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ABSTRACT. Tourism is the most economically important industry to the United States’ only island
state, Hawaii. With Hawaii’s highest spending and largest international tourist segment, Japanese,
decreasing significantly (a loss from over 2,000,000 in 1997 to just over 1,000,000 Japanese visitors
in 2009), Hawaii needs to prepare to replace the significant decrease of Japanese visitors with a new
visitor market. The logical new international visitor target market would be tourists from the fastest
growing economy in the world, that being China. The purpose of this study is to explore the differences
in attitudinal and behavioral characteristics, and preferences of Chinese tourists in Hawaii according
to key sociodemographic variables. The results of this study conclude that sociodemographic variables
show significant differences in attitudinal and behavioral characteristics. For example, when compar-
ing the number of times a respondent had visited Hawaii, first-time visitors showed the highest level
of preference for a deluxe hotel while second-time visitors showed the highest level of preference for
a budget hotel. Those who had visited Hawaii three or more times indicated the highest preference for
a first class hotel and also to be more interested in high-end shopping. First-time visitors showed the
highest percentage in the lowest category of estimated cost of gifts (US$0–US$300). This indicates that
Hawaii tour operators should focus on introducing more discounted shopping to first-time visitors.

The results of this study are likely to be beneficial for understanding Chinese tourists and estab-
lishing marketing policies to enhance their satisfaction and raise their intention to revisit Hawaii. The
findings of this study could be helpful for all stakeholders including local tour operators, the hotels,
and Hawaii’s tourism officials.
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INTRODUCTION

As the only island state, Hawaii is the
United States’ very own paradise and is among
the world’s extremely popular tourist destina-
tions with tourism being the most economically
important industry for the state. The tourism
industry in Hawaii has been experiencing a
downward trend recently which has affected
the economy of the state as a whole. Two
main reasons for the recession to the Hawaiian
tourism industry include the decline in Japanese
tourists and the worldwide economic downturn.
Although Japanese visitors are still the top Asia
outbound travel population to Hawaii, statis-
tics show that Japanese tourists held 30.3% of
Hawaii’s market share in 1997 (2,200,000 vis-
itors), compared to only a 17.1% market share
in 2009 (1,100,000 visitors). There was a 4.9%
decrease in Japanese visitors in 2009 compared
to 2008 reflecting that Japanese tourists’ inter-
est in travel to Hawaii is declining (Department
of Business, Economic Development & Tourism
[DBEDT], 2010). With Hawaii’s highest spend-
ing and largest international tourist segment,
Japanese, decreasing significantly, Hawaii needs
to prepare to replace this notable reduction
of Japanese visitors with a new visitor mar-
ket. The logical new international visitor tar-
get market would be tourists from the fastest
growing economy in the world, that being
China.

At the same time, according to the statis-
tics from the World Tourism Organization in
2009, the market share of Chinese travelers
was 5.2% or 47 million outbound tourists in
2009 compared to 0.3% in 1995 (Yu, 2010).
Even though the growth rate was not as high as
the 11.94% in 2008, it is estimated that there
will be 54 million Chinese outbound tourists
in 2010 and the Chinese outbound market is
ranked as the highest annual growth of any
country in the world (“China Outbound Tourist
Number Growth,” 2009). Based on the World
Tourism Organization’s “Tourism Vision 2020”
Report, the industry is expecting 100 million
Chinese visitors to be traveling around the world
in 2020, which is equal to 6.4% of the total
market share. Compared to the 0.7% total mar-
ket share in 2003, there is and will be a very

significant growth of Chinese outbound travel
(STIM, 2003).

According to a recent article in The Honolulu
Advertiser, “Chinese travelers are much sought
after among visitor destinations around the
world because they spend more than counter-
parts from any other country—about $7,200 per
person per trip, according to the U.S. Commerce
Department” (Yonan, 2010, ¶ 6). As a result,
Chinese travelers will be the key potential tar-
get market for Hawaii. Besides the significant
growth of Chinese travelers to Hawaii, the
local travel industry should be clearly aware
of several concerns. The United States only
represented .0084% of the Chinese outbound
travel market (Travel Daily News, 2009). In
a recent article by Dingeman (2009) in The
Honolulu Advertiser, Hawaii tourism officials
stated that Chinese tourism is expected to
increase significantly because travel restrictions
from China to the United States were eased in
June 2009. Likewise, with the enhancement of
Mainland China’s national position and swift
economic development, Mainland Chinese out-
bound tourism’s demand is expected to increase
significantly.

Visa restriction is the key factor that affects
Chinese travelers’ decisions to visit the United
States. The U.S. government controls the num-
ber of visas that are issued and thus controls
the number of Chinese visitors who can travel
to the United States. It is not worth the time
for Chinese travelers to deal with this obstacle
of restricted visas for their vacations. Another
reason why Chinese travelers choose other
countries over the United States as their travel
destination is that transportation connections are
inconvenient. With a need to reevaluate the visa
and transportation system to alleviate the strict
obstacles, there is also a need for conducting
research to identify Chinese tourists’ sociode-
mographic and travel-related characteristics as
well as explore their travel preferences.

Traveler behavior and preference is one of
the most important factors that the local travel
industry should be examining for future tourism
business to Hawaii. The key to determine
whether Hawaii is in a strong market posi-
tion for the Chinese outbound travel market is
to examine what the Chinese visitors’ travel
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considerations will be. Using other popular
travel destinations such as Australia, which is
one of the more popular countries that many
Chinese travelers stated they would like to
visit, the travel industry can better understand
Chinese visitors’ behavioral patterns (Kim,
Guo, & Agrusa, 2005). By looking at the
culture, sightseeing locations, and features in
Australia, Hawaii travel authorities should be
able to compare and evaluate themselves to bet-
ter fit and attract Chinese visitors. At the same
time, the use of primary research such as con-
ducting a survey is a channel by which to collect
accurate data from the Chinese visitors who are
already traveling to Hawaii.

This study is also a primary source to deter-
mine how and what Chinese people think of
traveling to Hawaii. For example, factors that
influence them to travel to Hawaii, what they
want to do while visiting, how long they are
going to stay, etc. (Pearce, 2005). More specifi-
cally, this study’s objectives are threefold: (a) to
identify attitudinal or behavioral characteristics
of Chinese tourists, (b) to explore differences
in attitudinal and behavioral characteristics of
Chinese tourists between groups of sociodemo-
graphic and travel-related variables, and (c) to
analyze differences of preference in tourism to
Hawaii between groups of sociodemographic
and travel-related variables.

Although there have been a number of studies
examining the characteristics and implications
of outbound tourism of Mainland Chinese trav-
elers (Guo, Kim, & Timothy, 2007; Huang &
Hsu, 2005; Jang, Yu, & Pearson, 2003), there
are a limited number of studies that exam-
ine Chinese inbound tourism specifically to the
United States. While business travel is the most
common purpose of Chinese travel to the United
States, under a new memorandum of under-
standing between China and the United States,
leisure travel by Chinese tourists is expected to
become a stronger driver of travel to the United
States (Burnett, Cook, & Li, 2008). This study is
seminal research that examines Chinese travel-
ers to a primary leisure destination in the United
States, that being Hawaii.

This research article is expected to show spe-
cific information such as travel attitudinal or
behavioral characteristics of Chinese travelers

to Hawaii and their preferences. In addition,
assessing these differences in the travel attitudi-
nal or behavioral characteristics of Chinese trav-
elers to Hawaii according to socio-demographic
or travel-related variables is expected to help the
local travel industry, specifically travel compa-
nies and hotels to better master their strategies
to fit the Chinese outbound travel market prefer-
ences to Hawaii.

CHARACTERISTICS OF MAINLAND
CHINESE TOURISTS

From the estimation of the perspective mar-
ket size, Li, Harrill, Uysal, Burnett, and Zhan
(2010) recently argued that overall, Chinese
outbound travelers and the Chinese outbound
travel market remain unknown to most Western
marketers. Aside from understanding Chinese
tourists’ behavior and preferences, simply esti-
mating the size of the Chinese outbound tourism
market (i.e., how many people in China have
been traveling abroad or have the potential to
travel abroad) has remained a challenge.

A different perspective noted by Johanson
(2007) is that key motivators found in the
Chinese tourists’ related literature are fairly sim-
ilar; for example, motivators for Chinese tourists
to Western destinations such as the United
States, New Zealand, and Australia are to have
an exciting vacation for the family as well as that
which is perceived as having great value.

In Arlt’s (2006) comprehensive book about
China’s outbound tourism, he provides an out-
line of the recent socioeconomic development
which facilitated the rapid growth of outbound
tourism. Arlt also tries to analyze the motives
of the Chinese tourist. He uses Hofstede’s well-
known cultural dimension models whereby the
Chinese scored very high in “power distance,”
low in “individualism,” and high in “long-term
orientation.” One of the important assump-
tions about Chinese tourists is that they have a
much stronger collective historical memory than
Europeans.

There has been a growing body of evidence
demonstrating that tourist behavior and travel
patterns are cultural-specific (Kim & Agrusa,
2005; You, O’Leary, Morrison, & Hong,
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2000; Yoo, McKercher, & Mena, 2004). Still,
how much do the Western marketers really
know about Chinese outbound travelers? How
large is the gap between the Eastern/Chinese
and Western cultural differences regarding
the tourist behavior? Indeed, when addressing
important issues like these, one needs time to
accumulate an understanding for it. Fortunately,
a review of the tourism literature indicates that
recent studies have provided some useful infor-
mation for understanding Chinese outbound
tourists, either from the tourists’ or employees’
perspectives.

In an empirical study by Humborstad, Cheng,
and Ng (2008), the authors used SERVQUAL
to investigate service quality perceptions by
both group and individual Mainland Chinese
tourists visiting Macao. Significant differences
were found in the results in terms of the five-
dimension model and most of the surveyed sub-
jects agreed that empathy was very powerful in
their overall satisfaction. Another study by Liu,
Choi, and Lee (2007) indicated that Chinese
tourists shopping in Hong Kong claimed that the
sales personnel could not describe the product in
detail or communicate in Mandarin, and worst,
they did not show enough respect or care for the
visitors. Similar findings were also revealed in
a UK study by Wang, Vela, and Tyler (2008)
which addressed cultural and hotel service qual-
ity that resulted in Chinese tourists feeling that
the employees in a UK hotel had low empathy
toward them.

Mohsin’s (2007) analysis of Chinese trav-
elers’ motivation toward holidaying in New
Zealand indicated that general relaxation needs
and intellectual/curiosity motives were the
important factors for Chinese tourists to travel
abroad. Moreover, Chinese tourists are more
interested in increasing their knowledge by
discovering new places and ideas. This sug-
gestion is also supported by Pan and Laws
(2001) that Chinese travelers seem to become
very eager to acquire new knowledge through
visiting other countries with different cultural
backgrounds.

By using the importance-performance analy-
sis (IPA) model, Zhang and Chow (2004) invited
a total of 426 Mainland Chinese tourists to
assess the performance of Hong Kong’s tour

guides. Twenty pertinent tour guide service
quality attributes were identified. The results
of the IPA model illustrated that Hong Kong’s
tour guides performed well in 11 out of the 20
service quality attributes, specifically in areas
mainly related to their “professional skills,”
“reliability and language ability” (keep up the
good work quadrant), while the “problem-
solving ability” of Hong Kong’s tour guides fell
into the (need to concentrate here quadrant).

On the contrary, from the employees’ points
of view, Yeung and Leung (2007) investigated
the perception and attitude of Hong Kong
hotel guest-contact employees toward Mainland
Chinese tourists. Their results revealed that
most of the hotel guest-contact employees per-
ceived Mainland Chinese tourists negatively
with regard to their appearance, personalities,
and behavior. Also, the study suggested that
Hong Kong hotel employees should be more
culturally sensitive and aware of their subjective
judgments when catering to Mainland Chinese
tourists.

By conducting a qualitative research study
and interviewing 11 Australian inbound tour
operators, Pan and Laws (2003) clearly iden-
tified the characteristics of Chinese package
tours to Australia. For example, most of the
Chinese tourists to Australia were first-time vis-
itors, inclined to take longer trips than when
visiting other Asian countries (e.g., Hong Kong,
Singapore, Malaysia), and the prices of the tours
are quoted on a per day rate, instead of a price
for each individual tourist product à la carte
style that tourists intend to consume.

While several studies focused on Chinese
tourists’ and hospitality employees’ perspec-
tives regarding the quality of service and the
destination, other studies focused on informa-
tion and influences. For example, by using
the analysis of the in-flight survey data, Cai,
Lehto, and O’Leary (2001) once profiled the
characteristics of U.S.-bound Chinese travel-
ers in terms of their age, gender, income, lead
time of pre-trip preparation, etc. Comparisons
were also made among three groups: busi-
ness only, business and leisure, and leisure
only travelers. All three groups identified travel
agencies as a main information source, while
leisure travelers tended to use informal sources
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such as friends and relatives as well as word-
of-mouth. The business and hybrid groups
showed a stronger reliance on official or for-
mal information channels such as the national
government tourist office and corporate travel
department.

Furthermore, in a study which invited indi-
viduals in shopping malls of three major cities
in China (Beijing, Shanghai, and Guangzhou)
where travel agencies were located, Hsu, Kang,
and Lam (2006) surveyed 464 Chinese residents
and found different reference groups’ opinions
were perceived differently when it comes to the
decision of choosing Hong Kong as a travel
destination. Respondents were more likely to
be in agreement with their primary reference
group’s (i.e., family and friends/relatives in
this study) opinions than their secondary ref-
erence group’s (i.e., travel agents). In a Sparks
and Pan’s (2008) study, similar findings were
also revealed that reference groups are influ-
ential in travel intentions for Chinese travel-
ers. Both findings are fairly consistent with the
cross-cultural attitude work by Bagozzi, Lee,
and Van Loo (2001) which found in Chinese
behavioral intention to be more influenced by
social norms and less influenced by attitudes
than that of Americans. Similarly, Chan and Lau
(2001) found that social norms were weighted
heavier than attitudes in predicting behavioral
disposition for Chinese consumers. The col-
lectivist nature of the Chinese culture might
also explain the strength of social influences
in stated behavioral intentions (Sparks & Pan,
2008).

Most of the above-mentioned studies focus
on the positive side of the outbound Chinese
tourist market, specifically that the outbound
travel is continuing to climb and is reflect-
ing the new found wealth, changed lifestyles,
and increasing personal freedom of outbound
traveling. However, these positive traits, to a
certain extent, are overshadowed by a serious
pitfall which is that many destination service
providers of Chinese tourists complain about
their “uncivilized behavior” such as littering,
spitting, snatching bus seats, jumping or cut-
ting while waiting in lines, taking off shoes
and socks in public, speaking loudly, bad tem-
per and cursing, smoking in non-smoking areas,

etc. (Li, 2006; Zhang, 2006). There are also
other challenges facing the development of the
Chinese outbound travel market such as: short-
age of outbound professional leaders, forced
shopping, poor knowledge of destination coun-
tries, etc. (Guo et al., 2007; Pan & Laws,
2003).

For marketers, and for the best and worst
of the Chinese outbound market, much of the
literature that explored the characteristics of
Mainland Chinese tourists has developed in
light of various destination countries/areas such
as Hong Kong (Hsu et al., 2006; Liu et al., 2007;
Yeung & Leung, 2007; Zhang & Chow, 2004),
Kinmen (Chen, Chen, & Lee, 2009), Macao
(Humborstad et al., 2008), Australia (Pan &
Laws, 2001, 2003; Li & Carr, 2004), New
Zealand (Mohsin, 2007), the United Kingdom
(Wang et al., 2008), and the United States
(Johanson, 2007).

However, there is limited research that pro-
files Mainland Chinese tourists to Hawaii. For
Hawaii, tourists from China are going to be
an emerging market; for Mainland Chinese
tourists, Hawaii is one of the world’s most pop-
ular tourist destinations and is the only island
state of the United States. As Oppermann (1997)
once suggested, catering to tourists from dif-
ferent markets requires different approaches.
This research study will provide an initial
assessment of the characteristics and prefer-
ences of Mainland Chinese tourists to Hawaii.
It is believed that this study is a helpful
resource for the entire travel industry in Hawaii
and will develop a list of possible strate-
gies to handle the potential Mainland Chinese
visitors.

METHODOLOGY

The population for this study consisted of
tourists from Mainland China visiting Hawaii.
The methodology that was applied in this
research was the use of the survey method.
A research instrument was designed where
Chinese tourists were asked to rate their atti-
tude and preference on their visit to Hawaii.
In this study, 19 items measuring attitudi-
nal or behavioral characteristics of Mainland
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Chinese tourists visiting Hawaii were examined.
The items chosen focused on tourists’ motiva-
tion, attitude, and behavior, which are widely
used in international travel literature (Agrusa
& Kim, 2008; Jang & Cai, 2002; Kim, Lee,
& Klenosky, 2003; Kim & Prideaux, 2005;
Kozak, 2002; Tyrrell, Countryman, Hong, &
Cai, 2001; Uysal & Hagan, 1993; Yuan &
McDonald, 1990). Subsequently, the items were
modified to indicate Chinese tourists to Hawaii.
A 7-point rating scale where 1 = strongly dis-
agree, 4 = neutral, and 7 = strongly agree were
applied to quantify the responses to the items.

Questions requiring answers of categorical
and quantitative value included specific pur-
poses of trip, primary information source, type
of accommodation, length of planning stage for
this tour, preferred gift, preferred tourism site,
preferred tourism activity, preferred national
food, preferred type of accommodation, as well
as demographics such as gender, marital sta-
tus, and educational level. Concurrently, items
relating to Hawaii’s tourism, which originated
from consultation with travel agencies special-
izing in Hawaii as well as from previous studies,
were also considered for the final question-
naire (Agrusa, 2000; Keown, 1989; Lee & Zhao,
2003; Reisinger & Turner, 2002; Rosenbaum &
Spears, 2005). Furthermore, qualitative open-
ended questions indicating age, number of
tourists in a tour group, total number of over-
seas tours taken including this tour, average
length of stay, gift purchasing, and tour cost
were added.

The research questionnaire included 19 items
of attitudinal or behavioral characteristics of
Chinese tourists visiting Hawaii. The survey
was initially written in English and then trans-
lated into Chinese. An independent bilingual
individual then translated the Chinese ver-
sion back into English in order to check
for inconsistencies or mistranslations. Finally,
the English version was translated back into
Chinese addressing any inconsistencies.

In designing the questionnaires, the dou-
ble translation method (back translation) was
utilized prior to distribution (McGorry, 2000).
Even though occasions exist where the literal
translation process may have missing informa-
tion, the double translation method is one of

the most adequate translation processes (Lau &
McKercher, 2004).

To avoid ambiguity in the questions, and
to ensure that all of the questions written on
the survey instrument were clearly understood,
a pilot test of 20 Chinese tourists in Waikiki
was completed prior to data collection. The
author and four native Chinese speakers admin-
istered the surveys. The data collection was
carried out at five major tourist destinations
in Honolulu. Popular tourist locations such as
Waikiki Beach, Ala Moana Shopping Mall,
and other popular tourist locations in Honolulu
were used to survey the Chinese tourists. As
a number of Chinese tourists to Hawaii travel
with tour groups, permission for this study
was requested and granted by a Chinese group
tour operator due to the fact that the results
of this survey were believed to be benefi-
cial for their business. A convenience sample
of 350 Chinese tourists were distributed the
survey instrument during the final 2 days of
their journey while vacationing in Honolulu.
A total of 344 surveys were returned and of
those collected, 21 questionnaires with mul-
tiple missing values were removed. A total
of 323 usable surveys were coded for data
analysis.

Participation in this study was completely
voluntary and insurance of absolute confiden-
tiality of answers to all questionnaire items
was given to respondents. It is believed that
all respondents answered the survey instrument
honestly as the survey was anonymous and
self-administered.

In order to identify differences of attitudinal
or behavioral characteristics of Chinese tourists
between the numbers of times they have vis-
ited Hawaii and marital status groups, a series
of t tests were conducted. For Chinese tourists
visiting Hawaii, one-way analysis of variance
(ANOVA) tests were undertaken on attitudinal
or behavioral characteristics according to dif-
ferent age groups. Duncan’s multiple range test
was subsequently used, in cases where signifi-
cant differences were discovered, to examine the
source of the differences across the respondent
subgroups. To investigate if there were statisti-
cally significant levels of association between
selected socio-demographic characteristics and
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travel-related or preference variables, chi-square
tests were applied.

RESULTS

Demographic Profile

According to frequency analyses on sociode-
mographic and travel-related profile of respon-
dents, most of the respondents were female
(52.6%), in the 20s (35.7%) and 30s (24.5%)
age groups, married (65.7%), and with either
some college or a college graduate (63.9%).
The respondents came from Beijing (20%),
Shanghai (15.2%), and Guangdong (9.0%).
Regarding the number of overseas travel
times to Hawaii, the respondents reported
once (23.3%), two times (13.3%), three times
(18.3%), four times (10.8%), and five times
(12.5%). In reference to length of stay in
Hawaii, they indicated three nights (18.1%), two
nights (16.0%), and four nights (13.6%). Most
preferred accommodation type was first class
hotel (41.5%) and budget hotel (25.9%).

Respondents indicated that it took between
1 and 2 weeks (45.3%) and between 2 weeks
and 1 month (25.5%) to set up a concrete
plan for this trip. The total number of trips to
Hawaii, including this occasion, was the first
time (69.0%) and two times (19.0%). The main
purpose of this trip was a business trip (42.9%)
and an education trip including attending con-
ferences (52.1%). Ninety-two percent of the
respondents stated they used a package tour, and
were accompanied by friends/relatives (48.6%).
The number of people traveling in the package
tour was 5–10 (45.0%). They also reported the
two main information sources for this trip were a
travel agency (40.4%) and word-of-mouth from
friends/relatives (29.6%).

Overview of Attitudinal or Behavioral
Characteristics

Table 1 demonstrates the mean and standard
deviation values of 19 attitudinal and behav-
ioral items. High mean scores were found on
“I try to understand and follow the Hawaiian
culture” (mean = 5.38) and “I respect the
lifestyle and customs of the Hawaiian residents”

(mean = 5.37). This implies that Chinese
tourists tend to try to understand foreign culture
and the different lifestyles.

A high agreement was found on the follow-
ing three items: “I’d like to experience Native
Hawaiian culture” (mean = 5.27), “I will choose
or chose an optional tour” (mean = 5.13),
and “I’d like to visit places familiar to resi-
dents rather than places designed for tourists”
(mean = 5.03). Thus, respondents showed a
high level of interest in exploring Hawaiian cul-
ture and the local community. However, they
showed the preference of their ethnic Chinese
food over local food during their tour to Hawaii
indicating “I prefer Chinese food to Hawaiian
food” (mean = 5.28).

Respondents revealed a high level of interest
in marine sports tourism, “I’d like to expe-
rience sports such as water or ocean sports”
(mean = 5.26). Regarding shopping, their buying
preference was indicated as discounted prod-
ucts (mean = 5.17). The results are consistent
with a relatively low level of agreement on
the following shopping-related items: “I place
importance on brand name products rather than
the price in purchasing products” (mean = 4.52),
“I prefer purchasing new fashion products while
shopping on vacation” (mean = 4.67), and “I
prefer to shop for brand-name products while
shopping on vacation” (mean = 4.53). Overall,
the respondents are likely to be those who are
not accustomed to habitual shopping and are
unlikely to be highly engaged with shopping in
Hawaii.

The Chinese respondents in this study
showed a relatively lower agreement on getting
acquainted with local residents and other foreign
tourists. Regarding the respondents’ tendency to
complain to government agencies or business if
there is a problem or inconvenience while on
vacation, they showed a relatively low level of
willingness to complain (mean = 4.72). This
result is likely to arise from the collective cul-
ture, which tend to attribute erroneous results to
common responsibility and embrace the errors
(Hui & Au, 2001; Ngai, Heung, Wong, & Chan,
2007). Lastly, they showed a high tendency of
not sending a letter or postcard to their family or
friends from Hawaii and for not using a rental
car during this trip.
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TABLE 1. Overview of Attitudinal or Behavioral Characteristics of Chinese
Tourists (N = 323)

Items Mean SD

I will choose or chose an option tour. 5.13 1.44
I’d like to meet and speak with Hawaiian residents. 4.78 1.47
I’d like to experience sports such as water or ocean sports. 5.26 1.31
I’d like to experience Native Hawaiian culture. 5.27 1.32
I prefer Chinese food to Hawaiian food. 5.28 1.34
I give a tip to employees working in Hawaii. 4.94 1.39
I place importance on brand rather than price in purchasing products. 4.523 1.38
I prefer discounted products while purchasing products. 5.17 1.33
I prefer purchasing new fashion products while shopping on vacation. 4.67 1.32
I prefer to shop for brand-name products while shopping on vacation. 4.53 1.39
I’d like to take a trip using a rental car. 4.15 1.68
I’d like to visit places familiar to residents rather than places designed for tourists. 5.03 1.36
I prefer a group tour to an individual tour. 4.41 1.45
I’d like to develop friendships with other foreign tourists. 4.69 1.53
I tend to complain to government agencies or businesses if I have a problem or

inconvenience while on vacation.
4.72 1.55

I will send or have sent a letter or postcard to my family or friends from Hawaii. 4.44 1.60
I respect the lifestyle and customs of Hawaiian residents. 5.37 1.31
I try to understand and follow Hawaiian culture. 5.38 1.30
I will visit or have visited other Hawaiian islands. 4.79 1.56

Note. ∗reverse coded; ∗∗Likert 7-point scale including strongly disagree (1), neutral (4), strongly
agree (7).

Factor Analysis of Attitudinal or
Behavioral Items

A principal component factor analysis with
varimax rotation using the 19 items was under-
taken to determine the dimensions underlying
the attitudinal or behavioral items. However,
the result of the factor analysis revealed very
low commonality values (less than .30) on two
items, “I tend to complain to government agen-
cies or business if I have a problem or incon-
venience while on vacation” and “I will send
or have sent a letter or postcard to my family
or friends from Hawaii.” Thus, these two items
were deleted from further factor analysis. A final
factor solution is provided in Table 2.

The 17 remaining items consisted of five fac-
tors with eigenvalues higher than 1.0. The fac-
tors accounted for 61.81% of the variance and
were labeled: “active participation in a Hawaii
tour,” “interest in Hawaiian culture,” “shopping
habits,” “passive participation toward a Hawaii
tour,” and “respect for the Hawaiian commu-
nity.” A total of 17 items revealed factor load-
ings of over .50 which were in excess of .45 and
these results were assessed as fair or above by

Comrey and Lee (1992). Commonality value for
each variable, which accounts for the variances
explained by the factors, ranged from .49 to .77,
indicated that each variable contributes to form-
ing the factor structure. Grand means on the five
domains were 5.14, 4.81, 4.58, 4.95, and 4.86,
respectively.

Differences in Attitudinal or Behavioral
Characteristics of Chinese Tourists
According to Sociodemographic Variables

The differences in attitudinal or behavioral
characteristics of the Chinese tourists accord-
ing to sociodemographic variables were first
tested using a MANOVA procedure. In these
procedures, the five domains were dependent
variables (i.e., multivariate), while the sociode-
mographic variables (gender, education level,
frequency of visit, marital status, and age)
were respectively used as independent variables.
Gender was found not to have a significant effect
out of all five domains (p = .350). Thus, there
was no need to subsequently conduct t tests to
identify differences in attitudinal or behavioral
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TABLE 2. Principal Component Factor Analysis with Varimax Rotation for Attitudinal or Behavioral
Characteristics of Chinese Tourists (N = 323)

Attitudinal or behavioral items Factor loadings Common-nalities

1 2 3 4 5

Active participation in a Hawaii tour
I’d like to experience Native Hawaiian culture. .687 .573
I respect the lifestyle of customs of Hawaiian

residents.
.655 .724

I’d like to experience sports such as water or
ocean sports.

.636 .554

I will visit or have visited other islands. .609 .733
I will choose or chose an option tour. .473 .511

Interest in Hawaiian culture
I try to understand and follow Hawaiian culture. .750 .567
I’d like to visit places familiar to residents rather

than
.731 .715

places designed for tourists. .492
I’d like to develop friendships with other foreign

tourists.
.672 .718

I’d like to take a trip using a rental car. .607

Shopping habits
I prefer to shop for brand-name products while

shopping on vacation.
.874 .767

I place importance on brand rather than price in
purchasing products.

.777 .643

I prefer purchasing new fashion products while
shopping on vacation.

.761 .650

Passive participation toward a Hawaii tour
I prefer Chinese food to Hawaiian food. .699 .569
I prefer discounted products while purchasing

products.
.628 .559

I prefer a group tour to an individual tour. .619 .551

Respect for the Hawaiian community
I’d like to meet and speak with Hawaiian

residents.
.770 .639

I give a tip to employees working in Hawaii. .602 .544
Eigenvalue 2.414 2.313 2.175 1.870 1.735
Variance explained (%) 14.20 13.61 12.79 11.00 10.21

characteristics of the Chinese tourists according
to gender.

The results of a MANOVA analysis con-
ducted to examine differences in attitudinal or
behavioral characteristics of the Chinese tourists
between two education levels showed not to
have a significant effect on all the five domains
(p = .220). The results of a MANOVA found
that frequency of visits had a significant effect
on the five domains (p < .01). The univari-
ate analyses undertaken to explore these dif-
ferences showed significance on the “interest
in Hawaiian culture” (p < .05) and “shopping

habits” (p < 0.05) domain. That is, the third-
or more-time visitor to Hawaii showed a higher
mean score than that of the first- or second-
time visitor. This indicates that the three or
more-time visitors are likely to be interested
in Hawaii culture such as “curiosity about res-
idents,” “willing to rent a car to take a trip,” and
have shopping habits such as “preferring brand-
name products” or “purchasing new fashion
products.”

A MANOVA procedure reported a signifi-
cant effect by marital status on the five domains
(p < .01). The results of the univariate analyses
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TABLE 3. The t Tests for Comparison of Attitudinal or Behavioral Characteristics of Chinese
Tourists Between Frequency of Visit Groups and Marital Status Groups

Domain First- or second-time Third- or more-time t value p value
visitors (n = 71) visitors (n = 121)

Active participation in a Hawaii tour 5.2185 5.2178 −0.006 .995
Interest in Hawaii culture 4.6596 4.9525 2.035 .044
Shopping habits 4.3585 4.7210 2.177 .031
Passive participation toward a Hawaii tour 5.1165 4.9281 −1.301 .196
Respect for Hawaiian community 4.7817 4.8849 0.612 .542

Domain Single (n = 66) Married (n = 132) t value p value

Active participation in a Hawaii tour 5.0368 5.3396 −2.319 .021
Interest in Hawaii culture 4.7588 4.9318 −1.266 .207
Shopping habits 4.4575 4.6498 −1.134 .258
Passive participation toward a Hawaii tour 4.7355 5.1240 −2.759 .006
Respect for Hawaiian community 4.6266 4.9865 −2.239 .026

conducted to explore this effect are provided
in Table 3. Two domains—“active participa-
tion in a Hawaii tour” and “respect for the
Hawaiian community”—were significant at the
.05 level, while “passive participation toward
a Hawaii tour” domain was significant at the
.01 level. Married respondents showed a higher
mean score than that of single people on the
three domains.

Table 4 demonstrates the results of the differ-
ence in attitudinal or behavioral characteristics
of Chinese tourists between age groups. At first,
a MANOVA analysis generated a significant
effect of age on the five domains (p < .01).
Significance was found on the three domains:
“active participation in a Hawaii tour” (p < .01),
“passive participation toward a Hawaii tour”
(p < .01), and “interest in Hawaiian culture”
(p < .05). Those in their 50s or older reported
the highest mean value on passive participation

toward a Hawaii tour. Those in their 40s indi-
cated higher interests in Hawaii culture.

Differences of Gift Preferences According
to Age, Gender, Marital Status, and
Experience in Visiting Hawaii

In analyzing the differences of preferred gift
items according to age, both the 20s and 30s
age groups showed a high tendency of prefer-
ring a traditional Hawaiian gift. However, those
in the 40s age group showed a preference for
purchasing alcohol as a gift compared to the
other age groups, while they least preferred
Hawaiian coffee as a gift item. The 50s or above
age group tended to least prefer alcohol as a
gift, whereas their most preferred gift item was
Hawaiian chocolate. The results are reported in
Table 5. However, significance was not found
on the preferred tourism site, preferred tourism

TABLE 4. ANOVA Tests for Comparison of Attitudinal or Behavioral Characteristics of Chinese
Tourists Between Age Groups

Domain 20s 30s 40s 50s or above F value p value
(n = 75) (n = 47) (n = 44) (n = 32)

Active participation in a Hawaii tour 5.6625b 5.3204b 5.3630b 4.9178a 6.816 .000
Interest in Hawaiian culture 4.6622a 4.9184ab 5.1761b 4.8438ab 3.108 .028
Shopping habits 4.5181ab 4.3344a 4.8740b 4.8311b 2.384 .071
Passive participation toward Hawaii tour 4.6828a 4.5977a 5.3030b 5.8314c 19.508 .000
Respect for Hawaiian community 4.6867 4.8587 5.1445 4.9018 1.703 .168

Note. a, b, and c indicate the source of significant differences (a < b < c) on the basis of Duncan’s multiple range test.
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TABLE 5. Chi-Square Tests for Identifying Association Between Preferences of Chinese
Tourists and Age

Preferred products or item/Age 20s 30s 40s 50s or above

Preferred gift item (χ2 = 40.00, p = .000)
Alcohol 7 (12.3%) 4 (10.3%) 13 (32.5%) 1 (3.2%)
Hawaiian traditional gift 24 (42.1%) 22 (56.4%) 13 (32.5%) 10 (32.3%)
Hawaiian coffee 19 (33.3%) 8 (20.5%) 3 (7.5%) 4 (12.9%)
Hawaiian chocolate 6 (12.3%) 5 (12.8%) 11 (27.5%) 16 (51.6%)

Preferred tourism site (χ2 = 8.21, p = .223)
Polynesian Culture Center 27 (47.4%) 13 (35.1%) 17 (44.7%) 12 (50.0%)
Waikiki Beach 24 (42.1%) 15 (40.5%) 16 (42.1%) 5 (20.8%)
Hanauma Bay 6 (10.5%) 9 (24.3%) 5 (13.2%) 7 (29.2%)

Preferred tourism activity (χ2 = 8.04, p = .235)
Island tour 36 (61.0%) 17 (56.7%) 23 (60.5%) 15 (53.6%)
Swimming 16 (27.1%) 8 (26.7%) 9 (23.7%) 13 (46.4%)
Ocean sports 7 (11.9%) 5 (16.7%) 6 (15.8%) 0 (0%)

Preferred food (χ2 = 12.27 p = .056)
Hawaiian food 11 (17.5%) 1 (2.9%) 8 (20.5%) 1 (3.7%)
Western food 7 (11.1%) 5 (14.7%) 9 (23.1%) 3 (11.1%)
National food 45 (71.4%) 28 (82.4%) 22 (56.4%) 23 (85.2%)

Preferred accommodation (χ2 = 7.06, p = .631)
Deluxe hotel 12 (16.7%) 11 (26.2%) 11 (27.5%) 6 (18.8%)
First class hotel 31 (43.1%) 18 (42.9%) 14 (35.0%) 15 (46.9%)
Budget hotel 21 (29.2%) 7 (16.7%) 10 (25.0%) 10 (31.3%)
Vacationer home 8 (11.1%) 6 (14.3%) 5 (12.5%) 1 (3.1%)

activity, and preferred accommodation between
the age groups (Table 5). Also, when analyz-
ing by gender, significance was not by pre-
ferred gift item, preferred tourism site, preferred
tourism activity, preferred food, or preferred
accommodations. The results are shown in
Table 6.

According to the results of the chi-square
tests for identifying the association between gift
preferences of Chinese tourists and marital sta-
tus, significance at the .05 level was found on
preferred gift item (χ2 = 9.805, p = .020).
Single respondents preferred Hawaiian tradi-
tional gifts the most, whereas their prefer-
ence for alcohol and Hawaiian chocolate was
least. Married respondents showed the highest
preference for a Hawaiian traditional gift and
Hawaiian chocolate. The results are reported in
Table 7.

When analyzing the gift preferences of
Chinese tourists and number of visits to Hawaii,
significance at the .01 level was found on pre-
ferred gift item (χ2 = 31.487, p = .002).
Respondents who reported 10 times or more

in the number of visits to Hawaii indicated the
highest tendency of preferring alcohol as a gift
item. Those who traveled to Hawaii for the first
time preferred to buy a Hawaiian traditional gift
and Hawaiian chocolate as a gift. The pattern
was similar to those who had visited Hawaii
three or four times.

In analyzing the association between pre-
ferred accommodation and number of visits,
significance was found at the .001 level. First-
time visitors showed the highest level of pref-
erence for a deluxe hotel. Second-time visitors
showed the highest level of preference for a
budget hotel, while they never preferred a vaca-
tion home. Those who had visited Hawaii three
or four times indicated the highest preference
for a first class hotel, whereas they showed the
least preference for a vacationer home. Those
who had visited Hawaii five to nine times
had the highest response preference for a first
class hotel. However, those who had traveled
10 times or more indicated the highest prefer-
ence for a deluxe hotel. The results are shown in
Table 8.
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TABLE 6. Chi-Square Tests for Identifying Association Between
Preferences of Chinese Tourists and Gender

Preferred products or item/Gender Male Female

Preferred gift item (χ2 = 5.08, p = .166)
Alcohol 8 (10.5%) 17 (18.7%)
Hawaiian traditional gift 28 (36.8%) 41 (45.1%)
Hawaiian coffee 19 (25.0%) 15 (16.5%)
Hawaiian chocolate 21 (27.6%) 18 (19.8%)

Preferred tourism site (χ2 = 2.64, p = .267)
Polynesian Culture Center 36 (50.0%) 34 (39.5%)
Waikiki Beach 27 (37.5%) 34 (39.5%)
Hanauma Bay 9 (12.5%) 18 (20.9%)

Preferred tourism activity (χ2 = 1.50, p = .827)
Island tour 38 (43.7%) 53 (51.5%)
Swimming 24 (27.6%) 22 (21.4%)
Cruise 8 (9.2%) 10 (9.7%)
Ocean sports 9 (10.3%) 10 (9.7%)
Shopping 8 (9.2%) 8 (7.8%)

Preferred food (χ2 = 6.52, p = .089)
Hawaiian food 11 (12.9%) 10 (10.1%)
Western food 7 (8.2%) 18 (18.2%)
National food 61 (71.8%) 58 (58.6%)
Chinese food 6 (7.1%) 13 (13.1%)

Preferred accommodation (χ2 = 3.18, p = .365)
Deluxe hotel 17 (20.0%) 23 (22.3%)
First class hotel 38 (44.7%) 41 (39.8%)
Budget hotel 24 (28.2%) 24 (23.3%)
Vacationer home 6 (7.1%) 15 (14.6%)

Differences of Sociodemographic or
Travel-Related Variables According to
Estimated Costs of Gifts

As shown in Table 9, results of chi-
square tests used for identifying the associa-
tion between sociodemographic or travel-related
variables and estimation of costs of gifts pur-
chased, indicated significance at the .05 level
on age (χ2 = 19.932, p = .018) and mari-
tal status (χ2 = 10.582, p = .014), while at
the .01 level on the number of times to visit
Hawaii (χ2 = 30.111, p = .003). Respondents
in their 20s indicated the lowest category
of estimated cost of gifts purchased (US$0–
US$300). The younger age groups (20s–30s)
showed the highest percentage in the second
category of estimated cost of gifts (US$301–
US$600). Interestingly, those in their 20s and
40s reported the highest percentage in the
highest estimated cost category (US$1,001
or more).

First-time visitors showed the highest
percentage in the lowest category of estimated
cost of gifts (US$0–US$300). Meanwhile those
who had visited three or four times showed
the highest percentage on purchasing gifts in
the US$301–US$600 category. Those who
had visited three or four times as well as the
first-time visitors group demonstrated the two
highest percentage groups in the category of
purchasing gifts at the US$601–US$1,000
level. Lastly, Chinese tourists who had visited
Hawaii 10 or more times showed the highest
percentage in the category of US$1,001 or more
for purchasing gifts.

CONCLUSION

The aim of this study was to under-
stand Chinese tourists to Hawaii in terms of
their travel attitudinal or behavioral charac-
teristics and their preferences. Further, these
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TABLE 7. Chi-Square Tests for Identifying Association Between
Preferences of Chinese Tourists and Marital Status

Preferred products or item/Marital status Single Married

Preferred gift item (χ2 = 9.81, p = .020)
Alcohol 3 (6.1%) 22 (19.0%)
Hawaiian traditional gift 23 (46.9%) 45 (38.8%)
Hawaiian coffee 15 (30.6%) 18 (15.5%)
Hawaiian chocolate 8 (16.3%) 31 (26.7%)

Preferred tourism site (χ2 = 1.84, p = .398)
Polynesian Culture Center 21 (40.4%) 47 (45.2%)
Waikiki Beach 24 (46.2%) 37 (35.6%)
Hanauma Bay 7 (13.5%) 20 (19.2%)

Preferred tourism activity (χ2 = 3.00, p = .559)
Island tour 32 (50.0%) 59 (47.6%)
Swimming 13 (20.3%) 32 (25.8%)
Cruise 5 (7.8%) 13 (10.5%)
Ocean sports 9 (14.1%) 9 (7.3%)
Shopping 5 (7.8%) 11 (8.9%)

Preferred food (χ2 = 3.279, p = .351)
Hawaiian food 7 (11.3%) 14 (11.7%)
Western food 8 (12.9%) 17 (14.2%)
National food 37 (59.7%) 80 (66.7%)
Chinese food 10 (16.1%) 9 (7.5%)

Preferred accommodation (χ2 = 4.62, p = .201)
Deluxe hotel 10 (15.9%) 30 (24.4%)
First class hotel 26 (41.3%) 51 (41.5%)
Budget hotel 16 (25.4%) 32 (26.0%)
Vacationer home 11 (17.5%) 10 (8.1%)

characteristics and preferences are different
according to sociodemographic or travel-related
variables. Additionally, this study examined
the association between sociodemographic or
travel-related variables and the estimated cost of
gifts.

Based on empirical analyses, important find-
ings and practical implications are as follows.
First, Chinese tourists showed a high level of
interest in marine sports. Thus, Hawaii should
promote marine sports such as snorkeling, boat-
ing, and visiting underwater reefs through the
use of submarines. Although Hawaii has a num-
ber of marine sports companies such as sub-
marine adventure, the tours and brochures are
in English and Japanese, therefore both audio
and signage in the Chinese language needs to
be more heavily developed.

Second, when asked about shopping, Chinese
tourists did not show interest in brand-name
products or new fashion products. They may
prefer to buy discounted and low priced

products. On the other hand, since this may be
a result of the high level of Hawaii’s consumer
prices, Chinese tourists may avoid purchasing
high valued and high priced gifts or products.
Thus, Hawaii should focus the Chinese tours on
visiting the “outlet malls such as the Waikele
Premium Shopping Outlet, discount shopping
such as Ross Dress for Less stores, and the Swap
Meet at Aloha Stadium.”

Third, this study found a low level of com-
plaint behavior from the Chinese tourists. The
results arise from a collective culture that the
Chinese embrace. These results are consistent
with those of other studies (Hui & Au, 2001;
Ngai et al., 2007). One of the reasons why
Chinese tourists do not complain may be a lack
of ability to communicate in English. However,
Hawaiian businesses should realize that Chinese
tourists are becoming market-intelligent as they
experience more overseas tourism. To address
this issue, customer satisfaction and comment
cards need to be developed and written in
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TABLE 8. Chi-Square Tests for Identifying Association Between Preferences of Chinese Tourists
and Number of Visits to Hawaii

Preferred products or item/Number of visits Once Twice 3–4 times 5–9 times 10 times or more

Preferred gift item (χ2 = 31.49, p = .002)
Alcohol 2 (5.9%) 5 (21.7%) 4 (8.3%) 4 (11.8%) 10 (45.5%)
Hawaiian traditional gift 13 (38.2%) 6 (26.1%) 23 (47.9%) 17 (50.0%) 6 (27.3%)
Hawaiian coffee 7 (20.6%) 9 (39.1%) 7 (14.6%) 6 (17.6%) 4 (18.2%)
Hawaiian chocolate 12 (35.3%) 3 (13.0%) 14 (29.2%) 7 (20.6%) 2 (9.1%)

Preferred tourism site (χ2 = 9.46, p = .305)
Polynesian Culture Center 11 (34.4%) 12 (54.5%) 22 (48.9%) 14 (43.8%) 11 (55.0%)
Waikiki Beach 12 (37.5%) 10 (45.5%) 14 (13.1%) 12 (37.5%) 7 (35.0%)
Hanauma Bay 9 (28.1%) 0 (0.0%) 9 (20.0%) 6 (18.8%) 2 (10.0%)

Preferred tourism activity (χ2 = 7.99, p = .092)
Island tour 16 (48.5%) 16 (72.7%) 24 (68.6%) 20 (64.5%) 10 (91.9%)
Swimming 17 (51.5%) 6 (27.3%) 11 (31.4%) 11 (35.5%) 1 (9.1%)

Preferred food (χ2 = 5.36, p = .252)
Hawaiian food 4 (14.8%) 4 (18.2%) 2 (4.8%) 2 (7.7%) 0 (0.0%)
National food 23 (85.2%) 18 (81.8%) 40 (95.2%) 24 (92.3%) 12 (100.0%)

Preferred accommodation (χ2 = 37.76, p = .000)
Deluxe hotel 9 (21.4%) 3 (11.1%) 9 (16.7%) 6 (16.7%) 11 (52.4%)
First class hotel 18 (42.9%) 9 (33.3%) 31 (57.4%) 14 (38.9%) 4 (19.0%)
Budget hotel 10 (23.8%) 15 (55.6%) 10 (18.5%) 8 (22.2%) 3 (14.3%)
Vacationer home 5 (11.9%) 0 (0.0%) 4 (7.4%) 8 (22.2%) 3 (14.3%)

TABLE 9. Chi-Square Tests for Identifying Association Between Sociodemographic or
Travel-Related Variables and Estimated Cost of Gifts

Sociodemographic or travel-related US$0– US$301– US$601– US$1,001
variables/Estimated cost of gifts US$300 US$600 US$1,000 or more

Age (χ2 = 19.93, p = .018)
20s 26 (38.2%) 16 (23.5%) 13 (19.1%) 13 (19.1%)
30s 17 (38.6%) 10 (22.7%) 10 (22.7%) 7 (15.9%)
40s 7 (16.7%) 7 (16.7%) 15 (35.7%) 13 (31.0%)
50s or above 18 (58.1%) 2 (6.5%) 8 (25.8%) 3 (9.7%)

Gender (χ2 = 2.49, p = .477)
Male 36 (41.9%) 13 (15.1%) 22 (25.6%) 15 (17.4%)
Female 33 (33.0%) 22 (22.0%) 24 (24.0%) 21 (21.0%)

Marital status (χ2 = 10.58, p = .014)
Single 25 (41.0%) 17 (27.9%) 8 (13.1%) 11 (18.0%)
Married 44 (35.8%) 16 (13.0%) 38 (30.9%) 25 (20.3%)

Education (χ2 = 5.17, p = .160)
High school graduate or below 17 (35.4%) 6 (12.5%) 11 (22.9%) 14 (29.2%)
Some college or above 52 (38.0%) 29 (21.2%) 35 (25.5%) 21 (15.3%)

Experience in visiting Hawaii (χ2 = 30.11, p = .003)
First-time visitors 19 (46.3%) 5 (12.2%) 11 (26.8%) 6 (14.6%)
Two times 13 (46.4%) 2 (7.1%) 9 (32.1%) 4 (14.3%)
Three or four times 14 (26.9%) 17 (32.7%) 15 (28.8%) 6 (11.5%)
Five to nine times 17 (48.6%) 6 (17.1%) 6 (17.1%) 6 (17.1%)
Ten times or above 4 (17.4%) 3 (13.0%) 4 (21.7%) 11 (47.8%)
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Chinese. Also, a request that the tour guides
specifically ask the Chinese visitors if every-
thing was acceptable as well as asking what
the tourists believe can be changed to make
the experience more pleasurable for the next
visit to Hawaii. As this study and other stud-
ies have indicated, Chinese tourists rely heavily
on family and friends for information as well as
have a influence on their decision on where they
travel (Hsu et al., 2006; Sparks & Pan, 2008).
These new Chinese visitors to Hawaii can be
the trendsetters for future Chinese travelers. If
these first waves of Chinese visitors have a neg-
ative experience on their visit to Hawaii, they
will go home and tell their family and friends,
thus causing a negative domino effect for future
Chinese visitors to Hawaii.

Fourth, more frequent visitors tend to be
more interested in the local Hawaiian culture
as well as high-end shopping. These results are
very understandable. According to the special-
ization theory, the more specialized a person is
in a leisure or tourism activity the more inten-
sive their commitment or involvement in the
activity (Bryan, 1977; Lee, Scott, & Kim, 2008;
McIntyre & Pigram, 1992). Chinese tourists
who visit frequently will be heavy consumers
and are a good target market for the Hawaiian
cultural and hospitality industry. In addition,
they will become an opinion leader in China,
thus promoting tourism to Hawaii.

Fifth, younger visitors are more interested
in active tourism participation, whereas older
visitors are more interested in passive tourism
participation. These findings are very reason-
able. Thus, for younger Chinese tourists, active
tourism activities such as participatory marine
tourism activities such as sailing and surf-
ing as well as hiking should be promoted.
Reversely, older tourists may prefer to enjoy
static or passive tourism activities such as view-
ing wildlife, shopping, or learning Hawaiian
history as well as participating in traditional lei
making activities.

Sixth, overall, traditional Hawaiian gifts
were preferred by all age groups. Interestingly,
Hawaiian chocolate was preferred by those in
their 50s or older. Surprisingly, Hawaiian cof-
fee and alcohol was least preferred by most
respondents. This is surprising due to the fact

that Hawaiian coffee is rated as a premium cof-
fee and that Hawaii is the only state in the
United States that grows coffee. A 10-ounce bag
of 100% Kona coffee will cost approximately
$20–$25 in Hawaii, while it will cost US$60–
US$100 in China, therefore it would make an
excellent gift.

Seventh, preferences for tourism products
were not differentiated by gender diversity. This
means Hawaiian marketers do not need to con-
sider preferences in marketing toward the dif-
ferent genders because their preferences are
homogenous. On the other hand, preferences for
tourism products were differentiated by both age
groups as well as by the number of times respon-
dents have visited Hawaii. Therefore, Hawaii
marketers should try to develop target markets
by these variables.

Eighth, Chinese tourists that showed more
frequency in visiting Hawaii reported they do
not like Hawaiian chocolate as a gift item.
Interestingly, they prefer to buy alcohol as a gift.
The more frequent visitor to Hawaii showed a
higher level of preference for a deluxe hotel as
a preferred type of accommodation. This may
be due to the fact that they are likely to be
more affluent as a result of the high number of
times they have visited Hawaii as well as in their
selection of alcohol as their gift of choice from
Hawaii.

Ninth, married tourists are likely to buy
more consumption gifts. First-time visitors and
younger tourists are likely to spend less on buy-
ing gifts in Hawaii. This indicates that Hawaii
should focus on introducing more discounted
shopping to these two groups.

Conclusively, as Hawaii begins to receive
direct flights from China, Hawaii needs to pre-
pare for the imminent rush of Chinese visitors.
Those working in Hawaii’s tourism industry
should make sure that they use clear market seg-
mentation for groups by both age and the num-
ber of times they have visited Hawaii to include
the types of shopping as well as the kinds of
activities that these groups desire and are will-
ing to pay for. One activity that Chinese visitors
to Hawaii have requested is to visit and experi-
ence locations that are more frequently visited
by the local residents of Hawaii. For experienc-
ing shopping where the local population shop,
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tours of the local farmers markets that include
locally made products would accomplish this
request.

With the recent changes in visa restric-
tions, China—the largest populated nation in
the world—is now allowed to visit Hawaii as
tourists. One industry in Hawaii that has the
vision and fortitude to address the new wave of
Chinese visitors to Hawaii is that of the bank-
ing industry. One such bank is the Bank of
Hawaii (B of H), which is one of the largest
banks in Hawaii along with over 1,000 of its
local participating merchants have formed an
agreement to accept bank cards from China
UnionPay (CUP). China UnionPay is China’s
largest issuer of bank cards and with the abil-
ity of Chinese visitors to use their credit/debit
cards in all B of H’s ATMs as well as their
participating merchants has now made shopping
much easier for Chinese visitors. In addition,
B of H has installed on their ATM transac-
tion screen displays in Chinese characters for
CUP card holders as well as waived all bank
transaction fees which will provide a greater
incentive for Chinese visitors to visit Hawaii
and allowing the comfort of not having to carry
large sums of cash during their trip. Hawaii’s
tourism community needs to follow Hawaii’s
banking industry and prepare for the preferences
of the new Chinese traveler. With China’s grow-
ing economy and new wealth it is estimated that
within the next 10 years (by 2020), visitors from
China will be the number one tourist traveling
around the world. With the collectivist nature
of the Chinese culture and the strong influence
that family and friends’ opinions have on behav-
ioral intentions including travel, it is crucial that
Hawaii be prepared to provide and exceed the
preferences and services that this first wave of
Chinese visitors to Hawaii are requiring, or there
may not be any future waves.

If Hawaii becomes known as a tourist des-
tination that does not cater to Chinese tourists
in the same way they have for the Japanese
tourists with employees that speak the language,
restaurant menus and signs in Chinese charac-
ters, then negative word of mouth throughout
Chinese society will be extremely difficult to
overcome. It is vital that Hawaii’s tourism indus-
try embrace this first wave of Mainland Chinese

tourists who may become the trendsetters for
future waves of tourists from Mainland China.

The question is whether or not Hawaii will
be prepared to provide the services and activ-
ities that this new tourist market is expecting.
Hopefully, Hawaii’s Tourism Authority and the
tourism operators will take into consideration
the results of this study and prepare to not
only meet, but exceed the expectations and pref-
erences of the Mainland Chinese visitors to
Hawaii.

Finally, the limitation of this study is that
the convenience sampling approach was used.
Since this study represents an initial attempt to
apply tour purpose-based segmentation, a future
research study needs to be assessed to deter-
mine if this study’s results can be valid to other
samples.Additionally, this study is limited to
focusing on the effort to identify the characteris-
tics and preferences of mainland Chinese tourist
to Hawaii.

Future research is needed to investigate
whether there are cultural differences of other
tourist markets to Hawaii from Asia. Thus there
is a need to compare the characteristics and
preferences with other Asian tourism markets
that visit Hawaii such as Japanese and Korean,
just to name two. Finally, a future study which
identifies whether Chinese tourists’ preference
for Hawaii as a tourist destination is different
according to their lifestyle or life stage would
also be beneficial.
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