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[ Abstract)

The night market is a unique and important feature of Taiwanese culture. Night markets are
also one of the most popular tourism destinations for foreign visitors in Taiwan. The purpose of this
research is to discover the relationships of tourists’ behaviors, experiences and images of night
markets in Taiwan among different cultural nationalities. There were 333 foreign visitors surveyed
at the departure hall of Taiwan International Airport. The foreign tourists are divided into
“Southeast Asian”, “Japanese” and “European and American” three cultural background groups.
Using factor analysis, there are five tourist behavior dimensions: interpersonal interaction, novel
exploration, collecting memory, consuming confidence, and purchasing items. Night market
experiences include sense, feel, think, relate, and act experiences. Night market images is analyzed
by factor analysis to get eight factors, traffic inconvenience, price & specialty, product satisfaction,
diverse product, lively/friendly, dirty/dangerous, price discounts and attraction. The results show: (1)
different cultural nationalities have significant differences in the behavior dimensions of novel
exploration and collecting memory, experience dimension of feel experience, and image dimensions



of traffic inconvenience and dirty/dangerous. (2) The relationships model of tourism behavior, night
market experience and night market images show that behaviors have significantly positive effect
on the experiences. The standardized coefficient (y) is .57, t-value is 8.13. Behaviors have no direct
influence on night market images (y = .10, t = 1.29). Night market experiences have significantly
positive effects on images (r =. 78, t = 8.82). The behaviors have positive indirect influence (.445)
via experience as intermediary variable on images of night market. The findings provide further
research and implication suggestions for government to planning, design and marketing strategies.

[Key word]) : Tourist behavior, night marketing experience, night marketing image, structural

equation modeling (SEM)
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Questionnaire of Consumers’ Imagine and Experience at Taiwan Night Market

Questionnaire -- Foreigner Serial No.: Survey  Time:

Dear interviewees,

Hi there! Welcome to Taiwan. This survey is for an academic research purposes on consumers’
shopping imagine and experience at night market. Please complete this questionnaire thoroughly and
honestly. All your information will be kept strictly anonymous and confidential. Thank you for your
kind assistance and cooperation.

Warmest Regard! Feng Chia University Graduate Institute of Landscape and Recreation
Advisor Prof: Su-Hsin Lee
Graduate student: Chia-Hung Lee

A. Questions below are about your background information and your behavior at the
market. According to your situation, put an “X” in the box before the appropriate

answers:

1. Did you know there are night markets in Taiwan? [ |Yes; [ ]No
2. Have you ever been to night markets in Taiwan in this trip?

[1Yes; [ INo (Ifyou choose NO - Please jump to answer question part-D ) -
3. Have you ever been to which following markets?(Multiple choices) :

[ IShilin Taipei; [ |Raoher street Taipei; [ |National Taiwan Normal University Taipei;

[ JHuashi street Taipei; [ ]Gongguan (National Taiwan University)Taipei; [ JFeng-Chia Taichung;

[ |Liuho Kaoshung; [ JKenting Ping-Tung; [ ]Others

4. How did you know about the night markets?(Multiple chooses)
[ INewspapers/magazines/articles; [ ] Friends/relatives; [ |Street signboards; [ |TV/radio/websites
[|Tourist brochures/ travel posters; [ |Travel agents, tour guides; [ |Other

5. How many times have you ever been to Taiwan’s night markets? About times.

6. What is the average time you stayed at the markets? hours minutes.

7. How well do you know about night markets in Taiwan?
[ ] Notatall; [ ] Barely; [ ] Somewhat; [ ] Fairly well; [] Very well
8. Your main companion to night market is: (Choose one)

[ JAlone; [ JFriends; [ JFamily & relatives; [ JWork colleagues; [ ]JTour group from travel agent;
[_ISchool Group; [ ]Others

9. How many companions came with you to night market? (including yourself):

10.How did you get there?
[ IWalk, on foot; [ |Bicycle; [IMotorcycle; [ ]Van; [ |Public bus;
[ |Tourist bus; [ |Taxi/Cab; [ MRT; [ |Other

11.What have you consumed at the night markets? (Multiple chooses)
[INo consumption; [ |Clothes; [ |Shoes; [ ]JAccessories; [ |Groceries; [ |Beverages/Snacks;
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[ IMassage; [ ]Spectacles/Watches; [ |Electrical appliances;

[]Games (shoot the target, fish scooping etc... );

[ |PC Games (pachinko etc...); [ |Street show (Snake handling, magic tricks etc);
[_]Other

12. What other countries’ night markets have you been to? (Including your native countries.)

B. The following are the semantic words and phrases in two opposite directions. For each
statement given, please put an “X” in the box which you agree.

What is your possible action at night market?

Tends to... Tends to...

v

A
o013e A[Suong
9213y
[ennoN
2213y
0013e A[3uong

1. Interact with other tourists L] O OJ O O 1. Keep to myself
2. Socialize with other tourists (1 OJ O [0 [ 2. Avoid socializing
3. Congregate / interact with other 3. Congregate / interact with those from
i~ ooooogT e
nationalities my own country only
4. Shop with other group members (1 [J J [ [ 4. Shop with my own friends only
5. Buy souvenirs (] [J [J [J [J 5. Not buy any souvenirs
6. Buy gifts for friends & relatives at 6. Not buy any gift for friends &
YE ooooo> o weve
home relatives at home
7. Trust night-market operators (] [0 [J [ [J 7. Suspect night-market operators
8. Interested in the people around the
peop (1 ] [0 [ [J 8. Interest in the display merchandise
market stalls
9. Like to try local food & beverage L] [ O [0 [J 9. Avoid any local foods & beverage
10. Shop with relaxed and unplanned
P P (] [ [ [ [ 10. Stick to a spending plan rigidly
manner
11. Consume at night markets. (] [J [J [J [J 11. No consumption at all
12. Bargain over the prices (] [ [J [J [J 12. Purchase at selling prices
13. Want to look at ‘real things’ without 13. Want to look at products/events with
| ¢ ooood o oot P
any packaging sophisticated packaging
14. Feel this place is full of adventure (] [ [J [ [J 14. feel this is a peaceful and safe place
15. Feel energetic, active and lively (] [ [J [ [J 15. Feel spiritless, passive and bored
16. Feel excited about newness and 16. Feel interested only in common and
0oooOd e
novelty familiar things
17. Take photos as mementoes. (] [J [J [ [J 17. Have no plan to take any photo

—_
o)}



18. Write letters/postcards for my friends 18. Have no plan to write any letter /

OO OO O
& relatives postcard for friends & relatives
19. Have collected information and been
well-prepared before going tonight [ [] [] [] []

markets

19. Have not collected any information

or knowledge about the market

C. Questions below are in regard to your shopping experience at Taiwan Night Market. For
each statement given, please put an “X” in the box to which you agree or disagree.

Shopping at Night Market at Taiwan makes me feel that... #2 9 Z > & F
2S5 E = 9 g
sE % 8 8 %

1. Sensory stimulation (sight, taste, smell...) comes from
merchandise.
The place has sensory appeal to me.

The place is perceptually interesting.

The market puts me in a certain pleasant mood.

The market makes me response in an emotional manner.

The market always intrigues/attracts me to do or buy something.

The market always stimulates my curiosity.

2
3
4
5
6. The market appeals my feelings.
7
8
9

. The market inspires my creative thinking.
10. The market makes me to review my lifestyle.
11. The market reminds me of some activities that are within my
ability but I tend to neglect.

12. The market makes me think of any actions and behaviors.

13. The market makes me to think about my relationship with
someone.

14. T can relate to other people through shopping at the market.

15. The market does not remind me of any social rules and

O 0O 0O 0o oggogoodgd o
O 0O 0O 0o oggogoodgd o
N I R | N N A 0 N | R I A O A
N I R | N N A 0 N | R I A O A
O O 0O O 0 o0googoodgd O

arrangement.

D. The following are impressions of Night Market at Taiwan leave for you. Please tell us the
extent to which you agree or disgree.

. g2 g z > R 2

Night Market gives me the impression that... s £ £ "g‘; e

6 < o =2 <

1. There are many alternative choices of products. O O o o O
2. There are many interesting products. O O O O []
3. Shops sell fashionable products. O O o o O
4. There are many local feature products. O O O O O
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5. Quality of products is generally good.

6. There are a variety of foods and drinks.

7. There are many famous local snacks.

8. There are many delicious foods from different countries.

9. Hygiene standard of food is low.

10. I dare to taste the foods which are different from my diet habit
at night market.

11. Prices are fair & reasonable.
12. The products are good value relative to the price.
13. There are special discount activities at night market.

14. I can enjoying the fun of price negotiating.

Oooo O ogooyd

Oooo O ogooyd
Oooo O ogooyd

OOdod O Odods

Dooo O gogood

Night Market gives me the impression that...

2013esIp

9013e
K[Suonsg

15. The place is messy and dirty.

16. I need to consider my safety because of many stealing
problems.

17. A lot of litter is scattered about.

18. Stalls are neatly arranged.

19. Lighting and shop signs are attractive.

20. The music in night market is attractive.

21. The bawl selling is very special in night market.

22. The games and performances of night market is novel to me.

23. Salespeople are friendly and courteous.

24. Be close to crowd and can experience the bustling atmosphere
of night market.

25. Be lacking of public transportation.

26. There are not enough public facilities in it. (For example: bench,
toilet, trash can...etc.)

27. It lacks clear sign and billboard.

28. Car parks are not easy to find.

29. Walking paths are too narrow.

30. Night market is the characteristic of Taiwan.

31. The night market of Taiwan is well-known.

N1 1 e e A N P

DOodno O0m O obdojgodn O [Ojesesa
1 s e e A g A e

oo O g o goopodd O U sesy

oo o g o ogoopmoodd oo

E. Personal Information.
1. Your gender: [ |[Male; [ JFemale

2. Your age: years old

3. Nationality :
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4. How long have you been Taiwan ?
5. Your marital status: [ ]Single; [ ]Married

6. What is your educational level?

[ ]Grade School; [ ISome High School; [ JHigh School Diploma; [ |Some College;

[ JAssociate Degree; [ |Bachelors Degree; [ |Master Degree; [ |Doctorate Degree.
7. What is your Career -

[ JEmployed full time; [ JHomemaker; [ |Retired; [ |Volunteer work;
[_|Employed part time; [ |Student; [ JUnemployed; [ |Others

~~This questionnaire will be used purely for research purposes.
All answers are for reference only and will be kept strictly confidential~~

Thank you so much for your kind assistance and cooperation.

Have a nice day and have a good trip!

19



1L EFF R e R4 AR
AELLNFERFEMEARNE Y% EREXFELFATIERAG > 204
AL ed pagieiae .

2. E TR P AR
AR LAY S FREF AN EAE BRI R CE R X
HAER D 2 R MY R R L B B SR R e Y 22
C

3L A R BRE Y E
FEesvRESPME ZRG]0cd R

ad 2T EFE UL E b enE R A
AR R 0 W ST 2 o BT F R R BT RERD 4
E.S

¢

,
R frd s NBEF k2 CFRRED)FF 0 R HRORD RRER
TR > P A RPN AR HKRRD LR ARG - BERESR R
cd RPN R R F -

N
N

£

—

)
a\-

Brrks & AR RERESRES L - 0 0 S
TP RHAN RS IR SRR P AR AR W% R Rk
x

N,

PR LR EL MG KGR ST o T AT I

LRI ip T PPN GO SR WA R R RS 0 B 2P AN
T e
1

~

¥ira 5T o

F % 4 ?ﬁi:’]‘ % /Qi’]ﬂ r\_—.jglp |,$‘3’;*”TI/“‘<]"}"’I‘£FI{‘T—¢W‘J’KI)V » ¥Ry JRod &E

E-y
e
1
=hf
T
FA,_“
e
T

20



