour
by linking specific service attributes with persbralues. According to this framework,
personal values or personal evaluation of benafisthe starting points of the means-end
chain which lead to the desired ending behavioww.aAresult, the central focus of this
theory is the significance of personal values itedrining motivation or behaviour of an
individual. Klenosky (2002) alsgointed out that this theory is especially necgss$ar
tourism marketing as iexplains the relationship between push and pulleetsp of
motivation For example, destination attributes are consdigrell components while
personal motives for the trip are regarded as pactors. Pull motives are viewed as “the

means” and push motives are “the enttius, one of most significant contributions of the
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means-end theory is that it provides a solid con@@pframework for a more

comprehensive understanding of traveller behaviour.

Mcintosh and Thyne (2005) argued thatuoderstand tourist behaviour, research has
drawn on models, concepts, and theories from disegp such as psychology, sociology,
anthropology, marketing, among others, and one staftribution to understanding
behaviour is the means—end chain theory. It focosethe linkages among the attributes
that exist in products (the means), the conseqeefarethe consumer provided by the
attributes, and the personal values (the endstdmsequences reinforce. Therefore, the
means—end chain is a useful method and theorycddmatbe applied to understand the

subtleties of tourist’s behaviour, and salient disiens in their thinking.

Furthermore, while this research focuses on unaedstg tourist behaviour, the means—
end approach also has potential application foetstdnding the values and behaviours of
hosts, or of both parties in host-guest interactidre application of the former methods to
tourism, has benefits as both a qualitative rebearethod and a conceptual model for
understanding the meanings that tourists or hastscgate with the purchasing, consuming,
or experiencing of tourism products and serviced,tae personal values that underlie their
behaviour (McDonald, Thyne, & McMorland, 2008).

In this research, means-end theory is employedamae the factors that are influential
for the business traveller's destination choicerti®adarly, pull factors related to
destination attributes and push factors (profesgiand personal motives) that attract and
influence business travellers to a particular desion are investigated. Hence, the means-
end approach can be regarded as one of the priribg@ries explaining the relationships
between motivation and satisfaction, and how thésoeiation leads to behavioural

intentions of business travellers.

Expectancy — Disconfirmation Model

Initially, the Expectancy-Disconfirmation theory svdeveloped to illuminate how different
outcomes are established after the product or@sehas been experienc@dhiang, 2009;

Jessie & Neil, 2004; Oliver, 1980)otably, this theory assumes that before the customer
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purchases a product or service, their expectatiave been formedrhis modelcan be
conceptualized as a four-stage process. First, ctiressumers formulate expectations
regarding a product. Second, they make certaribations regarding the performance of
that product, and then compare their perceptioth@fproduct’s performance against their
initial expectations. The final stage in the expacy disconfirmation process is the
consumer’s determination of how well the producteasures up” to their initial
expectations (Van Ryzin, 2005). The judgementndigg the product or service could be
better than, worse than, or equal to what they ebepe For example, a consumer might
experience positive disconfirmation, wherein his/egpectations are exceeded (increases
likelihood of satisfaction). Negative disconfirnwat is another possibility and occurs when
the consumer’s expectations are not met by theustoor service performance (decreases
likelihood of satisfaction). Finally, zero discamfiation occurs when performance matches

expectations (no effect on satisfaction that istattion is achieved).

Although disconfirmation is hypothesized to havee thargest effect on consumer

satisfaction, research shows that disconfirmasamot the only direct effect.

The expectancy disconfirmation model not only ekdasatisfaction with product

performance, but also service satisfactibn.tourism, this model is also often used in
marketing to investigate tourist satisfaction, feiog on the comparison of prior

expectations and the real experience (Jessie &, I96D4). As a result, the degree of

customersatisfaction leads to various confirmatioigpically, two types of outcomes

occur: positive disconfirmation and negative digcomation. The positive evidence comes
when the experience with the products/servicesitebthan the formed expectations. On
the contrary, negative disconfirmations are causkdn the real experience is below the
previous expectations about the products or sesyiCeiang, 2009).

While there are a variety of models explaining relationship between the pre-experience
and post-experience stage, the model suggesteabigdéh, Beck, Kim, and Cha (2010) is
considered one of the most comprehensive (refefFigure 3.1). The concepts of
expectations, promotional activities, word of mo(NHOM), and personal memories from

previous experiences are the major constructs @iier trip. Whereas, at the post-
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experience stage, the key outcomes involve perspeeptions of the experience, the

value that they attach to the experience, andahsfaction.
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As such it is necessary to comprehend what toueigpect before the trip. Accordingly,
the relevant data must be collected before thewoas experience takes place to measure
the expectations more precisely. Yl and XinranO@0suggested that experience from
product use can display sole satisfaction detemtsngnrough cognitive cues. As such, in
some cases, adjusted or adaptive expectations beillused to replay the original
expectations if the data collection is carried aftiér the services are provided (Ramo'n et
al., 2012). Far from influencing consumers’ peredi satisfaction, adjusted expectations
could act as mediators in the relationship betwsgrerienced satisfaction and repurchase

intention.

As theorised by Cutler and Carmichael (2010), tloeleh describes the elements of visitor
satisfaction/dissatisfaction, including influentralalm (physical aspects, social aspects and
products/services), personal realm (motivation/etqi®n), the tourist experience
(anticipation, travel to site, on-site activity, tums travel, recollection) and
knowledge/memory/perception/emotion/self-identitifigure 3.2 has shown the overview

of the various dimensions of the tourist experience

Figure 3.2: The Tourist Experiences Conceptual Motlnfluences and Outcomes
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Source: Cutler and Carmichael (2010).
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The complexity of the “Experience Stage”, “Expade” and “Customer Satisfaction” has
been incorporated in a study conducted by Yuan qp@efer to Figure 3.3). In the
“Experience Stage”, the three elements: physicadiyet, the service, and the environment
are mentioned. These factors are supposed to hgmeicant impacts on either client
satisfaction or dissatisfaction with the overalpexence. However, due to the focus of this
study on the measurement of perceived quality atidfaction as the final outcome of the
experience, there is a weakness in the first sthgexperience (expectations) and the last
stage (the future behavioural intentions) is migsi

Figure 3.3: Relationships among components of halgyiexperience, service, and
customer satisfaction
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Source: Yuan (2009).

All of the above models and studies have confirmbd significance of applying

Expectancy-Disconfirmation theory in tourism resbarThus, this study applies this
theoretical basis to explain the differences ineetgtion and experience of business
travellers via the conceptual model. The use oprowed expectations for tourist
satisfaction and behavioural intentions in thislgtalters the goodness of fit of the original

ones.
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Tourism Consumption System

According to Woodside and Dubelaar (2002), ttentral proposition of a tourism
consumption system theory (TCS) is the influencadaivities on the thoughts, decisions,
and behaviours prior to, during, and after a tpmixture of relationships among multiple
sets of variables, including background variabldsstination marketing, prior trip
behaviour, destination attributes, micro and ma&awauation and satisfaction, and post-trip
reflection have effects on traveller decisions &ettaviour. This approach is useful for
tourism marketers and practitioners in general.g8ations are provided for analysing TCS
to increase the effectiveness of tourism markesingtegies. Table 3.2 below shows the
relationship among multiple sets of variables infSTC
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Table 3.2: Relationships among Multiple Sets ofiafales in TCS

Variables Details

Background Demographic, psychographic, and social.

variables

Destination Destination advertising Web sites and offers tovjgl® inquirers
marketing and with free visitor information guides (VIGs) and thdormation
related service and persuasiveness of these VIGs; related serviaeketing

marketing influences influences include event and attraction marketingd |[a
advertising by car rental firms, restaurants, and

accommodations.

Behaviours prior the Search for information, and plan the current trip.

trip

Choices and Involves the attributes: types of transportatiomvel routes,

behaviours accommodation, local attractions, food and beverag®ods
purchasing.

Micro and macro Regarding individual and global consumption evemtsurring

evaluations and during the trip.

satisfactions

Conations Willingness and intentions to repeat the tourishates

consumption events, such as visiting the samerdgtn in the

future.

Source: Woodside and Dubelaar (2002).
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Figure 3.4: Model of Distance, use of Advertisingprmation, and first/prior visit
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Rather than focusing on only the destination chdieeision, the application of this theory

(as can be seen in the Figure 3.4 above) can h#hpandeeper understanding of multiple

decisions and actions by considering tourism behavias a consumption system

(Woodside & Lysonski, 1989). Therefore, this thewmr useful for both tourism marketers

and practitioners to identify and build up markgtstrategies to attract visitors from each

major origin. As a result, the authors emphasizet the product and communication

strategies for destination marketers, and markeffeieurism services can centre on the trip

activities actually done by each segment, and xpergences they evaluate.
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The theory has been tested with leisure travel \aeba in order to help deepen the
understanding of the streams of thoughts and actgrtravellers prior to, during, and after
travel. However, in the context of business trathedre is limited research application, and
this study applies TCS to investigate the behayiamd decision making of business
travellers as a specific segment. This thesis,etbez, uses TCS as one of the leading
theories to explain business traveller behaviouegard to the interrelationships of various

aspects in the decision process.

The integration of three theories in explaining therelationships of variables in the

proposed conceptual framework

The proposed conceptual framework has been foreailbased upon the three theories
above (see Figure 3.5 below). In this model, megnistheory and the theory of tourism
consumption system have been integrated. Thene averall tourism consumption system
that comprises the impact on travel patterns ofatgaphics, funding, length of visit, travel
party and experience in visiting. It also commishe impact of destination attributes
(including tourist attractions, food and beverageansportation, and accommodation).
This consumption impacts upon tourist satisfactiera total system. These components are
consistent with the recommendations in researcte édgriMillan et al. (2016) and Yen, Da
Gama, and Rajamohan (2008) in which business tessehre affected by destination,

travel, and work-related issues.

In this model, means-end theory and the theorytofiesm consumption system have been
integrated to explain the effects of personal traharacteristics; professional and personal
motivation; and destination attributes to futuravel decision-making. These components
are consistent with the recommendations in resedoale by Millan et al. (2016) and Yen
et al. (2008) in which business travellers werec#d by destination, travel, and work-
related factors. The personal travel charactesisticlude five essential items including
social-demographic characteristics, funding souteyel party, the length of visit and
frequency of travel. The motivations of the trig alassified into two fields: professional

motives which relate to work or employment, andspeal reasons. These components are
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also mentioned in the theory of a Tourism Consuomp8ystem summarized by Woodside
and Dubelaar (2002).

Within the tourism consumption system, means-emorthis used as an approach to the
way in which satisfaction leads to behaviourerd®nal values or personal evaluation of
benefits lead t¢hedesired ending behaviour'. As such personal satish, or the degree

of satisfaction leads to the behavioural outcome.

Also in this framework, four main factors of destilon attributes necessary for any
traveller's experience are defined as tourist etitnpas, accommodation, transportation, and
food and beverage, which are also suggested byafMét al., 2016). The Expectancy-
Disconfirmation model, which is often used in intigating tourist satisfaction, focusing on
the comparison of their prior expectations andrthefual experience (Jessie & Neil, 2004)
will be applied Accordingly, the impact of both cognitive and affee perceived value
received from the real experience of visitor satisbn will be examined as it emphasizes
the consumption experience and consumer’s cogniisrwell as the emotional aspect of
the experience (Yl & Xinran, 2009). Additionalliqurists experience will lead them to
reflect upon their level of satisfaction. Satisfiednsumers are more likely to revisit the
same destination (Pizam et al., 1978). Moreowey tould refer their friends and relatives
to come to the places where they received highitguekperiences (Bargi & Devkant,
2015).

Consequently, the overarching theory of a tourismsamption system involving multiple
sets of variables leads to overall consumption tetsatisfaction with that consumption is
a personal evaluation which in turn is based upeomparison of prior expectations with

real experience.

In this way, the findings from the conceptual modah provide the stakeholders in
international business travel to Melbourne, witlleeper understanding of the multiple
consumption decisions. This understanding of ésaltant level of satisfaction, leads to an
understanding of the likely consequent behaviourthis research of Asian business

travellers.

In summary, the variables, the advantages and \dhséages of the three theories and the

conceptual framework application are mentionedhenTable 3.3 below.
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Table 3.3: The comparison of three theories an@pipdication in the conceptual framework of thereat research

Theories Advantages Disadvantages Variables Applitian in the conceptual
framework of the current research
Mean-End A key predictor of Do not include otherPush and pull motivations Push (personal and psafeal
theory customer decision variables (such as travel motives) and pull (destinatign
characteristics, micro gr attributes) motivations.
macro evaluation...) ar
focus on satisfaction.
Expectancy —+ An illustration of the| Do not include other Expectations and Overall satisfaction, Behavioural
Disconfirmati | relationships betweenvariables (such as traveperformance outcomesjntentions (revisit/recommendation)

on model expectation, performancgecharacteristics, micro grcustomer satisfaction,

outcomes and customemacro evaluation...) repurchase intention.

satisfaction.
Tourism Multiple variables for This system providesPrime motive for the trip, Travel characteristics, Victorian Stat
Consumption | decisions and actions. general information for Background variables,support, Behavioural intentions
System tourism consumption destination marketing, prigr(revisit/recommendation)

only, it does not focu
on push and pull o

satisfaction in details.

5 destination, micro/macr

revaluation, satisfactior

post-trip reaction.

[1%)

D
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3.4 CONCEPTUAL FRAMEWORK
Introduction

The previous chapters provided relevant literatumgolving international business
travellers and the background for building a cotaalpframework in this section. The
proposed model explains linkages between variousstonacts and helps answer the
research questions addressed in the first chapter.

Conceptual Research Framework

In the conceptual model, there are two dependentblas initially, satisfaction and
behavioural intentions. Satisfaction is dependegydnuthe array of travel characteristics,
motivations and attributes within the consumptigstem. In turn, investment behavioural

intention is a dependent variable upon satisfaction

The components of travel patterns, motivationsattributes are independent variables that
are assumed to be unrelated with each other. Figuyeplaces these concepts into a

conceptual frame.

Figure 3.5: Proposed Research Conceptual Framework

Demographics Funding source Number of Travel party
visits
7 JE = Reuvisit Intention
L .. e
Travel characteristics for holiday, VFR,
Professional ’ .| education, other
motives Victorian State business, invest
; support ,
Motivations Business activities | “r——— ===
(push o I satisfact Behavioural
verall satisfaction intentions

factors) 3 | Recommend for
¢ Attractions > s leisure, invest
Personal 2 Food & Beverage oneself, invest

motives Transport others

Accommodation
£
Destination attributes (pull factors)
M”y b :;”M
Attractions Amenities Accessibility Accommodatio
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The development of Hypotheses

The development of Hypotheses 1, 2, 3 and 4

As presented in Figure 3.5, the proposed concepiaahework consists of Travel
characteristics which are assumed to have inflienoesatisfaction and future behavioural
intentions. The literature review has shown thatiole of these internal factors has been
acknowledged by many scholars. People with diffefackgrounds in age, education,
career or income are expected, based on the liter@tVijaya, 2014), to differ in thought,
beliefs, and expectations. Previous studies hhwes that socio-demographic aspects of
travellers such as income, work status, educatiomployment type, age, and gender lead to
many differences in travel patterns (Stead & Mais801), and also cause the different
sized multi-destination trips (Tideswell & Faulkdr999). The study conducted by Kim,
Eves, and Scarles (2009) proved that demograptior&including gender, age, education,
and annual income have significant effect on ther&i intention to consume services
during their trip. The younger participants areslikmore willing to try new experiences
during their trip than the older travellers (Amuqgdah, 2011). In terms of gender, the
study implemented by Ryu and Han (2010) confirnieed gender plays a significant role in
the relationships between visitor's past behaviamd their behavioural intentions.
Additionally, the linkage between the number ofitgishas also an impact on their
behaviour during the trip.-Thus, each defined characteristic will require safgaspecific
hypotheses:

H1: The differences in demographic profiles of hass travellers do not have differing

impacts on their travel satisfaction.

H2: The differences in funding sources of businessllers do not have differing impacts

on their travel satisfaction.

H3: The differences in the number of times therass traveller has visited Melbourne do

not have differing impacts on their travel satigiaw.

H4: The differences in the travel party of businéss/ellers does not have differing
impacts on their travel satisfaction.
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The development of Hypotheses 5 and 6

Traveller motivation is currently found in the ligdure to inform on the ‘why' of travel. For
the business traveller previous studies indicatpgaes such as: to increase revenue, create
new alliances, internal company matters and otkeesgmal reasons (Tani, 2005). These
motivational factors play a significant role in theocess of travel decision-making and,
therefore, contribute to future behavioural intens (Severt et al., 2007). As discussed in
Section 2.5, push motivations including professicarad personal motives are issues that
drive people to visit, including personal motivesl grofessional motives. Although there
are a paucity of research on travellers for MICEppses, the shortage of studies related to
professional motives for business travellers whallddike to enter a foreign market such
as market-seeking, efficiency-seeking, culturalehsions and business networks (Saleh et
al., 2017). Additionally, personal motivations lofisiness travellers, either financial or
non-financial motives also should be investigatBdspite its importance, there is little
research on the aspects of travel motivation fer blusiness traveller, and this study
hypothesizes that motivations influence satisfactid hus, this thesis proposes to examine
the role of professional and personal motivatiensannection to travel satisfaction. Again,
separate specific hypotheses are required for teaetl motivation and hypothesis 5 and 6

are:
H5: Professional motivations do not have differingpacts on travel satisfaction.

H6: Personal motivations do not have differing irogzaon travel satisfaction.

The development of Hypotheses 7, 8,9 and 10

If push motivations including personal motives gdfessional motives drive people to

visit, pull motivations (destination attributes)telenine where, when, and how they travel
(Martin et al., 2008). As apparent in Section ZUrrent research argues that destination
attributes are influential to travel satisfactigithough several authors believe that some
travellers still revisit without the satisfactionitiv destination components, the bigger
number of research concludes that if visitors atesfed with the products and services of
the destination, they tend to revisit (Millan et, 016; Yen et al., 2008). However, very

few studies have investigated and confirmed thikenéor business travellers.
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In this thesis, four main factors of destinationtriatites necessary for any traveller’s
experience will be investigated. These destinataitributes are defined as tourist

attractions, accommodation, transportation, and foad beverage.

Local attractions are significant factors that eliéintiate a destination from other places, so
they should be considered the first componentsesfidation attributes (Baloglu & Love,
2001; Go & Zhang, 1997; Lawson, 1990). This studly @xamine the contribution of this

factor on business traveller’s satisfaction andatlypsis 7 is:

H7: Melbourne's visitor attractions do not havefeiiing impacts on business traveller

satisfaction.

“Amenities” or “food and beverage” is defined aswnmoarketed qualities of a locality that
make it an attractive place to live and work (Pqul®88, p. 142). Therefore, “amenities”
are also considered an essential item for any lteav@&arretsen & Marlet, 2017; Green,

2001). Hypothesis 8 refers to this factor:

H8: Melbourne's amenities do not cause differingpacts on business traveller

satisfaction.

Another necessary component of destination ateutis “Accessibility” or
“Transportation”. It measures the quality of tramgption infrastructure and traffic
congestion (Eusébio & Vieira, 2013). Moreover, las timeframe of business travellers is
often pressured, convenience and safety of trategpmor are significant for completing

work-related activities. Hypothesis 9 is:

H9: Melbourne’s levels of accessibility do not cawléffering impacts on business traveller

satisfaction.

Although the number of business travellers is fethian leisure or VFR visitors, their need
for hotel use is much higher (Fawzy, 2010). Thuscoanmodation is a significant

destination attribute for business travellers (Bhala& Love, 2001; Baloglu & Love, 2001;

Bonn et al., 1994; Kirschbaum, 1995). The next liypsis is:

H10: Melbourne's accommodation attributes do naiseadiffering impacts on business

traveller satisfaction.
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The development of Hypotheses 11 to 18

Satisfaction is known within current models (ascdssed above) to influence future travel
behaviour directionally. However, while studiesdithat leisure travellers are likely to
come back if they feel satisfied, business travediisfaction remains largely unstudied.
Indeed, some studies suggest that business towaifl revisit despite an unpleasant
image (Millan et al., 2016; Yen et al., 2008).

According to Ajzen and Fishbein (1980), behavioum&ntions are defined as what people
intend to do in a particular situation, due to thHeeliefs or attitudes. In other words, the
experiences and viewpoints of human beings playigaifeant role in their future
behaviour. As discussed in Section 2.9, futureabiglural intentions is involved with
positively saying, recommending or remaining loyahile spending more funds when
people are satisfied with particular products avises (Zeithaml et al., 1996). In tourism
literature, prior research findings also confirnattithere exists a significant relationship
among tourist satisfaction and the intention tome{Chiang, 2009). Moreover, they could
leave positive comments or refer their friends agldtives to come to the places where
they had high-quality experiences, according tocHuison et al. (2009). In terms of
business travel, there are some different arguntbatsn several cases, although business
visitors are not satisfied with the destination, tife business visitor achieves their
professional purpose, they are satisfied with th@rand are more likely to return Millan
et al. (2016). Thus, investigating business tlavaatisfaction does not mean only paying
attention to their feelings about the destinatiom, also the level of pleasure gained from
their professional trip purpose. Therefore, besidesstigating the issues that affect a trip
as travellers for leisure or VFR purposes, it gnsicant for researchers to scrutinize the
business environment of the host country. Spetificin this case, there is a need to
examine if business travellers are satisfied wlid supportive services that the Victorian
government offers, and if the business supportergises of the local government affect
satisfaction and ultimately their future travel abdsiness intentions. The next four

hypotheses are:

H11: Business traveller professional satisfactiayesl not determine revisit intention for

investment.
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H12: Business traveller professional satisfactiayesl not determine revisit intention for
other business activities.

H13: Business traveller professional satisfactiaresl not determine the level of speaking

positively about Melbourne as a good place to ihves

H14: Business traveller professional satisfactionesl not determine how strongly
Melbourne is recommended as a place for other getapinvest.

While professional satisfaction is assumed to hevelationship with future behavioural
intentions, the study conducted by Millan et al0X8) showed that business traveller
emotions are likely to be influenced by two othactérs: destination attributes and
personal motives. Excluding the hypotheses rel&tedestination attributes which have
been previously discussed, the last four specifipotheses are required for personal
satisfaction and such intentions as word of moetommendation, feelings of emotive

attachment and revisit intention. They are:

H15: Business traveller personal satisfaction dowd determine revisit intentions for

holiday.

H16: Business traveller personal satisfaction doed determine revisit intentions for

visiting relatives and friends.

H17: Business traveller personal satisfaction dowd determine revisit intentions for
education.

H18: Business traveller personal satisfaction does determine how strongly Melbourne

is recommended as a destination for leisure purpose
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3.5 CHAPTER SUMMARY

This chapter has discussed several theoreticaldations and built up the conceptual
framework and hypotheses of this research. Theridteeased to develop the conceptual
model include the tourism consumption system, meads theory, and expectancy-
disconfirmation theory. The proposed model exmathe linkages between various
constructs including: individual travel charactgcas,; professional and personal motives;
and destination attributes and traveller satisbactnd future behaviour. The proposed
framework and hypotheses once tested should praviakep understanding into the future
behavioural intentions of the business travellén. the next chapter, the researcher will
discuss the research methodology and approache$ whpport the proposed framework

and help collect data to test the hypotheses.
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CHAPTER FOUR: RESEARCH METHODOLOGY
4.1 INTRODUCTION

In the previous chapters, the relevant literatuesearch aims, questions, theoretical
foundations, conceptual framework and research thgses have been discussed. The
current chapter provides the justification for wsiguantitative analysis to test the

hypotheses developed in the previous chapter. séhgling types, size, procedures, data

gathering methods, measurement tools, and angy@iedures are also discussed.

Section 4.1 provides a brief introduction to thisaPter. Section 4.2 further discusses the
justification for the use of quantitative researc®ection 4.3 describes the use of
questionnaire surveys as the data collection methbe sampling is mentioned in Section
4.4. Section 4.5 discusses the pilot study. IrtiG@eel.6, the reliability and validity of the
data is analysed. Section 4.7 describes the d#iection procedure, and the relevant items
of the data analysis procedure are discussed itiose4.8. Following, several issues

related to ethics are clarified, and the final isgcts a summary of this chapter.

4.2 JUSTIFICATION FOR THE SELECTION OF A QUANTITATIVE
RESEARCH APPROACH

There is a broad decision to be made regardinghb&e of analysis which is suitable for
the research framework, which can be stated asiaechetween qualitative, quantitative or
mixed methods. According to Johnson and Onwuegb(26004, p. 18), while qualitative

research deals with “induction, discovery, expliomt theory/hypothesis generation, the
researcher as the primary “instrument” of dataemibn, quantitative research focuses on
“deduction, confirmation, theory/hypothesis testiegplanation, prediction, standardised

data collection, and statistical analysis”.

Neuman (2006, p. 181) defined the process of quaint research as "quantitative
researchers begin with an abstract idea, follov witheasurement procedure, and end with
empirical data that represent the ideas while ‘itptale researchers often begin with
empirical data, follow with abstract ideas, relateas and data, and end with a mixture of

ideas and data”. Thus, in general, qualitativeassh pays more attention to respondent
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experiences through conducting several data cwmlectmethods such as in-depth
interviews, and document analysig herefore, the application of a qualitative reskarc
study often offers a deeper understanding of ppant thoughts and feelings. On the

contrary, quantitative research aims to test hygseh for the purpose of generalization.

According to Veal (2005), quantitative methods iweo statistical analysis in which
numerical evidence is significant and relevant ypdiheses, in order to draw conclusions
about a population based upon a sample, and toedéoth theoretical and practical
conclusions. Thus, conducting a quantitative stidy the potential to clearly explain the
relationships between antecedent factors, and &ome of a specific theme (Neuman,
2011). The nature and major aim of a quantitasittely is clearly defined by Brannen
(2017, p. 5):

“Quantitative research is typically associated withe process of enumerative
induction. One of its main purposes is to discowew many and what kinds of
people in the general or parent population haveaatipular characteristic which

has been found to exist in the sample populatibe.aim is to infer a characteristic

or a relationship between variables to a parentyagon”.

Before developing comprehensible hypotheses, rietessary for quantitative researchers
to extensively analyse the relevant literature @amebry, to clarify the quality of the

measurement process.

Quantitative methodology includes “a deductive apph; an ontological view that sees the
world as consisting of causal relationships”, “thee primarily of random sampling”,

“numerically-based data collection”, and “statiatianalyses” (Jennings, 2001, p. 228). As
such a quantitative approach is the combinatiomaofbles and hypotheses that are linked

to general causal explanations (Collis & Hussey},330
The major reasons for conducting quantitativeaesdeis concluded by Williams (1992, p.
5):

“Quantitative methods are appropriate (1) when mgament can offer a useful
description of whatever you are studying, (2) wigen may wish to make certain

descriptive generalizations about the measures,(8havhen you wish to calculate
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probabilities that certain generalizations are bagosimple, chance occurrences

(including application in hypothesis tests).”

Considering the literature noted above, the conmdphodel and the hypotheses derived,

the present study falls within the requirementgudntitative analysis.

In the present research, the dependent variabiedraveller satisfaction and behaviour
intentions, theorized to result from various mead@t moderating and independent
variables. Notably, push (professional and personaiives) and pull motivations play
roles as independent variables while travel charestics (demographics, frequency of
travel, income, and so forth) are considered mdoigravariables. The traveller's
satisfaction is considered a dependent variablausec it is the result of the multiple
factors: travel characteristics, push and pull waiions. The traveller's investment
behaviour intentions are also another dependemblarwhich are assumed to be caused

by the satisfaction.

The utilization of questionnaire surveys as thehoétfor data collection will be described
in the next section. To ensure the quality ofshevey questionnaire, the relevant tourism
literature was critically reviewed, and variablemngrated from previous studies adopted.

The following sections will also specify the datdlection procedures.

4.3 THE USE OF QUESTIONNAIRE SURVEYS AS THE DATA COLLEC TION
METHOD

The justification of questionnaire surveys in quantative research

Although several data collection methods such asmation or secondary sources have
been used in quantitative research, the most conapproach is the questionnaire survey.
According to Sapsford (2006, p. 12): “Survey agsearch style that involves systematic
observation or systematic interviewing to descabw®atural population and, generally, draw
inferences about causation or patterns of influefnoen systematic covariation in the

resulting data”.

Flexibility, ease of use, and lower costs are taatages of this data collection type over

other choicesand hence the capacity to draw a larger sample,tlae@by increase the
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probability of capturing the relevant parametemn(ings, 2001). A survey can “help
collect a large quantity of data in a relativelyoghperiod of time” and “when multiple
choice items are used, it is easy to classify arsvemd calculate their frequencies”
(Thomas, 2003, p. 69). Jennings (2001, p. 22R8) pbinted out that “quantitative methods
dominate tourism and hospitality research, andaalpethe use of surveys.

Surveys have their roots in census data colledtiogovernment. Saunders, Thornhill, and
Lewis (2007) argue that standardised questionssimeey are considered the most efficient
instrument to collect ideas from a large samplés Hlso a useful tool to understand what
the respondents think or feel about a chosen sufijetlis & Hussey, 2013). Therefore, in

the quantitative study, it is significant for theveélopment of each question in the
guestionnaire survey. Carefully writing questicarsd designing superior questionnaire
layouts are the two major points which should lréossly considered according to Fowler
(1995). Given the significance of research questire development, it is important to

make survey questions clear so that any misunadelisiga in wording can be avoided.

Consequently, the language used should be as siaglpossible to increase rapid
understanding. Additionally, the length of theway should not exceed twelve pages
(Fowler, 1995). Although to some extent the lengipends upon the method of
administration and the way in which the questioresasked (for example, open or closed

questions).

In the present research, questionnaire surveys wlewsen with the objective to gather
information from a large sample of participantddreo Appendix 3). Given the data is
collected from businessmen in a wide range of ititkss with potentially varying motives
and independent measures, a large sample was emtidssential to capture the breadth
of possible responses within a sample.this thesis, the questionnaire survey explones t
travel patterns, professional and personal motwmatof the business traveller, the
significant components of the destination, and éfiects of these attributes on their

satisfaction and future travel, as well as potéfi@re behaviour.
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Questionnaire development

According to Jennings (2010), the design of a dqoesaire will reflect on successful data
collection, and the data analysis process direotfyacts on response rates, reliability, and
validity. Accordingly, the response rate is onetled most significant indicators to imply
how well the researcher has been able to achiemonses from respondents in a sample.

A high response often means the questionnaire gus\@asy enough to read and answer.

Reliability and validity are the two essential mshents tested in the pilot study and also in
the main research, before the analysis. Whilebdity represents the consistency and
stability of the research instrument (Saunderslet2807), the validity explains if an

empirical indicator well fits together with the a@ptual definition of the construct that the
indicator is supposed to measure (Neuman, 201hus,Tit is significant for researchers to

carefully design a questionnaire survey to compisively collect rich data.

The first draft of the survey questionnaire wasedasn a comprehensive literature review
relevant to the research conceptual model andsazsigBed in Chapter 2. Using previous
research on related topics, the questions coveroatiponents of the proposed conceptual
framework. They involve classifying travel charaidics, motivations, destination
attributes in relation to satisfaction, and ultietgtlead to the differences in future
behavioural intentions. The questions were thenersgekcifically relevant to Melbourne

where a location was needed.

Based on the response from a pilot study priorh® main survey, further effort was
conducted to amend and improve the questionnalieis will be discussed in detail in
section 4.5. As a result, the final questionnainevey (see Appendix 3) with twenty-two
open-ended and close-ended questions was desighese questions covered all parts of

the conceptual framework and related specificallthe need to test the stated hypotheses.

Closed Likert scale questions use six differenelevwhich was decided on the basis that it
forced respondents to think about the directiomhefr answer, by not providing a middle
undecided option for “fence-sitting” (Tolmie, Msjjand McAteer (2011, p. 38). It is also
argued here that business decision makers woulddre acceptable of the need to decide

the direction of their answer.

Page 96



Screening questions

The first two questions were designed to ensuredlshe respondents are qualified to be
involved in the survey. The first close-ended qoesasks the current place of residence
and only those who chose either “China”, “Vietnaar"“Singapore” could proceed. The

second part of the first question provides infortaaseveral options to choose multiple
cities that they have travelled to for businessppses in the past three years, with only

those who included “Melbourne” proceeding ahead.

Travel characteristic classification

The second section of Part A, aims to gather inftion about basic demographics and
recent trips by the business travellers. Thirtgeestions relate to traveller characteristics
including: gender, age group, highest level of adioa, current employment and position,
current working industry and the industry they doeking to invest in, their work

experience, the source of funding for the trip,vétacompanions, and strategies for
obtaining relevant tourism information. Categoryesfions were designed to classify the
respondents into groups. The questions include lop#n-ended questions (requiring
instructions) to get deeper insight into respondemtel characteristics, and close-ended

questions with a fixed response (Neuman, 2011).

Measuring motivations

The following section (Part B) explores the profesal and personal motivations of
travellers, where the variables have been seldatedprevious literature. Refer to Section
2.5 which summarises the items derived from tregdiure to be used to measure business

traveller professional and personal motivations.

To measure professional motives, twenty-three itbmge been selected. The first eight
describe the general motivations for the businessverseas (market-seeking, efficiency-
seeking, take advantage of available resourcelmwiatompetitors, exploit economies of

scale and seek greater efficiencies in operatimurce technology, business network and an
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entrepreneurial aspect). The next six items aee garticular motives for coming to
Australia and Victoria to conduct a business astiysafe place, stable political climate,
and the impact of national investment agency, Viato Government policies, and

Victorian Government post investment support).

Following on are specific variables related to Meiime (high investment rates of return,
quality investment advice, number of investment panies based in Melbourne, and the
high rate of growth). The last five items are thpmorting services available in Melbourne
for foreign businessmen to invest in Melbourne Tieich hub, fund management, banking,

legal and accounting services).

For personal motives, fourteen motives are develop&lthough the first six items
(holiday, relaxation, escape from routine, visitingatives and friends, shopping, and
visiting new places) are general ones for any thp,rest are more focused on the personal
reasons for coming to Melbourne (festivals and &erifestyle, night life and
entertainment, natural attractions, cultural attoms, historic sites or museums and

education purposes).

These questions are all measured by a six levedrLigcale (1 not important to 6 very

important).

Measuring destination attributes

One of the most important sections of Part B of sevey, is the section examining
destination attributes from a business travelleigsvpoint. This does not only contribute
to explaining pull factors related to visitor sédigion, but also can be used as an indicator
for return behaviour for leisure purposes in theufe. A range of variables have been
determined to assess the major constructs of tsienddon attributes in the tourism sector.
Here a set of measurement items was chosen farlathg destination attributes based on

the broad literature review (refer to Section 2.6).

Four questions were designed to examine the mdswvamt destination attributes:
Melbourne’s accessibility, accommodation, attrattioand food and beverage. For

accessibility, both private car and public transgtaxi, train, tram, bus) are examined in
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relation to convenience, facilities, and costsr &ecommodation (hotel and own house or
relative’s house) ratings are based upon the Helpds of staff, the facilities available, and
prices. The following section rates the significatractions in Melbourne such as
Federation Square, Royal Botanic Gardens, QuedonadMarket, Southbank and the Arts
Centre, National Gallery, Museum and the Royal Bitioin Building. In terms of food and
beverage, the types of amenity (Asia, Western, Acaer and Australian) are assessed for
variety, quality, cost and freshness. These questalso applied a six-point Likert scale of

importance, ranging from 1 (totally disagree) tiddally agree).

Measuring satisfaction

As discussed in Section 2.8, the evaluation of ness traveller satisfaction has been
assumed to result from three main constructs: krelvaracteristics, push motivation, and
pull motives. The main purpose of the last sectbPart B is to understand the level of
satisfaction by business travellers in relationht® degree of pleasure with the destination
attributes, and their achievement of their profasal and personal goals. These questions
also applied the 6-point Likert-type scale thatgesh from 1 (total disagree) to 6 (total

agree) for seven selected satisfaction items.
Measuring behavioural intentions

The last Part C of the questionnaire contains thyaestions examining the future
behaviour of business travellers after their tagMelbourne. As mentioned in Section 2.9
of the thesis, the literature review indicates thatbehavioural intentions can be measured
by their plan to revisit, speak positively and necoendation for their friends and relatives.
Hence, the last two questions use a six-point Likeale (1=totally disagree; 6= totally
agree) to measure the level of agreement with dutescommendations about Melbourne to
friends, colleagues or relatives, and the levelposible revisiting (1 = very slight

possibility; 6 = certain).
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4.4  SAMPLING

According to Teddlie and Tashakkori (2009, p. 17§ probability “sampling technique
involves randomly selecting specific units or caseghat the probability of inclusion for
every member of the population is determinable”retvian (2010) pointed out the main
characteristic of probability sampling is the u$es@me known randomization mechanism.
Each unit in the population is to have a strictysipive inclusion probability and the

probability of each possible sample is known whengrocedure is used.

The three basic types of probability sampling idelwuandom sampling, stratified sampling
and cluster sampling. Additionally, the mixture aifleast two techniques is regarded as
multiple probability (Teddlie & Tashakkori, 2009According to Creswell (2014, p. 158)
“... random sample, in which each individual in th@pplation has an equal probability of
being selected. With randomization, a represergatample from a population provides the
ability to generalize to a population”. Whereas “stratification means that specific
characteristics of individuals are presented ingample and the sample reflects the true
proportion in the population of individuals withrtan characteristics” and “researchers
should identify whether the study will involve difigation of the population before
selecting the sample” (Creswell, 2014, p. 158). deantage of this type of sampling is
the assurance of the representation of all gronpthé population needed, but it also
requires accurate information on the proportionseath stratum (Acharya, Prakash,
Saxena, & Nigam, 2013).

In this study, the sampling frame was made up bgardents from three countries selected
from North East and South East Asia. Firstly,sitpossible to stratify the population
according to nationality (China, Singapore and Waah) so as to have an equal number of
subjects (N=200) from each country. As such, testrappropriate sampling technique for
the current quantitative research is stratifieddosan sampling, combining stratified

sampling with random sampling.

In terms of sample size, although there are nodfixeles for the exact number of
respondents in a quantitative study, several recemdistions have been suggested by
researchers. According to Hair, Anderson, Babma, Black (2010), the minimum size for

data collection is 100 cases, and more should Ipdiedpin the case of multivariate
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statistical analysis. Zikmund et al. (2013) suggesither way for calculating the number
of respondents necessary for quantitative resdzasbd on the minimum ratio of response
to items, for example, 10:1. Under this approtmehsample obtained for this study should
be a minimum of 220 as there are 22 items in tineesu Other researchers, such as Kline
(2015) believes that in order to obtain reliabléadar analysis, the sample size should be
big enough if it is 200 cases or more. Comrey laee (2013) suggest that 500 participants
are considered as a great size and 1,000 as dlitsjafior conducting studies. The above
discussions suggest that the sample size depend$)dhe analysis types, (2) the tolerance
of margin of error, (3) the total population sizedaalso (4) the level of confidence the
research has in collecting the required data (Sarsn@011). However, it would seem that
confidence in data collection should not justifyinadequate sample size, and cannot be a

justification for sample size selection.

Having considered the above points, in this stutlg, sample size is 600 participants,
sufficient for further statistical analysis for amber of reasons. First, this number meets
most of the above requirements. Second, as thelsangs stratified by three countries,

200 respondents for each country is consideredevfab multivariate analysis.

Before employing respondents to participate instuely, an Ethic application was sent and
approved by Human Research Ethics Committee (aggic ID: HRE18-052). The

application has been deemed to meet the requiresnoérthe National Health and Medical
Research Council (NHMRC) 'National Statement ondathConduct in Human Research

(2007)" by the Victoria University Human Researchiés Committee.

The participants were required to be at least H8syeld. They were given an information
paper to read through and a consent form to sigfier(to Appendix 2). The information

paper provided the respondents with a brief ofstioely, and any risks they may face. As
the survey was anonymous, the risks were very lbowaddition, respondents had to sign a
consent form to show they volunteered to be inwblvethe study. A professional agency
that regularly undertakes University based surveykwwas responsible for the data
collection. The survey questionnaires were digtel to the target sample. When the

surveys were returned, the author promptly reviewwed check if all sections were
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completed, to reduce the problem of missing dakee Mle of the agency is discussed in
detail in section 4.7.

4.5 PILOT STUDY

As discussed, the design of a questionnaire playgraficant role in the response rate, the
reliability and validity of the data collected, acding to Saunders et al. (2007). Hence, in
collecting the data the following points were calgf considered. First, the design of

individual questions should be clear not only fbe texplanation of the purpose of the
questionnaire, but also the wording of the questiSBecond, pilot testing must be

conducted.

Accordingly, one of the most significant parts detpre data collection procedure is
conducting a pilot study. The results from thepdtudy can be an effective instrument to
inform the researcher if the questionnaire is desiigwell enough to address the research
questions (Neuman, 2011; Sekaran & Bougie, 200Bhe pilot can help to reveal the
questions that can cause any confusion for paatntgpand help confirm if the questions are
well understood. This procedure can also reducenpal biases from respondents
completing questionnaires. The general objectigeguide the pilot testing concluded by
Punch (2003, p. 34) are:

(1) Newly written items and questions need to be tefdedcomprehension, clarity,
ambiguity and difficulty in responding. We needettsure that our data collection
questions “work” in the sense that people can glyickasily and confidently respond
to them.

(2) The whole questionnaire needs to be tested fortheraind for time and difficulty to
complete.

(3) The proposed data collection process itself, ofctvithe questionnaire is the main
feature, needs testing. This includes issues oésscand approach, ethical issues,
covering letters, and so on. Care taken during #tzge is likely to help increase
response rates.

The survey questionnaire was originally developedmnglish. It was then translated into

Chinese and Vietnamese by professional transldtmrsparticipants from China and
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Vietnam respectively. English is applied for papants from Singapore. Although English
is largely the second language in both Vietnam @htha, the Chinese and Vietnamese
versions were considered necessary for particip@antsel confident enough to finish the
surveys. The accuracy of the translated surveyumsnt for each country was reviewed
and confirmed by two scholars, who are professomaEnglish-Vietnamese and English-
Chinese. After this procedure, a pre-test priothe main survey was undertaken to
Chinese and Vietnamese participants to make suaé tthe language used in this
questionnaire was easily read and understood. isgsisked, translation was not considered

necessary for business travellers from Singapore.

According to Blumberg, Cooper, and Schindler (2Q020}50 participants is considered the
adequate sample size in a pilot study to providedifack and identify any potential
weaknesses associated with a questionnaire. Tiheigal benefit of conducting a pilot
study is to provide researchers with an opportuitynake adjustments and revisions in the
main study (Kim, 2011), it can also help to test adjust the administration process.

In light of the above considerations, a pilot studgs conducted. A stratified random
sampling technique was applied to select the sampenbers. The pilot study was
conducted with the three markets: China, Singaparck Vietnam with the target of thirty
respondents for each market. It was carried olih@nn May 2018 by utilising a free
online survey. The participants were asked to ideeonstructive feedback regarding the
quality of the questionnaire as well as answermjnestions. The focus was on whether the
content and the language/wording used in each iquests clear and the survey structure
easily followed and completed. Despite the ext#nthe pilot survey no changes were

actually made to the original survey, as no prolslevare identified in the pilot study.

4.6 RELIABILITY AND VALIDITY ANALYSIS

According to Askham et al. (2013), the six core elisions of data quality are:
completeness, uniqueness, timeliness, validityuraoy, and consistency. In order to
assess the completeness of data quality, the obezashould make sure that all data sets
and data items are recorded. The consistency ntbahthe author can match the data set

across data stores. The validity of data qualggdens when the data matches the rules.
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To check the quality of data, pilot tests were iedrrout before the main surveys were
distributed. As already discussed, the reasohasthe design of a questionnaire plays a
significant role in deciding not only the respomate, but also the reliability and validity of
the data after it is collected (Hair et al., 2010).

Reliability

As defined by Punch (2003, p. 42) “reliability meastability of response. Would the same
respondents answer the same questions in the sasnd they were asked again? If they
would, our questions provide data with high reli&gi. Hence, "measurement reliability
means that the numerical results produced by aicatadt do not vary because of
characteristics of the measurement process or #gasumement instrument itself” (Neuman
(2006, p. 189). Consequentlyeliability refers to the consistency or stabilif a
measurement (Saunders, 2011). This is linked to dbgectives of the research.
Accordingly, having a reliable measurement empowmsgsnstrument to work consistently
well at different times and under different coralits. Reliability is a statistical measure of
how reproducible the survey instrument’s data aisvin & Fink, 1995), and it is checked
by literally measuring twice and looking at the egmnent of the two measures. It is
essential for validity: if you are not measuringjaiely, then you cannot be measuring the
desired item validly (Sapsford, 2006).

Given the importance of reliability and in orderdbtain stable and reliable responses on
all questions in the questionnaire, researcherslgdhnake significant effort to maximise
the reliability of the responses. According to @ofind Hussey (2013), three ways could be
used to: (1) test re-test method; (2) split-halvesthod; and (3) internal consistency
method. In order to determine the internal conswteof the survey instrument and

improve reliability, Cronbach's coefficient alptsawidely applied.

Nunnally (1978) believed that as Cronbach alphaeshbre quite sensitive to the number of
items in the scale, and the alpha coefficient tendse low for scales with fewer than ten
items, the possibility of having a lower alpha ofexists, the smallest value of Cronbach's
coefficient alpha should not be less than 0.5.coMding to Tolmie et al. (2011, p. 148), “as

a result, certain benchmark values have been pedpiwsorder to interpret these<0.6
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poor; 0.6<<0.7 adequate; 0.%<0.8 good; 0.8¢<0.9 very goodp>0.9 perhaps too good”
Additionally, other researchers such as (Hair £t2810; Saunders, 2011) agree the cut-off

value for Cronbach’s alpha is higher at 0.70.

In this study, the estimated Cronbach alpha caefftidfor the main constructs of benefits-
based motivation, destination attribute, travelsé&attion and behavioural intentions are
presented in Appendix 4. The results show thaCatinbach alpha coefficients are from
.889 to .989, demonstrating very good results thdicate the measurement scales are

highly suitable for collecting the sample data.

Validity

According to Neuman (2006, p. 192) "measurementlialis described as how well an

empirical indicator and conceptual definition ofetltonstruct that the indicators are
supposed to measure fit together". In other wotls, main reasons for applying the
validity scale are: (1) to examine if the questian® has been developed appropriately
enough; (2) to undertake refinement of the questor; and (3) to check for construct
validity of the instrument (Neuman, 2006). Thualidity is related to earlier pre-test and
refinement stages so that misunderstandings abarding or expression in the

questionnaire can be avoided if needed. Therefoshows how well it measures what it
sets out to measure (Litwin & Fink, 1995). To tlathis issue, Punch (2003, p. 42) stated:
“Validity means whether the data represent whattiek they represent. The general
validity question for survey questionnaire dataDm the responses which | have, and
which | will score, really measure the variablesalii think they measure? The issue here

is also whether respondents answer honestly arst@mtiously?”

According to Tolmie et al. (2011), the formal détions of different types of test validity
illustrate the problem (concurrent validity, congnti validity, predictive validity, construct
validity and face validity) while Creswell (2014, f£60) suggested that there are three
broad types of validity: “content validity, predia or concurrent validity and construct
validity”. Content validity is used to measurethf content measures what is intended to

be measured. The scores of predictive or concumaidity predict a criterion measure.
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The last type, construct validity questions if ieermeasure hypothetical constructs or

concepts.

In this study, the selection of two types of vdijdanalysis: content validity and construct
validity was implemented. As content validityuskrates how well a measurement assesses
the subject matter, this requires the researcheunttertake a review of the relevant
literature and also seek advice from expert schdtaigain feedback when developing and
refining the instrument. In this study, first, ttesearcher carefully reviewed and discussed
all items of the conceptual framework in Chapter Qecond, the author also looked for
advice from two experts in tourism and hospitaliffheir expertise was used to confirm the
suitability of the research instrument developmemhich were not solely linked to
technical aspects such as wording, but also encesedahe development of each question
to improve the content validity. Data collectioretimods and data analysis were also
discussed. The next step after having advice ftoenexperts to design the survey is
undertaking a pilot study to test the reliabilifytioe research instrument. A sample of each
group of travellers (N=30) was used in the primstgp of the pilot survey to recognise the
weaknesses of the survey questionnaire, espeaialgnguage/wording. This also helped

establish validity during the process of constngthe questionnaire.

Additionally, prior to the selection of items or pmcal indicators, construct validity was
also applied to verify the concepts, based on #refal review of relevant theoretical
foundations. In a quantitative study, one of thestuseful techniques to undertake
construct validity analysis is the correlation cddtion between individual items of the
examined construct and the total score of each Eamhconstruct within the instrument
(Zikmund et al., 2013). Accordingly, Pearson’sdsiate correlation is used as the analysis
technique of construct validity in this study (Fggpendix 5).

The outcomes for using Pearson’s bivariate coioglahnalysis show that most of the
correlation coefficients between indicators of e#eim, and the relevant construct, were
statistically significant (p valug .05). On this basis, the scale of validity is rexsed

through testing the goodness of all items usedviuate each dimension within the

research model, and the results are displayed peAqhx 5.
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4.7 DATA COLLECTION PROCEDURE
The use of Data Collection Company

Given the difficulties in finding participants fehis study, (business travellers from China,
Singapore and Vietnam), the researcher had to eutscan agent (AIP) who has the
license, expertise, and own panel resources in @dbaction. This company has been a
pioneer in online marketing research for the Asigion since 1999 and is one of the first
companies to offer panels across Asia to internatiglients and provide industries with
credible and quality responses that are represemtaf all demographics. This agent
operates proprietary online panels in several c@mst employing various recruiting

methodologies to attract hard-to-reach demograghocips. These include IT decision-
makers (ITDM), Business to Business (B2B), travsl|lehildren, finance, automotive, and

other difficult to reach audiences.

Particularly, when going into the field for thisopect, they invited panellists with the
criteria: business people 18+, males and femalésmade, to take part in the online

survey per country.
Sampling and the survey invitation process

The company’s panel and mailing out system enatilem to pre-select target groups
according to the specified demographic profiles apdly randomized deployment within
the target population to assure the representasseaf the sampling operation; in this case
business travellers who have just returned frombiel@ine to their home country having
completed their business activity in the city. Thempany maintains the basic
demographic and profile information for all membefsheir panels. In addition to general
shared basic demographic profiles, all profilingsfions, and the selection items are all
localized to each country to assure the qualitthhefpanel profiling.

The company’s panellists are asked to provide themest opinions for business and
marketing purposes, and the community is based®rhundamental belief of the integrity
of panellists. The panellists are typically inditeo take part in a survey via an email
invitation. The invitation includes the expectechdth of time required to answer the

guestionnaire, and links to the privacy policy, nhbemagreement form, and Q&A portal.
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Data quality and validation

The agent has formed exclusive and close partpershith local sample providers, in

carrying out surveys in these markets to preveptickte participation of members in the
same surveys. The panels are sourced from pdiatsare not biased towards any
particular demographic and are thus reflectiveesfegal market opinion. The partnerships

with these sources are reviewed regularly in otd@naintain a high level of quality.

As discussed, the company’s mailing system randamligcts members to send invitations
for participation, all data involving an individualember's participation in each survey are
recorded. This is available upon request, condafiarpon its relevance to a particular

survey or client.

To ensure the quality of the surveys, the agentl@mpstrict, on-going quality control

practices to identify and remove questionable batd,dboth upon registration and during
periodic cleaning. These methods include but atdimited to (1) screening for registered
information that is likely authored by the sameiwdlual; (2) comparing multiple sources

of information to identify duplicate registrationg3) noting suspicious data for future
reference; (4) conducting 'trap’ surveys to spehalest/click happy respondents; (5)
conducting sign-up surveys upon registration to addan extra layer of screening; (6)
removing invalid e-mails and inactive members; ¢dnhducting sign-up surveys upon
registration to add as an extra layer of screen@jgcleaning data (data collection projects
only). For example, when collecting the data fréhmna, members are required to provide
their ID number. Furthermore, methods to verifgritity via SMS are also implemented to
increase the verification authenticity for Chindlowever, individual identification was not

recorded as part of the final sample data forrgsgarch.

Policies and compliance

To join the company’s online surveys, registrantsstrundergo a double opt-in process.
Any registrant who wishes to join will be askeditbin a preliminary registration form. A
link is then sent to his or her registered e-mddrass. A registrant will access the link,

proceeding to the main registration page. Oncs finocess has been completed, the
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registrant becomes a member. The company compitesall regional, national and local
laws with respect to privacy, confidentiality, actildren. Personal information is stored in

Japan, where stringent privacy laws are implemented

The company employs strict data protection/secumtgasures to safeguard respondent
information. Different security measures are emptb depending on when private
information was acquired: (1) Registration: to easuthat information being supplied by
new members is protected by Encryption Communipafiechnologies (SSL); Storage of
private information: the company uses a Site Auflbation System which prevents
unauthorized access; (2) Private information mamege: the company appoints a privacy
information officer who, together with panel maniages tasked to managing the acquired
private information of members. They are alsohiarge of dispensing private information
to third parties such as clients. In rare circiamses, when clients require access to this
information to ensure the validity of a survey, ythaill require clients to sign a non-
disclosure agreement with the company; (3) in a@mitall their employees who have
access to panel members’ private information ua#ters privacy policy seminar and sign

a non-disclosure agreement with the company as Walis was not required for this study.

The company’s quality management system makes tiseea-specific laws and local
norms with Asia-focus and multi-lingual expertsheir specialist will always proactively
give appropriate feedback on the project speciboat based on the local online
population's characteristics, and other necessagl linsight, to make the survey more
realistic and reasonable, as well as good reprasesness of the target respondents. The
multi-lingual experts could also help make sure trenslation quality and feedback

enhance the accuracy of the study.

After the project has finished, the company prosjdgpon request, metrics and variables
that might be pertinent to the survey, includingosy sample, start/access rate,

participation/response rate, drop-out rate, anal@mce rate at the conclusion of a survey.
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4.8 DATA ANALYSIS PROCEDURE

Neuman (2006) believed that coding data, enteriath,dand cleaning data are three

necessary steps when dealing with the data.
Coding

According to Neuman (2011, pp. 383, 384), data mgpdmeans “systematically
reorganizing raw data into a format that is easgrtalyse using statistical software on the
computer” and the coding procedure “is a set oégudtating that certain numbers are
assigned to variable attributes”. It means th&breethe survey (pre-coding), or after the
survey (post-coding), it is important to assignt&@ier numbers to variable attributes and
each case in a data set should have a recordedlt@also significant to double check all
coding from the initial source of the survey toued potential errors during the process of
data coding (Neuman, 2006). In this study, po&tregrrors were verified through the
contingency cleaning of two variables which lookedunfeasible codes and incorrect data
entry. After collection, the data was coded inRSS software (Statistical Package for the
Social Sciences) for statistical analysis. The as&PSS has been widely applied for
several decades for statistical analysis in sosténce by market researchers, health
researchers, survey companies, government, edocatiesearchers, marketing
organizations, data miners, and others. Moreav&odebook was carefully organised to
explain the code categories in the questionnaik feglp improve the quality data for
further analysis in the next steps.

Entering Data

Entering data is the second significant step. Reays:code sheet, direct-entry method,
optical scanandbar code,are often applied to enter raw quantitative data a computer
(Neuman, 2011). Since the accuracy in both codind entering data can affect the
validity of the measures and also can lead to g outcomes, it is crucial for
researchers to exactly input the data at the begini\s suggested by Saunders (2011),
three main ways to check data for errors are:itllegte codes, illogical relationships and

consistency between the rules. Checking the illegiie codes means examining if
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numbers are correctly allocated or not. Illlogiedationships measures the consistency of a
respondent’s answers between related questionisistudy, the process of entering data

was carefully undertaken to ensure minimizatiodat errors.

Data Cleaning and missing data

The next step to deal with data is to check thei@oy of coding or clean the data. Once
there is any error, researchers need to recheasf alle coding. According to Neuman
(2011, p. 386), coding verification can be undeztaky two ways: “possible code cleaning
which involves checking the categories of all abkes for impossible codes” and
“contingency cleaning involves cross-classifyingotwariables and looking for logically

impossible combinations”.

Dealing with missing data is another concern foergwesearcher.According to Chou,
Hunt, Beckjord, Moser, and Hesse (2009), missing thappens when informants do not
successfully answer questions with blank respoosé®fuse” or “don't know”. A number
of reasons explain missing data situations. Himply that some participants may have
forgotten to answer, or they may not have undedstbe question (Tabachnick, Fidell, &
Osterlind, 2001). Furthermore, they may be unwgllia disclose some private information,
or the questions may be inapplicable (Soley-B®@1.3). However, according to Churchill
and lacobucci (2006), less than 5% of missing data reasonable rate which can be

accepted in a survey.

To deal with the missing data, two steps can bdieghpFirst, a check to examine if the
missing data happened with major variables or enstme items. Second, the amount of
unsatisfactory responses in each case (less tharnc&dobe checked. In this study, the
missing values would make the survey redundatiely appeared at a rate over 5% for any
completed questionnaire. okever, because data was collected via the data collection
agents, and all surveys must be fully filled inmeet the sample size required, there were

no missing data.
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Response Rate

The online questionnaire-based survey was conduatedMay 2018. Singaporean

participants were first surveyed, followed by thdsem China and Vietnam. For the

Singaporean participants, the response rate w&61200 were randomly selected from
1546) and 19.7% (200 out of 1013) for Chinese redpots. The Vietnamese participants
were the most difficult to reach with the resporege being only 9.4% (200 out of 2119).

For all countries, the eligible sample which wagited to participate in this study was a
total of 4,778 people. Randomly from this numbe®0 Bousiness people completely

responded (the overall response rate is 12.8%).

After collection the agent checked the data agairestjuestionnaire and produced an SPSS
file which was shared with the author, for the autto check that the responses matched
the document. During the data check from the cetedl responses the Panel agency also
checked demographics, type of browser, and a rarigmeasures to ensure that the

responses were valid.

Analysis methods

Statistical Package for the Social Sciences (SBES&)widely used program for statistical
analysis in a variety of research and is also usetharket researchers and organizations,
health researchers, survey companies, governmahg@ucation researchers (Field, 2013;
Nie, Bent, & Hull, 1975). This software allows for(1) Descriptive statistics: Cross
tabulation, Frequencies, Descriptive, Explore, Diptiee Ratio Statistics; (2) Bivariate
statistics: Means, t-test, ANOVA, Correlation (bnede, partial, distances), Nonparametric
tests, Bayesian; (3) Prediction for numerical omotee: Linear regression (4) Prediction for
identifying groups: Factor analysis, cluster anialy@wo-step, K-means, hierarchical),
Discriminant, (5) Geo spatial analysis, simulati@@), R extension (GUI), Python. As the
sample of this study is quite large, the use of SR&s practical in producing accurate and

timely results.

In terms of analysis methods, descriptive staas@malysis is applied as the first method to

provide an initial summary of the data. The meesWode, Median, Mean, and Skewness
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are used. A t-test analysis with 0.05 level ohgigance is applied to compare differences
in mean and standard error between two groups afntoes (China/Vietnam;

Singapore/China and Vietnam/Singapore) (refer wi&e 5.3).

Additionally, discriminant analysis is used (referSection 5.3). This method does not test
the conceptual model but allows the researcheitudysthe differences between two or
more groups of objects, with respect to severabbbes simultaneously, and to provide a
means to classify any case into the group whichmdst closely resembles. The
characteristics used to distinguish among the graup called “discriminating variables”.
These variables must be measured at the intervahtaw level of measurement and
variances can be calculated, so that they can digntately employed in mathematical
equations. In this study, the discriminant analysiused to classify which motives link to
the medium and high end of behavioural intentidrat tis, have a high probability of
occurring. “The grouping variable may be one thah de manipulated in that the
researcher has control in assigning levels of ttoeigng variable to the analysis units”
(Huberty, Olejnik, & Huberty, 2006, p. 9). “Wilkambda ranges from 0 — 1 and the lower
the Wilks lambda, the larger the between groupeaispn. A small (close to 0) value of
Wilks' lambda means that the groups are well sépard large (close to 1) value of Wilks'
lambda means that the groups are poorly separé®edél & Bhavsar, 2013, p. 37).

In order to test the hypotheses outlined in ChaPtesrdinal regression (refer to Section
6.2) applied Ordinal Regression is proposed for analysis of iheNdel ordinal response

(Donald & Robert, 1994). In this case, it is usedest the first four hypotheses involving
the relationships between satisfaction and traeetyp Only significant estimates are of
interest as measured by the Wald statistic. Thil\Atatistic is the ratio of the coefficient

to its standard error.

The next statistical analysis approach used inctlreent study is multiple regression as
opposed to ordinal regression (refer to Section) @3est the next fourteen hypotheses.
This statistical technique provides insights intalerstanding the complex interrelations
between individual independent variables and thpedeant variable in the research
conceptual framework. The application of multiptgression analysis is considered an

appropriate statistical technique to examine th#ueénces of destination attributes,
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professional and personal motivation on satisfactwhich, in turn, links to future

behaviour in the conceptual framework. The levd#dlR-square are measured, ranging
from O to 100 percent. Some areas of study willags have a greater degree of
unexplained variation, for example, studies tryiogredict human behaviour. In this case,
where there is a low R-Squared but the independentbles are still statistically

significant, the relationships between the varigltan still be made, and the regression
model may be the best fit for a given dataset.this study involves human behaviour, the
range of R-square above 20 percent of explainetn@e can be used to compare the

strength relatively between the tests for eactheftypotheses.

The final analysis method employed is Key Drivenlgsis (refer to Section 7.6). This
technique is used for comparison purposes (ConRlinvaga, & Lipovetsky, 2004). A list
of priority factors are derived, which leads thelgst to a clearer understanding of which
factors are most significant from the respondeptsht of view. This technique is seldom
used in tourism research, although it can assigttewpret the priority of the conceptual
linkages in the resultant refined conceptual fraomyvresultant after the findings of the
hypotheses testing. This analysis will be helptul fractical marketing and management

considerations aimed at improving services to lessirtravellers in the future.

49 CHAPTER SUMMARY

This chapter has discussed the significance otsetea quantitative research approach as
the methodology for the study. Several matterateel to the data collection method, the
sampling frame, the pilot study, the reliabilitydamalidity of the data have also been
discussed. The data collection procedures inctuthie use of a data collection company,
the invitation process, policies and compliance gescribed. The data coding, entering
data, data cleaning and missing data, responseanateanalysis methods have also been

discussed.

The next Chapter will outline the analysis methedsch are applied for the primary

descriptive analysis. The descriptive findings &lBo be presented in this chapter.
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CHAPTER FIVE: PRELIMINARY ANALYSIS
5.1 INTRODUCTION

In the previous chapter, relevant issues regartiegresearch methodology have been
discussed. This current chapter provides desceptnformation about participants by
categorising demographic characteristics of busirtesvellers from the three different

markets: China, Singapore and Vietnam.

Section 5.1 provides a brief introduction to thimpter. Section 5.2 further describes the
demographic characteristics of respondents. Sedi@ summarises the participant’s
motivations including primary, professional andgmral motives In Section 5.4, several
components of destination attributes such as aibdéys accommodation, attraction and
amenities are discussed. Following on, respondaidfaction is examined in Section 5.5.
Section 5.6 summarises future behavioural intestiamd finally Section 5.7 provides an

overall conclusion.

5.2 DESCRIPTIVE STATISTICAL ANALYSIS — RESPONDENT
DEMOGRAPHIC CHARACTERISTICS

Demographic Characteristics

As discussed in Section 4.8, the online questioardaased surveys were conducted in May
2018, and overall a total of 4,778 people of thegilde sample group were approached and
asked to participate in the surveys. Of these,r88pondents were randomly selected from

the completed surveys, 200 for each country.

The first step is to describe the profiles of tlaetisipants from the three markets in order to
provide an enhanced understanding of the sampté,patentially find issues requiring

more in-depth comprehensive analysis, suitabl@ypothesis testing in Chapter 6.

First, descriptive statistical analysis is usegtovide a shorthand description of the data
(Kerr, Hall, & Kozub, 2002). The measures Mode dda, Mean, and Skewness are used.

The reliability of the Mean can be confirmed by ®&ndard Deviation (SD), Skewness
(Skew) and Standard Error (SE). While SD describesshape of the distribution, and
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how close the individual data values are from tleamvalue, the SE is an indication of the
reliability of the mean. A small SE is an indicatithat the sample mean is a more accurate
reflection of the actual population mean. A largample size will normally result in a
smaller SE (while SD is not directly affected byngpde size). Skewness is a measure of the
asymmetry of the distribution of a variable. Thew value of a normal distribution is
zero, usually implying a symmetric distribution. pdsitive skew value indicates that the
tail on the right side of the distribution is lomdkan the left side and the bulk of the values
lie to the left of the mean. In contrast, a nagaskew value indicates that the tail on the
left side of the distribution is longer than thghi side and the bulk of the values lie to the
right of the mean. The values for asymmetry andiosis between -2 and +2 are
considered acceptable in order to accept a normahkuate distribution (George, 2011;
Ryu, 2011).

In this study, descriptive statistics are used éscdbe respondent travel characteristics
(demographic profiles, funding source, travel patitye frequency of visit). These findings

offer a general understanding as to the profilebefusiness visitors.

The socio-demographic profiles of business travelieom the three countries: China,
Singapore and Vietnam indicate that generally, nimisinessmen than businesswomen
participated in this study, 54% and 47% respegtivelThe Singaporean and Viethamese
respondents shared similar percentages of maldeamale participants with the majority
males, nearly twice the females (refer to Figug.5However, the majority of respondents
from China were female. There is no known reasby this difference occurred, and it

can only be assumed to be an important charaateoisthe markets.
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Figure 5.1: Gender
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For age, the majority of respondents were aged deitw30 to under 40 years (43%),
followed by above 18 to under 30 (30%), 41-50 yéai®o), 51-60 (9%) and people older
than 60 years only accounted for 2%. Singapore\aetham are similar in that the major
percentage lies between 30 to under 40 years (3P®a%). However, the next highest
proportion in the Singapore sample was the 41-50 grgup (27%), followed by 51-60
(22%), under 30 (12%) and 61 or over (4%). ThetMamese business people younger
than 30 accounted for 32%, followed by 41-50 (13%Mhere is a very small proportion of
participants over 51 in this market (5%). Howevke majority of Chinese business people
are under 30 (over 80%), younger than the other vaokets. Therefore, the Chinese

respondents are younger and more likely to be fengedfer to Figure 5.2).

Page 117



Figure 5.2: Age
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With regard to education levels (refer to Figur8)5undergraduate degree qualifications
dominate with China (89%), Singapore (52%), andtnden (70%). For post graduate
participants, China was markedly lower than Singaamd Vietham. The lower education
levels were poorly represented at around 5% to fidt%il markets.

Figure 5.3: Education
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For current employment status (refer to Figure 5@ biggest group of respondents are

employees (78%), followed by self-employed (22%d)jlevretirees (1%) form the smallest

group.
Figure 5.4: Current Employment Status
Current Employment Status
200 185
180 -
160 -
140
120 - EEmployee
100 u Selt-employed
80 1 u Retired
23 ] B Other (please be specific)
20 54.00%
0
China Singapore Vietnam

However, the level of employment favours the higbed with directors and CEOs. The

largest overall single group (29%) of respondentssale managers. China is particularly

dominated by CEOs (refer to Table 5.1).

Table 5.1: Current Position

Business owner 10 31 58
Member of Directors or Board of Management 13 15 30
CEO 87 8 7
Sale Manager 50 61 62
Investment Adviser 12 9 13
Other 28 76 30
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Regarding experience (refer to Figure 5.5), nehaly overall, have less than 10 years of
experience and almost all under 20 years of expetie Those with more than 20 years of
work experience accounted for only 10% overall.e Tésults are consistent with the age of
participants as 30-40-year-old participants usudipve 5-10 years senior working
exposure. The Vietnamese respondents have ledangoexperience, and this likely

relates to the lower economic development of Vietna

Figure 5.5: Working Experiences

Working Experiences
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With respect to the source of funds for the triguFe 5.6 shows that respondents were
mostly sponsored by their company (74%), partituldre Chinese (83%), with 72% for
Vietnamese and 66% for Singaporean respondentss igfollowed by private funding,
with a-third of Singapore participants using theimn money to sponsor their trip, followed
by the Viethamese and Chinese, 25% and 18% regpbrctiSo, there is a massive private

market initiative also taking place, not just compdased expansion and development.
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Figure 5.6: Source of Funds
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Current working industry

Table 5.2: Current Working Industry

Current Industry

Number
Mining 29 4%
Manufacturing 265 35%
Real estate activities 65 8%
Financial & Insurance activities 73 10%
Retailing 86 11%
Technology 131 17%
Agriculture 25 3%
Other services activities 68 9%
Others 24 3%
Total 766 100%
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When answering the questions related to currenkiwgrindustry, and the industry that
participants are looking to invest in, they werewéd to choose more than one option. As
shown in Table 5.2, generally, the majority of @sgeents worked in manufacturing (34%),
followed by Technology (17%), and retailing (12%;)nancial & Insurance (10%), Real
Estate (8%) and other services (9%) were the negtlar industries, while mining (4%)

and Agriculture (3%) were the least common indestfor the participants.

The Chinese respondents moved the manufacturingtgetp to make it the highest rating,
and this may well relate to selling manufactureadpicts into Victoria, and the investment
required to develop sales. Victoria is not notegananufacturing based economy, and so
the nature of this investment needs further exatoingrefer to Figure 5.7).

Figure 5.7: Current Working Industries — China

Current working industries - China
Total | 217
Others 4
Other sarvices activities 7
Agriculture § 7
Technology 25
Retailing 6 ® China%&
Financial & Insurance activities 22 = ChinaNumber
Real estate activities 12
Manufacturing 1 133
Mining 7. G
o 50 100 150 200C 250

Apart from manufacturing, the other areas do ndtedisubstantially, and are evenly
spread. The second highest area after manufactisrteghnology with financial services a
weaker third, although other service activities aedl estate are somewhat stronger for
Singapore (refer to Figure 5.8) and Vietnam (rédefigure 5.9).

Page 122



Figure 5.8: Current Working Industries — Singapore
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Figure 5.9: Current Working Industries - Vietnam
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Participant potential industries to invest in Melbaurne

There is a significant difference between whereitlkestor works and where they want to

spend funds. The most popular industry that peapeooking to invest in is Technology
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(19%). This industry was also the first choice &ngaporean and Viethnamese (29% and
18%), while the Chinese preferred Retailing (21@@fer to Figure 5.10). However, there
Is a healthy spread across categories with Regadimd Manufacturing the next options at
17% and 16% respectively. These also were theeguleait choices of all three markets.
Of the defined areas in the survey, Agriculture &fiding remain the lowest level of

interest for respondents, for future investment.

Figure 5.10: Potential Industries to Invest
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Companions for the trip

The statistics indicate that very few businesstatisitravelled alone (4%), with none for

Vietnam. Most travelled with 1 to 3 companionderdo Table 5.3.
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Table 5.3: Number of Companions

Number Total China Singapore Vietnam
of companion

0 21 7 14

1 99 25 59 15

2 179 69 63 47

3 150 64 31 55

4 54 19 14 21

5 50 11 11 28

6 13 2 1 10

7 5 5

8 8 2 2 4

9 2 2

10 7 1 3 3

13 1 1

15 2 1 1

19 1 1

20 1 1

25 1 1

50 1 1
100 1 1

500 2 2

800 2 2

In particular, the companions were mainly colleagoefriends (74%), followed by family
members or partners (22%). Very few were involired tour group (4%), (refer to Figure
5.11). Overall, the markets are similar in regaydravelling companions with China

lower in terms of travelling with family.

Page 125



Figure 5.11: Companions for the Trip
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The visit frequency

For visit frequency, Table 5.4 indicates that 55¢arespondents travelled two or three
times. Only 11% went to Melbourne for the firshé. The number of first-time visitors is

relatively small, and forms an issue suggestingréar a future increase.
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Table 5.4: Frequency of Visit

Frequency Total China (N=200) Singapore Vietnam
to visit (N=200) (N=200)
Number % Number | % | Number| % | Number | %
67| 11% 22| 11% 24| 12% 21| 11%
174 29% 69| 35% 43| 22% 62| 31%
153| 26% 59| 30% 42| 21% 52| 26%
56 9% 20| 10% 20| 10% 16| 8%
72| 12% 17 9% 26| 13% 29| 15%
19 3% 7 4% 10, 5% 2| 1%
8 1% 3% 2| 1%
12 2% 3 2% 8 4% 1] 1%
3 1% 1 1% 2| 1%
16 3% 1 1% 9 5% 6| 3%
5 1% 1 1% 4 2%
1 0% 1 1%
1 0% 1 1%
1 0% 1| 1%
1 0% 1 1%
6 1% 4 2% 2| 1%
1 0% 1| 1%
1 0% 1| 1%
1 0% 1 1%
1 0% 1| 1%
1 0% 1] 1%
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Tourism Information Search Strategy

It is noticeable that before any trip, visitorsesftneed destination information. They could
seek internal advice from sources such as familmibses, friends, relatives, colleagues or
require external advice such as from the mediaawet agents. It can be argued that first-
time travellers are those who lack connections wjplecific destinations and are more
likely to search out tourism information from extal sources. On the other hand, repeat

visitors could gather information themselves oksagvice from their internal sources.

However, Table 5.5 indicates that business trargelt®nsidered all sources including
family members, colleagues, media and travel agemsrtant. (Appendix @escribes the

frequency count for the information sources).
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Table 5.5: The Usefulness of Information Sources

Friends/ Colleagues/  Travel Media

relatives partners agents

China (N=200)

Mean 4.79 5.22 4.81

Std. Deviation 1.154 .834 .889 921 1.288
Skewness -.710 -1.326 -.516 - 712 -.364
Singapore (N=200)

Mean 4.10 4.26 4.10 4.29 3.79
Std. Deviation 1.199 1.108 1.156 1.073 1.320
Skewness -.583 -.731 -.276 -.428 -.692
Vietnam (N=200)

Mean 4.97 5.13 4.88 4.99 4.19
Std. Deviation 1.211 977 1.046 1.017 1.327
Skewness -1.245 -1.071 -.677 -.992 -.810
2 sample means unpaired t-test .05

China/Vietnam 129 .296 A71 .719 .248
China/Singapore .000 .000 .000 .000 .040
Vietnam/Singapor .000 .000 .000 .000 .300
e

Three market (N=600)

Mean 4.87 4.59 4.77 4.11
Std. Deviation 1.069 1.092 1.060 1.344
Skewness -1.002 -.560 -.701 -.589
Std. Error of . .100 .100 .100 .304
Skewness

To compare the differences in mean and standaod leetween two groups (Seliger, 1989),
a t-test analysis was applied. The unique featofégest analysis are found in the various
methods for estimating the standard error of tharnmdifference, and in the fact that the

sampling distribution of t departs from normalityyen small samples are used (Williams,
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1992, p. 89). The value of t is interpreted rekatio its probability of occurrence in testing
a null hypothesis against an alternative reseaygothesis. If this probability value is
equal to or less than the set level of significatice null hypothesis is rejected in favour of
the alternative hypothesis. This author also indg#hat F, t and linear regression analysis

are all very similar in their underlying components

As shown in Table 5.5 above, the t-test for théed#inces between China/Vietnam are .129
(friends/relatives sources), .296 (colleagues/astisources), .471 (travel agents sources),
.719 (media sources), showing no differences innsidgetween respondents from China
and Vietnam. However, the means unpaired t-test thoe differences between
China/Singapore and Vietnam/Singapore are all .080ich indicates that there are
significant differences between the countries. g&pore stands out as having a different
use of information sources to China and Vietnamhe Tnean use of information is
significantly lower for all sources that is theyufa these sources less useful than China
and Vietnam. This may be a result of a closerlander link between business activities in

Singapore and Australia requiring less second-lsaadch information.

5.3 DESCRIPTIVE STATISTICAL - T-TEST, DISCRIMINANT ANAL YSES —
PARTICIPANT MOTIVATIONS

This Section aims to identify the motivations ok thlorth East and South East Asian
business traveller coming to Melbourne, and thefluences on satisfaction and future
behaviour as stated in the Research objective R@2research question RQ2 (refer to
Section 1.3, Chapter One).

Primary motives

In terms of primary motives to visit Melbourne fousiness activities, the four purposes:
(1) expanding current business, (2) starting-ugnass, (3) new investment opportunities
in other industries, and (4) meeting with poteftiarent business partners for investment
are investigated. The findings (refer to Table Slgow that the most important reason is to

“see potential or existing clients/partners” ashtained the highest means (China: 5.24,
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Singapore: 4.42), Vietnam (5.07). Followed by “amging current business” (means:
China: 5.21, Singapore: 4.06, Vietnam: 4.85). “Newestment” is the next significant

motive and to a slightly lesser extent “start-up”.

Interestingly, although at first glance the meagsns similar, they are in fact statistically
significantly different in most cases. Chinese aridtnamese samples do not differ
significantly for starting-up business, new investmin other industries or meeting with

business partners.

China has a higher importance for expanding cutbesiness than the other two countries,
which is symptomatic of the current business growt@hina and the strong investment in

Australia.
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Table 5.6: The Level of Importance of the PrimargtMations to Choose Melbourne to

Visit
Expanding | Starting- New Meeting with | Others
current up investment business
business | business| opportunities | partners for

in other investment

industries opportunities
China (N=200)
Mean 5.21 4.66 4.86 5.24 4.28
Std. Deviation 1.005 1.226 926 .814 1.447
Skew -1.361| -1.148 -1.162 -.965 -.678
Singapore (N=200)
Mean 4.06 3.77 3.98 4.42 3.33
Std. Deviation 1.317 1.434 1.369 1.237 1.814
Skew -.565 -.239 -.584 -.832 -131
Vietnam (N=200)
Mean 4.85 4.47 4.67 5.07 4.32
Std. Deviation 1.415 1.396 1.245 1.110 1.364
Skew -1.315 -773 -.837 -1.521 -.403
2 sample means unpaired t test .05
China/Vietnam .003 149 .093 .091 911
China/Singapore .000 .000 .000 .000 .063
Vietnam/Singapore .000 .000 .000 .014 .014
Three markets (N=600)
Mean 4.71 4.3 4.5 491 3.93
Std. Deviation 1.344 1.405 1.251 1.124 1.624
Skew -1.022 -.675 -.908 -1.224 -.481
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Participant Professional Motives

This section describes the findings regarding tfugegsional motivational factors for the

Melbourne trip.

Table 5.7 below provides more detail for each national factor. In particular, the China

market has 13 out of 23 items selected at the Gtfdokert scale, where the belief that
Australia is a safe place to invest is most impar(&.24) and the least significant issue is
to “Follow competitors”. Vietnamese participante aimilar, but they evaluated “Source
technology, know-how or innovative capabilities” #® most important factor (mean =

5.19), and they also ranked “Follow competitors’tlhs least essential motive (mean =
4.71). The findings for the Singapore market argrey different with lower means. The

top three most crucial motivations are the safdtyneesting in the Australian business
environment (4.61), the rapid growth of Melbourde58) and business networks (4.57)
while they considered efficiency-seeking (laboostclabour quality, operating costs) less
critical at 4.19.
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Table 5.7: The Particular Professional Motives tsitMelbourne

No

Professional
Motives

China

Singapore

Vietnam

Three markets

Mean

Std.
Deviation

Skewness

Mean

Std. Skewness

Deviation

Mean

Std.
Deviation

Skewness

Mean

Std.
Deviation

Skewness

Statistic

Statistic

Std.

Statistic Error

Statistic

Statistic | Statistic

Std.
Error

Statistic

Statistic | Statistic

Std.
Error

Statistic

Statistic | Statistic

Std.
Error

Market-seeking
motives (market
size, market
openness, market
potential)

5.28

.925

-1.432| 172

4.29

1.087 -.385

172

5.07

1.112| -1.435

172

4.88

1.126 -.947

.100

Efficiency-seeking
(labour cost, labour
quality, operating
costs)

5.12

.933

-.880| .172

4.19

1.089 -.327

72

4.88

1.068 -.757

72

4.73

1.104 -.626

.100

Take advantage of
available resources

511

.882

-.695| .172

4.30

1.138 -.352

72

4.94

1.033 -.616

72

4.78

1.079 -.622

.100

Follow competitors

4.61

.982

-.780| .172

4.25

1.128 -.325

172

4.71

1.110 -.742

172

4.52

1.092 -.592

.100

Exploit economies
of scale and seek
greater efficiencies
in operatiol

4.85

.878

-.691| .172

4.37

1.008 -427

72

5.00

.948 -.775

72

4.74

.983 -.618

.100

Source technology,
know-how or
innovative
capabilities

4.85

.869

-.808 | .172

4.40

1.060 -.513

72

5.19

.857 -.705

72

4.81

.987 -.718

.100

Business networks

5.09

.831

-744 | 172

4.57

1.114 -475

172

5.03

972 -.924

172

4.90

1.004 -.780

.100

Entrepreneurial
aspect (be
independent/own
boss, use own
creative sKills...)

4.92

1.158

-1.295| 172

4.40

1.022 -.467

72

4.84

1.072 -.935

72

4.72

1.108 -.842

.100

Australia is safe
place to invest

5.24

.935

-1.082| .172

4.61

977 -.184

A72

5.00

1.032 -.886

72

4.95

1.014 -.663

.100

10

A stable political
climate for
investment in
Australia

5.07

927

-790 | .172

4.56

1.119 -.400

A72

5.05

.873 -.418

72

4.89

1.006 -.631

.100
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China Singapore Vietnam Three markets
. Std. Skewness Std. Skewness Std. Skewness Std. Skewness
No Pr:/}‘s;\:lznal LT Deviation AT Deviation LT Deviation L2 Deviation
Std. Std.
Statistic | Statistic | Statistic ESr tr((j)'r Statistic| Statistic | Statistic ESr tr%r Statistic| Statistic | Statistic| Error | Statistic| Statistic | Statistic| Error
The positive impact
of national
11 | . 5.03 .905 -.625| .172 4.48 1.056 -412 172 4.96 1.036 -.905| .172 4.82 1.029 -.662 | .100
investment agency
'Invest Australi
The positive impact
12 | of Victoria 4.83 .865 -500| .172 441 1.023 -.124 172 4.90 .987 -937| .172 4.71 .983 -.528 | .100
investment agency
Victoria
Government
13 | policies (trade 481 912 -.688 | .172 4.47 1.088 -441 172 5.01 1.030| -1.154| .172 4.76 1.035 -.744 | .100
agreement, FDI
promotes policies..
The Victoria
government
14 | provides a high 4.97 .982 -744 | 172 4.42 1.062 -.537 172 4.93 1.025| -1.075| .172 4.77 1.053 -.757| .100
level of post
investment support
Melbourne has high
15 | investment rates of 5.03 .850 -.603| .172 4.56 1.011 -475 172 5.01 1.000( -1.015( .172 4.87 979 -.723| .100
return
Melbourne has high
16 | quality investment 5.08 .891| -1.053| .172 4.47 1.041 -.310 172 4.98 .908 -490| .172 4.84 .984 -.628 | .100
advice
A significant list of
17 | Investment | 507 908| -942| 172| 447| 1065| -513| .172| 502 985| -1.115| .172| 485| 1.023| -837| .100
companies based in
Melbourne
1g | Melboume is 5.06 941| -767| 172| 458 1009 -206| .172| 506 9017 | -712| 172| 490 981| -550| .100
growing rapidly
19 | Victorias FinTech 4.92 918| -658| .172| 435 1031| -188| .172| 4.83 984 -631| .172| 470 1.008| -492| .100
hub services
20 Eg&?ger;a”agemem 4.99 899| -766| 172| 439 1.093| -451| 172| 4.93 932| -686| 172| 477| 1.013| -683| .100
21 | Banking services 4.96 .896 -.641| .172 4.49 1.032 -.375 172 5.01 .924 -714| 172 4.82 .979 -596 | .100
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China Singapore Vietnam Three markets
] Std. Skewness Std. Skewness Std. Skewness Std. Skewness
Pr;{gﬁj&nal HIEEL Deviation SR Deviation IEEL Deviation LR Deviation
Std. Std.

Statistic | Statistic | Statistic ; trg.r Statistic| Statistic | Statistic ESr tr?).r Statistic | Statistic | Statistic| Error | Statistic| Statistic | Statistic| Error
Legal services 5.04 901 -.828 | .172 4.41 1.008 -.657 172 5.11 .849 -560 | .172 4.85 973 -.728 | .100
Accounting services 5.09 797 -524 | 172 4.37 978 -.560 172 5.00 .927 -869 | .172 4.82 .958 -701| .100
Other 4.29 1.795 -722 .550 3.80 1.537 -.525 .B69 .96 B 1.698 -.549 448 3.95 1.632 -511 .2
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Specifically, Table 5.8 shows the differences inaneewhen applying the t-test. Again,
there are significant differences between the OBingapore and Vietham/Singapore
markets, where the Sig. (2 tailed) statistics we€efor all professional motivations. China
and Vietnam have only 5 out of 23 significant diéleces (Market-seeking motives,

Efficiency-seeking, Source technology, Australiaage, Victorian policies).

There are a large number of similarities betweermn&tand Vietnam (18/23) but no
similarities between China and Singapore, and Piogaand Vietnam. However, both

China and Vietnam found all motivations more impattthan Singapore.

Table 5.8: The Differences in Professional Motioa

2 sample means unpaired t test .05
China/ China/ | Vietnam/
Vietnam Singapore | Singapore
Q14. Market-seeking motives (m_arket size, 036 000 000
market openness, market potential)
Q14_. EfflClency-seekmg (labour cost, labour 017 000 000
quality, operating costs)
Q14. Take advantage of available resources 077 .000 .000
Q14. Follow competitors 317 .001 .000
Q14. Explc_)lt_ economies of sc_:ale and seek 113 000 000
greater efficiencies in operation
Q14. Source technology, know-how or 000 000 000
innovative capabilities
Q14. Business networks 543 .000 .000
Q14. Entrepreneurial aspect (be
independent/own boss, use own creative A74 .000 .000
skills...)
Q14. Australia is safe place to invest .017 .000 .000
Q14. A_stable political climate for investment 824 000 000
Australia
Q14. Th'e positive |mpgclt of national investm¢ 504 000 000
agency 'Invest Australia
Q14. The positive impact of Victoria investme 420 000 000
agency
Q14. Victoria Government pol_lc_les (trade 040 001 000
agreement, FDI promotes policies...)
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2 sample means unpaired t test .05
China/ China/ | Vietnam/
Vietnam Singapore | Singapore
Q14. The qutorla government provides a hig 690 000 000
level of post investment support
?e%jr.nMelbourne has high investment rates of 788 000 000
QlA_f. Melbourne has high quality investment 291 000 000
advice
Q14. A significant list of investment companié 598 000 000
based in Melbourne
Q14. Melbourne is growing rapidly .957 .000 .000
Q14. Victoria's FinTech hub services .345 .000 .000
Q14. Funds management services .549 .000 .000
Q14. Banking services .583 .000 .000
Q14. Legal services 425 .000 .000
Q14. Accounting services 272 .000 .000

Discriminant Analysis Professional Motives

The objective of the thesis is to determine the wayhich travel characteristics, motives
and destination attributes influence satisfactiond subsequent behavioural intentions.
This section attempts to test the dominant busirgased motives as to the extent that they
directly link to future intentions to invest, anol tecommend Melbourne as a destination
location; as distinguished to be the same or differbetween the three countries.

Consequently, the analysis is simply descriptiveature.

Therefore, the discriminant analysis does not ttestconceptual model. In the first place
the conceptual model has no direct link betweenivestand behavioural intention.

Furthermore, discriminant analysis is a classificatechnique, not a causal methodology.

According to Klecka (1980), discriminant analysikowas the researcher to study the

differences between two or more groups of objecith wespect to several variables
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simultaneously. Here the groups will be derivemhfrthe six Likert scales of measurement,

into three groups, and described in detail below.

This statistical technique can be used to clasaifyobservation into one of several
groupings dependent upon the observation's indaidcharacteristics. When these
coefficients are applied to the actual ratio, a$f® classification into one of the mutually
exclusive groupings exists (Altman, 1968). In Hoeial sciences, there are a wide variety
of situations in which this technique may be usefother areas in which this technique has
been well employed include personnel placemenintggpsychological testing of children,
the effects of medical treatments, economic diffees between geographic regions,

predicting voting behavior, and many more Kleck&80).

Discriminant analysis will help analyze the diffeces between the groups and/or provide a
means to assign (classify) any case into the gwehiph it most closely resembles. The
characteristics used to distinguish among the gra@up called “discriminating variables”.
These variables must be measured at the intervahtaw level of measurement and
variances can be calculated, so that they can digntately employed in mathematical

equations.

However, there are some limits on the statisticaperties which the discriminating

variables are allowed to have. For one thing, awable may be a linear combination of
other discriminating variables. A “linear combiioaf’ is the sum of one or more variables
which may have been weighted by constant termais,Téne may not use either the sum or
the average of several variables along with alséheariables. Likewise, two variables that
are perfectly correlated cannot be used at the sem#e This prohibition against linear

combinations is the result of certain mathematieglirements of the technique, but it also
makes sense intuitively. The variable defined by lthear combination does not contain

any new information beyond what is contained indbmponents, so it is redundant.

In this study, the analysis is used to classifyolthmotives link to the medium and high end
of behavioural intention, that is have a high ptolity of occurring. The Likert measures
from 1 to 6 in the survey are reclassified intontl 2 (low), 3 and 4 (medium), and 5 and 6

(high). Therefore, creating a smaller number oé¢hcategories or groups. The variables
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are classified from question 21 (What are your reitplans for visiting Melbourne?)

consisting of five variables related to future mttens to invest:

* Undertake investment activities,

* Undertake other business activities,
» Holiday/leisure,

* VFR,

* Education, and :
For recommendations for investment question 22:

« | will speak positively about Melbourne as a gotatp to invest to other people.
* | will strongly recommend Melbourne as a good irtnesnt place to other people.
* | will strongly recommend Melbourne as a destimafior leisure purposes to other

people.
Discriminant analysis is similar to linear regresswith a discriminant score calculated as:
Di=a+h X1+ Xo+ ...+ b Xy
Where: Dis a predicted score (discriminant score),
X is the predictor and b is a discniamt coefficient.
The maximum likelihood technique is used.

The number of discriminate functions is one lesstthe number of groups; therefore two
here, given there are only two divisions betweereghgroups. The first discriminant

function is the most powerful differentiating fuiwst.

The assumptions include that the cases are indepemdhich has been met at the time of
data collection, group membership is mutually esiele (which it is by definition of the
groups), the independent variables are normallyidiged (tested earlier using a skewness
measure), variances are homoscedastic, and thtemslap is linear. The variances are
independent and likely to be equal within a smafige and the linear division is used to
create the functions. A non-linear division woblel difficult to envisage given the small

range of measures.
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Wilk's Lambda is used and ranges between 0 andtlmeasures the variance of the
dependent variable that is not explained by theraisnant function, and also explains

which variables contribute a significant amounpggdiction in separating the groups.

The analysis is descriptive and therefore no arsafysm a sub sample is used to validate
the analysis. The outcome of the analysis is a&etubf motives classified as the most
likely to result in the behavioural intention arsdg, with the objective focus on the
motives classifying individuals into groups 2 or(f8gher probability of undertaking the

action). Group 1 is of less interest as it isltve group, and the classification is searching
for the variables that distinguish between the heidohd the high groups for each question

in the survey sets of questions 21 and 22.

The values given in brackets in Tables 5.9 to &Elthe beta weights (>.5) in the partial
regression. The beta values for the discriminanttion have not been given, as there is
no intention to forecast intentions using motives.

The results from the discriminant analysis narrawid the business motives for business
travellers coming to Melbourne for business adgsit

In this first case one is looking for positive stardized coefficients that indicate high

investment (refer to Tables 5.9 to 5.11).
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Table 5.9: Discriminant analysis for China

Variables Beta
Coefficients
Reuvisit intentions
Undertake investment activities
Efficiency-seeking (labour cost, labour qualitperating costs) 576
Melbourne is growing rapidly .610
Undertake holiday/leisure activities
A stable political climate for investment in Austa 637
The Victoria Government provides a high level o$pinvestment .678
support
VFR No variables
Education
Efficiency-seeking (labour cost, labousality, operating costs) .610
Recommendations
I will speak positively about Melbourne as a gooldge to invest to other
people
A stable political climate for investment in Austa .504
| will strongly recommend Melbourne as a good inteent place to other| No variables
people
I will strongly recommend Melbourne as a destinatidor leisure
purposes to other people:
Exploit economies of scale and seek greater eff@es in operatior] 718
Business network 712
The positive impact of Victoria’s investment aggnc .612
A significant list of investment companies based/lielbourne .664
Accounting services 517
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Table 5.10: Discriminant analysis for Singapore

Variables Beta
Coefficients
Reuvisit intentions
Undertake investment activities
A stable political climate for investment in Austa 977
The positive impact of Victoria’s investment aggnc .502
Undertake other business activities
Business networks .756
A stable political climate for investment in Austa .758
Undertake holiday/leisure activities
The positive impact of Victoria’s investment aggnc 723
Banking services .758
VFR
Business networks .592
Education
Market-seeking motives (market size, market opssynmarket 523
potential)
Business networks .817
A stable political climate for investment in Austa .639
Recommendations
| will speak positively about Melbourne as a gooldge to invest to other
people
Follow competitors .597
The positive impact of Victoria’'s investment aggnc 547
I will strongly recommend Melbourne as a good inteent place to other| No variables
people
I will strongly recommend Melbourne as a destinatior leisure
purposes to other people
Victorian government policies (trade agreementl, idmotion .623
policies, tax incentives, infrastructure, otheliges)
Accounting services 524
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Table 5.11: Discriminant analysis for Vietnam

Variables

Beta
Coefficients

Reuvisit intentions

Undertake investment activities

The Victoria Government provides a high level o§pinvestment | .933
support
Victoria’s Fin Tech Hub services .533
Undertake other business activities:
Business networks .829
Undertake holiday/leisure activities
Source technology, know-how or innovations caidsl .684
Legal services .785
VFR
Follow competitors .556
Source technology, know-how or innovative captbdi 544
Entrepreneurial aspect (be independent/own begsown creative | .601
skills, do enjoyable work, frustrated with prevégob)
Education
Follow competitors .588
Exploit economies of scale and seek greater eff@es in operation .727
A significant list of investment companies based/ielbourne .588
Recommendations
I will speak positively about Melbourne as a gooldge to invest to other
people
Business networks .684
The positive impact of Victoria’s investment aggnc .700
I will strongly recommend Melbourne as a good inte®nt place to other
people
Business networks .832
Melbourne is growing rapidly 525
I will strongly recommend Melbourne as a destinatidor leisure
purposes to other people:
Efficiency-seeking (labour cost, labour qualitpeoating costs) .620
Banking services 611
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From the Table 5.9 to 5.11, a summary for undentakivestment activities of respondents

from Vietnam, Singapore and China is presentedvelo

Table 5.12: For Undertaking Investment Activities

For Undertaking Investment Activities Beta Countries
Coefficients

The Victoria Government provides a high level ofsp .933 Vietnam
investment support
Victoria’'s Fin Tech Hub services .533 Vietham
Business networks .829 Vietham
A stable political climate for investment in Ausiaa 977 Singapore
The positive impact of Victoria’s investment agency .502 Singapore
Business networks .756 Singapore
Efficiency-seeking (labour cost, labour quality,eogting 576 China
costs)
Melbourne is growing rapidly .610 China
The positive impact of Victoria’s investment agency .633 China

There is a strong similarity between the three toesand an emphasis on the Victorian
State government support systems. For example,téine “The Victoria Government
provides a high level of post investment suppods lthe beta weight at (.933) for the
Vietnamese, and “A stable political climate for @stment in Australia” is (.977) for
Singaporeans or “The positive impact of Victoriaiwestment agency” is (.633) for the

Chinese. However, each country has a unique steidb the main motivations, for
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example “Victoria’'s Fin Tech Hub services” and “Bhess networks” are significant for

Vietnam while “impact of Victorian investment agghcand “efficiency seeking” are

important for Singapore and China.

Table 5.13: For other-business activities

From the Tables 5.9 to 5.11, a summary for underntglother business activities of

respondents from Vietnam, Singapore and Chinaesgmted below:

For other-business activities Beta Countries
Coefficients

Source technology, know-how or innovative capdbsi .684 Vietnam
Victoria’'s Fin Tech Hub services
Legal services .785 Vietnam
Follow competitors .556 Vietnam
Entrepreneurial aspect (be independent/own boss,ous .601 Vietnam
creative skills, do enjoyable work, frustrated whevious
job)
Exploit economies of scale and seek greater efffiiés in 727 Vietnam
operation
A significant list of investment companies based .588 Vietnam
Melbourne
The positive impact of Victoria’s investment agency 723 Singapore
Banking services .758 Singapore
Business networks .592 Singapore
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For other-business activities Beta Countries
Coefficients
Market-seeking motives (market size, market opesn .523 Singapore
market potential)
.639

A stable political climate for investment in Audisa Singapore
A stable political climate for investment in Ausiaa .637 China
The Victorian government provides a high level afstg .678 China
investment support
Efficiency-seeking (labour cost, labour qualityeogting
costs) .610 China

Again, a significantly reduced list from 23 motiyedthough they are different between

countries with Vietham focussed on entreprenew@aélities, while Singapore and China

are focused on a stable market with government@tipp

From the Tables 5.9 to 5.11, a summary for reconaaons from the Vietnam, Singapore

and China respondents is given below:

Table 5.14: For recommendations

For recommendations Beta Countries
Coefficients
Business networks .684 Vietnam
The positive impact of Victoria’'s investment agency .700 Vietnam
Melbourne is growing rapidly 525 Vietnam
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For recommendations Beta Countries
Coefficients
Efficiency-seeking (labour cost, labour quality, eogting .620 Vietnam
costs)
Banking services 611 Vietnam
Follow competitors 597 Singapore
The positive impact of Victoria’s investment agency 547 Singapore
Victorian government policies (trade agreement, .623 Singapore
promotion policies, tax incentives, infrastructur@ther
policies)
Accounting services 524 Singapore
A stable political climate for investment in Audisa .504 China
Exploit economies of scale and seek greater effotés in .718 China
operation
Business networks 712
The positive impact of Victoria’s investment agency .612 China
A significant list of investment companies based/lelbourne .664 China
517

Accounting services China

In regard to recommendations, the countries hasgrificantly reduced list of motives
(Vietham: 5, Singapore 4 and China 6 motives). “Tpesitive impact of Victoria’s

investment agency” is the item that business ttersefrom the three countries all chose.
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Additionally, “business networks” and “accountingngces” are also significant for
respondents.

The investment intentions are the most importantegard to the thesis objective, and
overall focus on government support, the Melbolraginess network (which would have
a strong Asian link), and the rapid economic grog#merated by high population growth
in Melbourne are important. However, there is asstrong linkage between business
activity and tourism into Melbourne and the nonibess activities associated with
holidays, visiting friends and family and educatifwhich could be education for the
traveller or for the immediate family).

Participant personal motives

Although the participants in this study are allibass people, they may also consider other
personal motives before choosing a destinationigib. vConsequently, fourteen personal
motives are also tested (refer to Table 5.12).

In Table 5.15, for the China market, two factore awaluated very highly “Exploring
Melbourne's lifestyle” and “Exploring Melbourne'sataral attractions”. The lowest
importance is placed on “Visiting Relatives andeRds”. For the Vietnamese the highest
importance is placed upon “Career enhancement” tardlowest “Holiday”. For the
Singaporeans the highest importance is “VisitingvNelaces” and the lowest “Visiting
Relatives and Friends”.

These findings suggest that overall the meansute kqgigh at mostly over 4 out of 6 on the

Likert scale, indicating that personal motives ¢y significant role in travel motivation
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No

10

11

Level of
importance

Holiday
Relaxation

Escape from
routine

Visiting relatives
and friends

Shopping

Visiting the new
places

Career
enhancement

Attending
Melbourne's
festivals and
events

Exploring
Melbourne's
lifestyle

Exploring
Melbourne's
night life and
entertainment

Exploring
Melbourne's
natural
attractions

Mean

Statistic

4.96
4.92
4.54

4.26

4.66

4.87

491

4.89

5.06

4.89

5.00

China

Std.
Deviatior
Statistic

1.231
1.192
1.381

1.277

1.105

1.021

1.212

1.113

1.001

1.036

.883

Table 5.15:; The Particular Personal Motives tot\Mi&lbourne

Skewness
Statistic| Std.

Error
-1.082 .172
-1.247 172
-.899 172
-908 .172
-943 172
-1.043 172
-1.262 .172
-964 172
-1.063 .172
-736 172
-921 172

Mean

Statistic

4.39
451
4.42

3.97

4.06
4.59

4.25

4.22

4.53

4.20

4.51

Singapore
Std. Skewness
Deviatior
Statistic | Statistic| Std.
Error
1.097 -A77 172
1.173 -559 172
1.179 -.494 172
1.403 -.365| .172
1.204 -456 172
1.104 -469 | .172
1.238 -765 172
1.304 -567 172
1.079 -.586 .172
1.206 -295| 172
1.160 -.677 172

Mean

Statistic

4.44
4.70
4.70

4.55

4.50

4.93

5.18

4.88

4.89

4.77

4.95

Vietnam
Std. Skewness
Deviatior

Statistic | Statistic| Std.
Error
1.359 -789 172
1.156 -871 .172
1.152 -1.007 .172
1.251 -931 | .172
1.173 -685 172
.982 -.814 | .172
927 -1.236 .172
1.012 -1.068 .172
1.008 -866 .172
1.001 -617 | .172
1.013 -1.001 .172

Mean

Statistic

4.60
4.71

4.55

4.26

4.40

4.79

4.78

4.66

4.82

4.62

4.82

Three markets
Skewness

Std.
Deviatior

Statistic | Statistic

1.258 -.754
1.184 -.861
1.245 -.816
1.331 -.710
1.187 -.670
1.045 -.767
1198 -1.076
1.189 -.886
1.052 -.807
1.125 -.587
1.046 -.918
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No

12

13

14

Level of
importance

Exploring
Melbourne's
cultural
attractions

Exploring
Melbourne's
historic
sites/Museums

Looking for
education
institutions

Other

Mean

Statistic

4.84

4.87

4.73

4.00

China

Std.
Deviatior
Statistic

.948

.937

1.199

2.138

Skewness
Statistic| Std.
Error
-1.068 .172
-.627 172
-1.170 .172
-585 .752

Mean

Statistic

4.34

4.36

4.03

3.93

Singapore
Std. Skewness
Deviatior
Statistic | Statistic| Std.
Error
1.118 -442 | 172
1.164 -435 172
1.352 -560 .172
1.685 -.500 .448

Mean

Statistic

4.92

4.93

4.95

4.05

Vietnam
Std. Skewness
Deviatior
Statistic | Statistic| Std.
Error
1.006 -993 172
.969 -.828 172
1.057 -.946  .172
1.649 -.841 524

Mean

Statistic

4.70

4.72

4.57

3.98

Three maerkets

Std. Skewness
Deviation
Statistic | Statistic| Std.

Error
1.056 -.807 | .100
1.059 -.689 .100
1.268 -.909  .100
1.710 -.581 .325
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Notably, the t-test for the difference between nseanTable 5.16 indicates there is strong

similarity in the personal motives between Chind ¥etnam, with only 3 out of 14 being

different (“*holiday”, “visiting relatives and friefs” and “career enhancement”). In contrast

there is a significant difference between China Sidjapore and Vietham and Singapore

with 13 out of 14 differences. It is notable thia personal motivations for Singapore are

the lowest overall, but still above 4 on the Likscale ranging up to 6.

Table 5.16: The Significant Differences in Persdviativations

2 sample means unpaired t test .05

China/ China/ Vietnam/

Vietnam | Singapore | Singapore
Q14B. Holiday .000 .000 .686
Q14B. Relaxation .062 .001 .095
Q14B. Escape from routine 195 371 .017
Q14B. Visiting relatives and friends .022 .031 .000
Q14B. Shopping .148 .000 .000
Q14B. Visiting the new places .549 .010 .001
Q14B. Attending Melbourne's festivals and eve .925 .000 .000
Q14B. Exploring Melbourne's lifestyle .082 .000 .001
Snlti?téﬁﬁé%rgng Melbourne's night life and 239 000 000
Q14B. Exploring Melbourne's natural attractiong .599 .000 .000
Q14B. Exploring Melbourne's cultural attraction 443 .000 .000
8&3@%5;(2&229 Melbourne's historic 529 000 000
Q14B. Looking for education institutions .052 .000 .000
Q14B. Career enhancement .014 .000 .000
5.4 DESCRIPTIVE STATISTICAL — DESTINATION ATTRIBUTES FR OM

THE PARTICIPANT VIEW

As previously discussed in Chapter Two and Threstidation attributes play an important

role in capturing the attention of travellers tsiwvia specific destination.

In the present
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section, the significant differences in destinatiatiributes, comprising accessibility,
accommodation, attractions, and amenities amonghifee business traveller groups are
examined. This section aims to explore Melbourri&yg destination attributes from the
perspective of North East and South East Asiannlegsitravellers, and their influences on
satisfaction and future behaviour, as outlinedhia tesearch objective RO3 and research
questions RQ3A and RQ3B (refer to Section 1.3, @aPne). The potential marketing

implications arising from the findings are alsoatissed.

Melbourne Accessibility from participant view

In terms of Melbourne’s accessibility, five typelstmnsportation (private car, taxi, train,
tram, bus) were investigated. Additionally, the atHities for disabled access”,
“Convenience of local transportation”, “Transpoidatfacilities”, and “Cost/price levels of

transportation to the venue” were also evaluateddiyg the six point Likert Scale.

The findings in Table 5.17 indicate that for Chtha highest level of importance is for the
convenience of local transport (mean = 5.22) aralthwest, marginally train (mean =
4.61). For Singapore the highest mean is cost rfreed.76) and the lowest is disabled
facilities (mean = 3.98). For Vietnam the highisstransport facilities (mean = 5.21) and

the lowest disabled facilities (mean = 4.57).
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Table 5.17: The Importance of Melbourne Accesgibdn the Trip

Transportation China Singapore
Mean Std. Skewness Mean Std. Skewness Mean Std. Skewness Mean Std. Skewness
Deviatior Deviatior Deviatior Deviatior
Statistic ~ Statistic ~ Statistic Std. Statistic  Statistic ~ Statistic Std. Statistic = Statistic =~ Statistic = Std. Statistic  Statistic = Statistic  Std.
Error Error Error Error
4.93 1.352 -1.267 .172 4.37 1.308 - 780 .172 4.58 1.246 -.677 172 4.62 1.321 -.866 .100
5.15 .904 -.826 .172 4.26 1.140 -484 172 4.78 1.094 -.808 .172 4.73 1.111 -.733 .100
4.61 1.102 -713 172 4.45 .996 -.323 172 4.67 1.109 -.848 172 4.57 1.072 -.627 .100
4.63 .937 -.828 .172 4.28 1.057 -.168 .172 4.81 .937 -463 .172 4.57 1.001 -.488 .100
4.67 1.058 -.892 172 4.13 1.072 -.188 .172 4.79 .995 772 172 4.53 1.079 -.585 .100

4.83 1.171 -1.342 .172 3.98 1.313 -506 .172 4.57 1.172  -594 172 4.46 1.269 -779 .100

5.22 .814  -697 .172 4.72 1.003 -.439 .172 5.10 913 -879 .172 5.01 936  -709 .100
5.21 .830 -996 .172 4.74 964 -398 .172 5.21 793  -760 .172 5.05 .893 -737 .100
5.10 985 -861 .172 4.76 999  -450 .172 5.07 932 -1.155 .172 4.98 983 -786 .100
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In the t-test for the difference between meanse(ref Table 5.18), it is again the case that
there is not much difference between China andndi®t (only 3 out of 9 differences), and
extensive significant difference (8 out of 9 difaces) between China and Singapore, and
Vietham and Singapore. Again, the mean importarme gccessibility is lower for

Singapore.

Table 5.18: The Significant Differences for Melbo&rAccessibility

2 sample means unpaired t test

ST e e

Vietham | Singapore Singapore

Q15. Private Car .007 .000 .109
Q15. Taxi .000 .000 .000
Q15. Train .588 141 .042
Q15. Tram .055 .001 .000
Q15. Bus 224 .000 .000
Q15. Facilities for disabled access .027 .000 .000
Q15. Convenience of local transportation 184 .000 .000
Q15. Transportation facilities 1.000 .000 .000
Q15. Cost/price levels of transportation to theueer .795 .001 .001

Melbourne Accommodation from participant view

With regard to Melbourne’s accommodation (refer Table 5.19), nine issues are
investigated. For China the highest motive isnidig people (mean = 5.12), and the least
important issue is relatives and friend’s houseaime 4.29), which is consistent with the
lowest motive to visit relatives and friends. T3iegaporeans share the same evaluation on
the highest and lowest importance as the Chinetefviéndly people (mean = 4.85) and
friend’s house (mean = 3.84). For Vietham, theéhbgj significant factor is also “friendly
people (mean = 5.17) and the lowest is “5 staelhagmean = 4.51). Again, the
Singaporeans place the lowest level of importamcaccommodation issues overall.
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Table 5.19 : The Importance of Accommodation onTihp

China Singapore Vietnam Three markets
Accommodation Mean S.t d'. Skewness Mean S.t d'. Skewness Mean S.td'. Skewness Mean S.td'. Skewness
Deviation Deviation Deviation Deviation
Statistic | Statistic | Statistic Std. Statistic | Statistic | Statistic Std. Statistic | Statistic | Statistic Std. Statistic| Statistic | Statistic Std.
Error Error Error Error

5 star Hotel 4.62 1.228 -.797| .100 424 1.107 -791| 172 4,51 1.260 -715| .172 4.62 1.228 -797 | .100
3-4 star Hotel 4.70 1.055 -505| .100 4.46 1.055 -334 | .172 4,58 1.053 -630| .172 4.70 1.055 -505| .100
Own home/family
- 4.38 1.336 -.704| .100 3.99 1.360 -.369 | .172 4.66 1.293 -977| .172 4.38 1.336 -704 | .100
ouse
Your
friends/relatives 4.29 1.281 -.706 | .100 3.84 1.343 =371 .172 474 1.096 -939 | .172 4.29 1.281 -706 | .100
house
Helpfulness of
Accommodation 475 1.024 -771 .10 4.66 917 -446 172 4.96 040 -.799 172 4,75 1.024 =771 .100
staff
Accommodation
facilities available 4.82 .975 -.682 .10( 4.69 .954 -453 172 5.02 054 -.908 172 4.82 975 -.68p .100
at destination
Accommodation
o 4.94 .931 -.608 .10 4. 74 .952 -.304 172 4.99 062 -.802 172 4.94 931 -.608 .100
availability
Accommodation
) 4.93 .945 -.616 .10 4.7|7 .951 -292 172 5.03 016 -.565 172 4.93 .94% -.616 .100
rates
Friendly people 5.14 91y -.905 .100 4.85 972 4.64.172 5.17 .880 -741 .17 5.1 OIL7 -.905 .100
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The t-test for the difference between means (refdrable 5.20) indicates the means have
wide ranging differences between the source marketpecially between China and
Singapore (7 out of 9) and Vietnam and Singapor@u(®f 9). The similarities are limited
to accommodation availability and rates for Chind &ietnam (mean = .321 and mean =
.708), and Accommodation staff and facilities fdmii@ and Singapore (mean = .806 and
mean = .383). Vietham seems to differ on three fmnl star hotel importance with

Singapore (mean = .256) finding these hotels mopoitant.

Table 5.20: The Significant Differences for Accondation

2 sample means unpaired t test .05
China/ China/ Vietnam/

Vietnam | Singapore| Singapore
Q16. 5 star Hotel .000 .000 .021
Q16. 3-4 star Hotel .000 .000 .256
Q16. Own home/family house 161 .000 .000
Q16. Your friends/relatives house .000 .001 .000
Q16. Helpfulness of Accommodation staff .002 .806 .002
gelsfii.ngct:icc:)?]mmodatlon facilities available at 012 383 001
Q16. Accommodation availability 321 .000 .009
Q16. Accommodation rates .708 .018 .006
Q16. Friendly people .041 .000 .001

Melbourne Attractions from the participant perspective

In Table 5.21 for the three source markets, thedsgmean for China is Federation Square
(mean = 5.06) and lowest means is National Gallergan = 4.76). While Singaporeans
consider Queen Victoria Market the most importaneén = 4.38) and Royal Botanic
Gardens the least important (mean = 3.91). ForMlnamese, the most attractive
sightseeing is Southbank and the Arts Centre Mefm@mean = 4.86) while the lowest

interest is the Yarra River Cruise (mean=4.70). isTis a consistent outcome with
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Singapore again having the lowest overall impordegels, followed by Vietham and then
China.
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Table 5.21: The Importance of Melbourne Attractionghe Trip

Attractions China Singapore Vietnam Three markets
Mean Std. Skewness Mean Std. Skewness Mean Std. Skewness Mean Std. Skewness
Deviation Deviation Deviation Deviation
Statistic ~ Statistic  Statistic Std. Statistic Statistic Statistic Std. Statistic  Statistic Statistic = Std.  Statistic  Statistic  Statistic Std.
Error Error Error Error

Q17. Federation 5.06 1.166 -1.300 .172 3.94 1.214 -446 172 4.61 1.120 -.506 172 4.54 1.252 -.650 .100
Square
Q17. Royal Botanic 5.04 1.051 -1.078 .172 3.91 1.245 -491 172 471 1.026 -.622 172 4,55 1.207 -733 .100
Gardens

Q17. Queen Victoria 4.95 1.102 -1.358 .172 4.38 1.238 -440 172 4.82 1.112 -.845 172 4.71 1.176 -.843 100
Market

Q17. Southbank and 4.78 1.029 -1.016 .172 4.21 1.293 -515 172 4.86 1.019 -.654 172 4.61 1.156 -.797 .100
Arts Centre

Melbourne

Q17. National Gallery 4,76 975 -.642 172 4.09 1.206 -460 .172 4.77 1.066 =777 172 4.53 1.130 -.679 .100
of Victoria

Q17. Melbourne 4.83 .978 -532 172 4.08 1.250 -449 172 4.82 1.061 -.668 172 4,58 1.155 -.654 .100

Museum and Royal
Exhibition Building

Q17. Yarra River 4.96 .940 -.948 172 4.25 1.333 -584 172 4.70 1.017 -.729 172 4.64 1.146 -.872 .100
Cruise

Q17. Seasonal events 5.05 .950 -954 172 4.17 1.340 -508 .172 4.81 1.050 -.970 172 4.67 1.184 -.902 .100
(such as Australian

Tennis Open,

Moomba, Formula

One Race, Lunar New

Q17. Other (please be 473 1.618 -1.366 .661 3.97 1.362 -450 .393 4.05 1.627 -.700 .501 4,12 1.492 -597 291
specific
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The t-test is again applied to examine the diffeesnbetween the means (refer to Table
5.22). The findings return to previous outcomeshwat large degree of similarity of

importance between China and Vietham (4 out oh8he between China and Singapore,
and none between Vietnam and Singapore. The l@igtewuch as the Australian Open are
the amongst the most important attractions foraedpnts from three markets, and perhaps

surprisingly Southbank given its location is on kiheer end of the attractions.

Table 5.22: The Significant Differences for Attiacis

2 sample means unpaired t test

ST T

Vietnam | Singapore| Singapore
Q17. Federation Square .000 .000 .000
Q17. Royal Botanic Gardens .001 .000 .000
Q17. Queen Victoria Market 223 .000 .000
Q17. Southbank and Arts Centre Melbourne 435 .000 .000
Q17. National Gallery of Victoria 922 .000 .000
g&ifdinMgelbourne Museum and Royal Exhibition 883 000 000
Q17. Yarra River Cruise .008 .000 .000
Q17. Seasonal events (such as Australian Tennig
\C()g:rr;, Moomba, Formula One Race, Lunar New .015 .000 .000

Melbourne Food and beverage attractions from the paicipants view

Besides the three significant factors: Accessipiiiccommodation, and attractions, there is
also Food and Beverage. Table 5.23 is divided twtwparts: Type of food and beverage
(including Asia, Western, American and Australiamd the characteristics of food and

beverage (the variety, the Quality and the Cost#)ri

As the business travellers are from Asian countites not surprising they tend to prefer
Asian food (overall mean = 4.90), followed by Aadiin food and drink (mean = 4.84).
While Western food was acceptable (mean = 4.78)réispondents evaluated the type of

food from America (mean = 4.53) as least importéort their trip. Concerning the
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characteristics, respondents highly suggested fteahness is the most important issue

(overall mean = 5.24).
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Table 5.23: The Importance of Food and Beveragdefrip

Food and
Beverage

The variety of

food and

beverage

China Singapore Vietnam Three markets
Std. Std. Std. Std.
Mean o Skewness Mean o Skewness Mean o Skewness Mean o Skewness
Deviation Deviation Deviation Deviation
o o o Std. o o o Std. o o o Std. o o o Std.
Statistic Statistic | Statistic Statistic | Statistic | Statistic Statistic Statistic | Statistic Statistic | Statistic | Statistic
Error Error Error Error

4.75

972

-.828

172

4.6

.982

72

.82 a

07 -.873

172

4.75

1.01

NJ

-.796 .100

Quality of food
and beverage

5.10

.848

-.632

172

4.8

.984

72

.23

B71-.824

A72

5.04

9138 -.631 .100

Cost/price
levels of food
and beverage

4.95

1.048

-1.161 17

o

4.9

1.008

172

.15

944

-1.028

172

5.01

1.004 -.920 .1p0

The fresh of
food and
beverage

5.48

.814

-1.866

172

5.0

1.042

A72

.23

78 8

=737 172

5.24

-1.147 .100
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For all three source markets the highest importascéood freshness and the lowest
American food. The t-test (refer to Table 5.24piagindicates fewer differences in
importance between China and Vietnam (3 out ofh@ntbetween the other countries.
Only 2 out of 8 similarities between China/Singapand 1 out of 8 between Vietham and

Singapore.

Table 5.24: The Significant Differences for Food &everage

2 sample means unpaired t test .05
China/ China/ Vietnam/
Vietham | Singapore| Singapore

Q18. Asia food and beverage .000 .000 .002
Q18. Western food and beverage .002 .000 .037
Q18. American food and beverage 587 .000 .003
Q18. Australian food and beverage .090 .003 .000
Q18. The variety of food and beverage 466 A74 161
Q18. Quality of food and beverage 131 .002 .000
Q18. Cost/price levels of food and beverag .040 1.000 .037
Q18. The freshness of food and beverage .004 .000 017

5.5 DESCRIPTIVE STATISTICAL — PARTICIPANT SATISFACTION

This Section examines the relationships betweereltea satisfaction and future travel and
investment behavioural intentions, as stated inrdszarch objective RO4 and research

question RQ4 (refer to Section 1.3, Chapter One).

Satisfaction is one of the most significant indicat of future behaviour, especially in-
service industries. In this study, the level disfaction is measured by comparing what
respondents expected, again using the 6 point Li®ale. The variables “Attraction”,
“Food and Beverage”, “Transportation”, “Accommodati, “Victoria State Supports”

“Business-related activates” and the “overall ingMelbourne” are the chosen criteria.
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Generally, participants are satisfied with thep to Melbourne. The overall mean is 5.04
with Chinese respondents the highest (mean = 5{@lljwed by the Vietnamese (mean =
5.14) and Singaporeans (mean = 4.68) (refer toelal5).

For the Chinese, the highest mean is overall satisih (mean = 5.30) and the lowest
Victoria State support (mean = 4.71). For the pugeans the highest mean is also overall
satisfaction (mean = 4.68) and the lowest tranggiort (mean = 4.45), and for the

Vietnamese the highest is again overall satisfactinoean = 5.14), and the lowest shared

between attractions (mean = 4.94) and food andrbgedmean = 4.94).
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Satisfaction

Attractions was
better than
expected

Food and Beverage
was better than
expected
Transportation was
better than
expected
Accommodation
was better than
expected

Victoria State
supports was better
than expected
Business related
activities on this
trip was better than
expected

Overall, I am
satisfied with my

trip in Melbourne

Mean

Statistic

5.25

5.07

4.97

4.85

4.71

5.04

5.30

China

Std.

Deviation

Statistic

.934

.894

913

.873

.906

.835

.873

Skewness
Statistic | Std.

Error
-1.342 172
-.693 172
-.661 172
-.528 172
-.459 172
-.589 172
-1.346 172

Table 5.25: Differences in Satisfaction

Mean

Statistic

4.47

4.50

4.45

4.52

4.49

4.56

4.68

Singapore
Std. Skewness
Deviation
Statistic | Statistic | Std.

Error

1.007 -424 172
1.042 -256 | .172
1.021 -.208 172
.967 -.245 172
.982 -631 172
.981 -430| .172
.944 -.440 172

Mean

Statistic

4.94

4.94

5.06

5.02

5.03

5.06

5.14

Vietham
Std. Skewness
Deviation
Statistic | Statistic, Std.

Error
.967 -542 172
.928 -681 .172
.875 -698 .172
.865 -452 172
910 -575 172
.824 -493 172
787 -743 172

Mean

Statistic

4.89

4.84

4.82

4.79

4.74

4.88

5.04

Three markets

Std.

Deviation

Statistic | Statistic

1.020

.986

975

.925

.957

912

.907
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Skewness

-.687

-.560

-.541

-.430

-.552

-577

-.812

Std.
Error
.100

.100

.100

.100

.100

.100

.100



The outcomes from the t-test (refer to Table 5.2Gain show similarity in findings

between the Chinese and the Vietnamese (5 out, @nd) significant differences between
the other markets (none out of 7). Some detaileannation of the Singapore market is
suggested from this result, as it is somewhat lowgarding satisfaction with the lowest

means on all issues of satisfaction.

Table 5.26: The Significant Differences for TriptiStaction

2 sample means unpaired t test .05

China/ China/ Vietnam/
Vietnam | Singapore | Singapore

Q19. Attractions was better than expected 001 .000 .000
Q19. Food and Beverage was better than expe 154 .000 .000
Q19. Transportation was better than expected 342 .000 .000
Q19. Accommodation was better than expectec .058 .000 .000
Q19. Victoria State supports was better than 001 020 .000
expected _ I

Selt?éﬁ[ﬁzwii; :;It?ded activities on this trip was 763 000 000
Q19. Overall, I am satisfied with my trip in 055 000 .000

Melbourne

5.6 DESCRIPTIVE STATISTICAL — PARTICIPANT FUTURE
BEHAVIOURAL INTENTIONS

Following on from satisfaction which has been asedlin the recent section, this section
assesses the participant’s future behavioural tioiesr The intentions were divided into
two main behaviours: intended revisit activity gmolst visit recommendations. Future

behaviours are crucial implications for marketimgl &ourism policymakers.

Revisit intention

The business traveller’s revisit intention is sumsed in Table 5.27 below. The findings
show that 96.7% of the business travellers woultsicer revisiting Melbourne within the

next few years.
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Table 5.27: Frequency of Revisit

Frequency Percent Valid Percent Cumulative
Percent
Yes 580 96.7 96.7 96.7
No 20 3.3 3.3 100.0
Total 600 100.0 100.0

In regard to why they would revisit, the study ailm® understand if the respondents
wanted to come back to “undertake investment digs/i or “undertake other business

activities” or for “holiday/leisure” or to “visitamily/relatives”, or “Education”.

Interestingly, the findings in the Table 5.28 fdni@a (mean = 5.22) and Vietnam (mean =
4.91) show the highest intention to be future itwest, but for Singapore leisure activities
(mean = 4.79). The lowest intention for Chinaasvisit family and friends (which is

consistent with earlier findings) (mean = 4.34) dodSingapore (mean = 3.79); and for
Vietnam (mean = 4.72) it is to undertake educatidgain, Singapore stands out to require
the most policy attention, as it has the lower nseand particularly for undertaking future

investment.
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Table 5.28: Revisit Behavioural Intentions

The purposes of China Singapore Vietnam Three markets
e Mean Std. Skewness Mean Std. Skewness Mean Std. Skewness Mean Std. Skewness
Deviation Deviation Deviation Deviation
Statistic | Statistic | Statistic| Std. | Statistic| Statistic | Statistic| Std. Statistic | Statistic | Statistic| Std. | Statistic| Statistic | Statistic| Std.
Error Error Error Error

Undertake 5.22 1.061, -1.476| .173 4.06 1.163 -.647 .180 4.91 1.123 -.934 172 4.75 1.214 -.868 | .101
investment
activities
Undertake 5.11 .851 -.953 A7 4.1 1.171 -.551 .180 4.87 3.95 -.736 172 4.73 1.072 -.855 101
other business
activities
Holiday/leisure 5.04 .827 -719| .173 4.79 1.139 -.666 .180 4.84 1.061| -1.007 172 4.89 1.018 -.885| .101
Visit family, 4.34 1.418 -.92¢ A7 4.3 1.437 - 761 .180 4.74 138/ -1.009 172 4.47 1.347 -.944 101
friends and
relatives
Education 4.45 1.566 -.728 | .173 3.79 1.548 -.447 .180 4.72 1.172 -.874 172 4.34 1.486 -.723| .101

Page 168



Specifically, the t-test (refer to Table 5.29) icaties significant differences across the
means in terms of intentions. For all marketspydad 5 differences in revisit behavioural

intentions and just one similarity.

Table 5.29: The Significant Differences in Revidghavioural Intentions

2 sample means unpaired t test .05

China/ China/ Vietnam/

Vietham Singapore Singapore
Q21. Undertake investment activities .006 .000 .000
Q2_1._ l_Jndertake other business 011 000 000

activities

Q21. Holiday/leisure .041 .017 .678
Q21. Visit family, friends and relative .002 913 .002
Q21. Education .053 .000 .000

Intention to Recommend

The respondents are also asked to evaluate thieoleagreement with (1) “willing to speak
positively about Melbourne as a good place to itiyé®) “strongly recommend Melbourne
as a good investment place” and (3) “strongly revemd Melbourne as a destination for

leisure purposes” (refer to Table 5.30).

Interestingly, the findings show that businesseliavs strongly recommend Melbourne as
the place for leisure purposes, rather than othsmless-related activities (mean = 5.11 as
compared to 5.03 and 4.89), and these are the stigheans for all markets. There is a
significant concern that the lowest intention fdr three markets is to not strongly

recommend Melbourne for investment, although thamaare still quite high above 4.5.
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Table 5.30: Behavioural Intentions — Recommendation

China Singapore Vietnam Three markets
Level of Mean Std. Skewness Mean Std. Skewness Mean Std. Skewness Mean Std. Skewness
G e Deviation Deviation Deviation Deviation
Statistic | Statistic | Statistic| Std. | Statistic Statistic | Statistic | Std. | Statistic| Statistic | Statistic| Std. | Statistic| Statistic | Statistic| Std.
Error Error Error Error

Speak positively 5.32 923 | -1.338| .172 4.64 .957 -.510 A72 5.13 1.012| -1.047 A72 5.03 1.005 -.860| .100
about Melbourne
as a good place to
invest
Strongly 5.08 .982 -.891| .172 4.57 1.068 -.547 A72 5.02 .967 -.985 A72 4.89 1.030 -.787| .100
recommend
Melbourne as a
good investment
place
Strongly 5.42 .835| -1.601| .172 4.75 1.002 -.709 A72 5.17 918 | -1.162 A72 5.11 961 | -1.072| .100
recommend
Melbourne as a
destination for
leisure purposes
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The t-test for the difference between means (redeffable 5.31) shows that there are
significant differences between the countries wathly China and Vietham having a

similarity in recommending Melbourne for investment

Table 5.31: The Significant Differences for Recomuategtion Intentions

2 sample means unpaired t test .05
China/ China/ Vietnam/
Vietnam Singapore | Singapore
Q22. Speak positively about Melbourne
a good place to invest 0 — A
Q22. Strongly recommend Melbourne as
good investment place 573 . 000
Q22. Strongly recommend Melbourne as
destination for leisure purposes S — s

5.7 CHAPTER SUMMARY

The descriptive analysis of the sample's socio-dgaphic characteristics, motivation and
behavioural intentions for business travellers @escribed in this Chapter. The results
indicate statistically significant differences beem the markets on most of the questions
surveyed. The descriptive analysis defines thgaoharacteristics and does indicate that
further, more in depth, analysis is needed to astesimportance of the differences found
between the markets, with the aim of informing feturecommendations on how
Melbourne might manage the investment markets ia,A8d how these findings may be
generalised more widely. Further analysis is alseded to test the hypotheses outlined in

Chapter 4. The more detailed causal analysisridwtted in the next chapter, Chapter 6.
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CHAPTER SIX: MULTIVARIATE ANALYSIS — THE TESTING OF
HYPOTHESES

6.1 INTRODUCTION

Chapter 5 used quantitative methods to describeldkee and determine whether there are
significant differences between the three busisessce countries. Chapter 6 is intended
to analyse the hypotheses that are derived fronsdheeptual framework in Chapter 3. In

so doing the conceptual model shown in Figure 8t&sted for its degree of accuracy.

Section One tests the relationship between travatacteristics and satisfaction and uses
ordinal regression. Section Two tests the caushdtionship between motives and
satisfaction using multiple regression. Sectiome€htests the causal relationship between
destination attributes and satisfaction using rpldtregression, and Section Four examines
the causal relationship between satisfaction ankaweural intentions, again using

multiple regression.

6.2 SECTION ONE (TESTING OF HYPOTHESES 1, 2, 3 AND 4) -ORDINAL
REGRESSION ANALYSIS

In examining the conceptual model to test the iglahips between the demographics, the
funding sources, the length of visit, the travatyadt is convenient to repeat the hypothesis

to be tested (refer to Section 3.4 Chapter Three).

Hypothesis 1: The differences in demographic prefibf business travellers do not have

differing impacts on their travel satisfaction.

Hypothesis one examines the relationship betweemodeaphic profile and the level of
satisfaction. Satisfaction as a concept is medsborh indirectly and directly. The
literature review argues that it is sometimes Ipette examine different elements of
satisfaction as opposed to just overall satisfactmd in so doing avoid just asking directly
“are you satisfied?”. Consequently, question 19hef survey instrument divides overall
satisfaction into the specific satisfaction with trAttions, Food and Beverage,
Transportation, Accommodation, Victorian State goweent business support, Business

related activities and places the questions in® ¢bncept of the difference between
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expectations and outcomes. The questions do yhasking whether the respondent finds
their experiences better than expected. Thensasaageneral direct question of overall trip

satisfaction.

The demographic variables measured include gemgestion 3), age group (question 4),
level of education (question 5), current employmst#tus (question 6), occupational

position (question 7) and numbers of years workethé industry (question 9).

In order to test hypothesis one there is the commiifinculty that the demographic
variables are measured nominally and ordinally.e Tévels of satisfaction are measured
continuously in terms of a Likert scale. The Likecale can be related to the ratio scale of
measurement using a six -point scale from TotalsaBree for zero and Totally Agree for

level 6.

To determine whether there is a causal relationsatpreen categorical variables it is not
possible to use a common linear regression arsdnécessary to use ordinal regression. A
decision has to be made whether to measure the gtapioc variables independently

(separately) or as a multiple regression (all dawryolgic variable together as independent

variables).

Ordinal Regression is proposed for analysis of ieukl ordinal responses (Donald &
Robert, 1994). Many variables of interest areratli The real distance between categories
is unknown although the values can be ranked. R#&SSOrdinal Regression procedure, or
PLUM (Polytomous Universal Model), is an extensiohthe general linear model to

ordinal categorical data (Norusis, 2008).

In this case it was decided to use a multiple =108 because any one individual survey
respondent is not independent within their demdgapharacter, and the hypothesis is

structured in this way.

In any quantitative analysis there are assumptiamd, in this analysis, there are four main
assumptions. First, the dependent variable (eaghsured separately for each separate
analysis: attractions, food and beverage, tranapon, accommodation, Victorian State

government support, business related activitieseavsdall satisfaction) can be considered
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an ordinal measure. In this case the variablesbeanonsidered to be ratio level and at

least ordinal in property.

Second, the independent variables are either aani) ordinal or nominal in their level of
measurement. In the survey instrument, gendeemssored at the nominal scale, age is an
ordinal scale, level of education is an ordinallesc@mployment is a nominal scale,

occupational position is a nominal scale, and nurobgears worked is an ordinal scale.

Third, there is an assumption there is no multicelirity between the variables. There is
some correlation as would be expected betweenraygears in the industry (Vietham:.56;
Singapore: .60; China: .75), and some negativeelaion between being retired and
occupational status, which would also be expecdteetifam: -.60; Singapore: -.67; China: -
.54). These correlations are not high enough tgest the removal of one variable. The

other correlations are very small and close to.zero

Fourth, there is an assumption that each indepén@eiable has an identical effect on the
categories of the dependent variable. The testpéoallel lines in the SPSS analysis
indicates issues for China (transport), and VietfAotommodation, Attractions, Business
activities and Victorian government support) whokker categories meet this assumption.
However, a test on the separate binomial logiggressions on cumulative dichotomous
dependent variables, show the parallel test tmberiectly rejecting the null hypothesis in

these cases. So, assumption four is met.

The results for calculating the estimates are givefable 6.1 to 6.21. In the following

tables China is discussed first, followed by Sirgga@and then Vietnam.

In the tables the intercept values do not requiterpretation. In models with intercepts
there are only the number of categories minus baedre relevant, because knowledge of
the other categories leaves the final category a@dtis known. Although any category
could be set to zero, SPSS always uses the lalséiset of categories. Therefore q3=2 is

zero by example below.

The only significant categories for the locatiomigbles are highlighted, the top measures

being the intercept equivalents, except there is imercept for each category. Only
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significant estimates are of interest as measuyatid Wald statistic. The Wald statistic is

the ratio of the coefficient to its standard error.

Table 6.1: China Attractions

Estimate Std. Error Wald df Sig.

!319_1 =2] -8.306 3.136 7.013 1 .008
[q19_1 = 3] -6.438 3.003 4.596 1 .032
[019_1 = 4] -4.417 2.961 2.225 1 136
[q19_1 =5] -2.361 2.938 645 1 422
[g3=1]" -.766 420 3.322 1 .068
[03=2] o 0

[q4=1]" -3.517 1.575 4.988 1 .026
[q4=2] -2.839 1.418 4.010 1 045
[q4=3] -1.146 1.486 595 1 441
[q4=4] 0 0

[g5=1]" -2.851 2.325 1.504 1 220
[05=2] 713 560 1.620 1 203
[q5=3] 0? 0

[g6=1]"" -.417 963 .188 1 665
[06=2] 0? 0

[q7a=1]" 748 1.238 .365 1 546
[q7a=2] -.079 912 .008 1 931
[q7a=3] 2.193 675 10.570 1 .001
[q7a=4] 072 .608 014 1 906
® Q19: Satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.
[g7a=5] 03 0
[q9=1]" .800 2.084 147 1 701
[q9=2] -734 2.000 135 1 714
[q9=3] -1.465 2.008 532 1 466
[q9=4] -.225 2.309 .010 1 922
[q9=5] 0? 0

Younger males find less satisfaction than olderdies (Wald = 3.322 and 4.988) with

experiences of non-business attractions (g.3 and 4)

CEOs have less satisfaction with non-business c#tira experiences than other

occupational positions (g.7, Wald = 10.570).

Table 6.2: China Food and Beverage

Estimate Std. Error Wald df Sig.

{?19_2 =2] -5.781 2.900 3.974 1 .046
[q19 2 = 3] -3.344 2.745 1.484 1 223
[q19 2 =4] -1.468 2.735 .288 1 591
[q19 2 =15] .503 2.733 .034 1 .854
[q3=1] " -.308 402 589 1 443
[03=2] o 0

[q4=1]" -1.840 1.374 1.793 1 181
[q4=2] -.958 1.227 610 1 435
[q4=3] .084 1.276 .004 1 .948
[g4=4] 0 0

® Q19: Satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.
[q5=1] -1.337 2.193 372 1 542
[95=2] 204 547 139 1 709
[q5=3] " 0° 0
[q6=1] " -1.347 917 2.157 1 142
[96=2] 03 0
q7a=1]" . . . .
[q7a=1]" 338 1.196 080 1 777
a= . . . .
[q7a=2] 004 867 000 1 996
gq7a= . . . .
[q7a=3] 1.547 635 5.941 1 015
a= . . . .
[q7a=4] 329 599 300 1 584
[g7a=5] 03 0
[q9=1] " 2.377 2.037 1.362 1 243
[q9=2] 1.150 1.963 344 1 558
[q9=3] 258 1.965 017 1 .896
[q9=4] .809 2.179 138 1 710
[q9=5] 0° 0

Again CEOs (q.7 Wald = 5.941) can be singled outhes demographic of significant
difference. Here they are less satisfied withftha and beverage offering in Melbourne

than the other occupational categories.

Table 6.3: Transportation

Estimate Std. Error Wald df Sig.
[919_3 =3] -2.343 2.731 .736 1 391
[g19 3 =4] -.226 2.724 .007 1 934
® Q19: Satisfaction Q3: Gender Q4: Age
Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.

[q19_3 =5] 1.674 2.725 377 1 539
[g3=1]" -.819 403 4.125 1 .042
[03=2] 0 0

[q4=1] -.261 1.389 .035 1 851
[q4=2] -.390 1.263 .095 1 757
[q4=3] .047 1.311 .001 1 971
[g4=4] o? 0

[95=1] -1.365 2.243 .370 1 543
[05=2] 206 538 147 1 701
[05=3] 0 0

[q6=1] " 546 767 507 1 AT6
[46=2] 03 0

[q7a=1]" .938 1.105 721 1 .396
[q7a=2] -.828 .863 922 1 337
[q7a=3] 132 628 .044 1 .833
[q7a=4] -.367 .606 367 1 545
[g7a=5] 0} 0

[q9=1]"" 456 2.057 .049 1 .825
[q9=2] 1.064 1.991 286 1 593
[q9=3] 720 1.997 130 1 718
[q9=4] 2.323 2.256 1.060 1 .303
[q9=5] i 0

In regard to satisfaction with transportation thetycsignificant finding is that males find

transportation contributes less to their satisfecthan females (Wald = 4.125).

® Q19: Satisfaction
Q5: Education
Q9: Working Experience

Q3: Gender
Q6: Employment

Q4: Age
Q7: Position
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Table 6.4: China Accommodation

Estimate Std. Error Wald df Sig.

[q19 4=2" -1.177 2.827 173 1 677
[q19_4 = 3] 1.438 2.828 259 1 611
[q19_4 = 4] 3.626 2.853 1.615 1 204
[q19_4 = 5] 5.892 2.862 4.240 1 .039
[g3=1]" .095 405 .055 1 .815
[03=2] o 0

[g4=1] " -1.851 1.413 1.717 1 .190
[q4=2] -1.143 1.286 790 1 374
[q4=3] 354 1.324 071 1 789
[q4=4] o 0

[g5=1]"" -2.788 2.262 1.520 1 218
[q5=2] -.850 554 2.360 1 124
[05=3] 0 0

[g6=1]"" 432 787 .302 1 583
[06=2] 0 0

[q7a=1]" 1.688 1.124 2.254 1 133
[q7a=2] 1.597 876 3.320 1 .068
[q7a=3] 1.517 .640 5.618 1 .018
[q7a=4] 511 .609 705 1 401
) Q19: satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.
[q7a=5] 03
[q9=1]"" 5.691 2.226 6.538 011
[q9=2] 4.946 2.154 5.275 022
[q9=3] 4.282 2.154 3.953 047
[q9=4] 4.685 2.360 3.941 047
[09=5] 0?

Given the number of estimates that are signifiearimited, the immediate indication is
The

significant values suggest less experienced busitewellers (9.9 Wald = 6.538 for

that the demographics do not widely influence &ati®n with accommodation.

respondents with less than 5 years working expegleand again CEOs (g.7 Wald = 5.618)

are more concerned about accommodation than mpegierced non-CEOs.

These estimates are all positive, so they areeeklad higher scores for satisfaction with
accommodation. Therefore, for CEOs, the level distection with accommodation is
scored higher than for the other employment categorAlso, for people who have worked
longer in their industry they score accommodatiatisgaction higher than for those who

have not worked as long.

Table 6.5: China Victorian Government Support

Estimate Std. Error Wald df Sig.
[q19 5 =1]" -3.557 2.756 1.666 1 197
[g19 5=2] -2.433 2.661 .836 1 .361
[19 5=3] -1.166 2.662 192 1 .661
[19_5=4] 1.692 2.677 .399 1 527
(*) Q19: Satisfaction Q3: Gender Q4: Age
Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.

[019_5 = 5] 3.412 2.676 1.626 1 202
[g3=1] " -1.252 414 9.125 1 .003
[03=2] 0? 0

[q4=1]" -1.935 1.360 2.025 1 155
[q4=2] -1.076 1.224 773 1 379
[q4=3] -.845 1.260 449 1 503
[g4=4] (08 0

[g5=1]"" -.121 2.186 .003 1 .956
[05=2] -.162 544 .089 1 765
[05=3] 0 0

[46=1]® 427 776 302 1 582
[06=2] o 0

[q7a=1]"’ 1.291 1.117 1.337 1 248
[q7a=2] 263 865 .093 1 761
[q7a=3] -.010 631 .000 1 988
[q7a=4] 328 612 287 1 592
[q7a=5] 0 0

[q9=1]" 3.751 2.041 3.379 1 .066
[09=2] 3.040 1.965 2.395 1 122
[09=3] 3.170 1.972 2.582 1 .108
[q9=4] 3.408 2.174 2.457 1 117
[g9=5] 0 0

Males (g.1 category 1 in gender Wald = 9.13) ansirft®ss travellers with less experience

Wald = 3.38) have significantly less satisfactitvart females for Victorian Government

support.
® Q19: Satisfaction Q3: Gender Q4: Age
Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Table 6.6: China Business Activities

Estimate Std. Error Wald df Sig.

[q19_6 = 3]
[919_6 = 4] -2.512 2.786 813 1 367
[q19_6 = 5] -.016 2.780 .000 1 995
[q3=1]" -1.612 435 13.704 1 .000
[03=2] i 0
[q4=1]"" -3.879 1.458 7.082 1 .008
[q4=2] -2.920 1.316 4.920 1 027
[q4=3]"" -1.251 1.346 .864 1 .353
[g4=4] (03 0
[g5=1] -1.445 2.301 .395 1 530
[05=2] -.280 572 240 1 624
[05=3] (0} 0
[g6=1] " .656 .807 .660 1 416
[06=2] 0 0
[q7a=1]"" 4.161 1.219 11.651 1 .001
[q7a=2] 506 .884 .328 1 567
[q7a=3] 1.821 657 7.690 1 .006
[q7a=4] 1.725 635 7.378 1 .007
[a7a=5] 0 0
[q9=1] " 1.362 2.090 425 1 515
[q9=2] .803 2.018 158 1 691
[q9=3] -.588 2.023 .084 1 771
[q9=4] -.973 2.234 .190 1 663
[q9=5] 0 0
(*) Q19: Satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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In terms of general business-related activitiesettage also some demographic influences.
Category 1 for gender is males, and the findingsignificant, but the relationship is
negative. Males find less satisfaction with busmectivities than females (Wald =
13.704).

In terms of age (g. 4) categories 1 and 2 are dhager business visitors and their signs are
also negative. Younger travellers find less satisbn with other business activities than
older travellers (Wald = 7.082).

In the employment categories, business ownersasesitisfied than the other occupational
positions (g.7 Wald = 11.651).

Table 6.7: China Overall Satisfaction

Estimate Std. Error Wald df Sig.

[q19 7 =2]" -2.378 2.899 673 1 412
[q19_7 = 3] -.299 2.897 011 1 918
[q19_7 = 4] 1.363 2.919 218 1 640
[q19_7 = 5] 3.805 2.920 1.698 1 193
[q3=1] " -.957 424 5.108 1 024
[03=2] i 0
[q4=1]" -.942 1.465 413 1 520
[q4=2] -.503 1.310 147 1 701
[q4=3] -.138 1.372 .010 1 .920
[q4=4] 0 0
[q5=1] " 504 2.299 .048 1 .826
[05=2] 545 565 .933 1 334
[05=3] 0° 0
(*) Q19: Satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.

[g6=1] " -.838 .945 786 1 375
[06=2] 0 0

[q7a=1]"" -.132 1.231 .011 1 915
[q7a=2] 414 .904 210 1 647
[q7a=3] 1.990 667 8.898 1 .003
[q7a=4] 674 .620 1.181 1 277
[g7a=5] 03 0

[q9=1]" 4.789 2.175 4.847 1 .028
[q9=2] 3.663 2.092 3.066 1 .080
[q9=3] 3.202 2.093 2.340 1 126
[q9=4] 4.294 2.347 3.346 1 .067
[q9=5] 0 0

There is a general belief in the cultural touristeréture as reviewed in Chapter 2 that
travellers should not be asked “are you satisfie$pecially when they are of an Asian
culture because they are likely to not want to rdfer seem rude, and will at least qualify

their answer and bias the result.

This may or may not be the case. However, withinass men and women, largely in

senior employment roles, this seems to be unliteelye a significant issue.

The results here tend to be somewhat consistehtti previous satisfaction analyses in
that males (9.3 Wald = 5.108) again tend to hage [@verall satisfaction than females,
CEOs (g.7 Wald = 8.898) tend to have less overtisfaction than other employment
groups and people with a short employment perio@) @eem to be less satisfied than those

who have a longer employment timeframe (Wald =4)84
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Table 6.8: Singapore Attractions

Estimate Std. Error Wald df Sig.
[q19_1 = 1]7 -4.732 1.702 7.732 1 .005
[q19_1 = 2] -3.066 1.446 4.494 1 .034
[q19_1 = 3] -1.665 1.400 1.414 1 234
[019_1 = 4] 314 1.395 051 1 822
[q19 1 =5] 2.341 1.407 2.768 1 .096
[g3=1] " 754 374 4.066 1 044
[03=2] 0 0
[g4=1] " 1.458 1.749 .695 1 404
[q4=2] .096 1.224 .006 1 937
[q4=3] 213 1.203 .031 1 .860
[q4=4] 326 1.121 .084 1 771
[g4=5] 0 0
[g5=1]" 1.394 .828 2.830 1 .093
[45=2] 144 .389 136 1 712
[05=3] 0° 0
[g6=1] " -1.726 728 5.629 1 .018
[06=2] 0 0
[q7a=1]" -.338 879 148 1 .700

Singaporean males are less satisfied with attrestioan females (9.3 Wald = 4.066), while
employees (g.6) are less satisfied than the sgii@rad and retirees with attractions (Wald
= 5.629).

(*) Q19: Satisfaction Q3: Gender Q4: Age
Q5: Education Q6: Employment Q7: Position
Q9: Working Experience

(*) Q19: Satisfaction Q3: Gender Q4: Age
Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Table 6.9: Singapore Food and Beverage

Estimate Std. Error Wald df Sig.

[q19_2 = 2](%) -2.896 1.415 4.189 1] .041
[q19_2 = 3] -1.013 1.368 548 1] .459
[q19 2 = 4] 279 1.366 .042 1| .838
[q19 2 = 5] 1.891 1.373 1.897 1] .168
[q3=1]" -.054 362 .022 1| .881
[03=2] 0 0

[g4=1]" 1.503 1.704 778 1| .378
[q4=2] 1.007 1.197 707 1| .400
[q4=3] .958 1.175 .665 1| .415
[q4=4] 1.251 1.097 1.302 1| .254
[q4=5] 0 0

[g5=1] " 1.085 811 1.787 1| .81
[95=2] -.120 .381 .100 1| .752
[05=3] 0 0

[q6=1]"" -1.016 .699 2.114 1| .146
[06=2] i 0
[q7a=1]"’ -1.021 .869 1.383 1| .240
[q7a=2] .190 791 .058 1] .810
[q7a=3] -1.125 929 1.466 1| .226
[q7a=4] -.496 677 537 1| .464
[g7a=5] 0? 0

[q9=1] " -.161 1.503 .012 1| .915
[q9=2] 281 922 .093 1| .761
®) Q19: satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.
[09=3] 1.643 .887 3.427 1| .064
[q9=4] 1.117 867 1.662 1| 197
[q9=5] 0 0

There is no significant satisfaction or relativedditisfaction with food and beverage by the

Singaporean business travellers, except that peoplee middle length of employment

time are less satisfied than the other groups\itpftl = 3.427).

Table 6.10: Singapore Transportation

Estimate Std. Error Wald df Sig.

[319_3 =1] -5.642 1.685 11.205 1 .001
[q19_3 = 2] -4.206 1.459 8.316 1 .004
[q19_3 = 3] -1.906 1.389 1.884 1 170
[q19_3 = 4] -.366 1.383 .070 1 792
[q19_3 =5] 1.419 1.384 1.052 1 .305
[g3=1] " -.071 .365 .038 1 .846
[03=2] 0? 0

[q4=1]" 560 1.722 .106 1 745
[q4=2] 1.378 1.211 1.296 1 255
[q4=3] 965 1.186 662 1 416
[q4=4] 1.558 1.110 1.970 1 160
[q4=5] o 0

[q5=1] " .888 811 1.198 1 274
[05=2] 272 .384 501 1 479
[q5=3] 0? 0

) Q19: satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.

[g6=1]"" -1.447 712 4.126 1 .042
[06=2] 0 0

[q7a=1]" -1.362 .881 2.392 1 122
[q7a=2] -734 796 .850 1 357
[q7a=3] -1.151 .940 1.500 1 221
[q7a=4] -1.153 .689 2.798 1 .094
[g7a=5] 03 0

[q9=1] " -1.111 1.523 532 1 466
[q9=2] -.343 .929 137 1 712
[q9=3] 1.044 .886 1.389 1 239
[q9=4] 1.029 .873 1.389 1 239
[q9=5] 0? 0

Employees are less satisfied with transportatio® (#ald = 4.126) than employers and the

retired employment positions for Singaporeans.

Table 6.11: Singapore Accommodation

Estimate Std. Error Wald df Sig.

[q19_4 = 2] -4.390 1.509 8.461 1 .004
[?19_4 = 3] -2.594 1.414 3.365 1 .067
[q19_4 = 4] -.530 1.394 145 1 704
[q19_4 = 5] 1.427 1.400 1.039 1 .308
[g3=1] " -.191 .370 267 1 .605
[93=2] 03 0

[g4=1]" -1.041 1.746 .356 1 551
® Q19: Satisfaction Q3: Gender Q4: Age

Q5: Education
Q9: Working Experience

Q6: Employment Q7: Position
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Estimate Std. Error Wald df Sig.

[q4=2] .075 1.224 .004 1 951
[q4=3] -.320 1.201 071 1 790
[q4=4] A76 1.121 180 1 671
[g4=5] 0° 0

[g5=1] " 1.408 .828 2.895 1 .089
[05=2] 633 393 2.596 1 107
[05=3] 0 0

[g6=1] " -1.830 729 6.306 1 012
[06=2] V3 0

[q7a=1] -1.410 .890 2.508 1 113
[q7a=2]" .004 799 .000 1 .996
[q7a=3] -.493 945 272 1 .602
[q7a=4] -.043 686 .004 1 .950
[q7a=5] 0° 0

[q9=1]" .827 1.546 286 1 593
[09=2] 535 947 319 1 572
[q9=3] 2.112 917 5.309 1 021
[q9=4] 1.283 892 2.068 1 150
[09=5] 0 0

Again, Singaporean employees (g.6 Wald = 6.306)es® satisfied with accommodation
than the self-employed and retirees, and peopteemmiddle length of employment time
(9.9 Wald = 5.309) are more satisfied than shaerlonger employment period travellers,

with accommodation.
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Table 6.12: Singapore Victorian State Support

Estimate Std. Error Wald df Sig.

[319_5 =1] -5.776 1.724 11.224 1 .001
[q19 5= 2] -3.586 1.453 6.092 1 014
[q19_5 = 3] -3.125 1.438 4.719 1 .030
[q19 5= 4] -1.021 1.414 522 1 A70
[q19_5 = 5] 1.265 1.413 .803 1 370
[q3=1]" .049 374 017 1 .896
[03=2] 03 0

[q4=1]"" -.963 1.760 299 1 584
[q4=2] -.190 1.237 023 1 .878
[q4=3] -.153 1.215 016 1 .899
[q4=4] 071 1.132 .004 1 950
[g4=5] 0 0

[g5=1] " .680 .828 673 1 412
[q5=2] 706 .398 3.141 1 .076
[05=3] 0 0

[q6=1]"" -1.493 733 4.148 1 .042
[06=2] 0° 0

[q7a=1]" -1.081 .899 1.448 1 229
[q7a=2] .048 812 .004 1 953
[q7a=3] -.836 .960 759 1 .384
[q7a=4] -.582 .698 695 1 405
[q7a=5] 03 0

[q9=1] 1.111 1.560 507 1 476
® Q19: satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.
[09=2] 137 953 021 1 .886
[q9=3] 1.597 917 3.032 1 .082
[09=4] 1.127 .898 1.576 1 209
[09=5] 0® 0

Again, the focus is undergraduate degrees and mdepts (Wald = 3.141) are less satisfied
than those with lower or higher degrees. Additign@mployees (g.6 Wald = 4.148), are

less satisfied than the self-employed, and retinggh Victorian State support.

Table 6.13: Singapore Business Activities

Estimate Std. Error Wald df Sig.

[319_6 = 2] -5.135 1.583 10.515 1 .001
[q19_6 = 3] -3.275 1.447 5.120 1 .024
[q19 6 = 4] -1.105 1.422 .604 1 437
[q19_6 = 5] 1.184 1.417 .698 1 403
[g3=1]" .166 376 194 1 .659
[03=2] o 0

[g4=1]"" 1.918 1.780 1.161 1 281
[q4=2] 1.174 1.247 .887 1 346
[q4=3] 235 1.220 .037 1 847
[q4=4] 795 1.138 489 1 485
[g4=5] (0} 0

[g5=1] " 2.551 .884 8.323 1 .004
[05=2] 231 395 343 1 558
) Q19: satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.

[g5=3] o 0

[g6=1] " -1.984 741 7.161 1 .007
[96=2] 03 0

[q7a=1]" -1.489 .904 2.711 1 .100
[q7a=2] -.511 814 394 1 530
[q7a=3] -1.769 .970 3.324 1 .068
[q7a=4] -.479 .700 467 1 494
[q7a=5] 0° 0

[q9=1] " -2.269 1.581 2.059 1 151
[q9=2] -.139 .957 021 1 .885
[q9=3] 1.248 915 1.860 1 173
[q9=4] 1.422 .904 2.475 1 116
[g9=5] 0 0

People who are employees (.6 Wald = 7.161) arsndgss satisfied with other business
activities, while the less educated (q.5 Wald 28)3are less satisfied than higher educated

Singapore travellers.

Table 6.14: Singapore Overall Satisfaction

Estimate Std. Error Wald df Sig.
{319_7 =2] -5.484 1.618 11.483 1 .001
[q19 7 = 3] -3.747 1.490 6.325 1 012
[19 7 =4] -1.863 1.457 1.634 1 201
[1l9_7 = 5] 431 1.448 .089 1 .766
® Q19: Satisfaction Q3: Gender Q4: Age
Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.

[g3=1] " 467 377 1.533 1 216
[03=2] 03 0

[g4=1] " -1.429 1.836 .606 1 436
[q4=2] -.614 1.306 221 1 .638
[q4=3] -.824 1.286 411 1 522
[q4=4] -.271 1.199 .051 1 821
[g4=5] 0? 0

[g5=1]" 963 .840 1.314 1 252
[05=2] 167 .398 176 1 675
[05=3] 0 0

[g6=1] " -1.695 744 5.192 1 .023
[06=2] V3 0

[q7a=1]" -.387 .894 187 1 .665
[q7a=2] 1.052 821 1.643 1 200
[q7a=3] -.337 .956 124 1 724
[q7a=4] 121 .695 .031 1 861
[q7a=5] 0° 0

[q9=1]" 912 1.620 317 1 573
[09=2] -.353 .969 133 1 716
[09=3] 1.344 933 2.078 1 149
[q9=4] AT7 .907 277 1 599
[g9=5] 0 0

Again, the focus is the employed traveller (q.6 &Val 5.129) and given the previous
specific results for satisfaction for Singaporeyduld be expected employee travellers are

less satisfied overall, compared to self-employedi ratired travellers.

® Q19: Satisfaction
Q5: Education
Q9: Working Experience

Q3: Gender
Q6: Employment

Q4: Age
Q7: Position
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Table 6.15: Vietnam Attractions

Estimate Std. Error Wald df Sig.

[q1(s)9_1 = -3.943 3.555 1.230 1 267
2] ¢
[q19 1= -1.864 3.476 287 1 592
3]
[q19 1= .051 3.464 .000 1 .988
4]
[q19 1= 1.451 3.468 175 1 676
5]
[g3=1]" 310 .309 1.011 1 315
[93=2] o 0
[g4=1] " -1.198 2.512 227 1 634
[q4=2] -1.423 2.500 324 1 569
[q4=3] -2.205 2.490 785 1 .376
[q4=4] -1.623 2.476 430 1 512
[g4=5] 0? 0
[g5=1] " -.032 1.030 .001 1 975
[q5=2] -.003 .330 .000 1 .992
[05=3] 0 0
[g6=1] " 375 1.356 .076 1 782
[96=2] 213 1.369 024 1 876
[q6=4] 03 0
[q7a=1]" 194 .684 .080 1 777
[q7a=2] -.113 664 .029 1 .865
[q7a=3] 237 927 .065 1 798
[q7a=4] -.237 583 165 1 .685
[g7a=5] 03 0
® Q19: Satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.
[q9=1] " 2.572 2.142 1.442 1 230
[q9=2] 1.372 2.114 421 1 516
[q9=3] 1.998 2.101 .905 1 342
[q9=4] -.168 2.363 .005 1 943
[q9=5] 0° 0

For Vietnam, demographics have no significant mfice in regard to satisfaction with

attractions.
Table 6.16: Vietham Food and Beverage
Estimate Std. Error Wald df Sig.
@19_2 =1] -23.795 2.751 74.799 1 .000
[019_2 = 3] -21.665 2.595 69.695 1 .000
[q19 2 = 4] -19.278 2.591 55.380 1 .000
[q19 2 = 5] -17.544 2.589 45.930 1 .000
[q3=1]" 381 311 1.502 1 220
[3=2] Vg 0
[q4=1]" 1.219 2.573 224 1 636
[q4=2] 1.566 2.561 374 1 541
[q4=3] 1.371 2.546 .290 1 .590
[q4=4] 1.692 2.537 445 1 505
[g4=5] 0? 0
[g5=1] " -1.703 1.023 2.771 1 .096
[q5=2] -.447 336 1.764 1 184
®) Q19: satisfaction Q3: Gender Q4: Age
Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.
[05=3] 0 0
[g6=1] " -.232 1.371 .029 1 .866
[06=2] -.182 1.386 017 1 .896
[06=4] 0 0
[q7a=1]" -.622 704 779 1 377
[q7a=2] -722 683 1.119 1 290
[q7a=3] -1.553 948 2.686 1 101
[q7a=4] -1.323 .606 4.772 1 .029
[g7a=5] 03 0
[q9=1] " -17.835 1.524 136.875 1 .000
[q9=2] -18.979 1.485 163.285 1 .000
[q9=3] -18.921 1.454 169.360 1 .000
[q9=4] -18.621 0.000 1
[09=5] 0° 0

The analysis is not stable for length of employn(gr®) and this is shown in the table for
Food and Beverage, so the results cannot be ieterpraccurately. This probably also
relates to the issue of requiring a parallel gamben the logit categories, which appeared
to be in doubt in the discussion earlier. In regarthe other demographics, sales managers
(9.7 Wald = 4.772) have less satisfaction with f@eodi beverage than other occupational

positions for Vietnam.

Table 6.17: Vietnam Transportation

Estimate Std. Error Wald df Sig.

@19_3 =2] -3.419 3.606 .899 1 .343

® Q19: Satisfaction
Q5: Education

Q3: Gender
Q6: Employment

Q4: Age
Q7: Position
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Estimate Std. Error Wald df Sig.

[019_3 = 3] -1.292 3.490 137 1 711
[q19_3 = 4] 550 3.489 .025 1 875
[019_3 = 5] 2.576 3.493 544 1 461
[g3=1]" -.023 312 .005 1 942
[03=2] 03 0

[q4=1]" 646 2.527 .065 1 798
[q4=2] 530 2.516 044 1 .833
[q4=3] .390 2.502 024 1 876
[q4=4] -.132 2.491 .003 1 958
[g4=5] o? 0

[g5=1] " -.873 1.013 742 1 .389
[05=2] 164 335 240 1 624
[05=3] 0 0

[g6=1]"" 1.354 1.345 1.014 1 314
[06=2] 2.026 1.363 2.209 1 137
[06=4] 0? 0

[q7a=1]" -.307 .690 199 1 .656
[q7a=2] -.167 671 .062 1 .803
[q7a=3] -1.385 936 2.190 1 139
[q7a=4] -.194 587 .109 1 741
[a7a=5] o) 0

[q9=1] " -.029 2.162 .000 1 .989
[q9=2] -.256 2.139 014 1 .905
[09=3] .066 2.122 .001 1 975
[q9=4] -.481 2.390 041 1 .840

Q9: Working Experience
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Estimate Std. Error Wald df Sig.

[q9=5] 0° 0
® Q19: Satisfaction Q3: Gender Q4: Age
Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
There are no significant causal links to satistactwith transportation services in

Melbourne, and business travellers from Vietnam.

Table 6.18: Vietnam Accommodation

Estimate Std. Error Wald df Sig.

[319_4 =3 332 3.529 .009 1 925
[q19 4 = 4] 2.574 3.549 526 1 468
[q19 4 = 5] 4.291 3.554 1.458 1 227
[g3=1]" 291 310 .882 1 348
[03=2] 0? 0
[q4=1]" .339 2.557 .018 1 .895
[q4=2] 221 2.545 .008 1 931
[q4=3] 443 2.532 .031 1 861
[q4=4] 384 2.520 .023 1 879
[g4=5] 0 0
[g5=1]" -.615 1.010 .370 1 543
[95=2] -.122 334 133 1 716
[05=3] 0? 0
[q6=1] " 1.124 1.359 684 1 408
[06=2] 1.385 1.373 1.018 1 313
®) Q19: satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.
[q6=4] o 0
[q7a=1]" -.608 704 745 1 .388
[q7a=2] -.549 .683 .646 1 421
[q7a=3] -1.350 .942 2.056 1 152
[q7a=4] -1.256 .605 4.314 1 .038
[g7a=5] 0? 0
[q9=1]" 3.236 2.199 2.166 1 141
[q9=2] 2.677 2.172 1.519 1 218
[q9=3] 2.584 2.154 1.439 1 .230
[q9=4] 1.509 2.406 .394 1 .530
[q9=5] 0 0
There is less satisfaction for Viethamese salesagens (q.7 Wald = 4.314) with
accommodation, than other occupational groups.
Table 6.19: Vietnam Victorian State Support
Estimate Std. Error Wald df Sig.
[?19_5 = 3] -.667 3.473 .037 1 .848
[19 5 =4] 1.389 3.475 .160 1 .689
[q19 5 =5] 2.987 3.479 737 1 391
[g3=1] " .066 .308 .046 1 .830
[q3=2] 0? 0
[g4=1] " 472 2.532 .035 1 .852
® Q19: Satisfaction Q3: Gender Q4: Age
Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.

[q4=2] .038 2.521 .000 1 .988
[q4=3] 216 2.508 .007 1 931
[q4=4] 382 2.497 023 1 879
[g4=5] 0 0

[g5=1] " -1.158 1.002 1.337 1 248
[05=2] -122 .330 135 1 713
[05=3] 0? 0

[g6=1] " 1.013 1.341 570 1 450
[06=2] 1.584 1.357 1.361 1 243
[06=4] 0 0

[q7a=1]" 157 675 .054 1 816
[q7a=2] 591 .659 .803 1 370
[q7a=3] 338 923 134 1 715
[q7a=4] 183 574 101 1 750
[q7a=5] 0? 0

[q9=1] " 796 2.129 140 1 .708
[q9=2] 690 2.106 107 1 743
[q9=3] .686 2.090 .108 1 743
[q9=4] -.934 2.353 158 1 691
[09=5] 0 0

There is no significant causal relationship betwsatisfaction and demographics, for

business travellers from Vietnam.
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Table 6.20: Vietnam Business Activities

Estimate Std. Error Wald df Sig.

!319_6 =3 -5.807 3.580 2.632 1 105
[q19_6 = 4] -3.398 3.546 918 1 .338
[q19_6 = 5] -1.322 3.537 140 1 708
[g3=1] " -.307 318 927 1 .336
[03=2] 0 0

[g4=1] " -1.197 2.564 218 1 641
[q4=2] -1.685 2.554 435 1 .509
[q4=3] -.991 2.538 152 1 .696
[q4=4] -2.343 2.530 .858 1 354
[q4=5] 0j 0

[g5=1]" -1.104 1.028 1.154 1 283
[95=2] 103 341 091 1 763
[05=3] 0 0

[q6=1]" -.085 1.371 .004 1 951
[06=2] 962 1.389 480 1 489
[q6=4] o 0

[q7a=1] (*) -.673 722 869 1 351
[q7a=2] -.372 693 288 1 592
[q7a=3] -1.000 953 1.101 1 294
[q7a=4] -.592 .608 .949 1 .330
[q7a=5] 0? 0

® Q19: satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.
[q9=1]" 292 2.179 .018 1 .893
[09=2] -.365 2.153 .029 1 .866
[q9=3] -.833 2.137 152 1 697
[q9=4] -1.072 2.404 199 1 656
[09=5] o 0

There is no significant causal relationship betwsatisfaction for other business activities

and demographics for business travellers from \dietn

Table 6.21: Vietnam Overall satisfaction

Estimate Std. Error Wald df Sig.

{319_7 = 2] -8.492 3.773 5.064 1 024
[q19 7 = 3] -6.846 3.662 3.494 1 .062
[q19_7 = 4] -4.688 3.625 1.672 1 196
[q19 7 = 5] -2.328 3.611 416 1 519
[g3=1]" 296 319 .862 1 .353
[03=2] V3 0

[q4=1]"" -3.103 2.600 1.425 1 233
[q4=2] -3.056 2.588 1.395 1 238
[q4=3] -3.425 2.577 1.766 1 .184
[q4=4] -2.773 2.563 1.170 1 279
[q4=5] 03 0

) Q19: satisfaction Q3: Gender Q4: Age

Q5: Education Q6: Employment Q7: Position

Q9: Working Experience
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Estimate Std. Error Wald df Sig.

[q5=1] -.809 1.039 .606 1 436
[95=2] 112 341 107 1 743
[05=3] 0 0

[g6=1]"" -1.110 1.473 567 1 451
[96=2] -.244 1.490 .027 1 .870
[06=4] 0° 0

[q7a=1] v -.788 713 1.221 1 269
[q7a=2] -.283 691 167 1 683
[q7a=3] -1.782 961 3.441 1 .064
[q7a=4] -.700 .606 1.337 1 248
[q7a=5] 03 0

[q9=1]"" 1.508 2.216 463 1 496
[q9=2] .893 2.191 .166 1 684
[q9=3] 973 2.174 200 1 654
[q9=4] -1.024 2.435 177 1 674
[09=5] 0 0

There is no significant causal relationship betweeerall satisfaction with Melbourne and
demographics for business travellers from Vietndimwas found that CEOs are less
satisfied with overall satisfaction than other gre{Wald = 3.441).

The question arises now as to whether hypothesscan be rejected. The answer is yes
because there are various demographic effects tisfaséion. However, they are quite

limited in scope. Most occur with the Chinese hass traveller, followed by Singapore

® Q19: Satisfaction
Q5: Education
Q9: Working Experience

Q3: Gender
Q6: Employment

Q4: Age
Q7: Position

Page 203



whereas for Vietnam the effects are generally nastent and where they do occur it is

just with occupational position.

Younger Chinese males have less satisfaction withcéions than older females, and less
satisfaction with transport, Victorian State suppand other business activities than
females; and CEOs are less satisfied with attnastiofood and beverage, and
accommodation and overall satisfaction; while kesgerienced business travellers are less
satisfied with accommodation, and business aawitiYounger travellers and business
owners are less satisfied with other businessiieBy Additionally, males, CEOs and the

less working experienced respondents are lessisdtwgith overall satisfaction.

Overall for China, as would be expected from thevah males are less satisfied than
females, CEOs are less satisfied than other odamadigroups and more recent employees
less satisfied than longer term employment busitresgllers. The gender issue also needs
to be somewhat weighted, in that from the earliescdptive we know that far fewer
business travellers from China are males than fesnalo their dissatisfaction is weighted

less.

Singaporean males are less satisfied with attregtichile employees are less satisfied than
the self-employed and retirees with attractionangportation, accommodation, Victorian
State support and other business activities. Howepeople in the mid-range of

employment time are less satisfied with food andebege than the shorter and longer
employment time periods. Finally, the less educ&edaporean business traveller is more
satisfied with other business activities. Consetjye Singaporean employees are less

satisfied overall.

Vietnamese sale managers are less satisfied watth dod beverage, accommodation than

the other groups. Also, less satisfaction occutls @EOs than the other occupations.

The second hypothesis generated from the concemindél in Chapter 3 is the theoretical

causal link between funding source and satisfaction
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Hypothesis 2: The differences in funding source blsiness travellers do not have

differing impacts on their travel satisfaction.

This causal path is tested using ordinal regressitowever, there are few significant paths
for any of the elements of satisfaction for anytloé three countries. Only self-funded
people in China and Singapore are less satisfid avierall satisfaction (Wald = 3.557 and
4.764, respectively). Consequently, the theoretioak between funding source and

satisfaction is not found to exist (Refer to Appientil). This is not particularly surprising

as business traveller funding source, and subséquentions to invest or recommendation
to invest and satisfaction with their visit to Melbne, are likely to be independent, and

found to be so here.
Consequently, there is insufficient evidence tecehypothesis two.

The conceptual model hypothesizes a relationshipvden the number of visits to

Melbourne and satisfaction.

Hypothesis 3: The differences in the number of timé&e business traveller has visited

Melbourne do not have differing impacts on theiravel satisfaction.

It might be expected that as business travellesit Welbourne more often, their
satisfaction may increase or decrease with inece&rowledge and experience of the city.
One graphic example of the difference between thmelrer of visits and overall satisfaction
is displayed in Figure 6.1 for Vietham. Outlierave been removed for the number of
visits varying greatly between 20 and 180, leaViB of the 200 cases. The comparison is
similar for all countries and all forms of satigsfao such as satisfaction with
accommodation to transport, for example (Refer ppehdix 12). Consequently, there is no

evidence to reject hypothesis 3.

Hypothesis 4: The differences in travel party of $iness travellers does not have

differing impacts on their travel satisfaction.

Hypothesis four states that there is no relatigngi@tween differences in the travel party

and satisfaction. There are two parts to travelypane being the size of the party and the
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other its composition. The composition is dividetween Colleagues and friends, Family

and partners, and Tour group.

Ordinal regression is again used to determine vemnethere is any causal relationship
between the three nominal groups Colleagues arddsi, Family and partners and Tour
group and any form of satisfaction. Again, theseonly a limited relationship found for

China and Singapore (Refer to Appendix 13). Somatter whether the business traveller
respondent is travelling with colleagues, or frigrat partners, there is little evidence to

reject hypothesis four.

6.3 SECTION TWO (TESTING OF HYPOTHESES 5 AND 6) — MULTI PLE
REGRESSION ANALYSIS

The next statistical analysis approach used inctiveent study is multiple regression as
opposed to ordinal regression. According to Neu(@&i1, p. 410), “multiple regression’s
great advantage is its ability to adjust for selveamtrol variables”. In other words, this
method helps the researcher better understand ahables by reducing the number of
variables. “The results from multiple regressionld provide the overall predictive power
of the set of independent and control variableshendependent variable. Additionally, the
outcome from this type of analysis method also gitve direction and size of the effect of
each variable on a dependent variable” (Neuman],201411). Thewo frequent reasons
to apply multiple regression analysis are (1) thiigtistical method provides a deeper
understanding of the complexity of the relationshipetween individual independent
variables, and the dependant variables in the @bnakframework, (2) Consequently, the
overall interrelations can be explained from theuhes of the multiple regressions. Notably,
the researcher can better understand the strerigtinoposed relationship@Hair et al.,
2010).

As a result, the application of the multiple regiea technique is not only valid but also
appropriate to explain and predict the impact aheadependent variable on the dependent
one. Particularly, in this study, the use of mudtipegression analysis is considered an

appropriate statistical technique to examine tHiences of the independent predictor
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variables (destination attributes, professional gegsonal motivation) on satisfaction

which, in turn, links to the future behaviouraldntion factor in the conceptual framework.

Section Two examines the causal relationship betweetives and satisfaction. There are
two separate analyses one for professional motiaed, another for personal motives.
There are also three overall analyses, one for eaahtry (refer to Section 3.4 Chapter
Three).

There are 23 professional motives to explain eddhe seven dimensions of satisfaction
including overall satisfaction. A multiple regrassis used to identify whether there is any
significant explanation by professional motivessatisfaction. The multiple regression
identifies the strength of the overall level of Exmtion, and the individual variables that

contribute significantly to that explanation.

It has already been determined that there is noifgignt multicollinearity between the
independent variables. There is an assumption ttietrelationship is linear between
motives and satisfaction. However, a test willibeluded to check for any non-linear
relationship as well. It is also assumed thatviaeances are homoscedastic and a simple

comparison of variance test is done to ensureaggamption has been met.

It is hypothesised and conceptualised in Figure tBa&i professional motivation would
potentially lead to the questions of satisfactiothwictorian State support, other business-
related activities and overall satisfaction. Peedomotives would potentially lead to
satisfaction with attractions, food and beveragandport, accommodation and overall

satisfaction.

Hypothesis 5: Professional motivations do not cawseying levels of travel satisfaction.

Multiple regressions have been applied to test thgss 5. The results from the analyses
are given in Tables 6.22 to 6.29 below with eadiietahowing the comparison between

each country.
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Table 6.22: Multiple Regression for Professionatltivies on Victoria State Support

Satisfaction
China
Total R-square| Significant Beta t Sig. Significaatiable/s
A stable political climate
310 -.205 -2.203 .029 for investment in
Australia
Singapore
Total R-square| Significant Beta t Sig. Significaatiable/s

The positive impact of
.349 229 2.110 .036 national investment
agency ‘Invest Australia’

The Victoria government
.249 2.656 .009 provides a high level of
post investment support

Vietnam

Total R-square| Significant Beta t Sig. Significaatiable/s
Victorian Government

500 254 2.349 020 | Policies (Trade

agreement, FDI
promotion policies)

215 2.241 .026 Banking services

In Table 6.22 various professional motives are fbtm significantly influence Victorian

State support for all three countries. SingaporsdBare = .349) and Vietnam (R-square =
.500) find state institutional initiatives importaand to some extent that includes banking
through international banking regulations. Howevee Chinese just consider the support

a significant reflection of a stable political eronment (R-square = .310).
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Table 6.23: Multiple Regression for ProfessionaltivVies on Business Activities

ces

ces

Satisfaction
China
Total R- Significant Sig. Significant variable/s
square Beta
Efficiency-seeking (Labour
460 178 2.421 .016 cost, labour quality,
operating costs)
199 2.704 .008 Business networks
Singapore
Total R- Significant t Sig. Significant variable/s
square Beta
Entrepreneurial aspect (be
.359 .210 2.088 .038 independent/own boss, use
own creative skills)
218 2.192 .030 Funds management servi
Vietnam
Total R- Significant t Sig. Significant variable/s
square Beta
Victorian Government
483 229 2.085 .038 policies (Trade agreement,
FDI promotion policies)
A significant list of
-.243 -2.658 .009 investment companies bast
in Melbourne
.200 1.999 .047 Funds management servi
192 1.970 .050 Banking services
.206 2.092 .038 Legal services
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In Table 6.23 there is further significant evidermfe professional motives influencing
satisfaction, this time with other business adbeit Vietnamese travellers focus on the
level of business-related services provided (Rs®ea.483). Singaporeans have a focus
on independent funding arrangements (R-square 9),.3file the Chinese focus on the
efficiency of labour costs and quality, along witerall business networks (R-square =
.460). The Vietnamese also have a negative rédinthe list of investment companies as

this detracts from the level of satisfaction on iBass Activities.

In Table 6.24 below, the overall satisfaction répesome individual measures but has a
different overall focus. The Chinese are againarionited in the impact on satisfaction
with an overall market concern (which is detailedrenclearly in the individual tables
earlier) (R-square = .503), while Singaporeans heiger view of the focus on individual
business investment in a rapidly growing markes{fare = .454). The Viethamese have
a mix of positive and negative issues with the fpasissues extended from services to the
broader issue of networks, efficiency and high gaté return in a growing market (R-

square = .498).

Table 6.24: Multiple Regression for Professionaltiivies on Overall Satisfaction

China
Total R- Significant t Sig. Significant variable/s
square Beta

Market seeking motives
.503 227 2.806 .006 (market size, market
openness, market potential

Singapore

Toral R Significant t Sig. Significant variable/s
square Beta

454 -198 2016 045 Melbourne has high

investment rates of return

Melbourne is growing

212 2.213 .028 .
rapidly
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—

237 2.581 011 Fund management servic
Vietnam
Total R- Significant t Sig. Significant variable/s
square Beta
Efficiency-seeking (Labour
498 .198 2.291 .023 cost, labour quality,
operating costs)
228 2.540 .012 Business networks
Entrepreneurial aspect (be
-.282 -2.749 .007 independent/own boss, use
own creative skills)
The positive impact of
-.242 -2.445 .015 national investment agency
‘Invest Australia’
Victorian Government
524 4.828 .000 policies (Trade agreement,
FDI promotion policies)
The Victoria government
-.302 -2.780 .006 provides a high level of pos
investment support
233 2912 028 Melbourne has high
investment rates of return
291 2 528 012 Mel_bourne is growing
rapidly
222 2.316 .022 Banking services
248 2.555 011 Legal services

It can be noted that although the levels of R-sg@ae statistically significant, they range

between 30 to 50 percent of explained variance lwliaot particularly high, and the R-

square value can be used to compare the strerigtivegy between the tests for each of the

hypotheses.
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From the findings above (R-square = .503 for Chivvaquare = .454 for Singapore and R-
square = .498 for Vietnam), it is clear that prefesal motivations do have varying effects
upon travel satisfaction for all three countri€onsequently, hypothesis 5 is rejected and it

is concluded that professional motives do influeinaeel satisfaction.

The other aspect of motivation measured is personélation. Although the focus of the
thesis is upon business related aspects, persatafations, if fulfilled, could lead to travel
satisfaction, which quite separately could leadtteer holiday, VFR and educational visits

and recommendations.

Hypothesis 6: Personal motivations do not have difhg impacts on travel satisfaction.

In Table 6.25 personal motives are found to sigaiitly influence satisfaction with
attractions in Melbourne (R-square = .753 for ChRequare = .274 for Singapore and R-
square = .377 for Vietnam). For all three coustegploring various lifestyle, festivals and
natural attractions influence their satisfactionthwattractions, as does the motive to
holiday. These are not surprising issues to imieesatisfaction with attractions, but do
suggest the attractions in Melbourne were signmificanough to be influencing in
themselves. However, the Viethamese again have one negatiatiaeship for historic
sites and museums, as derived from personal mdi8igaificant Beta = -.297).

Table 6.25: Multiple Regression for Personal Mddioa Attraction Satisfaction

China
Total R-square Significant t Sig. Significant variable/s
Beta
753 150 2067 040 Attending Melbourne’s festivals and
events
.185 2.322| .021 Exploring Melbourne’s lifestyle
190 3076 002 Explor.lng Melbourne’s cultural
attractions
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Singapore
Total R-square Significant t Sig. Significant variable/s
Beta
274 .261 2.294 .023 Holiday
222 2.161| .032 Exploring Melbourne’s lifestyle
.203 2.286| .023 Career enhancement
Vietnam
Total R-square Significant t Sig. Significant variable/s
Beta
377 .332 3.391 .001 Holiday
413 3798 000 Explor.lng Melbourne’s natural
attractions
- Exploring Melbourne’s historic
297 2.846 | 0% sites/museums

In Table 6.26 below (R-square = .359 for China,glese = .297 for Singapore and R-
square = .458 for Vietnam), career enhancementseand this is more difficult to explain,
but may relate to the experiences with attractiod #ood and beverage enhancing the

person’s worldliness on return home to their bussrenvironment and colleagues.

Improving satisfaction from the point of view of RFor food and beverage, for China is
negative (Significant Beta = -.170) (which is catent with the lack of interest in VFR in
Melbourne generally); and for Vietnam it is posiiySignificant Beta = .223), and this
relates to the issue where Food and Beverage drattractions for the Vietnamese
generally, but are when visiting friends and familyhe Viethamese and Chinese see issues
positively that allow time for exploration (Sigrdént Beta = .242 for Vietnam and
Significant Beta = .207 for China).
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Table 6.26: Multiple Regression for Personal Matiee Food and Beverage Satisfaction

China
Total R-square Significant t Sig. Significant variable/s
Beta
.359 -.170 5024 .044 Visiting relatives and friends
207 5138 034 Exploring Melbourne s lifestyle
and entertainment
173 2.089| .038 Career enhancement
Singapore
Total R-square Significant t Sig. Significant variable/s
Beta
297 .259 2.966 .003 Career enhancement
Vietnam
Total R-square Significant t Sig. Significant variable/s
Beta
458 .282 3.092 .002 Holiday
-.251 5518 .013 Escape from routine
223 2.601| .010 Visiting friends and relatives
242 2499 013 Exploring Melbourne S nightlife
and entertainment

In Table 6.27 below personal motives of exploringlbdurne for the Chinese

and

Singaporeans are important in regard to satisfaatith transport (Significant Beta = .232

for China and Significant Beta =

.290 for Singapprbut not significant for the

Vietnamese. However, the Chinese have no intemeshistoric sites and museums

(Significant Beta = -.168).
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Table 6.27: Multiple Regression for Personal Matiea Transport Satisfaction

China
Total R-square Significant t Sig. Significant variable/s
Beta
310 932 2927 004 Explor.lng Melbourne’s natural
attractions
- Exploring Melbourne’s historic
168 2167|032 sites/museums
Singapore
Total R-square Significant t Sig. Significant variable/s
Beta
314 .290 2.900 .004 Exploring Melbourne’s lifestyl
.263 2.732| .007 Looking for education institutions
Vietnam
Total R-square Significant t Sig. Significant variable/s
Beta
277 None

In Table 6.28 below for the Chinese and Singapa&daoking for education opportunities
(which would be for family, not just themselves)lates to satisfaction with
accommodation, which is of course a large costlimin offshore education (Significant
Beta = .205 for China and Significant Beta = .208 $ingapore). For the Viethamese
shopping (Significant Beta = .201) and exploringlates to satisfaction with
accommodation (Significant Beta = .225). Again VBRes not motivate the Chinese
(Significant Beta = -.236), and the Viethamese dbsgee accommodation as relating to an

escape from routine (Significant Beta = -.298).
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Table 6.28: Multiple Regression for Personal Matiee Accommodation Satisfaction

China
Total R-square Significant t Sig. Significant variable/s
Beta
.206 -.236 2591 .013 Visiting relatives and friends
.205 2.146| .033 Looking for education institutions
Singapore
Total R-square Significant t Sig. Significant variable/s
Beta
.288 .203 2.068 .040 Looking for education insittos
Vietnam
Total R-square Significant t Sig. Significant variable/s
Beta
406 -.298 5 854 .005 Escape from routine
.201 2.217| .028 Shopping
995 5204 027 Exploring Melbourne s nightlife
and entertainment

In Table 6.29 below overall satisfaction is inflaed by personal motives which relate to a
summary of the specific motives discussed aboveeaslly for the Chinese and
Singaporeans (Significant Beta = .205 and .203)e@srely). The business traveller is
personally travelling for motives not just relatexdthemselves in the case of China and
Singapore but is thinking of satisfaction for oth@tlose to them, most likely in future

travel.

It also highlights the importance of relatives dridnds for the Viethamese (Significant
Beta = .225).
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Table 6.29: Multiple Regression for Personal Mdadiea Overall Satisfaction

China
Total R-square Significant t Sig. Significant variable/s
Beta
449 .240 2.630 .009 Holiday
-.292 3747 .000 Visiting friends and relatives
299 3286/ 001 Explor.lng Melbourne’s cultural
attractions
A77 2.226| .027 Looking for education institutions
Singapore
Total R-square Significant t Sig. Significant variable/s
Beta
.296 .369 3.650 .000 Escape from routine
.202 1.996| .047 Exploring Melbourne’s lifestyle
Vietnam
Total R-square Significant t Sig. Significant variable/s
Beta
.306 233 2.403 .017 Visiting relatives and friends

The R-square values range between more than 26leselto 80 percent for three markets
and are somewhat higher than the values found riafegsional motives. In conclusion

there is evidence to reject hypothesis 6.
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6.4 SECTION THREE (TESTING OF HYPOTHESES 7, 8, 9 AND 10 —
MULTIPLE REGRESSION ANALYSIS

In this section the relationship between destimatitiributes and satisfaction is analysed
using multiple regression (refer to Section 3.4 @@&aThree). The conceptual framework
hypothesises that five aspects of destination baties (tourist attractions, amenities,
accessibility, and accommodation) influence satigda, while satisfaction is measured
with seven different aspects, including overallsattion. Hypothesis seven is the first of

the five aspects analysed.

Hypothesis 7: Melbourne's visitor attractions do hbave differing impacts on business

traveller satisfaction.

The importance of eight (there were no responsesthe “other” category) major
Melbourne attractions is measured in question 1th@fsurvey instrument, and these form
the independent variables in the multiple regressigainst each of the seven aspects of

satisfaction. Again, any relationship is assuneeble linear.

The dependent variable relates to the questiorgéimeral my experiences associated with
Melbourne Attractions was better than | expectetiich measures a level of satisfaction,
whereas the attraction independent variables aeeligt of eight major Melbourne

attractions.
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Table 6.30: Multiple Regression for AttractionsAttraction Satisfaction

China

Total R-square| Significant Beta t Sig. Significaatiable/s

746 510 6.752 .000 Federation Square
.182 2.565 011 Royal Botanic Gardens
.163 2.896 .004 Royal Exhibition buildin

Singapore

Total R-square| Significant Beta t Sig. Significaatiable/s

537 .385 4.052 .000 Federation Square
254 2.236 027 \'jitt'g::' Gallery of

Vietnam

Total R-square| Significant Beta t Sig. Significaatiable/s

.567 342 3.519 .001 Federation Square
214 2.104 .037 Royal Botanic Gardens

g

Table 6.30 finds a variety of Melbourne’s attrasfowere found to be satisfying.

Federation Square” appears across all three gr(®igsaificant Beta = .510 for China,
Significant Beta = .385 for Singapore and SignificBeta = .342 for Vietnam). There is

less reason to consider differences between grtmipge very strong, and this is the case

here.
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In Table 6.31 it would intuitively seem unlikelyahdifferent major Melbourne attractions
would cause satisfaction with Food and Beveragewdver, this might be the case if the
food and beverage was particularly enjoyed at étiaaction. Indeed, this is the case for
the Chinese who again focus on the same set @icatins (Federation Square, Royal

Botanic Gardens and Royal Exhibition Building).

Table 6.31: Multiple Regression for Attractionsferod and Beverage Satisfaction

China

Total R-square| Significant Beta t Sig. Significaatiable/s

.612 192 2.141 .034 Federation Square
313 3.729 .000 Royal Botanic Gardens
149 2.232 027 | Roval Exhibition

Building

Singapore

Total R-square| Significant Beta t Sig. Significaatiable/s

479 None

Vietnam

Total R-square| Significant Beta t Sig. Significaatiable/s

.598 None
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The attractions related to satisfaction with tramsprefer to Table 6.32) are more
dependent on transport for access than those listéde previous two tables, with the
exception of Federation square, although that désgends upon the issue of the size of
Melbourne’s CBD which is large. However, the Vetmese attraction has a negative
coefficient which presumably relates to the attoactalso being a form of transport
(Significant Beta = .247).

Table 6.32: Multiple Regression for Attractions Transport Satisfaction

China
Total R-square | Significant Beta t Sig. Significaatiable/s
514 160 2.036 043 Queen Victoria
Market

211 2.881 .004 Seasonal Event
Singapore
Total R-square | Significant Beta t Sig. Significaatiable/s
.554 232 Federation Square
Vietnam
Total R-square | Significant Beta t Sig. Significaatiable/s
517 -.247 -2.397 .018 Yarra River Cruise
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In Table 6.33 certain attractions lead to satigfactvith accommodation, although not for

Singaporeans. Again, it tends to be a similar diftattractions (for example “Queen
Victoria Market” for China).

Table 6.33: Multiple Regression for AttractionsAccommodation Satisfaction

China

Total R-square| Significant Beta t Sig. Significaatiable/s

455 A77 2.167 .031 Queen Victoria Market

Singapore

Total R-square| Significant Beta t Sig. Significaatiable/s

.502 None

Vietnam

Total R-square| Significant Beta t Sig. Significaatiable/s
199 2.279 .024 Seasonal Event

It is more difficult to see the links meaningfulbetween attractions and satisfaction for

Victorian State support (refer to Table 6.34), atlder business activities (refer to Table

6.35) although they do occur. Again, there ismailar set of attractions (“Queen Victoria

Market”, “Melbourne museum and Royal Exhibition Bing” and “Federation Square”).
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Table 6.34: Multiple Regression for Attractions\ictorian State Support Satisfaction

China

Total R-square Significant Beta Sig. Significant variable/s

451 242 2.964 .003 Queen Victoria Market

Singapore

Total R-square Significant Beta Sig. Significant variable/s

.536 272 2.873 .005 Federation Square

Vietnam

Total R-square Significant Beta Sig. Significant variable/s

.663 .254 2.877 .004 Federation Square
.202 2.355 .020 Queen Victoria Market
374 4321 000 Melbourne museum and

Royal Exhibition Building
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Table 6.35: Multiple Regression for AttractionsBusiness Related Activities Satisfaction

China

Total R-square| Significant Beta t Sig. Significaatiable/s

.641 327 4.643 .000 Queen Victoria Market
-.151 -2.104 .037 South Bank and Arts Centre
132 2053 | 03| biion Buiding
174 2.664 .008 Seasonal Event

Singapore

Total R-square| Significant Beta t Sig. Significaatiable/s

461 .203 2.030 .044 Federation Square

Vietnam

Total R-square| Significant Beta t Sig. Significaatiable/s
273 3.221 .002 Seasonal Event
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Overall, the attractions are a shortened list ftbe previous tables (refer to Table 6.36).
Although the Chinese are negative with “South Ban#l Arts Centre “ (Significant Beta =
-.151), there is again a similar set of attracti¢t@@ueen Victoria Market”, “Melbourne

museum and Royal Exhibition Building”, “FederatiBguare” and “Seasonal Event”).

Table 6.36: Multiple Regression for Attractions©werall Satisfaction

China

Total R-square Significant Beta Sig. Significant variable/s

.633 247 2.814 .005 Federation Square
.290 4.089 .000 Queen Victoria Market

Singapore

Total R-square Significant Beta Sig. Significant variable/s

A75 .240 2.426 .016 Federation Square
.343 3.069 .002 Yarra River Cruise

Vietnam

Total R-square Significant Beta Sig. Significant variable/s

493 .240 2.234 .027 Royal Botanic Gardens

The results from the analysis on attractions davshtractions having a varying impact on
travel satisfaction, so hypothesis 7 can be rejectéhe findings also generally support the
conclusion that Melbourne’s attractions do aidravel satisfaction for business travellers.
They are not as wide ranging as motivations, aatithlargely because they are limited in

number to start with, as only the most outstanditigactions were used in the analysis.

The R-square values for attractions range is moresistent ranging between 50 to 60

percent of explained variance which is quite strong

Hypothesis 8 tests the relationship between Meltearamenities and travel satisfaction

for the business traveller.
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Hypothesis 8: Melbourne's amenities do not caus#eting impacts on business traveller
satisfaction.

As stated earlier there is no conflict in the corgman between the importance of food and
beverage, and the satisfaction with it in Melbourne

Table 6.37 finds a variety of Melbourne’s food dmelrerage are found to be satisfying.
“Asian Food and Beverage” is important for the @si@ and Viethnamese as the Significant
Beta is .356 and .301, respectively. Singaporead Wiethamese share the same
satisfaction on “The freshness of Food and Bevérégignificant Beta = .253 and .208,

respectively).
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Table 6.37: Multiple Regression for Amenities orrattions Satisfaction

China
Total R-square Significant Beta Sig. Significant variable/s
.535 .356 5.545 .000 Asian Food and Beverage
234 3.683 .000 Western Food and Beverage
141 2214 028 Cost/price Levels of Food
and Beverage
Singapore
Total R-square Significant Beta Sig. Significant variable/s
652 180 2 453 015 Australian Food and
Beverage
289 3357 001 Quality of Food and
Beverage
253 5 849 005 The freshness of Food and
Beverage
Vietnam
Total R-square Significant Beta Sig. Significant variable/s
.582 301 3.615 .000 Asian Food and Beverage
208 5381 018 The freshness of Food and
Beverage

The food and beverage category is not just abautiffierent types, but also includes the
quality and the freshness (refer to Table 6.38he ®nly clear difference between the
countries is that the more economically advancedW more westernised market of

Singapore is more focussed upon quality and freshine
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Table 6.38: Multiple Regression for Amenities oroB@nd Beverage Satisfaction

China
Total R-square  Significant Beta Sig. Significant variable/s
.648 221 3.018 .003 Asian Food and Beverage
375 5179 000 Western Food and
Beverage
151 2 265 025 Different Food and
Beverage
Singapore
Total R-square Significant Beta Sig. Significant variable/s
.625 164 2 233 027 Different Food and
Beverage
.343 3.871 000 Quality of Food and
Beverage
Vietnam
Total R-square Significant Beta Sig. Significant variable/s
.669 206 3.019 003 Western Food and
Beverage
252 3.158 002 The freshness of Food and
Beverage
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In Table 6.39 certain food and beverages lead tiefaetion with transportation, although

not for Singaporeans. It tends to be a similar disamenities (for example “Australian

Food and Beverage” for China and Vietnam).

Table 6.39: Multiple Regression for Amenities omigport Satisfaction

1%}

China
Total R-square Significant Beta Sig. Significant variable/s
537 162 2.002 .047 Asian Food and Beverag
.295 3.679 .000 Western Food and Beverage
218 3084 002 Australian Food and
Beverage
Singapore
Total R-square Significant Beta Sig. Significant variable/s
483 None
Vietnam
Total R-square Significant Beta Sig. Significant variable/s
692 399 4.028 000 Australian Food and
Beverage
257 3162 002 Quality of Food and

Beverage
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Table 6.40 below shows that Singaporean are mareséul upon quality of food and
beverage (Significant Beta = .272). Viethnamese amdy pay attention to the “quality”

issue but also “the freshness”. While the Chireegemore interested in the variety of food

and beverage (Significant Beta = .228).

Table 6.40: Multiple Regression for Amenities oncAmmodation Satisfaction

China

Tou Significant t Sig. | Significant variable/s

R-square | Beta

510 .228 3.034 .003 Different Food and Beverage

Singapore

Tol Significant t Sig. | Significant variable/s

R-square | Beta

.564 272 2.902 .004 Quality of Food and Beverage

Vietnam

Tow Significant t Sig. | Significant variable/s

R-square | Betd

.616 230 2.216 .028 Western Food and Beverage
.286 3.503 .001] Quality of Food and Beverage
195 2.300 .023 The freshness of Food and Beverage
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Table 6.41 shows the link between amenities andsHtisfaction with Victorian State
Support. Again, the different food and beverade, ¢tost and the quality are the most
important focus of business travellers from threentries.

Table 6.41: Multiple Regression for Amenities orctdrian State Support Satisfaction

China
Total R-square| Significant Beta t Sig. Significaatiable/s
534 161 2.270 op4 | Australian Food and
Beverage
215 2 904 004 Different Food and
Beverage
.228 2.839 005 Cost/price Levels of Food
and Beverage
Singapore
Total R-square|  Significant Beta Sig. Significaatiable/s
492 210 2.555 011 Different Food and
Beverage
Vietnam
Total R-square| Significant Beta t Sig. Significaatiable/s
594 205 2.224 op7 | American Food and
Beverage
.251 3.014 003 Quality of Food and
Beverage
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Table 6.42 illustrates the relationship betweenraties and the satisfaction with business
activity. Again, the different food and beverages cost and the quality are of the most

interest by business travellers from the three etark

Table 6.42: Multiple Regression for Amenities orsBiess Activity Satisfaction

China
Total R-square Significant Beta Sig. Significant variable/s
526 .258 2.934| .004 Western Food and Beverage
.158 1.967 | .051 Different Food and Beverage
294 5953 | 004 The freshness of Food and
Beverage
Singapore
Total R-square Significant Beta Sig. Significant variable/s
526 .258 2.934| .004 Western Food and Beverage
294 5953 | 004 The freshness of Food and
Beverage
Vietnam
Total R-square Significant Beta Sig. Significant variable/s
.660 .159 2.222 | .027 Different Food and Beverage
.310 3.986 | .000 Quiality of Food and Beverage
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Table 6.43 shows the link between amenities andativ&atisfaction. Again, the different
food and beverage, the cost and the quality aregtbatest focus of the Vietnamese,

Chinese and Singaporeans.

Table 6.43: Multiple Regression for Amenities one@ll Satisfaction

China

Total R-square Significant Beta Sig. Significant variable/s

.703 .240 3.521] .001| Asian Food and Beverage
197 2913l 004 Cost/price Levels of Food and

Beverage

Singapore

Total R-square Significant Beta Sig. Significant variable/s

543 232 2.433 .016| Quality of Food and Beverage

Vietnam

Total R-square Significant Beta Sig. Significant variable/s

.613 162 1.999 .047| Asian Food and Beverage
223 2.715| .007 | Australian Food and Beverage

The interesting finding here is the almost totaimdwance of food and beverage on
influencing traveller satisfaction (refer to Tableés7 to 6.43). Melbourne is known to
have a huge variety of restaurants and food outheemy of the highest international
standard, and many offering Asian cuisine. This tesulted primarily from international
immigration since the second world war with wavésnigrants, first from Europe, then

from different parts of Asia and now from Africacathe Middle East.

The conclusion in relation to hypothesis 8 fromexamination of Tables 6.37 to 6.43 is
that amenities do cause varying levels of busitesller satisfaction. Although, this is

more highly concentrated on food and beverage.
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The R-square values range between 50 and 70 peterplained variance and are quite

strong. Consequently, hypothesis 8 can be rejected.

Hypothesis 9: Melbourne’s levels of accessibilityp chot cause differing impacts on

business traveller satisfaction.

Hypothesis 9 is focussed upon the destinationbatii of accessibility, and its impact on

business travel satisfaction.

Accessibility is focussed upon transport and thgeint aspects of transport and includes

the facility for disabled access.

Table 6.44 below explains how accessibility impawisthe satisfaction of attractions. As
the respondents are all business travellers, e @y transportation they prefer is “private
car” to save on their limited time. The Chinesd afiethamese also look for convenience

of local transport.
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Table 6.44: Multiple Regression for Accessibility Attractions Satisfaction

China
Total R-square Significant Beta] t Sig. Significaatiable/s
127 212 3.221 .002 Private Car
.246 3.784 .000 Taxi
116 2004 | .047 $g;]"sepr2retnce of Local
253 4,128 .000 Transportation Facilities
Singapore
Total R-square Significant Beta] t Sig. Significaatiable/s
.549 .243 3.480 .001 Private Car
185 2.517 .013 Bus
Vietnam
Total R-square Significant Beta] t Sig. Significaatiable/s
.641 299 4.192 .000 Private Car
163 2.124 .035 Tram
188 1.999 | .047 ?;Zﬁ,fﬁ”ce of Local
228 2097 | 003 | on o the Venue
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Table 6.45 shows how accessibility impacts on #iesfction of food and beverage. The
results are mixed, as taxi and tram are the mgstilpo choices of business travellers from
the three markets. The findings are explainedhascbnvenience of the tram system in

Melbourne city differentiates Melbourne from otleéres in Australia.

Table 6.45: Multiple Regression for Accessibility Bood and Beverage Satisfaction

China
Total R-squarg Significant Beta] t Sig. Significaatiable/s
.606 164 2.185 .030 Taxi

230 2.760 .006 Train

167 2.358 .019 Transport Facilities
Singapore
Total R-squarg Significant Beta] t Sig. Significaatiable/s
.557 192 2.762 .006 Private Car

225 2.929 .004 Tram
Vietnam
Total R-squarg Significant Beta] t Sig. Significaatiable/s
.606 .296 4.091 .000 Taxi

.186 2.336 021 Tram
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Table 6.46 illustrates how accessibility impactstioa satisfaction with transport. Again,

tram, taxi and private care are on the list.

Table 6.46: Multiple Regression for Accessibility dransport Satisfaction

China
Total R-square Significant Beta] t Sig. Significaatiable/s
493 199 2.412 017 Taxi

173 2.230 027 Transport Facilities
Singapore
Total R-square Significant Beta] t Sig. Significaatiable/s
521 162 2.271 .024 Private Car

222 2.468 .014 Train

159 2.285 .023 Facilities for Disabled Accegs
Vietnam
Total R-square Significant Beta] t Sig. Significaatiable/s
.607 .358 4.509 .000 Tram

295 3028 003 Convenience of Local

Transport
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Table 6.47 shows how accessibility impacts on tagsfction with accommodation.

While Chinese and Vietnamese consider the fadgliimportant, there is no link for

Singaporeans.

Table 6.47: Multiple Regression for Accessibility Accommodation Satisfaction
China
Total R-square Significant Beta] t Sig. Significaatiable/s
464 .204 2.375 .019 Facilities for Disabled Access
.255 3.229 .001 Transport Facilities
Singapore
Total R-square Significant Beta] t Sig. Significaatiable/s
.533 None
Vietnam
Total R-square Significant Beta] t Sig. Significaatiable/s
.600 .148 2.035 .043 Taxi
224 2.806 .006 Tram
241 2.419 .016 Transport Facilities
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Table 6.48 shows how accessibility impacts on thésfaction with Victorian State

support. No relationship is found for the Vietn@@eand there is a wide mix of significant

forms of transport leading to satisfaction for @l@nese and Singaporeans, including types

of transport, the cost, facilities and convenience.

Table 6.48: Multiple Regression for Accessibility @ictorian State Support Satisfaction

China
Total R-square Significant Beta] t Sig. Significaatiable/s
471 .189 2.451 .015 Bus
246 3.295 | .001 (T:g;]vsi:zftnce of Local
176 2.229 .027 Transport Facilities
Singapore
Total R-square Significant Beta] t Sig. Significaatiable/s
494 150 1.966 .051 Bus
167 2.353 .020 Facilities for Disabled Access
15 2083 | 039 | om0 the Venue
Vietnam
Total R-square Significant Beta] t Sig. Significaatiable/s

.607

None
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Table 6.49 explains how accessibility impacts oa $latisfaction with business activity.

Taxi and transport facilities are the most popiikems for business travellers from the three

markets.

Table 6.49: Multiple Regression for Accessibility Business Activities Satisfaction

China
Total R-square Significant Beta] t Sig. Significaatiable/s
.629 182 2.476 .014 Taxi
.166 2.194 .029 Facilities for Disabled Accegss
157 2394 | .018 $;r;l";r2ret”°e of Local
277 3.986 .000 Transport Facilities
Singapore
Total R-square Significant Beta] t Sig. Significaatiable/s
.530 223 3.218 .002 Facilities for Disabled Access
Vietnam
Total R-square Significant Beta] t Sig. Significaatiable/s
572 173 2.313 .022 Taxi
211 2.745 .007 Facilities for Disabled Accegs
257 2.517 .013 Transport Facilities
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Table 6.50 illustrates how accessibility impactsooerall satisfaction. The result is a wide

mix of significant forms of transport, and also fheilities and the convenience of the local

transport.

Table 6.50: Multiple Regression for Accessibility Overall Satisfaction

SS

China
Total R-square Significant Beta] t Sig. Significaatiable/s
.683 297 4.236 .000 Private Car
.280 4.057 .000 Taxi
.207 3.237 .001 Bus
226 3.459 .001 Transport Facilities
Singapore
Total R-square Significant Beta] t Sig. Significaatiable/s
.563 .138 2.038 .043 Facilities for Disabled Acce
Vietnam
Total R-square Significant Beta] t Sig. Significaatiable/s
611 176 2.448 .015 Taxi
.198 2.505 .013 Tram
280 5 887 004 Convenience of Local

Transport

There is a wide mix of significant forms of trangjpeading to satisfaction, and if there is a

difference it tends to be Singapore as differer€ltina and Vietham. Singaporeans have a
narrower band of types of transport, and more esiphan disabled access. Viethamese
have a slightly stronger focus on the use of tr&efer to Tables 6.44 to 6.50). There is an

interesting focus on disabled access across seyeaps and particularly with Singapore.
Whereas Singaporeans are not concerned with @xeltand more satisfied with private
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car transport. China and Vietnam have a similaraider level of satisfaction with mostly

public transport.

As the R-square values range between 50 and 7@mieso they are quite strong and the
finding for the ninth hypothesis is that varyingcessibility issues do influence, and

traveller satisfaction and consequently, hypotheisis is rejected.

The third aspect of destination attributes hypatieesto influence traveller satisfaction is
accommodation. Accommodation includes types obernodation as well as issues such

availability, rates and staff service.

Hypothesis 10: Melbourne's accommodation attributés not cause differing impacts on

business traveller satisfaction.

Table 6.51 shows how accommodation impacts on Htesfaction with attractions.
Respondents from three countries all agree thardity people” is an important factor.

They also prefer 3-4 star or above hotels.
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Table 6.51: Multiple Regression for AccommodationAitractions Satisfaction

China
Total R-square Significant Beta | t Sig. Significant variable/s
767 .390 6.579 .000 5 Star Hotel
140 2.444 .015 3-4 Star Hotel
207 3.109 .002 Own home/family house
184 a3t | 00| Desinaton
156 2.555 .011 Friendly People
Singapore
Total R-square Significant Beta | t Sig. Significant variable/s
.348 151 2.097 .037 3-4 Star Hotel
154 1.898 .059 Friendly people
Vietnam
Total R-square Significant Beta | t Sig. Significant variable/s
.619 374 5.307 .000 5 Star Hotel
210 2.096 .037 Accommodation Rates
176 2.093 .038 Friendly People
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Table 6.52 examines how accommodation impacts ensttisfaction with food and

beverage. Aside from star hotels, travellers ase about the rates and facilities.

Table 6.52: Multiple Regression for AccommodationFmod and Beverage Satisfaction

China
Total R-square Significant Beta | t Sig. Significant variable/s
.603 175 2.372 .019 5 Star Hotel

319 4.461 .000 3-4 Star Hotel

146 2.150 .033 Accommodation Availability
Singapore
Total R-square Significant Beta | t Sig. Significant variable/s
569 167 2.359 .019 3-4 Star Hotel

164 1.984 .049 Accommodation Rates
Vietnam
Total R-square Significant Beta | t Sig. Significant variable/s
.649 .293 4.301 .000 5 Star Hotel

.246 2.533 .012 Accommodation Rates
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Table 6.53 illustrates how accommodation impactssatisfaction with transport. The

results are different from the three countries. T#anese continue with 5 star hotels,

Singapore choose relatives or friends’ houses, \detham have most concern about

accommodation availability.

Table 6.53: Multiple Regression for AccommodationToansport Satisfaction

China

Total R-square Significant Beta | t Sig. Significant variable/s

491 .240 2.983 .003 5 Star Hotel

Singapore

Total R-square Significant Beta | t Sig. Significant variable/s

519 .156 1.747 .082 Your Friends/Relatives Houise
Vietnam

Total R-square Significant Beta | t Sig. Significant variable/s

.601 .284 2.807 .006 Accommodation Availability
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Table 6.54 shows how accommodation impacts on acwmation satisfaction. Again,
hotel type and rates are the greatest concern.

Table 6.54: Multiple Regression for AccommodationAccommodation Satisfaction

China
Total R-square Significant Beta | t Sig. Significant variable/s
518 153 1.992 .048 3-4 Star Hotel

256 e | 001 | et Desinaton

.263 3.323 .001 Friendly People
Singapore
Total R-square Significant Beta | t Sig. Significant variable/s
518 A71 2.327 .021 3-4 Star Hotel

179 2.084 .039 Accommodation Rates
Vietnam
Total R-square Significant Beta | t Sig. Significant variable/s
.610 146 2.060 .041 5 Star Hotel

.203 2.006 .046 Accommodation Rates

Page 246



Table 6.55 explains how accommodation impacts ensttisfaction with Victorian State
support. There is no connection for the Chinesdemfietnam and Singapore consider
hotel star rating and rates significant.

Table 6.55: Multiple Regression for Accommodatian\bctorian State Support

Satisfaction

China
Total R-square Significant Beta | t Sig. Significant variable/s
404 None
Singapore
Total R-square Significant Beta | t Sig. Significant variable/s
541 .198 2.740 .007 3-4 Star Hotel

.304 3.447 .001 Your Friends/Relatives House
Vietnam
Total R-square Significant Beta | t Sig. Significant variable/s
.635 274 3.963 .000 5 Star Hotel

195 1.978 .049 Accommodation Rates
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Table 6.56 shows the relationship between accomtioodand the satisfaction with
business activities. Besides the hotel star lesedpondents from the three countries

choose friendly people, facilities and rates asartgnt.

Table 6.56: Multiple Regression for AccommodationBusiness Activities Satisfaction

China

Total R-square Significant Beta | t Sig. Significant variable/s

.603 195 2.863 .005 Accommodation Availability
244 3.218 .002 Friendly People

Singapore

Total R-square Significant Beta | t Sig. Significant variable/s

.613 159 2.329 .021 3-4 Star Hotel
.350 4.229 .000 Your Friends/Relatives House
218 2.835 .005 Friendly People

Vietnam

Total R-square Significant Beta | t Sig. Significant variable/s

.659 .160 2.371 .019 5 Star Hotel
228 2.745 .007 Your friends/Relatives House
.236 2.465 .015 Accommodation Rates
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The link between accommodation and overall satisfads shown in Table 6.57. Again,

types of accommodation and friendly people arentbst significant items.

Table 6.57: Multiple Regression for AccommodationQ@verall Satisfaction

China
Total R-square Significant Beta | t Sig. Significant variable/s
.704 .249 3.789 .000 5 Star Hotel
143 2.325 .021 Accommodation Rates
.349 5.165 .000 Friendly People
Singapore
Total R-square Significant Beta | t Sig. Significant variable/s
.614 176 2.587 .010 3-4 Star Hotel
163 1975 | 050 | oiaton Sta
.300 3.910 .000 Friendly People
Vietnam
Total R-square Significant Beta | t Sig. Significant variable/s
.619 .158 2.245 .026 5 Star Hotel
244 2.908 .004 Friendly People

There is a tendency for accommodation rates to bee mmportant for the Viethamese
which is commensurate with the developing econostétus of the country, relative to
China and Singapore. There is a fairly strong easjghon friendly people for all countries.

There is more emphasis on 3-4-star hotels for Pioigaas opposed to 5-star hotels.

The R-square values range between 30 to 80 pebcerare more toward the higher side

and could be considered very strong, with the ggshlevels for destination attributes
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(refer to Tables 6.51 to 6.57). Also, there areyway levels of satisfaction as a result of the

accommodation destination attribute, and consetukypothesis 10 is rejected.

6.5 SECTION FOUR (TESTING OF HYPOTHESES 11, 12, 13, 1415, 16, 17
AND 18) — MULTIPLE REGRESSION ANALYSIS

Section Four examines the relationship betweersfaation with the business trip and
future behavioural intentions (refer to Section 8Hapter Three), which themselves are
divided between future intentions to revisit antufa intentions to recommend Melbourne

to others on the return home.

Hypothesis 11: Business traveller satisfaction dagst determine revisit intention for

investment.

Multiple regression is used to determine if thera icausal relationship between any of the
satisfaction elements (satisfaction with attractiorfood and beverage, transport,
accommodation, Victorian State support, generainess-related activities and overall
satisfaction) and behavioural intentions. Againe thnalysis examines each country

separately (refer to Table 6.58).
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Table 6.58: Multiple Regression for SatisfactionFarture Intention to Undertake

Investment Activities

China

Total R-square| Significant Beta Sig. Significant variable/s

468 503 6.174| 000 chzlr:J?lé;nngt;actions were better
My experiences with

137 2.257 | .025 | Transportation were better than

expected

Singapore

Total R-square| Significant Beta Sig. Significant variable/s

135 None

Vietnam

Total R-square| Significant Beta Sig. Significant variable/s

202 387 4634 000 Melbourne Attractions were better

than | expected

Although there is a link between the traveller eateristics, motives and destination

attributes for business traveller satisfactions thoes not pass on strongly to have a causal

link between satisfaction and the intention to Btveverall.

The R-square values are

between 40 and 47 percent, so it is possible extépr China and Vietnam. However, the

results are only based on weak and limited causdinigs. Additionally, the result for

Singapore (no significance and R-square of onhp%3.is to not reject hypothesis 11.

Consequently, the decision is to accept hypotHekis

Page 251



Hypothesis 12: Business traveller professional s&dction does not determine revisit

intention for other business activities.

In the case of other business activities, the ioglahip between satisfaction and
behavioural intent is significant but it is not olyestrong. The R-square values range
between 13 and 40 percent only. There are vargsyects of satisfaction related to
transport, accommodation, business activities aod fand beverage across the countries,
but the intent to take future business opportusiitieweak as a result of satisfaction with
Melbourne. There is an argument to say that tipotingsis could be rejected for China and

Singapore only (refer to Table 6.59).

Consequently, it is considered that the evidenéawsor the conclusion that hypothesis 12

can be rejected, and so it is accepted.
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Table 6.59: Multiple Regression for SatisfactionFarture Intention to Undertake Other

Business Activities

China
Total -
Slgnlflcant t Sig. Significant variable/s
R-square | B€ta
' iat ith T tat]
396 166 2441 016 My experiences associated with Transportation
were better than | expected
My experiences associated with Melbourne
173 2.590) 010 Accommodation were better than | expected
My experiences associated with Business
.188 2.435| .016 | Related activities on this trip were better than |
expected
Singapore
Total -
Slgnlflcant t Sig. Significant variable/s
R-square | Beta
My experiences associated with Business
133 247 2.329 .021 | Related activities on this trip were better than |
expected
Vietnam
Total ifi
glgnlflcant t Sig. Significant variable/s
R-square | B€t&
397 335 3941 000 My experiences associated with Food and
Beverage were better than | expected
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Hypothesis 13: Business traveller professional sédction does not determine the level of

speaking positively about Melbourne as a good plazénvest.

As shown in Table 6.60, there is a stronger emghgson recommending Melbourne for
investment than a direct intention for the busineasellers to invest themselves. This
could well relate to the fact that a large numblebusiness visitors are not final decision
makers but employees, so they do not necessarilge nthe decision to invest by
themselves. The explained variance is higher gags6ent and includes overall satisfaction
for Singapore (Significant Beta = .276). Again,oBoand Beverage is apparent as a
satisfaction cause (Significant Beta = .269 for l@hiand Significant Beta = .287 for

Vietnam).

There is evidence that professional satisfactioasdizad to speaking positively about

investing in Melbourne, and consequently hypoth&Siss rejected (refer to Table 6.60).
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Table 6.60: Multiple Regression for SatisfactionFarture Intention to Strongly

Recommend Melbourne as a Good Place to Invest

d

d

China
Total PP
zlgnlflcant Sig. Significant variable/s
R-square eta
468 202 2 506 013 Melbourne Attractions were better than |
expected
269 4.021 000 My experiences associated with Food ar
Beverage were better than | expected
Singapore
Total T
Significant t Sig. Significant variable/s
R-square | Beta
479 276 3.466 001 Overall, | am satisfied with my trip to
Melbourne
Vietnam
Total T
Significant t Sig. Significant variable/s
R-square | Beta
506 287 3734 000 My experiences associated with Food ar
Beverage were better than | expected
My experiences associated with Melbou
.326 4.077 .000 | Accommodation were better than |

expected

ne
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Hypothesis 14: Business traveller professional sédction does not determine how

strongly Melbourne is recommended for other peofdanvest.

The analysis results for recommending for otherppedo invest, is similar to speaking
positively about investing in Melbourne. The expkd variance is about 50 percent (R-
square = .562 for China, R-square = .422 for Singapnd R-square = .479 for Vietnam)
which is quite high. Moreoveseveral aspects of satisfaction are significafe(rto Table

6.61). The Singaporean and Viethamese have owatidifaction. Melbourne attractions,

transportation, accommodation and food and beveaegapparent as satisfaction causes.

There is a wider range of satisfaction drivers, eosequently there is sufficient evidence

to suggest the rejection of hypothesis 14.
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Table 6.61: Multiple Regression for SatisfactionFarture Intention to Speak Positively

about Melbourne as a Good Place to Invest

China
Total ianifi
ggtnlflcant t Sig. Significant variable/s
R-square cta
60 450 6250 000 Melbourne Attractions were better than |
expected
My experiences associated with
142 2.640 | .009 Transportation were better than | expected
My experiences associated with Melbournge
123 2.3211 021 1 A ccommodation were better than | expected
Singapore
Total iynifi
ggtnlflcant t Sig. Significant variable/s
R-square cta
420 186 2085 038 Melbourne Attractions were better than |
expected
104 2385 | o018 My experiences associated with Food and
Beverage were better than | expected
220 2627 | 009 Overall, | am satisfied with my trip to
Melbourne
Vietnam
Total ianifi
ggtnlflcant t Sig. Significant variable/s
R-square cla
479 359 4692|000 Melbourne Attractions were better than |
expected
My experiences associated with Food and
211 2.672) .008 Beverage were better than | expected
203 5553 | o011 Overall, | am satisfied with my trip to
Melbourne
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The intention to visit for non-business activitissalso important. The literature suggests
there is a link between business travel and leipumposes, and it is hypothesised that

future travel may well be for leisure travel. ThEsue is tested with hypothesis 15 below.

Hypothesis 15: Business traveller personal satisfac does not determine revisit

intentions for holiday.

Table 6.62 below shows several items as the sétiisfacauses such as transportation,
Victoria State support, and business related aetsvibut the link between travel

satisfaction and the intent to holiday in futurenist strong. Moreover, the explained
variance ranges between 16 and 31 percent (ref€alite 6.62). Hence, it is concluded

that there is insufficient evidence to reject hyyasis 15.
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Table 6.62: Multiple Regression for SatisfactionFuture Intention to Undertake Holiday

Activities
China
Total P
glgnlflcant t Sig. Significant variable/s
R-square eta
My experiences associated with
.158 .245 3.223 .001 | Transportation were better than |
expected
Singapore
Total S nifi
glgnlflcant t Sig. Significant variable/s
R-square | B€ta
My experiences associated with
311 243 2.760 .006 | Transportation were better than |
expected
Vietnam
Total S nifi
zlgnlflcant t Sig. Significant variable/s
R-square | Beta
My experiences associated with Victoria
234 233 2.403 .017 | State Support were better than |
expected
My experiences associated with
.168 1.816 .071 | Business Related activities on this trip
were better than | expected
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Hypothesis 16: Business traveller personal satisfac does not determine revisit

intentions for visiting relatives and friends.

There is also evidence in the literature of a lekween business travel and visiting friends

and relatives, which is tested in hypothesis 16.

Table 6.63: Multiple Regression for SatisfactionFarture Intention to Undertake Visiting

Friends and Family

on

China
Total S nifi
:|gn|f|cant t Sig. Significant variable/s
R-square | B€ta
149 256 5488 014 Melbourne Attractions were better than |
expected
Singapore
Total S nifi
§|gn|flcant t Sig. Significant variable/s
R-square | Beta
215 194 2062 041 My experiences associated with Transportat
were better than | expected
My experiences associated with Business
.206 2.045| .042 | Related activities on this trip were better than I
expected
Vietnam
Total S nifi
zlgnlflcant t Sig. Significant variable/s
R-square | B€ta
My experiences associated with Business
.240 .190 2.092 .038| Related activities on this trip were better thar
expected

This link is also weak with an explained varianedween 15 and 24 percent. So, although

there is a significant link with some caused fast(attractions, transportation, business
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related activities), the relationship is not stror@nsequently, it is concluded that

hypothesis 16 cannot be rejected (refer to Taléi8)6.

Hypothesis 17: Business traveller personal satisfac does not determine revisit

intentions for education.

Melbourne has a very high level of offshore edwraprovision (particularly to Asia), and
so it is considered possible that business travefiisfaction may result in future use of the
education facilities in Melbourne, primarily for nfélly members. However, revisit
intentions for education are weak with R squarei@slranging between 17 to 24 percent
(refer to Table 6.64). Despite that fact that ¢hare some significant variables (such as
attractions, business related activities), the kmian is that hypothesis 17 is accepted and

there is insufficient evidence to reject it.

Table 6.64: Multiple Regression for SatisfactionFartiure Intention to Undertake

Education
China
Total R-square | Significant Beta Sig. Significant variable/s
172 203 5000| 047 Melbourne Attractions were
better than | expected
Singapore
Total R-square | Significant Beta Sig. Significant variable/s
My experiences associated with
178 278 2.696 | .008 | Business Related activities on this
trip were better than | expected

Vietnam
Total R-square | Significant Beta Sig. Significant variable/s
241 217 2.349| .020 My experiences associated with

is

Business Related activities on th
trip were better than | expected
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Hypothesis 18: Business traveller personal satisfas does not determine how strongly

Melbourne is recommended as a destination for lespurposes.

The intent to revisit for holiday purposes has bsted (refer to Hypothesis 15 and Table
6.62). Table 6.65 shows the relationship betweesinlegs travellers’ satisfaction and the
recommendation Melbourne as a leisure destinateeveral factors are considered as the
causes (such as business related activities, tatmac transportation, Victorian State

support and overall satisfaction).

Although R-square for the Viethamese (.283) isashigh as for the Chinese (.474) and
Singapore (.528), overall hypothesis 18 can becteje The broader definition relating to
leisure as opposed to holiday is somewhat uncéeat,unclear why the term holiday led to
acceptance of hypothesis 15 but leisure led tactiefe in hypothesis 18. It is possible to
argue that a business trip might include leisurenma the term “holiday”. So, Melbourne

is seen as more suitable for leisure whilst onrmss, but not holiday. Also, hypothesis 15

is about revisit intention, which is different frdmehaviour to recommend.
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Table 6.65: Multiple Regression for SatisfactionFarture Intention to strongly

Recommend Melbourne as a Leisure Destination

China
Total P
zlgnlflcant T Sig. | Significant variable/s
R-square eta
My experiences associated with Business
A74 146 2.169 .031 Related activities on this trip were better than
| expected
452 6.178 000 Overall, | am satisfied with my trip to
Melbourne
Singapore
Total i
zlgnlflcant T Sig. | Significant variable/s
R-square eta
598 208 2571 011 Melbourne Attractions were better than |
expected
143 5 044 042 My experler)ces associated with
Transportation were better than | expected
370 4.888 000 Overall, | am satisfied with my trip to
Melbourne
Vietnam
Total i
zlgnlflcant T Sig. | Significant variable/s
R-square eta
My experiences associated with Victoria
2 244 2.637 .009
83 63 00 State Support were better than | expected
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6.6 CHAPTER SUMMARY

This chapter has used quantitative methods tothestighteen hypotheses proposed in
Chapter 3. Chapter 3 established a conceptuakfnerk to explain the motives and other
factors behind satisfaction with business travethis case to Melbourne, and test whether
satisfaction led to specific behavioural intentidos business travellers. Much of the
theory behind the conceptual model was developma the literature relating to holiday
travel, to provide a sound base of previous reseamon which to build a specific analysis

relating to business travel.

The analysis has tended to reject more than adbephypotheses tested, and hence to
support a particular set of causal relationshighiwithe conceptual framework. Seven of
the eighteen hypotheses are not rejected and daaordirm causal paths, and eleven

hypotheses are rejected to confirm the conceptodein

For clarity of the discussion the conceptual masleedrawn from Figure 3.5 as Figure 6.1

below.

The testing finds limited influence on businessveta satisfaction from travel
characteristics, although there are some signifideamographic factors. As such issues of

frequency of visit, funding source and travel payfye are not significant.

Additionally, the motives and the destination &tites are all found to be significant and

important influences on travel satisfaction foribess travellers.
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Figure 6.1: Analysis result from the hypothesisitgsof the conceptual framework

Number of
visits

Demographics Funding source Travel party

. Revisit Intentior
Travel characteri for holiday, VFR,
Profession: ’ education, other
motives Victorian State business, invest
support
Motivations Business activities —
(push Overall satisfact Behavioural
factors) verall satisfactio intentions Repommgnd -
Attractions @W leisure, |.nvest
Person: Food & Beverage Oneself, Invest
motives Transport others
Accommodation
£
Destination attributes (pull factors)
Attractions Amenities Accessibility Accommodation
Reject Hypothesis and accept alternative >

Accept Hypothesis and reject alternative

D

The issues of future investment are mixed. Therensufficient evidence to state that
satisfaction measures result in positive investmaentions by business travellers. Nor do
they make committed statements of intent to holidayvisit friends and relatives or

undertake education. However, they do state thiynd to recommend Melbourne to their
own business people for investment, recommendherstto invest and recommend future

leisure travel.

Since many of the business travellers are probablyin a position to decide upon direct

intentions to invest, or even future holidays,sitprobably not surprising they don'’t state
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they will in fact do these things. What is importtés that they leave with a positive intent

to recommend investment, and leisure activitiesiyp

Chapter 7 will examine these results in more detad discuss the findings in relation to
the objectives of the study and provide a more gehlgnsive conclusion, including
directions for both business and government in sewh managing future business

travellers.
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CHAPTER SEVEN: DISCUSSION AND CONCLUSION
7.1 INTRODUCTION

The major aim of this research is the investigatbriactors influencing the satisfaction

and future behavioural intentions of Asian busingssellers visiting Melbourne. The

study began with the relevant literature revieworder to determine gaps in the existing
knowledge base. Whilst there has been an increaseknowledgement by destination
managers and researchers in terms of the signicari traveller satisfaction and the
relationships with future behaviours, there is eklaf research which focuses on travel
characteristics, professional motivation, persomadtivation and destination attributes
relating to business travellers. This study exawithe relationship with a focus upon
North and Southeast Asian business traveller satish, and their future investment

intentions. The findings from the literature ravibave given the direction for the study to
focus upon to obtain a deeper understandintpede factors, and in the Australian context
particularly Asian business travellers. The seléatontext is travel to Melbourne as a
major Australian business hub. The chosen countieorigin of the survey participants

were selected to cover a range of countries witlerdint levels of economic development,
and high business interaction with Melbourne omidicant potential future business

interaction growth. As such within North and Saa#bkt Asia: Singapore (developed and
high interaction), China (developing with high irgetion) and Vietnam (under-developed

strongly growing interaction) have been selected.

A comprehensive framework was proposed in Chaptesgd upon an extensive literature
review (Chapter 2), with the framework identifyiegghteen hypotheses to be tested. The
conceptual framework hypothesises that satisfaciwh future behavioural intentions are
the result of several components based upon trakelacteristics, professional and
personal motives and destination attributes. Theimeal research was undertaken to

examine the validity of the conceptual framework

The study applied a quantitative research methaedriteed in Chapter 5 with a total of 600
completed online surveys (200 for each country)he Tesults of the study have been

reported and analysed in detail in Chapters 5 and Gvide range of analytical methods

Page 267



such as descriptive analysis, t-testing, discriminggressions, ordinal regressions, and
multiple regressions were applied.

This concluding chapter includes nine sections.e Titst section of this Chapter is the
introduction. Following is a brief revisit of thwain literature, the conceptual model and
the approach to the analysis. The third sectioB) (Summarises the major study findings,
highlighting how they deal with the research hypes#s, and provides a basis for
examining the applicability of the proposed conuaaptframework. The fourth section
(7.4) is the refinement of the conceptual framewmsked on the results of the hypotheses
testing. The revisit of the research aims, reseafglectives and research questions is
organized in the fifth section (7.5). Section idéntifies the application of Key Drivers in
the constructs of the refined conceptual framewa8ection 7.7 summarises the
significance of the study from a theoretical, melblogical, and managerial perspectives.
Section 7.8 outlines the limitations of the studgd makes some suggestions for further
research. Section 7.9 provides concluding remarks

7.2 A BRIEF REVISIT OF THE MAIN LITERATURE

As discussed in Chapter 2, business tourism isngoitant sector of tourism in every
country and is considered one of the main contoitsuto the economic development of a
country or city (Dwyer, Forsyth, Madden, & Spur,020Q Katircioglu, 2009). International
business visitors may lead to a significant inogeas international trade volume (Oh,
2005). Hence, understanding the motivations ofsmes business travellers is important
for any host country to develop more strategicqied to sell their products or services, and
therefore, increase their competitiveness in theketa

Motivations are associated with human needs andswhat energise behaviour and direct
one towards a goal (Chiang, 2009; Martin, lan, Né&IChung, 2008; Yoon & Uysal,
2005). There are two types of motivations in tieispect, professional and personal. While
professional motives involve work-related purpogeani, 2005; Welch, Welch, & Worm,
2007), personal motivations are non-work-relatechsas escaping a regular routine, and
sightseeing. These are central constructs of pustivation in assessing satisfaction, and

consequent future travel behaviour.
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Destination attributes or pull factors are conngdie external, situational, or cognitive
aspects (Ah Keng & Pei Shan, 2005; Pearce & LeB5PWhich play vital roles in the
overall evaluation of travellers when they visitdastination (Chen & Tsai, 2007).
“Accommodation” is a significant destination attrtb for business travellers as their hotel
usage is higher than that of holiday makers (Fa@@y0). “Amenities” is also considered
an essential factor for any traveller (GarretseMd&rlet, 2017; Green, 2001) as this makes
the destination more attractive for living and waodk (Power, 1988, p. 142).
“Accessibility” includes factors measuring the qtyabf transportation infrastructure, and
traffic congestion, which have potential impactstiom timeframe and timetable of business
travellers (Eusébio & Vieira, 2013). “Tourist atttons” make destinations different from
other places, and travellers often spend timeingsitinique attractions (Eusébio & Vieira,
2013; Fredline, Jago, & Deery, 2003; Mair & Thompsa2009; Rogers, 2013).
“Satisfaction” is another significant item reviewiedthe literature as it is considered one of
the most powerful predictors influencing futureveh(Bargi & Devkant, 2015; Kakyom,
2008) and customer repurchasing (Chiang, 2009).eh&ioural intentions” are what
people intend to do in a particular situation daoetheir beliefs or attitudes (Ajzen &
Fishbein, 1980), and this factor has a very closi&tionship to customer loyalty,
influencing positive statements about productsesvises at the destination, and increases

the chance that people will pay more for a product.

In order to explain the relationships among thesgitems as reviewed in the literature, a
proposed conceptual framework has been develop&hapter 3, based upon the three
theories of: means-end theory (Gutman, 1982; Pizheymann, & Reichel, 1978),
expectation-disconfirmation (Jessie & Neil, 2004iv€r, 1980) and tourism consumption
(Woodside & Dubelaar, 2002). The means-end thearg ¢he theory of tourism
consumption system have been integrated, comprigiagimpact on travel patterns of
demographics, funding, length of visit, travel gadnd experience in visiting. The
conceptual framework also includes the impact atidation attributes (including tourist
attractions, food and beverage, transportation,amedmmodation) and the way in which
the effects of personal travel characteristics;fggsional and personal motivation; and
destination attributes have a causal relationshifp watisfaction, which leads to future

travel decision-making. The Expectancy-Disconfimatmodel, which is often used in
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investigating tourist satisfaction, focusing on tdoenparison of their prior expectations and
their actual experience (Jessie & Neil, 2004) hasnbapplied. What tourists experience
will lead them to reflect upon their level of séistion. Consequently, satisfied consumers
are more likely to revisit the same destinatioricorefer their friends and relatives to the

places where they received high-quality experieiiBasgi & Devkant, 2015).

Following the conceptual model, eighteen hypothésa®e been formulated to explain the

causal relationships among the constructs as below:

H1: The differences in demographic profile of besw travellers do not have differing

impacts on their travel satisfaction.

H2: The differences in funding source of businesgellers do not have differing impacts

on their travel satisfaction.

H3: The differences in the number of times therass traveller has visited Melbourne do

not have differing impacts on their travel satisiawc.

H4: The differences in the travel party of busingasellers do not have differing impacts

on their travel satisfaction.

H5: Professional motivations do not have differimgpacts on travel satisfaction. H6:
Personal motivations do not have differing impamtstravel satisfaction. H7: Melbourne's
visitor attractions do not have differing impacta business traveller satisfaction. H8:

Melbourne's amenities do not cause differing impact business traveller satisfaction.

H9: Melbourne’s levels of accessibility do not cawléffering impacts on business traveller

satisfaction.

H10: Melbourne's accommodation attributes do natseadiffering impacts on business

traveller satisfaction

H11: Business traveller professional satisfactiayesl not determine revisit intention for

investment.

H12: Business traveller professional satisfactiayesl not determine revisit intention for

other business activities.
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H13: Business traveller professional satisfactiaresl not determine the level of speaking

positively about Melbourne as a good place to ihves

H14: Business traveller professional satisfactionesl not determine how strongly

Melbourne is recommended as a place for other metapinvest.

H15: Business traveller personal satisfaction doed determine revisit intentions for
holiday.

H16: Business traveller personal satisfaction doed determine revisit intentions for

visiting relatives and friends.

H17: Business traveller personal satisfaction dowd determine revisit intentions for

education.

H18: Business traveller personal satisfaction does determine how strongly Melbourne

is recommended as a destination for leisure purpose

In order to test the hypotheses, 600 online surweyre completed, collected and analysed.
First, descriptive statistical analysis was usedéscribe respondent travel characteristics
(demographic profiles, funding source, the lengttvisit, travel party, the frequency of
visit). The reliability of the Mean can be confircthby Standard Deviation (SD), Skewness
(Skew) and Standard Error (SE). In addition, urgghit-test (at .05 significance) analysis
was applied to compare differences in mean anddatdnerror between two groups:

China/Singapore; Singapore/Vietnam and Vietnam/&hin

Following the descriptive statistical analysis artdst, discriminant analysis was used to
measure professional motivations. These analysthads were presented in Chapter 5 for
the preliminary analysis of the collected data. epsr analyses and testing of the
hypotheses using ordinal regressions and multgggeessions were undertaken in Chapter
6. These statistical techniques provide insights it® understanding of the complex

interrelations between individual independent \@egs, and the dependant variables

studied in the research model.
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7.3 A SUMMARY OF MAJOR FINDINGS

In Chapter 5, the descriptive analysis of the sataptocio-demographic characteristics,
motivation and behavioural intentions for businéssellers are described. Chapter 6
analyses the eighteen hypotheses derived from tbpoped conceptual framework in
Chapter 3 to confirm the relationships between ehfactors (travel characteristics,
professional and personal motivations, and desbimaattributes) with satisfaction and

ultimately future intentions. In summary, the fimgs are:

Summary of travel patterns

The first descriptive analysis was conducted tovigi® the primary information regarding
the participants, including: demographics; sourtefunds, travel companions and the

frequency of visit.

* In terms of gender, more businessmen than busimessw participated in this
study. The number of male Singaporean and Viethames twice that of female
participants. However, for the Chinese subjeces rttajority of participants were

female.

* In terms of age, the ages of the majority of reslenits were from 30 to under 40
years, followed by above 18 to under 30, 41 to Bd #en 51 to 60. The
outstanding feature was that Chinese participamt® wounger than the other two

groups.

* University graduates accounted for a high proportd the survey participants.
The number of post graduate participants from Claa markedly lower than the

number from Singapore and Vietnam.

« For current employment status, the biggest groupespondents are employees,
followed by the self-employed. The largest ovesaligle group of respondents are
sales managers and the level of employment favbrdigher end, with directors
and CEOs. Respondents from China have the highesber of CEOs.
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* In relation to experience, the most common resatbss all countries was the
category of ‘under 20 years of experience’. Vieteam respondents have less
working experience and this likely relates to thmver economic development of

this market, or the lower average age of the Viese population.

* With respect to the source of funds used to payHertrip, although respondents
were mostly sponsored by their employer, one-thir@ingapore participants used
their own money to pay for their trip. So, theraikrge private market trend taking

place, not just company-based expansion and daeweloip

* Interms of frequency of visit, most participangs/a visited Melbourne two or three

times.

e Concerning the number of companions, visitors ofteent with two or three

colleagues or friends.

e The three most common industries the business ligeveworked in are
manufacturing, retail and technology. Participartsoked for investment

opportunities in manufacturing, technology, reteitl financial services.

* In term of information search strategy, businessdilers considered all sources
including family members, colleagues, media andvefraagents important,
regardless of whether they were first-time or répesitors. Singapore stands out as
having a different use of information sources ton@rand Vietham. The mean use
of information is for Singapore is significantlywer for all sources except other

media, that is, they found these sources less lubein China and Vietnam.

The influence of Travel Characteristics on Satisfa@n and the testing of hypotheses
H1, H2, H3, H4

In order to examine the impact of travel patternssatisfaction’- gender, employment and
occupational position are measured using nomireescwhile ordinal scales were used to
analyse age, the level of education, and numbeyeafs worked (refer to Section 2,
Chapter 6). There is some low correlation as waa@dxpected between age and years in

the industry, and some low negative correlatiorwbet being retired and occupational
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status, which would also be expected. The othereladrons are very small and close to

Z€ero.

For the first item of destination attributes, ‘atitions’, the findings for China showed that
younger males have less satisfaction than oldealEsnwhile CEOs have less satisfaction
than other occupational positions, including th@eziences of non-business attractions.
For Singaporean business travellers, males areséisdied with attractions than females,
and employees are less satisfied than the selfeyagl On the other hand, the
demographics of Vietnamese participants have noifgignt relationship to satisfaction
with attractions.

In terms of “food and beverage”, Chinese CEOs carsihgled out as the demographic
where the food and beverage offering in Melbourress important. For Vietnamese
participants, sales managers have less satisfawtitn food and beverage than other
occupational positions. There is no significarttséaction or relative dissatisfaction with

food and beverage by the Singaporean businesslérave

In relation to satisfaction with transportationg tbnly significant finding is that Chinese
males find transportation contributes less to tlatisfaction than females. Singaporean
employees are less satisfied with transportati@m thmployers, and the retired. For the
Vietnamese business traveller, there are no sogmifi links to satisfaction with

transportation services in Melbourne.

For accommodation, the findings suggest that lgpereenced Chinese business travellers
and CEOs are more concerned about accommodationntibee experienced non-CEOs.
Singaporean employees are less satisfied with aoocaiation than the self-employed and
retirees. People in the middle length of employimgzars are more satisfied than those
travellers with shorter and longer employment p#sid/iethamese sales managers are less

satisfied with accommodation than other occupatigraups.

In terms of satisfaction with Victorian Governmesutpport, Chinese business males have
significantly less satisfaction than females. Yoemgavellers find less satisfaction with
other business activities than older travellersa the employment categories, Board
directors are less satisfied than the other ocaupst groups. For the Singaporean

participants, employees were less satisfied witttdrian State support and other business
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activities than the self-employed and retireese Hvel of education also has some impact
on satisfaction, as the undergraduate and higrgredéholders are less satisfied than lower
educated Singaporean travellers.

The results here tend to be somewhat consistehtti previous satisfaction analyses in
that males tend to have less overall satisfacti@mn ttemales, CEOs tend to have less
overall satisfaction than other employment groupd people with a short employment

period seem to be more satisfied than those whe Adwnger employment timeframe.

The findings showed that differences in demograghafiles lead to various levels of
satisfaction with Melbourne attractions, food andevdrage, transportation,
accommodations and Victorian Government suppores&Hindings lead to the rejection of
Hypothesis 1.

The preceding discussion has shown that the paatits, with respect to their differences
of gender, age, country of residence, educatiat@haent, occupation, frequency of visit,
travel party — had significant distinct levels atisfaction with the Melbourne attributes of
attractions, food and beverage, transportationpraotodation and Victorian Government

support.

Whilst this study confirms the significant contritin of demographic profiles in
influencing satisfaction, this is not the case wigard tofunding source, frequency of
visit, number of companions and their satisfactiohhe outcome from ordinal regression
showed that there is no linear or nonlinear reteigp found in this sample data for any
country, in terms of the link between these factord business traveller satisfaction. This

leads to the acceptance of Hypotheses 2, 3 and 4.

The influence of professional motivations on satiattion and the testing of hypothesis
H5

In order to examine the influence of motivations satisfaction, multiple regression was
applied (refer to Section 6.3, Chapter 6). Varipusfessional motives of participants from
all three countries were found to be significantiffluenced by Victorian State support.

Singaporean and Vietnamese participants found,otoesextent, the state institutional
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initiatives as important as banking through intéoreal banking regulations. However,
Chinese participants consider the support a sggmfi reflection of a stable political

environment.

In terms of the satisfaction with other busineds/des, Vietnamese travellers focus on the
level of business-related services provided. Siogsans have a focus on independent
funding arrangements, while the Chinese consider dfficiency of labour costs and

quality, along with overall business networks.

The overall satisfaction measure repeats someeohthividual findings, but has a different
focus overall. Chinese participants again havewanall market concern (which is detailed
more clearly in the individual tables earlier), {ehSingaporeans have a wider view of the
focus on individual business investment in a rapidrowing market. Viethamese
participants have a mix of the service supportestaarlier, but extended to the broader

issues of networks, efficiency and high rates tafrein a growing market.

From the findings above it is clear that profesalamotivations do have varying effects
upon travel satisfaction for all three groups oftiggpants. Consequentiyzypothesis 5 is

rejectedand it is concluded that professional motivesrdlménce travel satisfaction.

The influence of personal motivations on satisfaatin and the testing of hypothesis H6

Personal motives (exploring various lifestyle, ifegt and natural attractions, as does the
motive to holiday) are found to significantly infloce satisfaction with attractions in
Melbourne (refer to Section 6.3, Chapter 6). latren to food and beverage, Chinese and
Vietnamese participants when visiting their frieradsd relatives were satisfied with the
culinary requirements of Melbourne. The overalisfaction is influenced by personal
motives linked to a summary of the specific motigkscussed above, especially for the

Chinese and Singaporeans who seem to value momaploetance of relatives and friends.

As such, the business traveller is personally thagefor motives not just related to
themselves, in the case of Chinese and Vietnarbesés also considering the satisfaction

of others close to them.

There is sufficient evidence to reject hypothesis 6
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The influence of destination attributes on satisfagon and the testing of hypotheses
H7, H8, H9, and H10

The relationships between pull motives (destina#itiributes: tourist attractions, amenities,
accessibility, and accommodation) and satisfachiave been tested via four hypotheses
(refer to Section 6.4, Chapter 6).

The first hypothesises the link between attractiansl satisfaction, and the findings
generally support the conclusion that Melbournétsaetions do aid in travel satisfaction
for business travellers, with R-square values fyaetions ranging consistently between 50

to 60 percent of explained variance.

In terms of Melbourne’s amenities and travel satsbn, the finding in relation to
hypothesis eight is that amenities do cause vargnels of business traveller satisfaction,

with the percentage of the R-square values ranggtgeen 50 and 70 percent.

The results in relation to the destination attrtbat accessibility and its impact on business
travel satisfaction, also confirms that varying essibility issues do influence traveller

satisfaction with R square values ranging betweeartl 70 percent.

The last factor of destination attributes, accomatioth, also contributes to travel
satisfaction as the R-square values range betw@ém &) percent, and are more toward the
higher side.

In summary, all four destination attributes cauadous levels of satisfaction, so that the
hypotheses 7, 8,9,10 are rejected.

The influence of professional satisfaction on beh&wral intentions for investment

and for other business activities and the testingfdwypotheses H11, H12, H13, and H14

In relation to the future business behaviouralntims, four intentions were tested: (1)
revisit for investment purposes (2) revisit foratlusiness activities (3) positive statement
about Melbourne as a place to invest and (4) recemaing Melbourne as a place to invest
(refer to Section 6.5, Chapter 6). For the finsb tfuture behavioural intentions, the
findings show that professional satisfaction doeslead to increased revisit intention for

investment or other business. Hence, hypothesesnd 12 are accepted. However, there is
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a causal link between professional satisfaction aditively speaking about and
recommending Melbourne as a good place to investhers - the explained variance is
higher at around 50 percent. Therefore, hypoth&3esd 14 are rejected.

The influence of personal satisfaction on non-busess behavioural intentions and the
testing of hypotheses H15, H16, H17, and H18

The intention to visit for non-business activitissalso important (refer to Section 6.5,
Chapter 6). The assumption is that there is la hetween business travel and leisure
purposes, and it is hypothesised that future trawal well be for leisure purposes.
However, the finding from this study shows thatréhis no relationship between business
traveller personal satisfaction and revisit forith@y, VFR or education. The explained
variance ranges are lower between 16-31, 15-2451gercent, respectively. This leads to
the acceptance of Hypotheses 15, 16, and 17. Hmwéwe business travellers strongly
recommend Melbourne as a destination for leisurpgaes and the last Hypothesis 18 is
rejected.

In summary, the outcome of hypotheses testingvisngbelow in Table 7.1.
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Table 7.1: The Summary of Hypotheses Testing

Hypotheses testing Analysis methods Status
H1: The differences in demographic profiles of bess travellers do not have differing impacts airttravel Ordinal Regression Rejected
satisfaction.
H5: Professional motivations do not have diffenmgpacts on travel satisfaction. Multiple Regressip Rejected
H6: Personal motivations do not have differing ilctgaon travel satisfaction. Multiple Regression  eRtgd
H7: Melbourne's visitor attractions do not havdetifig impacts on business traveller satisfaction. Multiple Regression Rejected
H8: Melbourne's amenities do not cause differingants on business traveller satisfaction. MudtiRkgression Rejected
H9: Melbourne’s levels of accessibility do not cadsfering impacts on business traveller satisfact Multiple Regression Rejected
H10: Melbourne's accommodation attributes do nosealiffering impacts on business traveller satigfa Multiple Regression|  Rejected
H13: Business traveller professional satisfactioesinot determine the level of speaking positiadigut Multiple Regression Rejected
Melbourne as a good place to invest.
H14: Business traveller professional satisfactioasdnot determine how strongly Melbourne is reconted as| Multiple Regression Rejected
a place for other people to invest.
H18: Business traveller personal satisfaction dagsietermine how strongly Melbourne is recommerated Multiple Regression Rejected
destination for leisure purposes.
H2: The differences in funding sources of busirtesgellers do not have differing impacts on theavel Ordinal Regression|  Accepted
satisfaction.
H3: The differences in the number of times the ihess traveller has visited Melbourne do not hafferthg Ordinal Regression Accepted
impacts on their travel satisfaction.
H4: The differences in the travel party of busineasellers does not have differing impacts onrttravel Ordinal Regression  Accepted
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satisfaction.

H11: Business traveller professional satisfactioasinot determine revisit intention for investment. Multiple Regression|  Accepted
H12: Business traveller professional satisfactioasinot determine revisit intention for other basmactivities.,  Multiple Regression  Accepted
H15: Business traveller personal satisfaction dasietermine revisit intentions for holiday. Mplé Regression,  Accepted
H16: Business traveller personal satisfaction dagsietermine revisit intentions for visiting rel&ts and Multiple Regression| Accepted
friends.

H17: Business traveller personal satisfaction dasietermine revisit intentions for education. Mplé Regression|  Accepted
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7.4 REFINEMENT OF THE CONCEPTUAL FRAMEWORK

Based on the major findings discussed in SectioBs there is a need to make an
adjustment to the proposed theory behind the staslydescribed by the conceptual
framework. For the purposes of clarity of discassiFigure 7.1 is repeated and contains
the original version of the conceptual framewotigwing the hypothesis testing outcomes.
This is followed by the revised theoretical struetin Figure 7.2. The revised framework

consists of fewer factors than initially theorised.

Based on the research findings discussed in Settirihe first key difference between the
proposed and the revised framework is the exclusfahe source of funding as it had no

significant influence on traveller satisfaction.

Second, the revised framework has also removethtimber of visits” variable as there is

no causal linkage between this factor and satisfiact

Third, another internal factor of travel pattertreyvel party, has also been deleted in the
refined model. The finding from Section 7.3 shahat there is no significant contribution

of this element on business traveller's satisfactio

Lastly, the revisit intentions for undertaking istt@ment or other business activities, for
holiday and visiting relatives/friends are also osed based on the summary in Section
7.3. The new suggested conceptual framework nosludes three types of future

intentions: (1) speaking positively for investmef@) recommendation for investment and

other business activities and (3) recommendatiotefeure/education purposes.
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Figure 7.1: Proposed Conceptual Framework

Demographics Funding source Number of Travel party

Reuvisit Intentior
for holiday, VFR,
Profession: ’ education, other
motives Victorian State business, invest
< support
Motivations \ Business activities —
(push \ o I satisfact Behawourﬂ
factors) 3y : ! Re_comm_end fo
Attractions r - leisure, invest
Person: g Food & Beverage ‘ oneself, invest
motives Transport others
Accommodation
B
Destination attributes (pull factors)
e &
Attractions Amenities Accessibility Accommodation
Reject Hypothesis and accept alternative >
Accept Hypothesis and reject alternative s 4
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Figure 7.2: The Revised Conceptual Framework

Demographic profes

Speaking positivel
and Recommend
for invest oneself,

. ’ invest others
motives | Victorian State .
N,\ support
Motivations Business activities | “——— s
(push : : Behavioural
fagtors) \|_Overall satisfactio intentions Recommend fo
/ﬁ, Attractions ot o leisure/holiday
Persons 5 Food & Beverage purposes
Telives V- Transport
Accommodation
L
Destination attributes (pull factors)
WWJ; ‘}9&
Attractions Amenities Accessibility Accommodation
7.5 REVISITING RESEARCH AIMS, RESEARCH OBJECTIVES, AND

RESEARCH QUESTIONS

This section is designed to describe how the figsliof this study have addressed the aims

of the study, the research objectives, and theareBajuestions. Table 7.3 below outlines

the major points.

The first objective has been achieved and the R&31bleen answered by the findings from

the descriptive and ordinal analysis.

It is apptatbat the demographic profiles (age,

gender, educational attainment, occupation) couith to the differences in business

traveller’ satisfaction.

However, the differendesother patterns such as the source of

funding, the number of visits and the size of ttgvarty did not cause differences in

visitor's satisfaction.
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Further, as an attempt to explain the second abgeeind answer RQ2, the relationship
between motivations and satisfaction the findingseathat both professional and personal

motives have various influences on the satisfaatidousiness travellers.

With reference to the third objective, RQ3A and BQthe outcomes revealed that all four
components of destination attributes: attractioftgd and beverage, transportation,

accommodation have a causal link to traveller fati®n.

Moreover, in regard to the relationship betweenfgssional - personal satisfaction and
future behavioural intentions. The findings showbdt although there was no linkage
between business traveller professional satisfactial the revisit intentions for investment
or other business activities, the positive statéraed recommendation of Melbourne as a
good place to do business were made. As suclultidee interpreted that the survey was
not timed to gather information about what futungestment might be and this decision
may not occur until sometime after the travel,hie tonfines of the business; and not be
made by the individual survey respondent. Howetheme is a positive recommendation to
undertake such investment. Additionally, whileibass traveller personal satisfaction also
did not determine the revisit intentions for holid®RF or education, the participants were
willing to recommend Melbourne for leisure purposesheir friends or relatives. This

finding is similar to the finding for investments éamily or relatives need to be consulted

before any planning of future leisure travel.
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Table 7.2: Summary of Key Findings Addressing Aohghe Study, Research Objectives, and ResearchtiQns

Aim of study: to improve understanding of the influential factors on Asia business traveller satisfamn and future

behavioural intentions when visiting Melbourne

Research Objectives

Research Questions

Key Findings

RO1/ Investigate the influences
travel patterns on their trav

satisfaction.

oRQ1: To what extent do trav

satisfaction?

o

epatterns affect Asia business traveller

Demographic profiles cause the differences in

the level of satisfaction.
The sources of funds, the travel party and

frequency of visit do not cause differences i

the level of satisfaction.

the

RO2/ Identify influences of th
motivations of the Asian busine
traveller coming to Melbourne @

satisfaction and future behaviou

eRQ2: How do the professional a

rbusiness traveller satisfaction?
[S.

spersonal motivations influence Asi

Both professional and personal motives h

influences on traveller satisfaction.

ave

RO3/ Examine Melbourne’s ke
destination attributes from th

perspective of Asian busine

VRQ3A: What are the key destinati
eomponents affecting the experier

travellers and their influences otheir trip?

satisfaction and future behaviou

[RQ3B: How do  destinatio

traveller satisfaction?

sef Asia business travellers during

ce

N

components influence Asia business

The four destination attributes are attractid
food and beverage, transportatig
accommodation.

These factors do impact satisfaction.

ns,

N,

RO4/ Determine the relationshi

between the traveller’

DRQ4: How does the Asian travell

ssatisfaction affect their investme

Business traveller professional satisfact

determines the level of speaking positively 4

on

and
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satisfaction and their future travebehavioural intentions in the future? the recommagind of Melbourne as a good
and investment behavioural place to invest.
intentions. - Business traveller professional satisfaction
does not determine revisit intentions for
investment or other business activities.
- Business traveller personal satisfactjon
determines that Melbourne is highly
recommended as a destination for leisure
purposes.
- Business traveller personal satisfaction does
not determine revisit intentions for holiday, for

VRF and education.
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7.6 THE APPLICATION OF KEY DRIVERS ANALYSIS IN THE
CONSTRUCTS OF THE REFINED CONCEPTUAL FRAMEWORK

The significance of Key Drivers

According to Conklin et al. (2004), Key Drivers areed as an analysis to help prioritize
activities or items. In other words, they are &gaplfor the purpose of comparison. Key
Drivers are derived using one of two statisticalgses - Stepwise Multiple Regression, or
Discriminant Analysis. Initially, Key Drivers aranalyzed using the Stepwise Multiple

Regression method and Discriminant Analysis toherrrepeat the analysis. The outcome,
though, which is a list of priorities for undersiaimg what drives the participants’

perceptions, is exactly the same. With both amalyshe analyst learns what issue(s) is

most predictive of how their respondents answenedjuiestions.

Key Drivers are applied in many fields of resears$pecially in measuring satisfaction of
clients. Chang and Chang (2013) conducted a stadysing on identifying key drivers of

patient satisfaction and prioritizing service eletseo enhance service quality in dentistry.

In this study, Key Drivers can be used to interphmetpriority of the factors in the particular
questionnaire groups. Based on the refined conakfitamework (refer Figure 7.2), the
variables: “Demographics”, “Professional MotivesRersonal Motives”, “Attractions”,
“Accommodation”, “Transportation”, “Food and Bevges”, “Satisfaction” and “Future
behavioural intentions” are the groups. The anmslgiassifies the group variables into four
levels of importance and rating: “Important andhtygrated”, “Important but poorly rated”,
“Not important but highly rated” and “Not importaahd poorly rated”. The marketing
focus is upon the variables in each group whichnaaeked as “Important but poorly rated”

in order to improve (fix) the quality of the relenteservices. These are the areas where the
local market (Melbourne) planners, government andiriess managers have the best

opportunity to improve business satisfaction.

However, of the variables, it would not be possilde at least not easy, to change the
demographics of the visitors or their personal prafessional motives for visiting. So the
focus has to be the other variables. Although wttier variables it is not fully clear from

the analysis exactly how the items can be fixeldoaigh some indications can be discerned.
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Table 7.3 shows that the most important highlydagteofessional motives were “market
seeking”, “safety”, “resources”, “accounting semst, “networks”, “political climate”,

“follow other companies”, “return rate of investnttand “Invest Australia agency’.

They also selected “available resources”, “legavises”, “entrepreneur”, “technology”

and “fund management” as significant reasons leyt tiere poorly rated.
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Table 7.3: Professional Motives

Market Accounting Political Other Legal Return 1A
Seeking Safety | Resources Services Networks Climate companies | Services | rate agency
Important and highly rated
China N N N N N v v V V V
Singapore N N N N N
Vietnam N N N N
Important but poorly rated
China
Singapore N J
Vietnam
Not important but highly rated
China
Singapore N
Vietnam
Not important and poorly rated
China
Singapore | V N
Vietnam N N N N N N
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Table 7.3 Professional Motives (continuous)

Entre Fund Banking FinTech Efficient Follow Efficiency Investment
Aspect Technology management services Services | operation competitors Seeking advice

Important and highly rated

China

Singapore N

Vietnam N N

Important but poorly rated

China N N

Singapore | V N N

Vietnam N

Not important but highly rated

China N N

Singapore N

Vietnam

Not important and poorly rated

China N N N N N

Singapore N | J J

Vietnam N N N N N N
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Table 7.4 shows that apart from the major profesdionotives, the significant personal reasons fartigipants to visit
Melbourne were to “enjoy Melbourne’s lifestyle”, dlday”, “relaxation”, “attending events”, “visitm historic sites”, “cultural
attractions”, “career enhancement”, “visiting nelages” and “escape from the normal routine”. Vashese people did not rate
holiday and VFR purposes highly, while Chinese bess travellers did not highly evaluate Melboursdhe place for escape

and education purposes.

Table 7.4: Personal Motives

Lifestyle Holiday Relaxation | Events sHiitztSoric gtl:rlg::rt?(l)ns cEzs;leaircemen ¢
Important and highly rated
Chine N N N N N N
Singapor N N N
Vietnarr N v v v
Important but poorly rated
Chine
Singapor.
Vietnar V
Not important but highly rated
Chine N
Singapor N N 3l
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Historic Cultural Career

Lifestyle Holiday Relaxation | Events sites attractions Enhancement

Vietnarn v

Not important and poorly rated

Chine

Singapor N

Table 7.5: Personal Motives (continuous)

NEY Escape | Education Shgigieing VFR Natural Entertainments
places attractions

Important and highly rated

China

Singapore \

Vietnam \

Important but poorly rated

China \ \

Singapore \

Vietnam \

Not important but highly rated

China \ \

Singapore \/ \
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pl\ll:(\:,\és Escape | Education Shopping VFR atlzlrztcutirgL S Entertainments
Vietnam N N
Not important and poorly rated
China N N
Singapore \ N
Vietnam N N

Regarding destination attributes, the most impaérttractions of Melbourne were Queen Victoria Markhe Arts Centre,
followed by the Yarra River and National Gallery\dttoria (NGV) (refer to Table 7.5). Federationuage, the Museum and
Botanic Gardens were counted as important attrastior travellers but poorly rated. It is partay unclear how attractions
can be improved. For example, the SingaporeadsHaderation Square important, while the Botaniod&ias is significant for
the Vietnamese and the Museum and Royal ExhibBiifding (REB) are poorly rated, but the reason vuggot analysed.

Table 7.5: Attractions

Queen Yarra Arts Federation NGV Museum Botanic Seasonal
Market River Centre Square and REB Garden

Important and highly rated

Chine N N N

Singapor N N N

Vietnan N N N

Important but poorly rated
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Queen Ygrra Arts Federation NGV Museum Botanic Seasonal
Market River Centre Square and REB Garden Events
Chine N
Singapor N
Vietnarn N
Not important but highly rated
Chine N N
Singapor N
Vietnan N N
Not important and poorly rated
Chine N N
Singapor N N V
Vietnarr N N

For transport the findings are given in Table 740l visitors considered taxis important but hadfidulties with them, so there
is a need to look at the issue and further examimethis is the case. There may also be issudstivit trams that need further

investigation.

Table 7.6: Transportation

. . Private . Disabled -
Tram Taxi Bus Train Convenience Facilities | Cost
Car access
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Tram Taxi Bus Train (P:g\r/ate Convenience E(izscizlsd Facilities | Cost
Important and highly rated
Chine N
Singapor N N N N
Vietnarr N
Important but poorly rated
Chine N N
Singapor N N
Vietnan N N
Not important but highly rated
Chine N N
Singapor
Vietnan N N
Not important and poorly rated
Chine N N N N
Singapor N N N
Vietnan V V N V
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In regard to accommodation (refer to Table 7.7)lakdity is an issue needing further study. Thietdamese had trouble with

help, and that may relate to a lack of Viethamasguiage assistance, and for Singaporeans thefadsity issue to investigate,

and for the Chinese it is cost.

Table 7.7: Accommodation

Own

5 star 3-4 star home Relatives | Friendliness | Rates | Facilities | Helpfulness | Availability
Important and highly rated
Chine N N N N
Singapor N N
Vietnar N N N
Important but poorly rated
Chine N N
Singapor N
Vietnan |
Not important but highly rated
Chine N
Singapor N N \/
Vietnar N N

Not important and poorly rated
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5 star 3-4 star ﬁ)(;,vn:e Relatives | Friendliness | Rates | Facilities | Helpfulness | Availability
Chine N N
Singapor |V N N
Vietnar N N N

Food and beverage is also difficult to change (redeTable 7.8). However, there may be more needdiertise Viethamese
restaurants in the city to Vietnamese travelleraragxample, or the lower cost Chinese establistsriarthe near but outer
CBD suburbs.

Table 7.8: Food and Beverage

Asia FB American FB | Australia FB | Western FB | Freshness | Cost Variety | Quality
Important and highly rated
Chine N N
Singapor N |
Vietnar V N
Important but poorly rated
Chine N N
Singapor N
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Asia FB American FB | Australia FB | Western FB | Freshness | Cost Variety | Quality

Vietnarr N

Not important but highly rated

Chine N N
Singapor N N
Vietnan N N

Not important and poorly rated

Chine N N
Singapor N N N
Vietnar N N N

In regard to overall satisfaction (refer to Tabl@)Zhe main issue is that Singaporeans are ndihfjstate support services
adequate and this needs examination. There ia ggat deal that could be done for attractionshferVietnamese, but this
might need further study.

Table 7.9: Overall Satisfaction

Attractions | Transportation | Accommodation | VIC support Food and Beverage | Business related

Important and highly rated

Chine N
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Attractions

Transportation

Accommodation

VIC support

Food and Beverage

Business related

Singapor

\/

Vietnam

Important bu

t poorly rated

Chine

Singapor

Vietnamn

\/

Not important but highly rated

Chine

Singapor

Vietnam

Not important and poorly rated

Chine

\/

Singaptre

\/

Vietnam
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For behavioural intentions the findings are intengs Victoria has a large offshore
education market but for the business travell@mfChina and Singapore there is a lack of
information, possibly about quality, and a defimied to examine why this occurs. Also
for Singaporeans the investment potential is ntedrdnighly, which could relate to their

poor assessment of state support or other fadtatsieed further study.

Table 7.10: Intentions Oneself

Investment Education VFR Othgr Leisure
business

Important and highly rated

Chine N

Singapor N

Vietnarm N

Important but poorly rated

Chine N

Singapor N

Vietnar N

Not important but highly rated

Chine N N

Singapor N

Vietnan N N

Not important and poorly rated

Chine N

Singapor N N

Vietnan N

In regard to positive recommendations there is ewkninclination to not recommend

investment, and this possibly interlinks with theprating for State support.
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Table 7.11: Recommendation and Positive SpeakimgBeur

Recommendation

(leisure)

Recommendation
(invest)

Positive
speaking

Important and highly rated

Chine N
Singapor N
Vietnan

Important but poorly rated

Chine

Singapor

Vietnamn

Not important b

ut highly rated

Chine

Singaport

Vietnam

\/

Not important and poorly rated

Chine

Singapor

Vietnamn
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7.7  SIGNIFICANCE OF THE RESEARCH

The present study makes several noteworthy cotimitsi to a growing body of literature

on the theoretical, methodological, and managaspécts of business travel.
Theoretical Implications

This study has made three significant contributiondusiness tourism literature. It has
improved the understanding of the relationshipsvbeh motivations, satisfaction and

future behavioural intentions. First, the develeptof a systematic conceptual framework
has addressed the role of tourism motivation aftigfaation and its influence on traveller’s

behavioural intentions in the context of businesarism. It also acknowledges the

differences and complexities of the nature of theifess visitor.

Based on the literature, the initial conceptuaiieavork was proposed but has been revised
after the findings from the empirical research,tlsat a firm foundation for undertaking
subsequent empirical research in other destinabotexts, and with different test subjects,
has been offered. As such the findings have widgplications than just the city of
Melbourne, and extend to other major investmentimsons where Asian investment is
important.

Additionally, the research model has identified sasnbstantial effects of travel patterns,
motivations, destination attributes on satisfactiwhich predict behavioural intentions in
the business tourism setting. The findings haewided evidence supporting an integrated
research approach, suggesting further opportunitiesusiness tourism research in the
future. The findings also strongly suggest thasimess travel satisfaction is based on
personal and business issues that differ from tbbkasure travellers.

Lastly, in terms of the geographical aspect, thislg has added to the body of literature by
providing a deeper insight into Asian internatiortalsiness tourism in Melbourne,
providing a more thorough discussion regardingri®ss tourism from the point of view of

Asian travellers.
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Methodological Implications

This study has contributed several methodologioglications. First, it has offered a better
understanding of the constructs of motivations fgssional and personal), Melbourne's
destination attributes and the relationships betwtdeese factors and satisfaction and
behavioural intentions, based on a quantitativeaeh approach. The design of the
guestionnaire was built on a comprehensive revieprevious literature. Furthermore, the
sample data is collected from three different coastand with a sample size large enough
to be free of bias. This has allowed for an exatnom of the differences in the many
aspects of attitudes related to business traveCbiyese, Singaporean and Vietnamese

business travellers.

This methodology can assist with the marketing amghagement strategies for future
business travel. The study has provided a deepderstanding of business traveller
behaviour, by investigating the relationships bemvenotivations and satisfaction which
lead to future investment behavioural intentiortheo business activities and also leisure

travel.

Managerial and Marketing Implications

This study has successfully provided a more sofidesstanding of the business visitor
behavioural intentions after their trip to MelboerrAustralia. It has made six significant
contributions in managerial and marketing fields wihich relevant stakeholders in
Australia should pay attention, in order to deliv@cal experiences for the international
markets.

First, the motives and the destination attributesadl found to be significant and important
influences on travel satisfaction for businessdlavs. As the participants of this study
indicated satisfaction with accommodation, trantgimn, attractions, food and beverage,
and Victoria State support, it may be suggestettthaism stakeholders should note these
attributes as strengths for Melbourne tourism. &keansion of marketing in the areas of
government and private investment support are \uergortant and in the case of

Melbourne need to be maintained. In the case loérotities, they may need further
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development. The point of view that more amenitegh as food, transport and
accessibility need to be incorporated into markgtior the business traveller has been
supported by the empirical evidence. For exantplke,use of a well-known personalities,
through a TV-based or radio advertising should $eduand directed to introduce tourism
attractions in the host city, specifically to theismess investor acknowledging the

differences in gender, and focussing upon professimotivations and amenities.

Second, understanding the future business-relabkdvoural intentions are significant for
the destination makers. The findings show thaigkee of future investment is unlikely to
fall upon initial decisions that are long-term, andt made during the travel, but on
impression and future recommendations. Nor do thake committed statements of intent
to holiday or visit friends and relatives or und&g education. Since many of the business
travellers are probably not in a position to deaigen direct intentions to invest, or future
holidays, it is probably not surprising they dostate they will in fact do these things. What
is important is that they leave with a positiveeimtto recommend investment, and leisure
activities broadly. Therefore, the focus for trestihation policy maker is to encourage a

positive environment to recommend rather than ekgliture intentions.

Third, since the majority of business travellersrikeal in three industries: manufacturing,
retail and technology and looked for investment aspmities in manufacturing,
technology, retail and financial services, the ®ofiattention and marketing of Melbourne
policy makers may be in these areas. It also atd&cthat a narrowing of business focus
may be useful wherever the travel takes place. oAtingly, the Victorian Government
should focus on policies with this in mind, and imikr narrowing of focus may be
relevant in other cities. However, the alternatnew could also be considered, if there is a
particular investment potential that is being mikder example commodities trade in the

case of Melbourne, and possibly other issues iaratities.

In terms of information search strategy, businesgellers considered all sources including
family members, colleagues, media and travel agemsrtant regardless of whether they
are first-time or repeat visitors. Singapore stamig as having a different use of

information sources to China and Vietnam. The mesm of information is significantly
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lower for all sources except other media that eytfound these sources less useful than
China and Vietnam.

Fifth, as the data were collected from participantsn three countries, the findings for
each market appeared to be different. Althoughetlaee some similarities between Chinese
and Vietnamese business travellers, the comparisetween China/Singapore and
Singapore/Vietham showed many differences. In tesfrthe original conceptual thinking
that the countries represented different levelsanomic development, there was no real
indication that the level of economic developmenhthe source country influenced travel
satisfaction. There is some evidence that Singagdidfered, and this may be a result of
higher economic development, or greater internatitnusiness experience over a longer

period, and possibly higher levels of business atioia.

Additionally, the findings from Key Drivers analgsipresented in Section 7.6 have
prioritised specific issues. Marketers should fosuse on the elements which were chosen
“important but poorly rated” as these aspects weesidered significant for business

travellers, but did not satisfy their needs. Théaetors should contribute to aiding

Victorian Government policy makers and managersiameloping suitable strategies to

target business travellers from each market.

Particularly, in order to satisfy Chinese busingdsmts, marketing and policy makers could
improve add-on services such as education, and pgoattention to some features of
destination attributes, such as the Museum and IREByhibition Building amongst the
attractions; tram and taxi services for transpmmatthe cost of the food and also the
variety of American food and beverages. For Singaguts, the current available resources,
the legal services, technology sources and Fundagsment services are significant
aspects that need to be improved for business pespdhe poor rating that Singaporean
people noted for these business related factorscargstent and show less satisfaction with
Victorian Government support compared to the otivermarkets. Additionally, the quality
of the 4-star hotel system needs attention. La$tly,the Viethamese business visitors,
access to fund management services need to bdigated for improvement.
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7.8LIMITATIONS AND RECOMMENDATIONS FOR FUTURE RESEARCH

Addressing disadvantages or limitations is necgsdar offer further direction and

encourage more research to be undertaken effectimethe future. Hence, despite the
significant contributions to the understanding afsiness traveller satisfaction and
behavioural intentions in destination settings fbinere, this study has acknowledged two

limitations.

First, the empirical investigation was only condutcin Melbourne city in the State of
Victoria, which might have resulted in possibletatdl setting bias due to the limitation in
the geographical base. Therefore, the findingghisf study do not represent the whole of
Australia or elsewhere where investment and busires/ironments and policies are
different. Accordingly, this research cannot beipreted in an unqualified manner to be
representative of international business travedveteere. Therefore, a recommendation is
that future studies should be undertaken in othestidiations and/or in other cultural
settings to increase the transferability and vilidi the conceptual framework, preferably

following the same methodology.

Second, regarding the methodology, it is possibieeper understanding could be gained
using more qualitative techniques since this stiidy applied only quantitative methods.
Further research using the same theoretical apiproac also be repeated to enhance the
validity of the conceptual framework. This wouldoal for a more holistic understanding
of international visitor experiences with local tism and business-related activities in the
destination settings, and potentially more detaiteplanations of why issues need
improvement. Particularly, using the open-endedsgioes with the existing groups of
foreign investors located in Melbourne would havevled an opportunity to test some of
the opinions of potential business investors withse who had already made this decision.
Also, the other analysis methods such as clustalysis and focus groups should be used

to test many of the claims arising from the study.

Furthermore, the data collected here is soon #feebusiness person returns home and not
whilst in Melbourne. This is appropriate for tratudy as it is aimed at measuring the
impact of satisfaction upon investment intentioHowever, it may be of interest to see

whether opinions differ between those obtainedhia dlestination and those held after
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returning home. This could potentially focus onlexpng the conclusion to not return (or
return) for investment, other business-relatedvaigs or holiday; and the role or influence

of external recommendations.

7.9 CONCLUDING STATEMENT

The current study has made significant contribitiant only to the literature but also to
the marketing and management in the business tounslustry. By theoretically
proposing a research framework model and undedakim initial empirical testing of
research hypotheses, the study has brought a lbeitierstanding of the influences of the
key determinant constructs on behavioural intestiohtravellers in the business tourism
market generally, and Asian business travel smediyi. This study also provides
substantial support for the constructs and relatiggs within the proposed conceptual
framework and justifies the use of the tourism comgtion system to provide a better
understanding of the travel experiences of busipesple. Additionally, it has indicated
that the issues concerning business travellererdgignificantly to that of other travel
groups. The study and its findings provide potntalue to marketers and managers of

tourism activities.
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APPENDICES
Appendix 1: Information to survey Participants

INFORMATION TO SURVEY PARTICIPANTS INVOLVED IN RESE ARCH

You are invited to participate

You are invited to participate in a research projeatitled International Business Traveller
satisfaction and investment behavioural intentions An analysis of North and South East
Asian visitors to Melbourne. This project is being conducted by a student rebeaMs Doan,
Thi Thanh Thuy as part of a PhD study at Victoria University untiee supervision of Professor
Lindsay Turner and Dr Thu Huong Nguyen from Colle§®usiness, Victoria University.

Project explanation

The aim of this study the study aims are to (1hiife the motivations of the North and South East
Asian business traveller coming to Melbourne, (Zmine Melbourne’s key destination attributes
from the perspective of North and South East Abiaginess travellers, (3) investigate the influences
of motivations and destination attributes on theivel satisfaction, (4) determine the relatiopshi
between their travel satisfaction, and their futua®el and investment behavioural intentions.

What will | be asked to do?

As a participant in this study, you will be invitéal participate in a survey which will take from 10

to 15 minutes to complete. You will be asked alaators which have a considerable impact on
your satisfaction and future investment intentiomsMelbourne. You will be required to sign a

Consent Form for Interview Participants as an ewideof your consent to participate in the
interview before it starts.

What will | gain from participating?

Your sharing and views are valuable for the studgur participation will make a significant
contribution to the development of knowledge altoutist satisfaction and future travel intentions,
especially in business travel industry. The findingf this study will contribute to the study of
policy making in Melbourne and other cities wheodiqy makers expect to improve the levels of
satisfaction for tourists, and hopefully, influertbeir re-visit intentions for investment.

How will the information | give be used?

The information that participants provide will beaéysed and used for a Doctoral thesis
completion. The raw collected data will be confitilgfy kept in a safe place at all stages of the
project and only accessed by the researcher arglipervisors. The information may be used for
the purpose of academic publication.
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What are the potential risks of participating in this project?

There are no expected risks for participants.
How will this project be conducted?

The quantitative study will be applied, and thesfie®naire survey is chosen as the data collection
method.

Who is conducting the study?

The study is being conducted through College ofimass, Victoria University, Melbourne,
Australia. The researcher’s details are as follows:

Principle Researcher : Professor Lindsay Turner
Email: lindsay.turner@vu.edu.au

Associate Researcher : Dr Thu Huong Nguyen;
Email:thu-huong.nguyen@vu.edu.au

Student Researcher . Doan, Thi Thanh Thuy
Email: thi.doan22@students.vu.edu.au

Any queries about your participation in this projetay be directed to the Chief Investigator listed
above. If you have any queries or complaints abimiivay you have been treated, you may contact
the Ethics Secretary, Victoria University Human &ash Ethics Committee, Office for Research,
Victoria University, PO Box 14428, Melbourne, VIBP01, email lindsay.turner@vu.edu.au or
phone +61 399 192 885.

Your participation and precious time are highly igated

Thank you

Doan, Thi Thanh Thuy

PhD Candidate

Page 322



Appendix 2: Consent Form for Survey
CONSENT FORM FOR SURVEY PARTICIPANTS INVOLVED IN RE SEARCH
INFORMATION TO PARTICIPANTS:

We would like to invite you to be a part of a stugiytitled “International Business Traveller
satisfaction and investment behavioural intentions An analysis of North and South East
Asian visitors to Melbourne”. Full details of the projects and your involvemarg provided in the
accompanying sheet titl¢thformation to Survey Participants Involved in Research”
CERTIFICATION BY PARTICIPANT

) et (Please write your name)

certify that | am at least 18 years old and treanlvoluntarily giving my consent to participatetfie
study:

“International Business Traveller satisfaction andinvestment behavioural intentions - An
analysis of North and South East Asian visitors tdMelbourne” being conducted at Victoria
University by: Professor Lindsay Turner

| certify that the objectives of the study, togetiuéth any risks and safeguards associated with the
procedures listed hereunder to be carried outeénréisearch, have been fully explained to me by:
Doan, Thi Thanh Thuy

and that | freely consent to participation involyithe below mentioned procedures:
Survey

| certify that | have had the opportunity to havey guestions answered and that | understand that |
can withdraw from this study at any time and thi withdrawal will not jeopardise me in any way.

| have been informed that the information | prowd# be kept confidential.
Signed:.....ccooe Date: oo
Any queries about your participation in this projery be directed to the researcher

Professor Lindsay Turner

If you have any queries or complaints about the w@ay have been treated, you may contact the
Ethics Secretary, Victoria University Human ReskaEthics Committee, Office for Research,

Victoria University, PO Box 14428, Melbourne, VIBP01, email lindsay.turner@vu.edu.au or

phone +61 399 192 885
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Appendix 3: Questionnaire
QUESTIONNAIRE
Screening questions
1. Where is your current place of residence?
OChina OVietnam OSingapore

2. Please rate each of the following purposes, in tesrof their importance to you
when selecting Melbourne for this business trip

1 =totally disagree; 6= totally agree (Please ciech number from 1 to 6)

Look for investment opportunities for 1 2 3 4 5 6
expanding your current business

Look for investment opportunities for 1 2 3 4 5 6
starting-up business

Look for new investment opportunities in 1 2 3 4 5 6
other industries

Meeting with your potential/current 1 2 3 4 5 6
business partners for investment
opportunities

Others (please be specific) 1 2 3 4 5 6

PART A: TRAVEL CHARACTERISTICS QUESTIONS

3. Please indicate your gender

OMale OFemale OoOther......

4. What is your age group?
OUnder 30 [30-40 O41-50 d51-60 061 or
over

5. Please indicate your highest level of education?
OHigh school or lower OUndergraduate degree OPost graduate

6. Please indicate your current employment and positim
OEmployee O Self-employed  ORetired OOther......
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7. Please indicate

POSItION......ccevviiiiiiiiie e,
(For exampledBusiness owner

ManagementdOCEO

your current occupational
OMember of Board of Director or Board of
OSaleManager Oinvestment Adviser

8. What is your current industry and the industry you are looking for investment

in Melbourne?

Your current industry

The industry you are looking for
investment in Melbourne

OMining

OManufacturing

OReal estate activities
OFinancial & insurance activities
ORetailing

OTechnology

OAgriculture

OOther services activities

OOther............

OMining

OManufacturing

OReal estate activities
OFinancial & insurance activities
ORetailing

OTechnology

OAgriculture

OOther services activities

OOther............

9. How many years have you worked in your industry?
OLess than 5 years 005-10 years 0011-20 yeard121-30 yearddOver 30 years

10.How many

Melbourne?........covvevveeeiiieins

11.Who funded your current trip?
OSelf-funded OMy company

OOther......
12.How many
WITR? e,
Are they?

OColleagues/Friends

have you visited

OSponsored by another organization

are you travelling

OFamily/partner ~ OTour group

13.How useful was information about Melbourne from thefollowing sources?

1 =totally not useful; 6= totally useful (Pleasedae a number from 1 to 6)
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Friends/relatives 1
Colleagues/partners 1
Travel agent information 1
Media (internet/newspapers) 1
Other (please be specific) 1

PART B: YOUR CURRENT TRIP

14.Below are some motivational factors which could desibe why you visited
Melbourne. Please rate each of the following attribtes, in terms of their

importance to you when selecting Melbourne for thidbusiness trip
1 =not important; 6=very important (Please circlenamber from 1 to 6)

Professional motives

Market-seeking motives (market siz
market openness, market potential)

el

2

Efficiency-seeking (labour cost, labour
quality, operating costs)

Take advantage of available resources

Follow competitors

1

Exploit economies of scale and seek greé
efficiencies in operation

terl

Source  technology,  know-how
innovative capabilities

or 1

Business networks

Entrepreneurial aspect (be independent/q
boss, use own creative skills, do enjoyab
work, frustrated with previous job)

wiil

Australia is safe place to invest

N

A stable political climate for investment

n
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Australia

The positive impact of national investment 1

agency ‘Invest Australia’

The positive impact of Victoria investme
agency

Victoria Government policies (trade 1
agreement, FDI promotes policies, tax

intensives, infrastructure, other policies)

The Victoria government provides a hi
level of post investment support

Melbourne has high investment rates
return

ofl

Melbourne has high quality investment 1

advice

A significant list of investment companis
based in Melbourne

bs 1

Melbourne is growing rapidly

Victoria's FinTech hub services

Funds management services

Banking services

Legal services

Accounting services

Personal motives

Holiday

1
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Relaxation

Escape from routine

o

Visiting relatives and friends

[dul

Shopping

Visiting the new places

(@]

Attending Melbourne’s festivals and events

45

Exploring Melbourne’s lifestyle

Exploring Melbourne’s night life and
entertainment

Exploring Melbourne’s natural attractions

[\ Y
T

Exploring Melbourne’s cultural attractions

N

)

N

Exploring Melbourne’s historic
sites/Museums

Looking for education institutions

Career enhancement

N

LD

15. Please indicate how important are the following Mddourne accessibility

1 =totally not important; 6= totally important (P&se circle a number from 1 to 6)

Private Car 1 2 3 4 5 6
Taxi 1 2 3 4 5 6
Train 1 2 3 4 5 6
Tram 1 2 3 4 5 6
Bus 1 2 3 4 5 6
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Facilities for disabled access 1 2 3 4 5 6
Convenience of local transportation 1 2 3 4 5 6
Transportation facilities 1 2 3 4 5 6
Cost/price levels of transportation to the 1 2 3 4 5 6
venue

16.Please indicate how important are the following Médourne accommodation

1 =totally not important; 6= totally important (P&se circle a number from 1 to 6)

5 star Hotel 1 2 3 4 5 6
3-4 star Hotel 1 2 3 4 5 6
Own home/family house 1 2 3 4 5 6
Your friends/relatives house 1 2 3 4 5 6
Helpfulness of Accommodation staff 1 2 3 4 5 6
Accommodation facilities available at 1 2 3 4 5 6
destination

Accommodation availability 1 2 3 4 5 6
Accommodation rates 1 2 3 4 5 6
Friendly people 1 2 3 4 5 6

17.Please indicate how important are the following Mddourne attraction to your

trip
1 =totally not important; 6= totally important (P&se circle a number from 1 to 6)
Federation Square 1 2 3 4 5 6
Royal Botanic Gardens 1 2 3 4 5 6
Queen Victoria Market 1 2 3 4 5 6
Southbank and Arts Centre Melbourne 1 2 3 4 5 6
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National Gallery of Victoria 1 2 3 4 5 6

Melbourne Museum and Royal Exhibitic 1 2 3 4 5 6
Building

Yarra River Cruise 1 2 3 4 5 6
Seasonal events (such as Australian Te, 1 2 3 4 5 6
Open, Moomba, Formula One Race, Lu

New Year)

Other 1 2 3 4 5 6

18.Please indicate how important are the following Mddourne amenity

1 =totally not important; 6= totally important (P&se circle a number from 1 to 6)

Asia food and beverage 1 2 3 4 5 6
Western food and beverage 1 2 3 4 5 6
American food and beverage 1 2 3 4 5 6
Australian food and beverage 1 2 3 4 5 6
Different food and beverage 1 2 3 4 5 6
Quiality of food and beverage 1 2 3 4 5 6
Cost/price levels of food and beverage 1 2 3 4 5 6
The fresh of food and beverage 1 2 3 4 5 6

19.Please indicate your level of agreement with eachi the following statements in
relation to your level of overall satisfaction.
1 =totally disagree; 6= totally agree (Please ciech number from 1 to 6)

In general, my experiences associated with 1 2 3 4 5 6
Melbourne Attractions was better than |
expected
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In general, my experiences associated with 1 2 3 4 5 6
Melbourne Food and Beverage was better th
| expected

In general, my experiences associated 1 2 3 4 5 6
Melbourne Transportation was better than |
expected

In general, my experiences associated with 1 2 3 4 5 6
Melbourne Accommodation was better than
expected

In general, my experience associated with 1 2 3 4 5 6
Victoria State supports was better than |
expected

In general, my experience associated with 1 2 3 4 5 6
business related activities on this trip was be
than | expected

Overall, | am satisfied with my trip in 1 2 3 4 5 6
Melbourne

PART C: YOUR FUTURE TRIP

20.Will you consider revisit Melbourne within the next years?
OYes ONo (go to Question 22)

21.What are your future plans for visiting Melbourne? (Please indicate the
importance of each of the following reasons for yau future travel to
Melbourne)

1 =very slight possibility; 6= certain (Please cieca number from 1 to 6)

Undertake investment activities 1 2 3 4 5 6
Undertake other business activities 1 2 3 4 5 6
Holiday/leisure 1 2 3 4 5 6
Visit family, friends and relatives 1 2 3 4 5 6
Education 1 2 3 4 5 6
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22.Please indicate your level of agreement with eachi the following statements in
relation to Melbourne.

1 =totally disagree; 6= totally agree (Please ciech number from 1 to 6)

(You can tick more than ONE option here)

| will speak positively about Melbourneasa, 1 2 3 4 5 6
good place to invest to other people

I will strongly recommend Melbourne as a 1 2 3 4 5 6
good investment place to other people

I will strongly recommend Melbourne as a 1 2 3 4 5 6
destination for leisure purposes to other
people
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Appendix 4: Pilot Study Findings - Reliability Test

Cronbach's
Construct Empirical Indicators Alphas
Professional Motives ~ Q14A Accounting services 0.97
Q14A Legal services
Q14A Banking services
Q14A Funds management services
Q14A Victoria's FinTech hub services
Q14A Melbourne is growing rapidly
Q14A Significant list of investment companies basetllelbourne
Q14A Melbourne has high quality investment advice
Q14A Melbourne has high investment rates of return
Q14A The Victoria government provides a high lesfgpost investment
support
Q14A Victoria Government policies (trade agreemeft, promotes
policies...)
Q14A The positive impact of Victoria investment age
Q14A The positive impact of national investmentragye'Invest Australia’
Q14A A stable political climate for investment iugtralia
Q14A Australia is safe place to invest
Q14A Entrepreneurial aspect (be independent/ows, hse own creative
skills...)
Q14A Business networks
Q14A Source technology, know-how or innovative ¢altzes
Q14A Exploit economies of scale and seek greafiiezicies in operation
Q14A Follow competitors
Q14A Take advantage of available resources
Q14A Efficiency-seeking (labour cost, labour quali@iperating costs)
Q14A Market-seeking motives (market size, marketnogss, market
potential)
Personal Motives Q14B Career enhancement 0.974
Q14B Looking for education institutions
Q14B Exploring Melbourne's historic sites/Museums
Q14B Exploring Melbourne's cultural attractions
Q14B Exploring Melbourne's natural attractions
Q14B Exploring Melbourne's night life and entertaent
Q14B Exploring Melbourne's lifestyle
Q14B Attending Melbourne's festivals and events
Q14B Visiting the new places
Q14B Shopping
Q14B Visiting relatives and friends
Q14B Escape from routine
Q14B Relaxation
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Construct

Empirical Indicators

Cronbach's
Alphas

Q14B Holiday

Destination
Attributes

Q18.

Q18.
Q18.
Q18.
Q18.
Q18.
Q18.
Q18.
Q17.
Q17.
Q17.
Q17.
Q17.
Q17.
Q16.
Q16.
Q16.
Q16.
Q16.
Q16.
Q16.
Q16.
Q16.
Q15.
Q15.
Q15.
Q15.
Q15.
Q15.
Q15.
Q15.
Q15.
Q17.
Q17.

The fresh of FB

Cost/price of FB

Quality of FB

Variety of FB

Australian FB

American FB

Western FB

Asia FB

Museum and Royal Exhibition Building
National Gallery of Victoria
Southbank and Arts Centre
Queen Victoria Market
Royal Botanic Gardens
Federation Square
Friendly people

Rates

Availability

Facilities

Helpfulness of staffs
Friends/relatives house
Own home/family house
3-4-star Hotel

5-star Hotel

Cost/price

Facilities

Convenience

Facilities for disabled access
Bus

Tram

Train

Taxi

Private Car

Seasonal events

Yarra River Cruise

0.981

Satisfaction

Q109.
Q19.
Q19.
Q19.
Q19.

Overall satisfaction

Business related activities satisfaction
Victoria State supports related satisfaction
Accommodation satisfaction

Transportation satisfaction

0.926
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Cronbach's
Construct Empirical Indicators Alphas
Q19. Food and Beverage satisfaction
Q19. Attractions satisfaction
Behavioural Q21. Education
Intentions 0.889
Q21. Visit family, friends and relatives
Q21. Holiday/leisure
Q21. Undertake other business activities
Q21. Undertake investment activities
Q22. Recommendation for leisure purposes
Q22. Recommendation for investment purposes
Q22. Speak positively for investment purposes
Total Cronbach’s
Alphas for all
constructs 0.989
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Appendix 5: Pilot Study Findings -Validity

Pearson Correlation of the Measured Constructs — Rxfessional Motives

Q14A Q14A Qvligg rT:e Q14A Victoria
14A 14A Significant list Melbourne 14A Government
Q14A. QL Ql4.A QA FUme Vgtoria's Megourne is ofginvestment has high Melt%urne has goyernment policies (trade
Accounting Legal Banking | management| _. ) ) . o provides a high
o sies || ervies o S FinTech hub growing companies quality high investment g agreement, FDI
services rapidly based in investment rates of return investmpent promotes
Melbourne advice support policies...)
s LG 1 834 777 773 577 470° 847" 769" 803" 661" 499"
Accounting Correlation
services Sig. (2-tailed) .000 .000 .000 001 .00 .00 .000 .0oo .000 pos
N 30 30 30 30 30 3q 3 3 30 30 30
Ql4Alegal  Pearson 834" 1 875 789" 515" 547" 709" 739" 764" 649" 526"
services Correlation
Sig. (2-tailed) .000 .000 .000 .004 .00 .00 .000 .qoo .000 po3
N 30 30 30 30 30 3d 3 3 30 30 30
Q14A Banking Pearson . . . . . . . . . .
cervices Correlation 772 .875 1 712 554 540 .686 .645 .676 616 .623
Sig. (2-tailed) .000 .000 000 .002 .00 .00 .000 .qoo 000 poo
N 30 30 30 30 30 3q 3 3 30 30 30
Q14AFunds  Pearson 773" 789" 717 1 671 729" 691" 685" 657" 734 567"
management  Correlation
services Sig. (2-tailed) .000 .000 .000 .00 .00 .00 .000 .qoo .000 po1
N 30 30 30 30 30 3q 3 3 30 30 30
Q14A Pearson " " " " " " " . " .
Victoria's Correlation 572 515 554 671 1 698 570 467 .589 657 .502
FinTech hub  Sig. (2-tailed) .001 004 002 .00( .00 .00 .009 .ol .000 pos
services
N 30 30 30 30 30 3q 3 3 30 30 30
las e 470° 547" 540" 729" 698" 1 494 469" 453 580" 484"
Melbourne is Correlatior
?;SYSEQ Sig. (2-tailed) .009 002 002 .00( .00D .00 .009 q12 001 po7
N 30 30 30 30 30 34 3 3 30 30 30
Qi4A Pearson 847" 709" 686" 691" 570° 494" 1 831 890" 778 528"
Significant list ~ Correlatior
ofinvestment  Sig. (2-tailed) .000 .000 .000 .00( .00t .0 .000 .qoo .000 po3
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QL4A QL4A Qvligg rT:e Q14A Victoria
Q14A Q14A 014A Q14A Funds Q14A Q14A Significant list Melbourne Q14A government Government
pecouring | Segal | saning | managemen VECTES | MePoumels| ofinesmenc | Tesgh | elboure has] G g | polies (rade
services services | services services A growing Ran _d 9 level of post 9 ’
services rapidly based in investment rates of return RS promotes
Melbourne advice policies...)
support
companies N
based in 30 30 30 30 30 3d 3 30 3 30 30
Melbourne
Q14A Pearson " " " " " " - . . .
Melbourne has  Correlation .769 .739 .645 .685 467 469 .831 1 813 .849 .685
mggs‘#’nz"nt{ Sig. (2-tailed) .000 .000 .000 .00( .00 .0 .000 .000 .000 oo
advice N 30 30 30 30 30 3d 3 30 3 30 30
Sl Eearson 803" 764" 676" 657" 589" 453 890" 813 1 816 569"
Melbourne has Caorrelation
i*:]'ggstmem Sig. (2-tailed) .000 .000 .000 .00( .00 01 .000 .000 .000 po1
rates of return N 30 30 30 30 30 30 3 30 3 30 30
Q14A The Pearson - . . . . " . . . .
Victoria. Correlation 661 .649 616 734 657 .580 778 .849 .816 1 .697
government  Sig. (2-tailed) 000 000 000 004 00 od 000 000 00 000
provides a high ’ ' ' ' ' ’ ’ ' ' '
level of post N
investment 30 30 30 30 30 3q 3 3p 3 30 30
support
Q14A Victoria  Pearson 499" 526" 623" 567" 502" 484" 528" 685" 569" 697" 1
Government Correlatior : ! ’ ’ ’ ’ : : : ’
gglrlgle?;ég?d:m Sig. (2-tailed) 005 003 000 001 006 0Q 003 000 001 000
RIOMOIES bt 30 30 30 30 30 34 3 3p 3 30 30
policies...)
Q14A The Pearson . . . . " . - . . . .
st e Demaiien 544 .633 .556 694 .640 594 651 710 .669 .850 775
:;fv\éftt%:?n Sig. (2-tailed) 002 .000 .001 .000 .00D .00 .000 .000 .000 .000 000
agency N 30 30 30 30 30 3q 3 30 3 30 30
Q14A The Eearson 500" 514° 588" 624" 590" 667" 465" 603" 508" 687" 885’
positive impact  Correlation
:;fvr;astt'fng"’r‘]'t Sig. (2-tailed) .005 .004 .001] .00( 001 .0Q 010 .000 004 .000 000
agency 'Invest N 30 30 30 30 30 30 3 30 3 30 30
Australia’
Q14AAstable Pearson 497" 613 566" 671" 469" 687" 545" 628" 587" 641" 634"
political Correlatior ’ ’ ' ' ' ' ’ ’ ’ ' ’
climate for Sig. (2-tailed) .006 .000 .001] .00( .009 .0Q 002 .000 .001 .000 000
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QL4A Q14A Qvligg r'll':e Q14A Victoria
14A 14A Significant list Melbourne 14A Government
Q14A. AL Q14.A LA U Vgtoria's Megourne is ofginvestment has high Meltg)urne has Rl policies (trade
PAEEELIITY Lzl EE N | MR ET =i FinTech hub rowin companies uality high investment FUERTEES 81 )T agreement, FDI
services services | services services A growing Ran _d 9 level of post 9 ’
services rapidly based in investment rates of return RS promotes
Melbourne advice policies...)
support
investment in N a
Australia 30 30 30 30 30 30 3 3 3 30 80
QI4A Pearson 474" 471 505" 670° 573 667" 468" 472 531" 588" 615"
Australia is Correlation
;fggslft"ace to  Sig. (2-tailed) 008 .009 004 .00( .00 0 009 .008 .003 001 000
N 30 30 30 30 30 30 3 3 3 30 80
Q14A Pearson . " " " " . . N .
SrieEraE Ganaien .603 .627 595 496 402 197 591 774 .644 767 745
aspect (be Sig. (2-tailed) 000 000 001 005 02 29 001 000 000 000 000
independent/o
wn boss, use N
own creative 30 30 30 30 30 30 3 3 3 30 80
skills...)
QI4A Business Pearson 569" 439 443 446 423 179 624 680" 687" 731 670"
networks Correlation
Sig. (2-tailed) .001 015 014 013 02 34 .000 .000 .000 .000 000
N 30 30 30 30 30 30 3 3 3 30 80
Q14A Source  Pearson " o " " " " " " " " "
R Correlation 526 511 497 516 .585 467 .650 673 .629 .848 .686
know-how or  Sig. (2-tailed) 003 004 006 .004 .00 .0 .000 .000 .000 000 000
innovative
capabilities N 30 30 30 30 30 33 3 3 3 30 80
Q14A Exploit  Pearson 493" 444 616" 477 618" 453 603" 658" 536" 778" 766"
economies of Correlation
Zf:;‘iear”d seek Sig. (2-tailed) .006 014 000 008 .00 01 000 000 002 000 000
efficiencies in 30 30 30 30 30 3q 3 3 3 30 30
operatlon
Q14A Follow Pearson . . . . " . . . .
oAl Correlation .625 594 548 618 .560 .393 430 .669 510 718 .624
Sig. (2-tailed) .000 .001 .002 004 .00L 03 018 .000 Q04 .000 000
N 30 30 30 30 30 30 3 3 3 30 80
Ql4ATake ~ Pearson 636" 588" 593" 595" 637" 406 530" 646" 648" 770° 710°
advantage of Correlation
available Sig. (2-tailed) .000 001 001 001 00D 02 003 000 000 000 000
resources
30 30 30 30 30 30 3 3 3 30 30
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Q14A Q14A Qvligg rTi;e Q14A Victoria
Q14A Q14A Significant list Melbourne Q14A Government
Ac(c?olfrﬁin 83 4:; B(gr%[klﬁ %;?12 Feunr:gr?t Victoria's Melbourne is| of investment has high Melbourne has 3)?/\{5 égn;ehr;t h policies (trade
servicesg ser\?ices servicegs ser\?ices FinTech hub growing companies quality high investment plevel of 05? agreement, FDI
services rapidly based in investment rates of return investmpent promotes
Melbourne advice policies...)
support
Q14A Pearson " . .
e Correlation 314 407 315 442 540 379 292 435 407 526 539
seeking (labour - Sig. (2-tailed) 091 026 090 014 00p 039 117 06 026 003 002
cost, labour
quality,
operating 30 30 30 30 30 30 3 30 3 30
COosts)
Q14A Market-  Pearson 269 390 453 418 557" 553" 273 454 477 593" 729"
seeking Correlation
motives Sig. (2-tailed)
(market size, 150 .033 012 .021 .00P .002 145 012 .009 .p01 000
market N
openness, §
L - 30 30 30 30 30 30 3 30 3 3 0
potential)
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Q14A

Q14A The Q14A The QL4A Q14A Exploit Q14A
positive positive impact Ql4’§“¢i csatlable Q14A Entrepreneurial Q14A t ecShonuorlt;e economies of Q14A Take Efficiency- s%éﬁiﬁ Mriz)kt(ie\; 5
impact of of national clri)mate - Australia is aspect (be B know—hog\;/?l/’ scale and seek| Q14A Follow | advantage of | seeking (labour markget o
Victoria investment n " safe place | independent/own greater competitors available cost, labour ( !
. q investment in . networks or 4 g a " f market openness
investment agency Invest 0 to invest bOSS, use own a 5 efficiencies in resources quallty, operatlng g
agenc Australia’ atstels creative skills...) ARELIYE operation costs) I (PR
gency capabilities P
Q14A Pearson " " " " " " . " " .
Accounting Correlation 544 500 497 474 .603 .569 526 493 .625 .636 314 .269
services fa'ﬁ’éé)z' 002 005 006 008 .00 .0Q 003 006 .q00 .00 .091 150
N 30 30 30 30 30 30 3 3P 0 30 30 30
Q14A Legal Pearson . . . . . - . .
cervices Correlatior 633 514 613 471 .627 439 511 444 594 .588 407 .390
;Salfllecg)z .000 .004 .000 .009 .00 .01 .004 .04 .001 .po1 .026 .033
N 30 30 30 30 30 30 3 3P 0 30 30 30
Q14A Pearson " " " " " " " N .
Banking (Ao . 556 588 566 505 595 443 492 616 548 593 .315 453
services ;‘ﬁ’éé)z' 001 001 001 004 00 01 006 0p0 002 P01 .090 012
N 30 30 30 30 30 30 3 3P 0 30 30 30
Q14A Funds  Pearson . " - . . . . . .
e Qe 694 624 671 670 496 446 516 A77 618 595 444 418
services ;‘ﬁ’éé)z' 000 000 000 00( 005 01 004 0p8 000 P01 014 021
N 30 30 30 30 30 30 3 30 0 30 30 30
Q14A Pearson " " " . " . . N
Victoria's Correlation 640 590 469 573 407 427 585 618 560 632 540" 557"
FinTech hub  Sig. (2-
iy - tailed) .000 .001 .009 .001 .02 .02 .001 .0po .001 .poo .002 .002
N 30 30 30 30 30 30 3 30 0 30 30 30
Q14A Pearson " " . .
Melbourne is  Correlation 594 662 682 667 197 179 467 452 393 .406 379 553"
growing Sig. (2-
rapidly tailed) .001 .000 .000 .00( .29 .34 .009 .02 .032 .p26 .039 .002
N 30 30 30 30 30 30 3 3P 0 30 30 30
Q14A Pearson " . . . . " . . .
Significant Correlation 651 465 545 468 591 624 .650 .603 430 .530 292 273
list of Sig. (2-
VST tailed) .000 .010 .002 .009 .00 .0¢ .000 .0po .018 .po3 117 145
companies N 4
el fin 30 30 30 30 30 30 3 30 0 30 30 30
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Q14A

Q14A The Q14A The QL4A Q14A Exploit Q14A
_positive positive_impact ng'gliﬁczllable Q14/_-\ ) Entrepreneurial 014A te(:shonugli) egy, economies of Q14A Take Efﬁciency- s%éﬁiﬁg;wrirokt(ia\;s
impact of of national e Australia is aspect (be BuUsiness - scale and seek| Q14A Follow | advantage of | seeking (labour (market size
Victoria investment . ) safe place | independent/own greater competitors available cost, labour !
. , investment in ) networks or e 4 . . market openness
investment agency Invest Australia to invest bOSS, use own innovative efficiencies in resources quallty, operatlng market potential)
agency Australia’ creative skills...) capabilities operation costs)
Melbourne
aéﬁg e ng;;g:on 710° 603 628 475 774 680" 673 658" 669" 646" 435 454
gﬁ;ﬂ;gh ;‘ﬁ’éé)z' 000 .000 000 004 .00 .0 .000 .000 .900 .00 016 012
gg\iimem i 30 30 30 30 30 30 3 3p 30 30 30 30
Ol ecl 669" 508" 587" 531" 644" 682" 629" 536" 510° 648" 407 477"
Melbourne Correlation . ’ ’ ’ . ’ . . ’ . ' ’
mz;‘%hem ;‘ﬁ’éé)z' 000 004 001 007 .00 .00 000 002 Q04 000 .026 .009
rates of return - N 30 30 30 30 30 30 3 30 30 30 30 30
Siﬁﬁi;he Eg?:;‘;:on 850" 687 641" 588" 767" 731" 848" 778 718 770° 526" 593"
g?&’jg‘ens’zm ;‘ﬁ’éé)z' 000 000 000 001 .00 .00 000 000 400 000 .003 .001
high level of N
post 4
. 30 30 30 30 30 30 3 3p 30 30 30 30
support
SiifoAria E‘Zf:;g:on 778" 885" 634" 615" 748" 670" 686" 766" 624° 710° 539" 729"
S&ﬁg?ﬁ;‘é . ;‘ﬁ’éé?' .000 .000 000 .00¢ .00 .0 .000 000 .qoo .00 .002 .000
agreement, N ’
FDI promotes 30 30 30 30 30 3 3 30 30 30 30 30
policies...)
Sgg{?\/zhe ng:;g:on 1 804 709" 646" 697" 607" 857" 714 666" 737 588" 615"
'\rl?giﬁta"f tsa'ﬁ’éé)z' 000 000 .000 .00 .00 040 .000 .000 000 .001 .000
gggﬁé';em N 30 30 30 30 30 30 3 3p 30 30 30 30
Solgt?v lhe Ef)f:;g?ion 804" 1 713 758" 557" 518" 657" 731 703" 760" 561" 787"
'n”;ggﬁtaff tsa'ﬁ’éé)z' .000 000 000 .00 .00 040 .000 .000 000 .001 .000
investment N
agency 'Invest 30 30 30 30 30 3 3 30 30 30 30 30
Australia’'
St;‘b‘@ g Eg?:;‘;:or 709" 71 1 864" 403 249 495 478 407 396 401 546"
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Q14A )
Q14A The Q14A The Q14A Q14A Exploit Q14A
positive positive impact Q14A./'.\ sl Q14A Entrepreneurial SOUITEE economies of Q14A Take Efficiency- Q14.A Markgt—
) ’ political o Q14A technology, . seeking motives
impact of of national e Australia is aspect (be BuUsiness - scale and seek| Q14A Follow | advantage of | seeking (labour (market size
Victoria investment . ) safe place | independent/own greater competitors available cost, labour !
. . investment in : networks or T . . market openness
Investment agency Invest . to invest bOSS, use own . . efficiencies in resources quallty, operatlng g
agenc Australia’ AUl creative skills...) IO operation costs) market potential)
gency u : e i capabilities perat
political Sig. (2- ]
oy tailed) .000 .000 .000 .02 .18 .00 .008 .025 .030 .028 .002
investmentin N g
" 30 30 30 30 30 30 3 30 30 30 30 30
Q14A Pearson " " . . -
Australia is Correlation 646 758 864 1 .253 .236 377 454 462 483 378 .601
safe placeto  Sig. (2- _
Tvas tailed) .000 .000 .000 17 .20 .04 .012 .010 .007 .040 .000
N 30 30 30 30 30 30 3 30 30 30 30 30
Q14A Pearson " . " " " " -
R o e 692 557 .403 253 1 .843 769 679 750 773 510" 501
al aspect (be  Sig. (2- i,
independent/o tailed’ .000 .001 .027, 7 .00 .00 .000 .000 .000 .004 .005
wn boss, use N
own creative 30 30 30 30 30 30 3 30 30 30 30 30
skills...)
Q14A Pearson . " " . . . . “
BUsiness i 602 518 249 236 843 1 738 647 629 740 379 468
networks tsa'ﬁ’é 5)2 000 003 184 209 .00 04 000 000 000 .039 .009
N 30 30 30 30 30 30 3 3P 30 30 30 30
Q14A Source Pearson . " " . . . . . “
technology,  Correlation 857 652 499 377 769 738 1 827 620 699 496" 497
know-how or  Sig. (2-
e tailed) .000 .000 .005] .04( .00 .0¢ .000 .000 .000 .005 .006
capabilities SN 30 30 30 30 30 3¢ 3 3p 30 30 30 30
Q14A Exploit Pearson . " " " . . . o “
cconomies of Correlation 714 731 473 454 679 647 827 1 630 681 378 564
scale and seek Sig. (2- ]
greater tailed .000 .000 .008] .012 .00 .0Q .000 .000 .000 .039 .001
efficienciesin N j
operatiol 30 30 30 30 30 30 3 30 30 30 30 30
Q14A Follow Pearson . " " . . . . .
competitors  Correlation 666 703 407 462 750 629 620 630 1 .909 537" 617
S|_g. (2- .000 .000 .025 .01¢ .00 .0¢ .000 .0po .000 .002 .000
tailed)
N 30 30 30 30 30 30 3 3P 30 30 30 30
Q14A Take Pearson . N . . . . - . . N
advantage of  Correlation 732 760 396 483 773 740 699 681 .909 1 607 707




Q14A .

Q14A The Q14A The Q14A Q14A Exploit Q14A

positive positive impact ng'gliﬁczllable Q14A Entrepreneurial 014A te(:shonugli) egy, economies of Q14A Take Efficiency- s%éﬁiﬁg;wrirokt(iav;s

impact of of national e Australia is aspect (be BuUsiness - scale and seek| Q14A Follow | advantage of | seeking (labour (market size

) Victoria investment e —— safg place | independent/own - T greater competitors available cost, Iabour_ TR opennéss

investment | agency 'Invest Australia to invest boss, use own innovative | €fficiencies in resources quality, operating arket potertal

agency Australia’ creative skills...) capabilities operation costs)
available Sig. (2- 4 000 000
e tailed) .000 .000 .030 .00 .00 .0d .000 .0po0 .000 . .
N 30 30 30 30 30 3( 3 3D 30 30 30 30

Sl S 588" 561" 401 378 510° 379 496° 378 537" 601" 1 604"
ZZE';'Sfcost tsa'ﬁ’éé)z' 001 001 028 044 .00 03 005 089 Q02 .00 .000
labour quality, N
operating 30 30 30 30 30 30 3 30 30 30 30 30
Costs)
e . 615" 787" 546" 601" 501" 468" 493" 564" 612" 707" 604" 1
seeking Sig. (2- L
motives tailed) .000 .000 .002) .00¢ .00 .0d .006 .0p1 .000 .poo .000
(market size,
market
openness, 30 30 30 30 30 3( 3 3D 30 30 30 30
market
potential)

**_Correlation is significant at the 0.01 leveH@iled).

* Correlation is significant at the 0.05 level tgied).
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Pearson Correlation of the Measured Constructs- Personal Motives

Q14B Q14B Q14B Q14B Q14B Q14B
Q14B Exolor - - - Q14B - Q14B e Q14B
; ploring Exploring Exploring Exploring ; Attending o Visiting
S:ﬁ;gear;e‘gt nglljg;%:)%r Melbourne's Melbourne's Melbourne's Melbourne's Miﬁgg)urmge‘s Melbourne's mznr:r;%\, Sth l4|‘?n relatives Effc():?npe Re?a];(i%on H%zlligg
e historic sites/ cultural natural night life and - festivals and pping and - Yy
institutions M . . p lifestyle places f routine
useums attractions attractions entertainment events friends
Q148 Career  Pearson 1 835" 720° 763" 727" 743" 785’ 653 | 659" 686" 672 | 670" 614" | 528
enhancement Correlatior
Z\'ﬁ’ég' .000 .000 .000 .00 .00 .0Q .000 .000 .000 .000 .000 .000 .003
N 30 30 30 30 30 3( 3 3p 0 0 30 BO 30
Q148 Looking  Pearson 835" 1 738 706" 589" 771 694" 528" | 595 654" 666" | 633 693 | 546
for education Correlatior
institutions gﬁ’ééf' 000 000 000 001 .00 04 003 001 000 000 .000 .000 002
N 30 30 30 30 30 3( 3 3p 0 0 30 BO 30
Q14B Pearson " " " . . " " - . . . . .
e Correlation 720 .738 1 .890 .843 .83¢9 .847 675 871 854 .906 .804 874 .780
Melbourne's Sig. (2-
historic tailed) .000 .000 .000 .00 .00 .0(Q .000 .000 .000 .000 .000 .000 .000
sites/Museums N 30 30 30 30 30 30 3 3p 0 0 30 30 30
Q14B Pearson " " " . . " " " . . . . .
e Correlation 763 .706 .890 1 873 .841 .796 .703 .830 .866 .838 .863 740 570
Melbourne's Sig. (2-
cultural tailed) .000 .000 .000 .00 .00 .0(Q .000 .000 .000 .000 .000 .000 .00
aliraetions N 30 30 30 30 30 30 3 3p 30 0 0 30 30
Q14B Pearson " " " " . " " " . . . . .
Sl Correlation 727 .589 843 873 1 .703 .817 .658 .783 778 .766 .836 673 .636
Melbourne's Sig. (2-
natural tailed) .000 .001 .000 .00( .00 .0(Q .000 .000 .000 .000 .000 .000 .000
aliraetions N 30 30 30 30 30 30 3 3p 30 0 0 30 30
Q148 sl 747" 771 838" 841" 703" 1 890 777 | 853 821" 788 | 761 736 | 561
Exploring Correlation
Melbourne's Sig. (2-
nightlifeand  tailed) .000 .000 .000 .00( .00 .0Q .000 .000 .000 .000 .000 .000 .00
Shiera N mENtEN 30 30 30 30 30 30 3 3p 30 0 0 30 30
Q148 sl 785" 694" 847" 796" 817" 890" 1 8200 | .909' 737 804" | 748 699" | 618
Exploring Correlation
Melbourne’s Sig. (2- .000 .000 .000 .00( .00 .00 .000 .000 .000 .p00 .000 .000 .00d
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Q14B Q14B Q14B Q14B Q14B Q14B
Q148 Career LooQk]i-:Bfor Exploring Exploring Exploring Exploring E)?:Ilc‘)lr‘ian Attending V?s]l-tlllr? 0148 Visiting EQSJ(-:iBe 0148 0148
enhancement educagt]ion Melbourne’s Melbourne's Melbourne's Melbourne's Melgournge‘s Melbourne’s the ne?/v Shoppin relatives fromp Relaxation Holida
e historic sites/ cultural natural night life and X festivals and pping and . Y
institutions M . . . lifestyle places - routine
useums attractions attractions entertainment events friends
lifestyle tailed)
N 30 30 30 30 30 3( 3 3p 0 30 0 BO 30
Q14B Pearson " " " " " " " * . . . . .
Attending Correlation .653 528 675 .703 .658 777 .820 1 794 688 633 .730 528 546
Melbourne's Sig. (2-
festivals and tailed, .000 .003 .000 .00( .00 .00 .0 .000 .000 .000 .000 .003 .007
SVEN'S N 30 30 30 30 30 3Q 3 3p 0 30 0 30 30
Q14B Visiting  Pearson . . - N . . . . . . . . .
e T e .659 595 871 .830 .783 .857 .909 794 1 .801 .860 .739 .705 .583
gﬁ’éé)z' .000 .001 .000 .00( .00 .00 .0 .000 .000 .p00 .000 .000 .00}
N 30 30 30 30 30 3( 3 3p 0 30 0 BO 30
s Pearson 686" 654" 854" 866" 778" 821" 737" 68 | 801 1 855 | .88¢’ 844" | 727
Shopping Correlation
gﬁ’éé)z' .000 .000 .000 .00( .00 .00 .0 .000 .000 .p00 .000 .000 .000
N 30 30 30 30 30 3( 3 3p 0 30 0 BO 30
QI4B Visiting  Pearson 677" 666" 906" 838" 766" 788" 804" 633 | 860" 855" 1| 818 870" | 708"
relatives and Correlatior
it s gﬁ’éé)z' 000 000 000 .00( .00 .00 0 000 000 000 .000 .000 000
N 30 30 30 30 30 3( 3 3p 0 30 30 BO 30
Q14B Escape  Pearson 670" 633" 804" 863" 836" 761" 748’ 730" | 739" 88¢" 818" 1 804 | 710
from routine Correlatior
gﬁ’éé)z' .000 .000 .000 .00( .00 .00 .0 .000 .000 .000 000 .000 .000
N 30 30 30 30 30 3( 3 3p 0 30 30 BO 30
Q14B Pearson . " . " . . . " . . . . .
Relaxation Correlation 614 .693 874 740 673 .736 .699 528 .705 844 .870 .804 1 .807
gﬁ’ééf' .000 .000 .000 .00( .00 .00 .0 .003 .000 .p00 000 .000 .000
N 30 30 30 30 30 3( 3 3p 0 30 30 BO 30
Q14B Holiday  Pearson " . . . . . . . . . . . .
Correlation 528 546 .780 570 .636 561 .615 546 583 727 .708 710 .802 1
gﬁ’éé)z' .003 .002 .000 .001 .00 .00 .0 .002 001 .p00 000 .000 .000)
N 30 30 30 30 30 3( 3 3p 0 30 0 BO 30
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Q14B Q14B Q14B Q14B Q14B Q14B
Q14B - - - - Q14B . Q14B o Q14B
Q14B Career | Looking for ME);gIorlng‘ MEXIEIOHHQ. ME);gIorlngl ME);gIorlng‘ Exploring MAtltsndmg‘ Visiting Q14B V||S|:!ng Escape Q14B Q14B
enhancement | education h'et _ourr_]te S/ g hournles e tournles _eht?;unez Melbourne's : et_ onez the new | Shopping rea|(\j/es from Relaxation Holiday
institutions T/lorlc sites el LT night fite an lifestyle estivals an places an routine
useums attractions attractions entertainment events friends
**_Correlation is significant at the 0.01 leveHg&iled).
Pearson Correlation of the Measured Constructs - Tansportation
Q15. Q15. Q15. Q15. Facilities for Q15. Q15. . .| Q15. Private
Cost/price | Facilities Convenience disabled access Bus Tram (QELS, MEN || QERE), TR Car
Q1S. Pearson 1 903" 874" 335| 783 733" 623" 538" 593"
Cost/price Correlation
Sig. (2-tailed) .000 .000 .070 .000 .000 .000 .0p2 qdo1
N 30 30 30 30 30 3( 30 30 o
Q15. Facilities  Pearson 903" 1 848 411 | 678 733 618" 538" 565
Correlatior
Sig. (2-tailed) .000 .000 .024 .000 .000 .000 .0p2 qdo1
N 30 30 30 30 37 3( 30 3D o
Q15. Feataan 874" 848" 1 438 | 799" 731 633 608" 638"
Convenience Correlation
Sig. (2-tailed) .000 .000 .015 .000 .000 .000 .0p0 .doo
N 30 30 30 30 30 3( 30 3D o
Q15. Facilities  Pearson 335 411 438 1| s8¢ 723 453 313 418
for disabled Correlatior
access Sig. (2-tailed) .070 024 015 .001 .000 012 .082 421
N 30 30 30 30 30 3( 30 30 o
Q15. Bus Pearson 787" 678" 799" 580" 1 719 681" 506" 564"
Correlatior
Sig. (2-tailed) .000 .000 .000 .001 .000 .000 .0p4 qdo1
N 30 30 30 30 3q 3( 30 30 o
Q15.Tram  Pearson 733" 733" 731 728 | 719 1 644 577 536"
Correlation
Sig. (2-tailed) .000 .000 .000 .00 .00p .000 .0p1 .qo2
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Q15. Q15. Q15. Q15. Facilities for Q15. Q15. . . | Q15. Private
Cost/price | Facilities Convenience disabled access Bus Tram QELS, MEN || QFRE), TR Car

N 30 30 30 30 3 3( 30 3p 40
Q15.Train  Pearson 623" 618" 633" 453 | 68l 644" 1 679 564"

Correlation

Sig. (2-tailed) .000 .000 .000 012 .00 .04o0 .0po qdo1

N 30 30 30 30 3 3( 30 3p 40
Q15. Taxi Pearson 538" 538" 608" 313| 508 577" 679" 1 640"

Correlation

Sig. (2-tailed) .002 .002 .000 .092 004 .001 .000 doo

N 30 30 30 30 3 3( 0 3p ¢ 0
Q15. Private  Pearson 593" 565" 638" 418 | 564 536" 564" 640" 1
Car Correlatior

Sig. (2-tailed) .001 .001 .000 021 001 .002 .001 .000

N 30 30 30 30 30 3( D 3p ¢ 0

**_Correlation is significant at the 0.01 leveHg&iled).

*, Correlation is significant at the 0.05 level tgled).
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Pearson Correlation of the Measured Constructs - Aeommodation

Q16. Friendly Q16. Q16. Q16. Q16. Helpfulness Q16. Friends/ Q16. Own home/| Q16.3-4 | Q16. 5 star
people Rates | Availability Facilities of staffs relatives house family house star Hotel Hotel
Q16. Pearson Correlation il 832 763 750 754" 541 697 636 569
Friendly Sig. (2-tailed) .000 .00 .00p .000 .0p2 .doo 0.00 .001
people N 30 30 30 30 30 30 30 3
Q16. Rates  Pearson Correlation 837 1 863 837" 749" 636" 626" 590" 479
Sig. («-tailed) .00C .00C .00C .00C .00C .00C .001 .007
N 30 30 30 30 30 30 30 3
gﬁiabi“ty Pearson Correlation 763" 863" 1 890" 829" 789" 767" 600" 678"
Sig. (2-tailed) .000 .00( .00p .000 .0p0 .doo 0.00 .000
N 3C 3C 3C 3C 3C 3C 30 30 3C
Q16. Pearson Correlation 750" 837" 890" 1 860" 691 707" 675 682
Facilities Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .0p0 q
N 30 30 30 30 30 30 30 3
Q16. Pearson Correlatic 754" 74 .82¢” .86C 1 675" 76€ 69¢” 735
Helpfulness  Sig. (2-tailed) .000 .00 .00 .000 .0p0 .00 0.00 .000
of staffs N 30 30 30 30 30 3( 30 3p 3
Q16. ~ Pearson Correlation 541" 636" 789" 691" 675" 741 539" 745
sé'serr‘]‘ii/;‘;'a“ Sig. (c-tailed) .00z .00C .00C .00C .00C .00C .00z .00C
N 30 30 30 30 30 3( 30 30 3
Q16.Own  Pearson Correlation 697" 626" 762 707" 768 741" 1 611 761"
Egums‘zfam"y Sig. (2-tailed) .000 .00( .00 .000 .000 .000 0.00 .000
N 30 30 30 30 30 3( 30 30 3
Q16. 3-4 star Pearson Correlation 636" 590 600" 675 699 539" 611" 1 658"
A Sig. (2-tailed) .000 .001 .00 .000 .000 .002 .000 .000
N 30 30 30 30 30 3( 30 30 3
Q16.5star  Pearson Correlation 569" 479 678 687" 733 745 761" 658" 1
Hotel Sig. (c-tailed) .001 .007 .00C .00C .00C .00C .00C .00C
N 30 3C 30 3C 3C 3C 30 30 3C

**_Correlation is significant at the 0.01 leveH@iled).
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Pearson Correlation of the Measured Constructs - Atactions

Q17. Museum and| Q17. National Q17. Queen | Q17.Royal Q17.
Q17. Seasonal Q.17' Yar_ra Royal Exhibition Gallery of Q7. Soutn e Victoria Botanic Federation
events River Cruise A~ . . and Arts Centre
Building Victoria Market Gardens Square

Q17. Seasonal Pearson Correlation 1 709" 713" 707" 737" 808" 82g" 641"
events Sig. (2-tailed) .00Q .00 .00D .000 .0p0 .goo 0.0

N 30 30 30 30 30 3( 30 3p
Q17. Yarra River  Pearson Correlation 709" 1 895" 819" 535" 767" 779" 749"
Culee Sig. (2-tailed) .000 .000 .00Q .002 .000 .000 .opo

N 3C 3C 3C 3C 3C 3C 3C 3C
Q17. Museum and Pearson Correlation 715" 898" 1 815 603" 790" 769" 686"
Royal Exhibition o0 (5 tajled) 000 00 000 000 000 doo 0.0
Building

N 30 30 30 30 30 3q 30 3p
Q17. National Pearson Correlation 707" 819d" 817" 1 697" 837" 665" 728"
Gallery of Victoria g0 (- taileq) .00C .00C .00C .00C .00C .00C .00C

N 30 30 30 30 30 3( 3D 3p
Q17. Southbank Pearson Correlation 737" 535" 603" 697" 1 747 707" 683"
and Arts Centre i > tailed) 00 002 00 0do 000 doo 0.0

N 30 30 30 30 30 3( 3D 3p
Q17. Queen Pearson Correlation .805" 767" 790 837" 747 1 821" 734
VictoriaMarket i > tailed) 00 00 00 0do 000 doo 0.0

N 30 30 30 30 30 3( 3D 3p
Q17. Royal Pearson Correlation 829" 779" 769" 665" 707" 821" 1 687"
Botanic Gardens g - taileq) .00C .00C .00C .00C .00C .00C .00C

N 30 30 30 30 30 3( 3D 3p
(8217. Federation Pearson Correlation 641" 749" 686" 725" 683" 734" 687" 1

quare Sig. (2-tailed) 000 00 .00 .0do 000 000 000
N 3C 3C 3C 3C 3C 3C 3C 3C

**_Correlation is significant at the 0.01 leveHg&iled).
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Pearson Correlation of the Measured Constructs — Fad and Beverage

Q18. The Q18. Cost/price | Q18. Quality | Q18. Variety Q1is8. Q1s8. Q18. Western| Q18.
fresh of FB of FB of FB of FB Australian FB | American FB FB Asia FB
Q18. The fresh Pearson Correlation 1 771 730" 533 453 468" 581" 300
of FB - -
Sig. (2-tailed) .000 .000 .002 012 .00 .001 Ap7
N 30 30 30 30 30 3( 30 3P
Q18. Cost/price Pearson Correlation 771" 1 767 678 593" 590" 589" 618"
of FB . -
Sig. (2-tailed) .000 .000 .000 .00 .00 .001 .0po
N 30 30 30 30 30 3( 30 3P
Q18. Quality of Pearson Correlation 730" 767" 1 524 629" 443 661" 720"
FB - -
Sig. (2-tailed) .000 .000 .003 .00 .01 .000 .0po
N 30 30 30 30 30 3( 30 3P
Q18. Variety of Pearson Correlation 533" 678" 524" 1 616" 656" 598" 508"
FB - -
Sig. (2-tailed) .002 .000 .003 .00 .00 .000 .0p4
N 30 30 30 30 30 3( 30 3P
Q18. Pearson Correlation 452 593" 629" 616" 1 690" 741" 587
Australian FB . .
Sig. (2-tailed) 012 .001 .00Q .00( .00 .000 .0p1
N 30 30 30 30 30 3( 30 3p
Q18. American Pearson Correlation 468" 590" 443 656" 690" 1 786" 495"
FB . =
Sig. (2-tailed) .009 .001 .014 .00 .00 .000 .o0p6
N 30 30 30 30 30 3( 30 3P
Q18. Western  Pearson Correlation 581" 589" 661" 598" 741" 789" 1 607"
FB . .
Sig. (2-tailed) .001 .001 .000 .00 .00 .0 .0po
N 30 30 30 30 30 3( 30 3P
Q18. Asia FB Pearson Correlation 300 618 720" 508 587" 497" 607" 1
Sig. (2-tailed) 107 .000 .000 .004 .00 .0Q .000
N 3C 3C 30 3C 30 3C 3C 3C
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**_Correlation is significant at the 0.01 leveHg&iled).

Pearson Correlation of the Measured Constructs - Sesfaction

. Q19. Victoria
Q19. Business Q19. Q19. Q19. Food and Q19.
giﬁé&;ﬁ;ﬂl related activities Sta:zlzgep dports Accommodation | Transportation Beverage Attractions
satisfaction - . satisfaction satisfaction satisfaction satisfaction
satisfaction
Q19. Overall Pearson Correlation 1 619" 859" 547" 664" 602" 799"
satisfaction . -
Sig. (2-tailed) .000 .000 .002 .00 .00 .0
N 30 30 30 30 30 3( 3
Q19. Business Pearson Correlation 619" 1 57¢ 40T .376 606" 597"
related activities (2-tailed)
S EEET g. .000 .001 .028 .04 .00 .0
N 30 30 30 30 30 3( 3
Q19. Victoria Pearson Correlation 859" 576" 1 669 659" 698" 745"
State supports Sig. (2-tailed)
related g. .000 .001 .000 .00 .00 .0
satisfaction N 30 30 30 30 30 3( 3
Q19. Pearson Correlation 547" 407 669" 1 779 704" 580"
Accommodation (2-tailed)
arcion g. .002 .028 .000 .00 .00 .0
N 30 30 30 30 30 3¢
Q19. Pearson Correlation 664" 376 659" 779" 1 693 673
Transportation Sig. (2-tailed)
S EEET g. .000 .040 .00Q .00 .00 .0
N 30 30 30 30 30 3¢
Q19. Food and Pearson Correlation 603" 606" 698" 704" 693" 1 625
SRERRE Sig. (2-tailed)
satisfaction . .000 .000 .00Q .00 .00 .0
N 30 30 30 30 30 3(
Q19. Attractions  Pearson Correlation 799" 597" 745" 580" 673 625" 1
satisfaction . .
Sig. (2-tailed) .000 .001 .00q .001 .00 .00
N 30 30 30 30 30 3( 3

**_Correlation is significant at the 0.01 leveH@iled).
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* Correlation is significant at the 0.05 leveltdied).

Pearson Correlation of the Measured Constructs — Bewioural Intentions

Q22. Q22. Q22. Speak Q21. Visit Q21.
Recommendatio, Recommendation| positively for Q21. family, Q.21' 2 Undgrtake Undertake
) . : . . Holiday/ | other business| .
n for leisure for investment investment Education | friends and lsisure activities investment
purposes purposes purposes relatives activities
Q22. _ Pearson Correlation 1 807" 868" 501" 441 496 447 627
fReco.mme”da“O” Sig. (-tailed) .00C .00C .00E 01¢ .00E 01t .00C
or leisure purposes
N 30 30 30 30 3Q 3¢ 30 3p
Q22. . Pearson Correlation 807" 1 8738 407 383 432 589" 700
fe‘?omme”da“on Sig. (2-tailed) .000 .00 02 037 oL7 .qo1 0.40
or investment N
purposes 30 30 30 30 3Q 3¢ 30 3p
Q22. Speak Pearson Correlation 868" 873 1 591" 463 403 547" 749"
positively for Sig. (~tailed] .00C .00C 001 01( 027 .00z .00C
investment
purposes N 30 30 30 30 3Q 3¢ 30 3p
Q21. Education Pearson Correlation 501" 407 591" 1 489" 421 201 478
Sig. (¢-tailed) .00t .02€ .001 .00€ .021 Aa¢ .007
N 30 30 30 30 34 3 30 3P
Q21. Visit family, ~ Pearson Correlation 441 383 463 489" 1 426 181 226
MERCS 2rel EENES o 2 ey 015 031 01 .00 019 339 9.p2
N 30 30 30 30 3( 3( 30 3p
Q1. Pearson Correlation 496" 432 403 421 426 1 447 428
Holiday/leisure ;0 - taileq) 00E 017 027 021 01¢ 01¢ 01¢
N 30 30 30 30 34 3 30 3
Q21. Und.ertake Pearson Correlation 443 589" 547" 201 181 447 1 799"
other business g (2 aijeq) 01t 001 007 11¢ 33¢ 01¢ 00C
activities
N 30 30 30 30 3Q 3¢ 30 3p
QZl.tUndetrtake Pearson Correlation 627" 700" 749" 479" 226 428 799" 1
Investmen . . 4
activities Sig. (2-tailed) .000 .000 .00q .00 229 .018 .000
N 30 30 30 30 3( 3( 30 3p

**_Correlation is significant at the 0.01 leveHg&iled).

*, Correlation is significant at the 0.05 level tgled).
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Appendix 6: The frequency count for the informatgmurces

Friends/ Colleagues/ Travel Media (internet/ it
relatives partners agents newspapers)
Country No % No % No % No % No %

China (N=200)
Totally not useful 3 1.509 1l  0.50%
2 0 0.00% 1 0.50% |l  0.50% 2 1.00%
3 27| 13.50% 3 1.50% 17  8.50P% 9 4.50% 3 1.50%
4 47| 23.50% 27 13.50% 45 22.50% 43 21.50% 2 1.00%
5 52| 26.00% 84 42.00% 94 47.00% 74 37.00% 2 1.00%
Totally useful 6 71  35.509 81 42.00P0 13  21.50% 72 6.08% 5| 2.50%
Singapore (N=200)
Totally not useful 9 4.509 b 2.50% 5 2.50% 2 1.00%
2 8 4.00% 9 4.50% 3 4.00% 9 4.50%
3 34| 17.00% 26 13.00% 46 23.00% 31 15.50% 3 1.50%
4 74| 37.00% 69 34.50% 68 34.00% 69 34.50% 1 0.50%
5 53| 26.50% 71 35.50% 49 24.50% 65 32.50% 5 2.50%
Totally useful 6 220 11.009 2D 10.00P%6 P4 12.00% 24 2.00% 12| 6.009
Vietnam (N=200)
Totally not useful 5 2.509 1l  0.50% 1 0.50% 1 0.50% 1| 0.50%
2 2 1.00% 2| 1.00% |l  0.50% 4 2.00% 1 0.50%
3 18 9.00% 7 3.50% 21l 10.50P6 9 4.50% 5 2.50%
4 33| 16.50% 41 20.50% 44 22.00% 43 21.50% 2 1.00%
5 53| 26.50% 59 29.50% 65 32.50% 68 34.00% 10 5.00%
Totally useful 6 89 44.50% 90 45.00p6 58 34.00% 75 7.56% 2| 1.00%
Three markets
Totally not useful 17 2.83% yr 1.17% 7  1.17% 3 0.50% 1| 0.17%
2 10 1.67% 12 2.00% 26 4.33M 15 2.50% 1 0.17%
3 79| 13.17% 36 6.00% 112 18.67% 49 8.17% 11 1.83%
4 154| 25.67% 137 22.83% 206 34.33% 155 25.83% 53%.8
5 158| 26.33% 214 35.67% 157 26.17% 207 34.50% 1B3%
Totally useful 6 182  30.339 194 32.33% 92 15.38% 1 L7 28.50% 19 3.17%
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Appendix 7: The frequency of Professional Motives

Market-seeking motives (market size, market opennas market potential)

Thelevel of China Singapore Vietnam Three markets

importance | Frequency| Percent| Frequencyl Percent Frequencyl Percent| Frequency| Percent
Not important; 1 5 3 1.t 5 2.t 9 1.t
2 1 5 6 3.C 7 1.2
3 8 4.C 34 17.C 9 4.t 51 8.t
4 25 12.5 71 35.t 4C 20.C 13€ 22.1
5 61 30.t 59 29.t 55 27.5 17¢ 29.2
Very importanti 104 52.C 27 13.t 91 45t 22z 37.C
Total 20C | 100.( 200 | 100.( 20C | 100.( 60C 100.(

Efficiency-seeking (labour cost, labour quality, oprating costs)

The level of China Singapore Vietnam Three markets

importance | Frequency| Percent| Frequencyl Percent Frequencyl Percent| Frequency| Percent
Not importanl 2 1.C 2 .3
2 2 1.C 12 6.C 7 3.t 21 3.t
3 9 4.5 33 16.5 12 6.C 54 9.C
4 37 18.t 75 37.t 49 24.t 161 26.¢
5 67 33.L 56 28.( 62 31.C 18t 30.¢
Very importanti 85 42.F 22 11.C 7C 35.C 177 29.t
Total 20C | 100.( 20C | 100.( 20C | 100.C 60C 100.(

Take advantage of available resources

Thelevel of China Singapore Vietnam Three markets

Importance Frequency Percent Frequency| Percentl Frequency Percentl Frequency Percent
Not important; 2 1.C 1 5 3 5
2 1 .5 9 4.t 1 5 11 1.8
3 7 3.t 40 20.0 13 6.5 6C 10.C

Page 354




4 41 20.t 55 27.5 58 29.C 154 257
5 72 36.C 65 32.t 49 24.5 18¢ 31.C
Very importanti 79 39.L 29 14.F 78 39.C 18¢€ 31.C
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
Follow competitors

T ] 6F China Singapore Vietnam Three markets

importance | Frequencyt Percent| Frequency Percent Frequency| Percent Frequencyl Percent
Not important; 2 1.C 3 1.t 3 1.t 8 1.2
2 3 1.t 9 4.t 2 1.C 14 2.8
3 19 9.t 34 17.C 22 11.C 75 12.5
4 56 28.( 73 36.5 52 26.C 181 30.2
5 88 44.(C 52 26.C 65 32.t 20t 34.2
Very importanti 32 16.C 29 14.t 56 28.C 117 19.5
Total 20C | 100.( 20C | 100.( 20C | 100.( 60C 100.(

Exploit economies of scale and seek greater effigiges in operation

Thelevel of China Singapore Vietnam Three markets

importance | Frequency Percent] Frequency| Percent| Frequencyl Percent| Frequency| Percent
Not important; 1 5 2 1.C 1 5 4 i
2 1 5 4 2.C 1 5 6 1.C
3 8 4.C 30 15.C 8 4.C 46 7.7
4 54 27.C 71 35.t 5C 25.C 17t 29.2
5 89 44.F 69 34.t 68 34.C 22¢ 37.7%
Very importanti 47 23.t 24 12.C 72 36.C 14: 23.¢
Total 20C | 100.( 20C | 100.( 20C | 100.( 60C 100.(
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Source technology, know-how or innovative capabilities

The levellor China Singapore Vietham Three markets

importance | Frequency Percent| Frequency Percent| Frequency| Percent Frequencyl Percent
Not important; 1 .5 3 1.t 4 7
2 2 1.C 5 2.t 7 1.2
3 6 3.C 25 12.t 7 3.5 38 6.3
4 53 26.5 74 37.C 37 18.t 164 27.2
5 94 47.C 63 31.t 68 34.C 22t 37.t
Very importanti 44 22.C 30 15.C 88 44.C 162 27.C
Total 20C | 10c.0 20C| 100.( 20C | 100.( 60C 100.(

Business networks

Thelevel of Chine Singapor Vietnarn Three marke:

importance Frequency Percentl Frequency| Percent] Frequency Percent Frequency| Percent
Not important; 2 1.C 1 5 3 5
2 1 5 4 2.C 2 1.C 7 1.z
3 7 3.t 27 13.t 8 4.C 42 7.C
4 34 17.C 60 30.C 45 22.F 13¢ 23.2
5 9C 45.C 59 29.t 67 33.t 21¢€ 36.C
Very importanti 68 34.C 48 24.C 77 38.t 19¢ 32.2
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

Entrepreneurial aspect (be independent/on boss, use own creative skills.

The level of China Singapore Vietnam Three markets

importance Frequency Percent] Frequency Percent| Frequency Percent Frequency Percent
Not important; 4 2.C 2 1.C 2 1.C 8 1.z
2 5 2.t 4 2.C 4 2.C 13 2.2
3 14 7.C 30 15.0 15 7.8 59 9.¢
4 30 15.C 66 33.C 44 22.C 14C 23.C
5 74 37.C 72 36.C 73 36.5 21¢ 36.5
Very importanti 73 36.5 26 13.C 62 31.C 161 26.¢
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Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
Australia is a safe place to inve:

The levellor China Singapore Vietnam Three markets

importance | Frequency| Percent| Frequencyl Percent Frequency Percent Frequency Percent
Not important; 1 5 1 2
2 2 1.C 2 1.C 3 1.t 7 1.z
3 8 4.C 24 12.C 10 5.C 42 7.C
4 33 16.5 66 33.C 48 24.( 147 24.F
5 55 27.5 67 33t 57 28.5 17¢ 29.¢
Very importanti 10z 51.C 41 20.t 81 40.5 224 37.%
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

A stable political climate for investment in Austrdia

The levellor China Singapore Vietham Three markets

importance | Frequency Percent| Frequency Percent| Frequency| Percent Frequencyl Percent
Not important; 1 5 1 2
2 2 1.C 6 3.C 8 1.z
3 9 4.t 28 14.C 7 3.5 44 7.2
4 40 20.C 59 29.t 50 25.C 14¢ 24.¢
5 71 35.t 58 29.( 69 34.t 19¢ 33.C
Very importanti 78 39.C 48 24.( 74 37.0 20C 33.8
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

The positive impact of national investment agencyrivest Australia'

The level of China Singapore Vietnam Three markets

importance Frequency Percent Frequency| Percent] Frequency Percent Frequency Percent
Not important; 1 .5 2 1.C 3 5
2 1 5 6 3.C 1 5 8 1.z
3 10 5.C 27 13.t 12 6.C 49 8.2
4 43 21.t 63 31.t 49 24.F 15t 25.¢
5 75 37.t 68 34.C 60 30.C 20¢ 33.¢
Very importan 6 71 35.5 35 17.t 76 38.C 182 30.2
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Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
The positive impact of Victoria investment agenc

The levellor China Singapore Vietnam Three markets

importance | Frequency| Percent| Frequencyl Percent Frequency Percent Frequency Percent
Not important; 1 .5 2 1.C 3 5
2 1 .5 3 1.t 2 1.C 6 1.C
3 14 7.C 31 15t 8 4.C 53 8.6
4 47 23.t 77 38.t 52 26.C 17¢ 29.c
5 95 47.c 54 27.C 74 37.C 22% 37.2
Very importanti 43 21.t 34 17.C 62 31.C 13¢ 23.2
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

Victoria Government policies (trade agreement, FDpromotes policies...)

The levellor China Singapore Vietnam Three markets

importance | Frequency Percent| Frequency Percent| Frequency| Percent Frequencyl Percent
Not important; 1 5 2 1.C 3 1.t 6 1.C
2 1 5 6 3.C 1 .5 8 1.2
3 13 6.t 25 12t 7 3.5 45 7.5
4 51 25t 69 34.t 48 24.( 16¢ 28.(
5 89 44.F 60 30.C 63 31t 21z 35.2
Very importanti 45 22.t 38 19.C 78 39.C 161 26.¢
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

The Victoria government provides a high level of pst investment support

The level of China Singapore Vietnam Three markets

importance Frequency Percent] Frequency Percentj Frequency Percentl Frequency Percent
Not important: 2 1.C 2 1.C 4 7
2 3 1t 8 4.C 3 1.t 14 2.2
3 13 6.t 22 11.C 11 5.t 46 7.7
4 42 21.C 71 35.t 41 20.t 154 25.7
5 71 35.t 67 33t 77 38.t 21t 35.¢
Very importanti 71 35.t 30 15.C 66 33.C 167 27.¢

Page 358




Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
Melbourne has high investment rates of retur

The levellor China Singapore Vietnam Three markets

importance | Frequency| Percent| Frequencyl Percent Frequency Percent Frequency Percent
Not important; 1 .5 2 1.C 3 5
2 1 .5 4 2.C 2 1.C 7 1.z
3 7 3.t 23 11t 5 2.t 35 5.€
4 42 21.C 62 31.C 52 26.C 15€ 26.(
5 85 42.5 74 37.C 62 31.C 221 36.¢
Very importanti 65 32.5 36 18.C 77 38.t 17¢ 29.7
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

Melbourne has high quality investment advice

The levellor China Singapore Vietnam Three markets

importance | Frequency Percent| Frequency Percent| Frequency| Percent Frequencyl Percent
Not important; 1 5 1 5 2 3
2 1 5 5 2.5 2 1.C 8 1.2
3 7 3.5 26 13.C 5 2.5 38 6.3
4 35 17.5 71 35.L 57 28.t 16z 27.2
5 85 42.F 61 30.t 67 33.t 212 35.t
Very importanti 71 35.t 36 18.C 69 34.t 17¢ 29.c
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

A significant list of investment companies based iMelbourne

The level of China Singapore Vietnam Three markets

importance Frequency Percent] Frequency Percentj Frequency Percentl Frequency Percent
Not important: 1 5 2 1.C 2 1.C 5 .8
2 1 5 6 3.C 2 1.C 9 1t
3 6 3.C 24 12.C 6 3.C 36 6.C
4 42 21.C 67 33t 45 22.F 154 25.7
5 76 38.C 67 33t 71 35.t 214 35.7
Very importanti 74 37.C 34 17.C 74 37.C 182 30.2
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Total 20C 100.( 20C 100.( 20C 100.( 60C 100.C
Melbourne is growing rapidly

The levellor China Singapore Vietnam Three markets

importance | Frequency| Percent| Frequencyl Percent Frequency Percent Frequency Percent
Not important; 1 5 1 2
2 2 1.C 4 2.C 6 1.C
3 10 5.C 22 11.C 5 2.t 37 6.2
4 41 20.t 71 35.L 53 26.t 165 27.5
5 69 34.t 60 30.C 62 31.C 191 31.¢
Very important 78 39.C 43 21t 79 39.5 20C 33.2
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

Victoria's FinTech hub services

The levellor China Singapore Vietnam Three markets

importance | Frequency Percent| Frequency Percent| Frequency| Percent Frequencyl Percent
Not important; 1 5 1 5 2 1.C 4 7
2 1 .5 5 2.t 6 1.C
3 7 3.5 33 16.5 11 5.t 51 8.5
4 56 28.C 74 37.C 64 32.C 194 32.%
5 75 37.t 58 29.( 64 32.C 197 32.¢
Very importanti 60 30.C 29 14t 59 29.t 14¢ 24,7
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

Funds management services

The level of China Singapore Vietnam Three markets

importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percint | Frequenc | Percer
Not important: 1 5 1 5 2 3
2 2 1.C 11 5.t 1 5 14 2.2
3 11 5.t 25 12.t 8 4.C 44 7.3
4 37 18.5 66 33.C 54 27.( 157 26.2
5 88 44.C 66 33.C 73 36.t 227 37.¢
Very importanti 62 31.C 31 15t 63 31.t 15€ 26.(
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Total 20C 100.( 200 100.( 20C 100.( 60C 100.(
Banking service:

The levellor China Singapore Vietnam Three markets

importance | Frequency| Percent| Frequencyl Percent Frequency Percent Frequency Percent
Not important; 1 .5 1 5 2 3
2 1 .5 6 3.C 7 1.z
3 13 6.5 21 10.E 8 4.C 42 7.C
4 39 19.5 74 37.C 50 25.C 16z 27.2
5 87 43.5 62 31.C 69 34.t 21¢ 36.2
Very important 60 30.C 36 18.( 72 36.C 16€ 28.(
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

Legal services

The levellor China Singapore Vietnam Three markets

importance | Frequency Percent| Frequency Percent| Frequency| Percent Frequencyl Percent
Not important; 2 1.C 2 3
2 2 1.C 7 3.t 9 1.t
3 10 5.C 21 10.t 7 3.5 38 6.3
4 35 17.5 70 35.C 41 20.t 14¢€ 24.:
5 84 42.C 77 38.t 75 37.t 23¢€ 39.2
Very importanti 69 34.t 23 11t 77 38.t 16¢ 28.2
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

Accounting services

The level of China Singapore Vietnam Three markets

importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc | Percer
Not important: 2 1.C 1 5 3 5
2 1 .5 7 3.t 1 5 9 1.t
3 2 1.C 17 8.5 9 4.t 28 A
4 43 21.t 86 43.C 43 21.5 172 28.7
5 86 43.C 66 33.C 79 39.t 231 38.t
Very importanti 68 34.C 22 11.C 67 33.L 157 26.2
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Total 20C 100.C 20C 100.C 20C 1000 60C 100.C
Others

The levellor China Singapore Vietnam Three markets
importance | Frequency| Percent| Frequencyl Percent Frequency Percent Frequency Percent
Not important; 2 1.C 6 3.C 4 2.C 12 2.C
2 1 .5 1 .5 2 1.C 4 g
3 3 1.t 8 4.C 2 1.C 13 2.2
4 1 5 11 5.E 8 4.C 20 3.2
5 4 2.C 10 5.C 5 2.5 19 3.2
Very importanti 6 3.C 5 2.5 6 3.C 17 2.€
Total 17 8.5 41 20.t 27 13.t 85 14.Z
Systen 18¢< 91.t 15¢ 79.5 178 86.5 51¢ 85.¢
20C 100.( 20C 100.( 20C 100.( 60C 100.(
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Appendix 8: The frequency of Personal motives

Holiday
Level of China Singapore Vietnam Three markets
importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc Percer
Not important; 2 1.C 3 1.t 1C 5.C 15 2.5
2 9 4.t 6 3.C 9 4.t 24 4.C
3 15 7.5 27 13.t 19 9.t 61 10.z
4 36 18.C 71 35.5 6C 30.C 167 27.¢
5 45 22.F 60 30.C 49 24.t 154 25.7
Very importanti 93 46.5 33 16.5 53 26.t 17¢ 29.¢
Total 20C| 100.( 20C| 100.( 20C | 100.( 60C 100.(
Relaxation
Level of China Singapore Vietham Three markets
importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc | Percer
Not important; 4 2.C 3 1.t 4 2.C 11 1.€
2 6 3.C 7 3.E 5 2.5 18 3.C
3 14 7.C 27 13.t 15 7.5 56 9.
4 32 16.C 58 29.C 57 28.t 147 24.5
5 66 33.C 59 29.t 61 30.5 18€ 31.C
Very importanti 78 39.C 46 23.C 58 29.C 182 30.2
Total 20C| 100.( 20C| 100.( 20C | 100.( 60C 100.(
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Escape from routine

Level of China Singapore Vietnam Three markets
importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc Percer
Not important. 9 4.t 3 1.t 5 2.t 17 2.€
2 11 5.t 8 4.C 4 2.C 23 3.6
3 20 10.C 32 16.C 15 7.5 67 11.2
4 42 21.C 56 28.( 52 26.C 15C 25.C
5 6C 30.C 61 30.t 7C 35.C 191 31.¢
Very importanti 58 29.( 40 20.C 54 27.C 152 25.C
Total 20C | 100.( 20C| 100.( 20C| 100.( 60C 100.(
Visiting relatives and friends
Level of China Singapore Vietnam Three markets
importance Frequency, Percent] Frequency| Percent Frequency Percentl Frequency Percent
Not important. 1C 5.C 13 6.5 8 4.C 31 5.2
2 1C 5.C 17 8.5 5 2.t 32 5.8
3 31 15.t 39 19.5 18 9.C 88 145
4 38 19.C 56 28.( 57 28.t 151 25.2
5 89 44.F 44 22.C 62 31.C 19t 32.t
Very importanti 22 11.C 31 15k 5C 25.C 10¢ 17.2
Total 20C | 100.( 20C| 100.( 20C | 100.( 60C 100.(
Shoppinc
Level of China Singapore Vietnam Three markets
importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc Percer
Not important. 3 1.t 8 4.C 4 2.C 15 2.t
2 6 3.C 11 5.E 8 4.C 25 4.z
3 19 9.t 35 17.t 21 10.t 75 12t
4 44 22.C 77 38.L 62 31.C 18: 30.t
5 84 42.C 46 23.C 62 31.C 192 32.C
Very important! 44 22.C 23 11t 43 21.t 11C 18.c
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Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
Visiting new places
Level of China Singapore Vietnam Three markets
Ll ezl Frequency, Percent Frequency| Percent| Frequency Percent Frequency Percent
Not important. 2 1.C 1 .5 1 5 4 7
2 4 2.C 6 3.C 3 1.t 13 2.2
3 1C 5.C 25 12t 8 4.C 43 7.2
4 45 22.F 58 29.( 52 26.C 15¢ 25.¢
5 81 40.5 62 31.C 7C 35.C 218 35.L
Very importanti 58 29.( 48 24.( 66 33.C 172 28.7
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
Attending Melbourne's festivals and events
Level of China Singapore Vietnam Three markets
importance Frequency, Percent] Frequency Percent Frequency Percent| Frequency Percent
Not important. 3 1.t 8 40 2 1.C 13 2.2
2 2 1.C 13 6.5 4 2.C 19 3.2
3 16 8.C 31 15.t 9 4.t 56 9.2
4 46 23.C 57 28.t 45 22.F 14¢ 24.i
5 6C 30.C 57 28.t 82 41.C 19¢ 33.2
Very importanti 73 36.t 34 17.C 58 29.C 16& 27.t
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
Exploring Melbourne's lifestyle
Level of China Singapore Vietnam Three markets
importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc | Percer
Not important. 1 .5 3 1.t 2 1.C 6 1.C
2 3 1.t 5 2.t 2 1.C 1C 1.7
3 9 4.t 17 8.5 9 4.t 35 5.&
4 39 19.t 75 37.t 55 27.5 16¢ 28.2
5 66 33.C 59 29.t 68 34.C 19z 32.2
Very importanti 82 41.C 41 20.t 64 32.C 187 31.2
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
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Exploring Melbourne's night life and entertainment

Level of China Singapore Vietnam Three markets
importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc Percer
Not important. 1 5 4 2.C 2 1.C 7 1.2
2 2 1.C 11 5.E 13 2.2
3 17 8.5 40 20.C 16 8.C 73 12.2
4 46 23.C 64 32.C 6C 30.C 17C 28.C
5 66 33.C 49 24.F 68 34.C 18: 30.t
Very importanti 68 34.C 32 16.C 54 27.C 154 25.7
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
Exploring Melbourne's natural attractions
Level of China Singapore Vietnam Three markets
importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc | Percer
Not important. 3 1.t 2 1.C 5 .8
2 4 2.C 9 4.t 2 1.C 15 2.t
3 5 2.5 22 11.C 10 5.C 37 6.2
4 39 19.5 57 28.t 46 23.C 14z 231
5 92 46.( 67 33.t 71 35.5 23C 38.2
Very importanti 60 30.C 42 21.C 69 34t 171 28.t
Total 20C | 100.( 20C| 100.( 20C| 100.( 60C 100.(
Exploring Melbourne's cultural attractions
Level of China Singapore Vietnam Three markets
importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc Percer
Not important. 1 .5 2 1.C 2 1.C 5 .8
2 5 2.t 11 5. 2 1.C 18 3.C
3 9 4.t 26 13.C 11 5.t 46 7.7
4 41 20.t 70 35.C 45 22.5 15€ 26.(
5 98 49.C 60 30.C 76 38.C 234 39.C
Very important! 46 23.C 31 15t 64 32.C 141 23.t
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(

Exploring Melbourne's historic sites/Museums
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Level of China Singapore Vietnam Three markets
importance Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc | Percer
Not important. 2 1.C 1 5 3 5
2 3 1t 13 6.5 2 1.C 18 3.C
3 12 6.0 25 12.5 11 5.E 48 8.C
4 48 24.( 68 34.C 46 23.C 162 27.C
5 82 41.C 56 28.( 76 38.C 214 35.7
Very importanti 55 27.t 36 18.C 64 32.C 15¢ 25.¢
Total 20C | 100.( 20C| 100.( 20C| 100.( 60C 100.(
Looking for education institutions
Level of China Singapore Vietnam Three markets
importance Frequency Percent| Frequency| Percent| Frequency Percent Frequency] Percent
Not important. 6 3.C 13 6.5 2 1.C 21 3.t
2 5 2.t 14 7.C 2 1.C 21 3.t
3 17 8.t 34 17.C 13 6.t 64 10.%
4 37 18.t 57 28.t 46 23.C 14C 23.%
5 8C 40.C 57 28.t 62 31.C 19¢ 33.2
Very importanti 55 27.5 25 12.5 75 37.t 15t 25.¢
Total 20C | 100.( 20C| 100.( 20C| 100.( 60C 100.(
Career enhancement
Level of China Singapore Vietnam Three markets
importance Frequency, Percent] Frequency| Percent Frequency Percent| Frequency Percent
Not important. 3 1.t 10 5.C 1 5 17 2.€
2 12 6.C 7 3.5 2 1.C 12 2.C
3 42 21.C 24 12.C 5 2.E 41 6.€
4 56 28.( 71 35.L 3 17.C 147 24.F
5 81 40.5 59 29.t 69 34.t 184 30.%
Very importanti 29 14t 89 44t 19¢ 33.2
Total 20C 100.( 20C 100.( 20C 100.( 60C 100.(
Others
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Level of China Singapore Vietnam Three markets

importance | Frequency| Percent Frequencyl Percent| Frequencyl Percentl Frequency] Percent
Not important. 2 1.C 4 2.C 3 1.t 9 1.t
2 1 .5 1 2
3 1 5 6 3.C 3 1.t 1C 1.7
4 1 5 3 1.t 3 1.t 7 1.2
5 1 .5 8 4.C 7 3.t 16 2.7
Very importanti 3 1.t 5 2.t 3 1.t 11 1.6
Total 8 4.C 27 13t 19 9.t 54 9.C
Systen 192 96.( 17z 86.5 181 90.t 54¢ 91.(
20C 100.( 20C 100.( 20C 100.( 60C 100.(
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Appendix 9: The frequency of Revisit behaviourdaéhtions

Undertake investment activities

China Singapore Vietnam Three markets
Possibility

Frequency| Percentl Frequency Percent Frequency| Percent] Frequency Percent

Very slight possibityl 1 5 9 4.t 3 1kt 13 2.2
2 5 2.t 6 3.C 2 1.C 13 2.2
3 10 5.C 29 14t 13 6.t 52 8.7
4 24 12.C 77 38.L 53 26.t 154 25.7
5 52 26.( 45 22.F 48 24.C 14¢ 24.2
Certaint 10€ 53.C 17 8.5 8C 40.C 208 33.¢
Total 19¢ 99.( 18z 91.t 19¢ 99.t 58C 96.7
Systen 2 1.C 17 8.5 1 5 20 3.8

Undertake other business activities
China Singapore Vietnam Three markets

Possibility Frequency| Percent] Frequency Percent| Frequency Percent] Frequency| Percent

Very slight possibility: 5 2.t 1 5 6 1.C
2 3 1t 12 6.0 2 1.C 17 2.8
3 3 1.t 27 13.t 1C 5.C 40 6.7
4 35 17.t 65 32.t 52 26.C 152 25.C
5 86 43.C 54 27.C 77 38.t 217 36.2
Certaint 71 35t 20 10.C 57 28.t 14¢ 24.i
Total 19¢ 99.( 18z 91.t 19¢ 99.t 58C 96.7
Systen 2 1.C 17 8.5 1 5 2C 3.8
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Holiday/leisure

Possibility China Singapore Vietham Three markets
Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc | Percer
Very slight possibility: 1 5 3 1kt 4 7
2 5 4 2.C 2 1.C 7 1.2
3 8 4.C 22 11.C 14 7.C 44 .
4 34 17.C 41 20.t 46 23.C 121 20.2
5 95 475 52 26.C 74 37.C 221 36.¢
Certaint 60 30.C 63 31t 6C 30.C 18: 30.t
Total 19¢ 99.( 182 91.t 19¢ 99.t 58C 96.7
Systen 2 1.C 17 8.5 1 5 20 3.8

Visit family, friends and relatives

China Singapore Vietham Three markets
Possibility Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc | Percer
Very slight possibility: 14 7.C 12 6.C 5 2.t 31 5.2
2 10 5.C 11 5. 1 5 22 3.7
3 25 12.5 20 10.C 2C 10.C 65 10.¢
4 32 16.C 46 23.C 45 22.t 12z 20.t
5 80 40.C 51 25t 72 36.0 208 33.¢
Certaint 37 18.t 43 21.t 56 28.C 13€ 22.7
Total 19¢ 99.( 182 91.t 19¢ 99.t 58C 96.7
Systen 2 1.C 17 8.5 1 5 20 3.8

Education

China Singapore Vietnam Three markets
Possibility Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequeicy | Percer
Very slight possibility: 13 6.5 24 12.C 4 2.C 41 6.8
2 14 7.C 15 7.5 3 1.t 32 5.8
3 24 12.C 30 15.C 23 11.5 77 12.¢
4 39 19.t 42 21.C 44 22.C 12¢ 20.¢
5 35 17.t 50 25.C 65 32.t 15C 25.C
Certaint 73 36.5 22 11.C 60 30.C 15¢ 25.¢
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Total

19¢

99.(

18¢

99.t

58C

Systen

1.C

17

2C
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Appendix 10: The frequency of Recommendation Bedaal Intentions

Speak positively about Melbourne as a good place tnvest

Level of China Singapore Vietnam Three markets
agreement | Frequenc | Percer | Frequenc | Percer | Frequenc | Percer | Frequenc | Percer
Totally
disagreel 1 .5 1 .5 2 3
2 2 1.C 3 1t 2 1.C 7 1.z
3 9 4.t 15 7.5 9 4.t 33 5.E
4 24 12.C 67 33.t 42 21.C 13¢ 22.2
5 53 26.5 76 38.C 51 25.F 18C 30.C
Totally agree 11z 56.C 38 19.C 95 475 24E 40.¢
Total 20C 100.( 20C 100.( 20C 100.( 60C | 100.(
Strongly recommend Melbourne as a good investmentace
S China Singapore Vietnam Three markets
agreement | Frequency, Percent| Frequencyl Percent| Frequencyl Percent| Frequency| Percent
Totally
disagreel 1 .5 2 1.0 3 5
2 2 1.C 6 3.C 8 1.2
3 15 7.5 25 12.t 8 4.C 48 8.C
4 32 16.C 54 27.C 47 23.t 13¢ 22.2
5 68 34.C 74 37.C 68 34.C 21C 35.C
Totally agree 83 41.F 40 20.C 75 37.t 19¢ 33.C
Total 20C 100.( 20C 100.( 20C 100.( 60C | 100.(
Strongly recommend Melbourne as a destination fordisure purposes
P China Singapore Vietnam Three markets
agreement | Frequency, Percent| Frequencyl Percent| Frequencyl Percent| Frequency| Percent
Totally
disagreel 2 1.0 1 .5 3 5
2 2 1.C 2 1.C 1 5 5 .8
3 5 2.E 13 6.5 7 3.E 25 4.z
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4 18 9.C 61 30.5 33 16.5 112 18.7
5 57 28.t 72 36.C 71 35k 20C 33.¢
Totally agree 11€ 59.C 50 25.C 87 43.5 258 42.F
Total 20C 100.C 20C 100.C 20C 100.C 60C| 100.(
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Appendix 11: The differences in funding source w$ibess travellers do not have
differing impacts on their travel satisfaction

China Funding Sources and Satisfaction

Estimate Std. Error Wald df Sig.
Threshold| [q19_7 = 2] -4.747 717 43.805 1 .000
[g19 7 = 3] -3.092 .336 84.477 1 .000
[19 7 = 4] -1.912 217 77.698 1 .000
[g19 7 = 5] -112 155 525 1 469
Location | [ql1=1] -.657 .348 3.557 1 .059
[011=2] 0° 0
Singapore Funding Sources and Satisfaction
Estimate Std. Error Wald df Sig.
Threshold| [q19_7 = 2] -2.940 912 10.395 1 .001
[g19 7 = 3] -.838 751 1.247 1 .264
[g19_7 = 4] .847 751 1.272 1 .259
[g19 7 = 5] 2.762 .769 12.914 1 .000
Location | [gl1l=1] 1.717 787 4.764 1 .029
[g11=2] 1.181 .764 2.388 1 122
[11=3] 0 0
Vietnam Funding Sources and Satisfaction
Estimate Std. Error Wald df Sig.
Threshold| [q19_7 = 2] -4.869 2.113 5.309 1 .021
[q19 7 = 3] -3.238 1.915 2.859 1 .091
[19_7 =1] -1.053 1.871 317 1 574
[q19_7 =5] 1.053 1.871 317 1 574
Location | [ql1=1] .259 1.887 .019 1 .891
[g11=2] 486 1.875 .067 1 .795
[911=3] .563 2.049 .075 1 .784
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Estimate

Std. Error

Wald

df

Sig.

| [q11=4]

oa
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Appendix 12: The differences in the number of tirtiesbusiness traveller has
visited Melbourne do not have differing impactstoeir travel satisfaction

China Frequency of Visit and Satisfaction

Estimate | Std. Error Wald df Sig.
Threshold| [q19_7 = 2] -4.085 1.994 4.198 1 .040
[019_7 =3] -2.298 1.872 1.508 1 219
[919_7 = 4] -.991 1.852 286 1 593
[919_7 = 5] 991 1.852 286 1 593
Location | [gq10=1] -.219 1.890 .013 1 .908
[q10=2] 754 1.864 164 1 .686
[g10=3] 1.679 1.871 .805 1 370
[g10=4] 1.642 1.909 740 1 .390
[q10=5] .895 1.907 220 1 .639
[g10=6] -.037 1.976 .000 1 .985
[q10=8] 1.242 2.169 .328 1 567
[q10=9] -3.192 2.637 1.465 1 226
[g10=10] -1.644 2.583 405 1 524
[q10=12] 0) 0
Singapore Frequency of Visit and Satisfaction
Estimate | Std. Error Wald df Sig.
Threshold| [q19_7 = 2] -4.872 1.946 6.270 1 .012
[g19 7 = 3] -2.706 1.863 2.109 1 146
[919_7 = 4] -.979 1.852 279 1 597
[g19 7 = 5] .979 1.852 279 1 597
Location | [g10=1] -.705 1.888 .140 1 .709
[g10=2] -A74 1.871 .064 1 .800
[q10=3] -A77 1.872 .065 1 799
[q10=4] -.831 1.895 192 1 661
[g10=5] -102 1.885 .003 1 .957
[g10=6] -.509 1.939 .069 1 793
[q10=7] -1.400 1.996 492 1 483
[g10=8] -1.136 1.960 .335 1 562
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Estimate | Std. Error Wald df Sig.

[q10=10] 533 1.952 074 1 785

[q10=12] _.737 2.064 127 1 721

[q10=13] -1.842 2.600 502 1 479

[q10=14] -3.789 2.655 2.037 1 154

[q10=18] 19.634 0.000 1

[q10=20] 192 2.067 .009 1 926

[q10=43] 0° 0

Vietnam Frequency of Visit and Satisfaction
Estimate Std. Error Wald df Sig.

Threshold| [q19_7 = 2] -25.017| 5792.267 .000 1 997

[q19_7 = 3] -23.384| 5792.267 .000 1 .997

[19_7 = 4] -21.187| 5792.267 .000 1 997

[q19_7 = 5] -18.938| 5792.267 .000 1 997
Location | [g10=1] -19.682| 5792.267 .000 1 .997

[q10=2] -19.984| 5792.267 .000 1 997

[q10=3] -19.962| 5792.267 .000 1 997

[q10=4] -18.768| 5792.267 .000 1 997

[q10=5] -19.349| 5792.267 .000 1 997

[q10=6] -1.844E-06 10836.332 .000 1 1.000

[q10=7] -18.773| 5792.267 .000 1 997

[q10=8] _1.844E-06 0.000 1

[q10=9] -18.773| 5792.267 .000 1 997

[910=10] -19.458| 5792.267 .000 1 997

[910=15] 1.844E-06  0.000 1

[910=20] -1.844E-06| 10836.332 000 1 1.000

[910=40] _1.844E-06|  0.000 1

[910=41] -20.062| 5792.267 000 1 997

[910=80] 1.844E-068  0.000 1

[q10=100] 0 0
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Appendix 13: The differences in travel party of ibess travellers does not have
differing

China Travel Party and Satisfaction

Estimate | Std. Error Wald df Sig.

ghresm' [201'19—7 - 5,515 968|  32.451 1 000

[301'19—7 = -3.865 732|  27.889 1 000

5‘3}19—7 = -2.688 684  15.440 1 000

[55119—7 = _911 660 1.903 1 168
Location ][qlzb—1:0 140 911 024 1 878

][q12b_1:1 o 0

][q12b—2:° -1.040 677|  2.363 1 124

][q12b_2:1 o 5

][q12b_3=0 o 0

Singapore Travel Party and Satisfaction

Estimate | Std. Error | Wald df Sig.
ghfesm' [20]|19—7 = -3.924 1.310|  8.967 1 003
[3‘}19—7 = -1.807 1.199|  2.268 1 132
5‘119—7 = _.164 1.193 019 1 891
[5‘}19—7 = 1.722 1.197| 2071 1 150
Location ][q12b_1=0 _101 658 084 1 771
][q12b_1=1 o 0
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][q12b—2:° 748 628  1.419 234
][q12b_2:1 -
][q12b—3:° 848 873 043 332
][q12b_3:1 -
Vietnam Travel Party and Satisfaction
Estimate | Std. Error Wald df Sig.
Threshol [2‘}19 = 5.723 1.129|  25.684 000
[3‘}19 = -4.094 688  35.361 000
5319 = -1.909 547|  12.181 000
[5‘}19 r= 206 528 152 697
Location ][q12b 1=0 122 515 672 412
][q12b_1:1 o
][q12b—2=° -016 337 002 963
][q12b_2:1 o
][q12b—3=° _479 603 630 427
][q12b_3:1 o
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