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Abstract

This research project was aimed to study the influence of physical
evidence/environment, marketing stimuli, travel motivation, tourism experience,
perceived value and brand equity on tourists’ response behavior towards of the
walking streets. Moreover, the influence of tourists’ personal characteristics on
response behavior towards of the walking streets was also examined. The study of
tourists’” response behavior included tourism behavior, hierarchy of effects and post
tourism behavior. This research employed the quantitative research by using the
questionnaires to collect data with the prospect samples of 200 and 198 tourists on
the walking streets in Guangzhou and Hangzhou respectively. Moreover, the samples
included 614 and 400 tourists on the walking streets in Chiangmai and Phuket
respectively. Consequently, the total sample of this research was 1,412 tourists and
the quota sampling (non - probability sampling) was employed to recruit the
samples.

The statistical techniques for analyzing data included percentage, means,
standard deviation, exploratory factor analysis, multiple regression, independent
sample t-test, one-Way ANOVA and Pearson Correlation Coefficient. =~ The SPSS

computer software was employed for analyzing the data.

The hypotheses testing revealed the following findings:



(5)

1. Tourists with different cities (Guangzhou and Hangzhou) and different
nationalities (Chiangmai and Phuket) had different attitudes towards tourism
infrastructure, push motivation, pull motivation, tourism sensory and intellectual
experience, functional value and destination image.

2. Food product line of marketing stimuli, tourism sensory and intellectual
experience, monetary and functional value, destination awareness, destination image
and satisfaction were found to influence loyalty but did not influenced travelling
frequency and travelling expenses towards the walking streets of Guangzhou,
Hangzhou, Chiangmai and Phuket. In contrary, authenticity value of architecture,
monetary value, destination awareness and destination image influenced travelling
frequency towards the walking streets of Phuket.

3. Hierarchy of effects in terms of being knowledgeable of the service of
products and foods of this walking street, liking this walking street and more
preference towards this walking street to others were found to influence satisfaction
towards the walking streets of Guangzhou, Hangzhou, Chiangmai and Phuket.

4. Tourists with different gender, age, marital status, educational level,
occupation and monthly income did not have different satisfaction, travelling
frequency and travelling expenses towards the walking streets of Guangzhou,
Hangzhou, Chiangmai and Phuket.

5. Tourists” price insensitivity and resistance to change were positively
correlated with tourists” loyalty towards the walking streets of Guangzhou, Hangzhou,
Chiangmai and Phuket at the moderate and high levels.

The marketing recommendation derived from the research findings indicated
that marketing practitioners should pay more attention to improving and
strengthening physical evidence/environment, marketing stimuli, travel motivation,
tourism experience, perceived value and brand equity of the walking streets with an
aim to increase tourists’ satisfaction and loyalty towards the walking streets of

Guangzhou, Hangzhou, Chiangmai and Phuket.
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