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Flow to Asian Market: Exploring the Site Selection Decision of Incentive
Travel from India

August, 2018

Author: Cheng, Yi
Advisor: Wang, Kuo-Ching
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Abstract

This study aims to examine these site selection factors in the incentive travel context and
identify how incentive travel is planned in India. This research is an exploratory qualitative
research, using semi-structural and in-depth interviews with 5 incentive travel organizers, 1
public relations professionals, company and staff who have participated in incentive travel.
The data collecting method is snowball sampling and purposive sampling.

The finding examines the ten site selection factors which are accommodation,
accessibility of destination, novelty, perceived risk, currency, local support, destination image,
and extra-conference opportunities would influence slightly or sharply operators on selecting
an incentive destination. However, the food and budget are the most important considerations
for Indian corporate which differs from other markets. This study suggests government and
bureau relating to MICE should get well prepared for cross-cultural incentive traveler,
according to Indian culture. In addition, destination image promotion would be another effort
for planners to select a site for incentive program. Since incentive planners in India are not
familiar with Taiwan, local support/ DMC could look for public relations professionals from
India as a connection, and put more focus on India as a potential market. Further study should

explore the site selection in different countries, and marketing strategies.

Keywords: incentive travel, site selection, India, in-depth interview
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BRREL §RAFY - Tk i3 F 5 T e ARG B g E o

Crouch ¥ Ritchie (1997) dp i » P ehi hEEF 7 A3 & LR - B 3K -

B
EN

Montgomery £ Strick (1995) # 77 » % @ € 3% ~ B T ehfdsg - & B8 & 55 & £ X prehif
& %)% - Fortin & Ritchie (1977) & B 473t § R AP H b BEHF ~ L LFAR AT ]
FoOERRN R AORFEARBEH §RRARF A T AT ER DT E o B PRAS LR
(bAoA S B AR R A R R E e Rl (Bl
FiE~F s g mF ) BADRREL DT (Blde ARG ) B
PR pp i B R N E R o
Go £ Zhang (1997) #-€:xF*TEHFEEL 23 S HF-€R P D A Efr g RK %

— B FF LD R R GRAEPRAPM (B4R n g RS € frB e B o Ra o
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T8 F1E e SRR 47 - Crouch & Ritchie (1997) 4~ 47414 BB ¢ B p ook En F% -

4o 2-1 9757 ¢

% 2-1
§E P ik Fpt FF
F % ~F
e e SANRERRE RSBSOS A RE

R AL R kAT RE R T

]
Rt g EE S RE R

ER AU HAEFTE~FASJRIF~Z 27 EM
§RKA FE G A ~FA HBE CRDB -2 T
F SN E S A R NNk

B FE S RE - AAHKE - BRI

Hi b %

T kK51 p ” Convention site selection research: A review, conceptual model, and propositional framework”,

Crouch, G., & Ritchie, B., 1997, Journal of Convention & Exhibition Management, 1(1), 49-69.

%7 12 FF 2 ¢ > Chen (2006) + 4 41 B st %) g4 RiEnient & B P
2 - o XD F AT AR5 g B P ok @ 52 R H 4 (Grant, 1994 ; Lee &

Back, 2005,2007 ; Opperman,1995) - @ Lee, Park £ Khan (2012) # % 7 © a4k Z R0 ¥

-~ B3 BERARY AR - AP M IR DL R e R OT F .
b X 2 A ERRBY PRI - FER DS CBRARGERF- ERMREL S LEF
PERadE A > PR R HOE R P T €A ER A PR LIRS R RDESE
(Hilliard & Baloglu, 2008) - ¢ & P ¢ % § FlF A ARt 0 @ ﬁf’f]ﬁf‘iéﬂ e iE Hb

TR EAR
=~ RIS R

ﬁ’i’@ﬂiffﬁ’— e g B xgendF 42 B > Dal Chiappa (2012) 34 &7 &~ fl§ &K

%'J’Ff » RG] T g (¢ 42~ 7 g@frﬁ%ﬁvwké’-) i r’fﬁ gpig B
S EFHALE  DHFREEAR S BEs et g R (BEA  A4 R ok
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CEEERRMIE CRE 2 g%@%ﬁ Mo TERE)L G AphE &
i E AR o R BRI R E G M0 T 6 RERAIER 5
- # £ & > Del Chiappa (2012) 35 » #F - TAA D “P e 3 7 @4 L R
s S H b i o

Mair et al. (2016) % * &-%+¢ B ~ B2 2 3 2 fRsa 3R] F o & 7 k25 p

G E R FlRE T 0 B R TR A S N E 22 0

3 B 7 B e ) %
BhE | ERD M EE | g i
gRIF B¢ Ry S BIAT

] 2-2. BERRE R chk Eu Fl R o TR R D31 “Exploring the site selection decisions
of incentive travel planners”, Mair et al., 2016, Event Management, 20(3), 353-364.

Mair et al. (2016) #= T 3 R> @ B ~ R ~ 02 2 Rip= B FORGF HER
RO Ap g i (WAe D ERRSGR hfr k) o R AE T R E S ek
FAM PR EFIFEE T AP c RGP EZ BPRFEF B2 L ko P EDLE
ERTE TG BRRGERY RS R e A Ly a1 o f R REG
FERFAZ 0 ARFIFLPHENNGEI R R bW e EREFL AR
Rb e g ah TR & R8¢ MEFL D Ok k2 P RF R

PR RS b E RS g RIS D b ATA B § BT B LG RAP b B

EL et R R R ER - BAAR L € BA b g £ 25F £ £ o0 (Jin, Weber, & Bauer,
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2012) « #x @ o G R ESAERT o b 3t A S R RS A ) R T P R R
Fl#EF A A EGRTOR TR E R et B0 FIRCARR o £ RS BRI n 2 7 o

0ERF R T oA AP ok 0T M SR TERYE ~ 2 A~ 1R e R en i I o

e & 23R

Mair et al. (2016) 23k - # 1§ ¥ i ¥ & REF oo ds ~ o s R g2
TrEak Bl & el > 15 & F Ao R 7 R 47317 0 § 8 R S b ik o
Mairetal. (2016) B4 7 7 fE23 b7 Fng Ffobhy > AHF SR ASER > T
IR I R R

SR AR Y PR F B G g WG 2 HER P o 2 7§ FR
PO LEHE R TR ORGSR f E SR ERRE S R R BRGSO
hb ERAPMATE A B o T REP R BT B 2R G REATT O FRMECREFIHE
IEBEFRERRGEE > S5 - BREREEAD FF R p ok o a2 TR

i s LAFE LR EHPERL -
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554 p;%&
ﬂ\l‘fn'ﬂ' p%g ’/z—,—,\’Fﬁf“} ’%ﬁd /7!?&{ é_; :TAJ\’H *}k? ﬁ:/ B"’Fi (Snowball

Sampling) ™ % * & 34 4% (Purposive Sampling) % 5 #k AB~4k2. 2/ o A F & 5 fAdif
Ep

SEFAT PG AFTEIREZRENE 2 LPHFRO AT RA TEEFER DY
FAg ik WA E O BRRE R R R IR B R PR P o 2 )
F - HAPETERFATLABRTRA TR S RABRRGEFLFE T
FLERworR A rRERL 5 &P e o

TP A - AR R 97 2 (non-probability sampling technique) - i
P ARBAHEDIEEERY 2 S F T > WA BEAEM BRI AT O R
TR BAAESTT - BA o BRI LR OB AR AL 2 (Castillo,
2009)c @ = L e d 2 BIEATEH T L K2 B % (information-rich cases) /%
RFET B _'rﬁ%%;{f% B KR 2 P A g AT L ek AL (Patton, 1990)  Patton
(1990) i ENEBIHRA TR H I3 - BB% (0=1) 25 &L 5 FA& (in
depth) - @ /F & 3> 342 (In-depth Interview) 1 & & & A5 % 33 & chigsk ? & 45 b 22

RS ) B AR § A ek L 2 A Pax—’ﬁ T S
BLEEN R g M (PR & T B M E 75 2005) 0 AR 2T P AT R R
W&ﬁ@“ké TR "t’s%fﬁfﬁ%*’ﬁﬁﬂ i 2 TR FF R FA A (2008)
FEe P etss 3 k44 bR T remFRTH ;) @
EFRAEMES (2008) cFT g ¢ o WEBZ @R TALE T ER RSB E AT o &
AFTRVAFREE SEFRER RS REARE I FREEH 02 ] [Fe S i Al
%2 ¥

>

AR 0 £ 1 mF I HEERPH R RBEE TR B g E2 T
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Fo8 FPIHzY Ltk

AP LB R LR R R FAL R B R BEPRRER RS f 2 S R G
I SHERBRREEEL SEFE 0 E FEFIRERN FRALE
& xrﬁ&}ﬁvmﬁ— R R YE S Yo R R G5 o d AT A FHMRA > R
T A AN R RS T A s R R RS BT R R AL iR G ORI o 00 AT
T2ZFHPERFENEZONEEFRE FHE 8 EE1999) 0 g 2 HRE B
TV SHAR RS FARE - | RAESEH P8 I Rs gt g ETi/y
g AP T REES T ERE I ko FH L LT %D R B R A

LIRSE S i < S AR S R S o A

B3 e gy FE LR R é%ﬁﬁipf’ﬁﬁﬁﬁﬁﬁﬁéﬁﬁiéﬁ’
By WIFIF Rt E R BN for W ﬁﬁ@aﬂéﬂ fTAkig (74 3 (Mair et al., 2016) >
BEPRATHR 2R LR EHRT T4 AT MR UATIE ~F R R
PTLZEAEWD FITRLIFRFFT 5 2wy~ g for it 9w 5 FRINE®
A #2300 0 5B RS- &8 SUANE B~ Y Maharashtra Y o A0 » E
SBTEAFERY v SEREHBLHE (FFET R 2017 FLE G EEHE
(TaTa Steel) =3R4 A pr o

Flpt o PP T2 R AER S PP EERRGANT kAR FREFENT A

- o RIFIAMFE L ZFE R

B

Travel Agents Association of India Active Member (12 T £ TAAI) » s

=~ % Travel Agents Federation Of India ("2 = 4§ TAFI) ¢— R » &

Y

Wi

Indian Association of Tour Operators Active Member (1 * f IATO) » &

It

|

2 ~ % Adventure Tour Operators Association of India ("4 * # ATOAI) - f » &

14
ra

A% Ministry of Tourism Government of India ;%.FF -
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RFE G AR fRE R R v AR AR (AR Y B FlR 0 2 R
FELFERIILTY 3ERDYEFF GRFETAENEST ) AFT M AR RE
Fofk o] ¥ FASERRIOFH I FREPE L R 2~ (R i

2SR fF o EPL FELERES DU E T 2012 £ £ FM R Ak

23 500 % & F 0 F A 2017 £ 7 7 &£ 200 E RRR k4 e 7 R
PHFHOLEEFET FMEBE 3’-97?;‘4}:’191:'5‘ WART N Fk‘%rvﬁ » IR
PHLHAMFEFT A FEFEIARSLFEGRE FINFIH R PEI AP

FFT AL AAAW20I8E 11 1L p#HLER T 10 26 piEd > (715 0
L

ﬂ\)f_: i,é}\xg‘}iia-bl,["ﬁﬁ?—]l , Sﬁ&ﬁxfﬂﬁi\lﬁ&‘wé‘f‘fﬁ’as’J‘lﬁlFE'P

FEpAR RS fE R P p Eded 3 S

% 3-1
FRIFREGH LH
5% 2 7 il 54 sk
S 33 N3 - gt -/& —Flj"\ R
Trail Blazer Tours India 4 10 http://trailblazertours.com/
JTB 1 7 https://www.jtb-india.com/en/business/
*2¥%¥  Eastern Travels 1 55 http://www.easterntravels.co.in/

Inspiration India 1 13 http://inspirationindia.travel/
Cox & Kings 1 15  http://www.coxandkings.com/

*¥F {74 Venture Marketing 1 15  http://www.venturemarketing.in/

%2 £ ¥ Tata Steel 2 150  http://www.tata.com/

AR EAEE  F LA AE A B 2016 # 127 1202017 E T 0 F &
Kptidge < F FREI1FRFEAR A CRERPRELFL O KR LD
3-3 #7510 R p PRI —E AR KILOKE R LS B E AR R £
2 B oses A FeIin: A RAPME B2 dpd ;B R p R DRI —Arti SRS
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% 3-3

FREE ) ES I F

o A 5t N
Prof. Arti Kalro * FRIEI1IEIR FR AR 7 &

L *glHa + tAafpE AR V5 )R

F=& PHR
AFFREFTHO? NBNERPHEF A FAPHODHE R L NS L

B R L PR R (A R R R K R Y R Bk f 2

Ao pHEame g T2 AE TR RS L9k T BRRSERD e 2
B FlE 0 )% 2 Mair et al, (2016) TR 2B EFBE AT 23 8H 2 A v AR IR
NF KA

Br R B PR R 5 1AL

1. 22 * R

2. FyRBERRYR2 EAR

3. 12 Mair et al., (2016) &3} Brc 25 P chpd 78 % 2~ A Hf5 L (7 60 B B 2%
é

S
(S
i
il
ps
8
Rihid
oy
3

AL R AR N EPED B L%~ P ihe A
ER R INEE Erg ENPIEI TN 30 W ENEVE 3 S
S EFRFPABREREEFEZI AL
L =@ 4pM+ 3
2. 1 Mair et al., (2016) ﬁLé”d’ﬁ%fﬁ%%’zép i ST 2N A G R fE &&ﬁg%ﬁ:ﬁ
HEFALE RLRTE DR M EYED Pk s L~ BB A%~ K L3 g0 g
R G EREAE ~ AIATEE S Bk R R RE o

Z PRSI
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PR ARLFOT B EERR G AR F M S I e A
s EE  VUVRA A EART AT G ARSI R I T LWL
BLLEfR AT PAR AR LR EL R RERFHL B S BT
Lod (5 RS AOT e B BB S o~ R RS RR LR 1R S

Boats AR

Fr& FTHIAEFLLH
- ~ JFR# 2 (In-depth Interview)
SHBE R R PEEREFHRL . SRR EIHAA L

FarhE2F L wHE Y + f e t# (member checking) » #-5 5% 35 2 2 iR T A o

il
p)

FREXP SRR Y UBRAEF PPN FLF E AR (trustworthiness) % #F 48
% (accurate) (Decrop, 1999 ; Lincoln & Guba, 1985) -
Z o FRA R
Fiormg? %dda R ahdgifng 7 RFHRE »&*&pm"é%?#i%
ARE 0 R PR R e R EORE T g 0 A AR B IR G P o & AR
PR o PRAE N A BEA AT R B IR
B 32% (Inductive Theory) fRfERLF ~ Pl ~ B X2 1L F- FF
AR Z ARG FREE S M o a H AR R PRk s AR
% #rgts (Davis, 2000) -
PR T N F A 7% (content analysis) F FALA AT E o AT eF - dJ‘;,T}
T 04 17 H = (appropriate unit of analysis) > #-#7 3 1 48 Ml 3 T o T
®EFREL AT hH = (Kassarjian, 1977) o %5 & Dl enF 4l 2 ik F fp1s 0 &
G kp A kAT X I* = 446 T (triangulation method) > iE # X
gt FRFHEEAL N RAEFTE LB AR BB ET R

#2 & (Creswell, 1994) -
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FEE FTHERLAH
AR ERFELRE LT R E AN T L E e B LR AT E
PRy R AL R EH 2P 2 o PR el 8 T R R 7R R e

.

PR AL S FAHRAPHEIRAPES S FZEIAKER ) S &3

@
R

CHFERGR  FI SSERBRESRNE LA ERTE SR o

Fo 8 AR
FIRBEFZF 5 @2 RAEPEE RPREIHUE 2 LR ELFFRRH

Hd IS FEM R BER RS R TR FAEEHEE (X1 X2 X3 X4 X5
Bt d) 1 BRFEH P (1 Y-1 WL AR) s U SR RS P el 1 2
B (02 Z-1~Z2 ¥ &) o
- E?‘#ﬁ’#’ﬁ*‘ké* W fTAL

RRBEEART SREL BERRGFILRLHSEN L > L EPY ERFEEE
FH2 S Fo £ 8 EFHERARIPH > XU FESL A 3640 fF - 2o 5155 Ky

20 56-60 i = 0 56-60 A = o F 6165 AR RS o hEsA K21 i

\u

THEFTL20F > L ¥ TR 1 Afk: 1224 ARk Mok 4-1 o
% 4-1
B ety wfaib g i g2 A B g

B B | RS 1 iFEE MR
¥iEE L 56-60 & 35 &

o Fﬁ;w B alas 7 56-60 A& 30 ﬁ 150 «
Nk 7 51-55 & 31 &
ASEHBRET & 46-50 & 18 &

X-2 MICE # {7&m L 36-40 & 8 & 24 «

X-3 #HEFE L 61-65 K& 30 & 120 +

X-4 #HiFE g 61-65 36 & 20 4

X-5 MICE {552 g4t 7 56-60 & 20 & 300 4

T 26 & 122 ~
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= N MBEFH AT

WEFEH M P ERE A2 éﬁ*@‘:ﬁ% CETIEPCE R LR G R RS
§EAFAMITEHRSELL > PRI FRAEIRA o X FEHL I35 A £ ¥
BETREAE R E FHER o ¥ b gt 4 P L SITE Young Leadership Program 2

B Ptk Ao 42

% 4-2
RS T2 A B
S ;%‘;U']%k;fﬁ_ =] FE # 1 iFEF A1 #k
Y-1 HiTEF gy 36-40 # 15 & 80 A

SRR R TR R ER RS £ R
PO BB Sl I ERE A fA s 2P kR ER R R R W

25

T3 (& F L I8 & § Fu R RS A B TI0L 2000 L o AT EZF 5
2R AERFE S PP SR E RS RO 1 R R g EAR K

P ek 43

# 4-3
R Y S AT B N E T . i % Rk il
£ 3 B e £ # 1fFEE O RE1Hk
Z-1 R 5 56-60 f 20 #
- . 600,000
72 RBFAH R 7 51-55 p 15 #
AT ATPEZ T H R A B G g;ﬁlkmﬁ:ﬁ%@ﬂnﬁ*rsrh miFALdL F oo T B G oAp

R R REERSL G5%  AuF 836 E 7 Rinigsk 0 U E Bk RS LB L DL
BB G 15 Eh RS Vb B adth ol f E RPN R ER R 4
FEOBFALFEFRADH N A F od WAL OH ARG EIR R ADBRER S

TR FEARARE P AR T R R RAF L TS

>

CHEFLFEFPE  AFIHESOREFI P WY MA Y EF B D

Foe s F e ®wp a4 EFFATH (Yan & Gray, 1994) > @ 257 7 B4 $h A 57
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PR EFHFENLZ ’*"F'f AriiFE 2 )N B o AP # * Lincoln ¥ Guba
(1985) £ Decrop (1999) *ti2i%k2 & R+t » ¥ kB 3 FBLT g p S Ries

2
WP MRA A RS TRGT SRR HERR BAPHETRALLE LA

4-4 :

%1 4-4
PR AR EF
.ﬁzﬁu“?ﬁ R 2 R (& &5 THER(A)
X-1 v 30
X-2 v 35
X-3 v 50
X-4 v 50
X-5 v 60
Y-1 v 55
Z-1 v 20
Z-2 v 25

e 325/8=40.6

¥=2&8 A¥HE
TR AT % - 2 5f § 04 47 H = (appropriate unit of analysis) (Kassarjian,
1977) o B-FAL AL EEF* M F LT 2EFAT > F AL —-F,kip BN FEF ek
o L d = #FRH AL AS 2 (judge A fr B~ judge C) o #-33r BB £ F LR 7 2] 7 o
§8%Wﬁﬁ#ﬁ’@ﬂMﬂQE&O%%ﬁ$E&Q#QJ§’ﬁﬁﬁwwwﬁ,jﬁqﬁﬁ%i
T H B Py —‘k)’}‘zm Mo L FTH B ATV G L LR A A B =Y

CCHFL KGR AR AT e L o R A AT B G IR 5

A B RS A K ER G B AJE B RS ET 0 A T 4 C ATEERE L Bk B B Rk
AR IR Z R AP A LTI FEF L 68 cd N AKEFTHEEL 0 SN

FRWFE PEL TR ARY Ry TETFNS E o

A AT E R F B 10 BHEG BE FEN 162 BATE o 4 BE g
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1‘“.]% » T 158 BAITH o d A i[;;e;]g_a, BALIE P F - > ﬁ{ii‘ﬁ#& 2 R

2 - R A7 H 2 BRI G AT 2 H o BFEESTA 45

% 4-5
AN i
il S~ A A NP PN
¥ ¥+~ ¥+ H¢» ¥+ Hi+ H1+ Hi» Hix _Eflf'_

" 21 1 20 4 0 4 3 0 3 27
EIETA N 11 0 11 0 0 0 3 1 2 13
B 5% 14 0 14 1 0 1 6 0 6 21
LRl 19 0 19 0 0 0 1 0 1 20
B e
B AE 16 0 16 1 0 17 4 0 4 21
His-4 8 15 0 15 0 0 0 4 0 4 19
Hw-Fpl 15 0 15 2 0 2 1 0 1 18
W% 0 4 1 0 1 0 0 0
£IFT 9 3 7 0 0 0 2 1 1
b 6 0 6 0 0 0 0 0 0

e & LBFEGAR
BREFEHARE RHCRYE I AN LA XOREFEE A F REFERIT
2o ARG ALNENE 0 2 F - BAERP YRS AL A B B GF fithak
Zodp LAKEWIP E REER| P o A REIARR 2 18 0 2 interjudge £ intrajudge 2 BIFEE (T
BA % ghimA QB FHE - O i rEA f AR 2 T % (Miles &

Huberman, 1994) -

A FAF Y EA S AR AL - R

A E AP E W AR b - RS T - RSk

BT R Ao 4-6 71 0 1295 Kassarjian (1977) %7 5 & 5 & 80% 4 7 #-3 B~

Tl REET - HnSmuEik o oo™ 2907 0 AT G § R Y 80% > Flpt v i

-~
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4 4-6
5 R R ] o R R
AL R FdeH P& = g H FloH i
P v 28 0 1 27
NG 14 0 1 13
Pk A) % 21 0 0 71
§RI P g 20 0 0 20
B AE 21 0 0 21
His -4t 3 19 0 0 19
B -3p Y 17 1 0 18
S & 5 0 0
13T 11 3 0
b 'R 6 0 0
Bk 162 160 2 158

£4F interjudge ¥ intrajudge 2 RGN teH A 17H =2 T & - interjudge #7iF E &
160/162=0.98 » I & #2.A if 98% ¢ £ 4 A& & intrajudge # ¥ & & 158/162=0.97 » F &,

BREELI% EF RAR -

$I§ FRAPRSREELFELTESFES
- &gﬁ)ﬁa*@ﬁm;m
iR < UE B AL B 4 RS € k0 AR RAR S e R B4 A fL

W R ALE Y AT o R B £ 4 9/L25 F) 500 B0 X de- £ % S

300-600 =t % o F - BE ALY % 346 8000 LBKR S8 pRErs s L H L A F0A L
PR R RSB L BT RS ) S B R R e Bl 90% 0 B

G 10%ETF § RS LERE - bl L £ FAT I NP EE LR B RRG AT

¥t EFE 5P 8 P A drPE
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FELIR %@ﬁﬁﬁ&;mp—ﬁﬂﬁ#ﬂﬁge??tiﬁﬁééﬁﬂﬁ%ﬁﬁo
% T ’ﬁ%'fa‘ ﬂ ?ﬁﬁ@’—fﬁ{g—_iﬁl' ’ﬁﬁ?‘wé’-‘kf‘rﬁ*q"g*)(‘

&
FEP e 2R AT - s L ERER Y F SR TR AR R L

A E By o BREd R iFAR K RN > R FARRE > A fFEA

FERBR RGP iy o AT UER . fRARF BB BRI £
AL R0 & AR R R (TALSR A AP R AL R A LRSS Gk o @
AL FR RS- FHRA LSRG AM A Ry o F BN RN R ER
B e OB O P ERPEE AN A RSA S BE MR > R LR
Ak i B RO R oo 1T A AT G B R AL S CRIBAER 2 P 00 2§ F AT R
PP chk Y § Fl R AT E SR RP o
=~ BRBRRED G LR ER R

SR A ASB e C 2 B e dfte o 10 45 7 > A~ ulA 4 £ 158

N

IE EEE G

hpas)

'@ FE IS8 AT B WL R ERESE HER N F o E A AT
(= )F BB PR o 53 (T2h
= e
EHHTE R B RS RPEE AL L ER T R T T ) AR
Fdrd 4T 4T o EHEE BRI P F A AT BIEP o R FALDREIEY o T L
&ﬁﬁ@ﬁﬁﬁul%%’&ﬁ?gﬁégﬁ?ﬁ%iﬁﬂ%o—?ﬁﬁﬁiﬁ
LETIERLED o > B hg REZE G - B iRt o

“The requirement to set group getting visa (1-1-1), should be good connectivity to the
destination.” (X-1)

PHAAORET T AN R ISR FALL T A i Y e fE
k- F ARG A RRELF YRR

“People been to Sanya more often Indians, but not to Taiwan, because of a visa
problem (1-1-2).” (X-1)
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SRR DD HFIP AP ER o d BRI AL S g ¥

=

) o3y
3

A
1RIRE A BTN AR S o T A EAFRA S EROFEF RS
SR ERT O G AR S 4
“However, it might cost more if they want to go to Taiwan. Three nights is not enough
for the transportation since there are not many direct flight (1-2-2) from India to
Taiwan.” (X-1)

“The timing of flight (1-2-5) has to be convenient. Because they are going for a limited

period of three days, three nights and four days, so we definitely want people to arrive

in the morning so that they get that full day.” (X-3)

% 4-7
FEFEE 5 5 AL L IF i ) B E — T i
i e + 5
1-1 B 9
1-2 T HITH 11
R 20

2. LF/F B
EHitEr R BB R SRR AL SR ER Y Ben T DG/ F R 0 E P
Bhdod 4-8 577 o £ 4L BAEIB PN R A T4 WP o
AT PR FALLG BRI e R R = o T ERALDRFE B
S A EE R S SRS L i
“most staff or most tourists would like to stay in four star and five star (2-1-1) some
branding.” (X-1)
Al BT FRES BT LS Mo ok A F R T RS
W Rl g 2k R -

“Maybe the capacity (2-4-2) is very small. For forty-five, if you cannot accommodate,
restaurant cannot accommodate, it becomes very difficult.” (X-1)

2t AR RIS AR B e f - B FALIRE] o d 0 Rk PR

FRODPFEL TR B > I/ NDIFE T SRR E TR
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FTERE A I NEPERYEART 2 - 2 BT R R A
Rpel ARGy By EF 13723 Rd g d] %W/ﬁ@% #
fr%fif%%“ BRUEYE - T BFPARIRAS » 3 BIF)E > P12 Zfﬁilf"“é?]iﬁ,?ﬁ’ir’&fi'r‘ E
g oo

“Hotels (2-3-2) in Thailand could do early check in.” (X-3)

“Hotels (2-3-1) in Thailand they know what Indian market wants.” (X-3)

“what happens for Indians, the most, the best hotels (2-3-6) are in Thailand. Because
you know, what happens is that the hospitality it is a different level compared to any of
the Asian countries.” (X-3)

G R B - B 0 F R RS g P
k- Bt 200 E R RS o b F A § Sl 2 BT
P\200&|}vas;"“,|Ektt?€m%\i?§‘zg”ﬁ1i&ﬁjy%o

“You know, couple of feedback, maybe you should have a bigger boat (2-4-3). Because
the boat we used, we used biggest boat, but there is no boat in Taipei which can take

two hundred people in one level. ” (X-3)

% 4-8
FErpR g AL L E L R — A g/ F
S B + i
2-1 ey 2
2-2 & A 1
2-3 PRI 5
2-4 F 3

3. B th A 4
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“Shanghai has a better brand name (3-4-3), it’s more popular.” (X-5)

“they don't know much about Taipei (3-4-2).” (X-3)
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“Taipei gives the feeling that is more of a business place (3-4-1), is more of the
business place with a little bit of tourism.” (X-3)

“I know the political aspect of Taiwan and China, you know that from my studies, but

do I know enough about Taiwan as a destination (3-4-5), not enough.” (X-4)
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“the other departments of the same cooperate, destination is good, they will tell them

Taiwan is good (3-1-1), your department can go to Taiwan.” (X-2)

“I personally like the destination, lot of things are unique (3-2-1) about the

destination, your tourism bureau is doing great job for India.” (X-5)
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“they won't be excited about Taiwanese history and culture (3-3-3).” (X-4)

“They(Indian) are not culture seekers (3-3-4), they are not food seekers, they just
want to have good times.” (X-5)

“it's a fact and they want Indian food (6-1-6), they want Indian culture (3-3-5). Can
you believe that Indian incentive programs going to foreign countries they actually
28



have Bollywood dances for Indian there?” (X-4)
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“Because we have taken groups to China, It’s very difficult, most of them can’t speak
in English (3-5-1). " (X-3)

“Language (3-5-2) won't be the problem in Thailand.” (X-5)

“China is impossible. Nobody speaks English (3-5-3).” (X-4)

“In Taiwan what I felt is that most of the local people they don't speak English at all.
Taxi driver don’t speak in English (3-5-4), but you know except the hotel staff speaking
English, but outside is difficult.” (X-3)
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“So I think they should add more things which are tourism (4-1-1).” (X-3)

“Basically sightseeing (4-1-2), shopping is part of it. ” (X-1)
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“Indian incentives outbound only what I told you so far, that's the sightseeing (4-1-3),

general facility for a meeting, some cultural activities, gala dinner, good meals, Indian

food, shopping facilities, free time for shopping, those are the things you have to plan.”
(X-4)

“They check out the destination, the hotels, sightseeing (4-1-4), and everything. And
then they come back with their decision.” (X-2)
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“That is the reason why if you go to Bangkok, Singapore, Hong Kong, shopping
(4-2-1) is a GREAT activity for incentive travelers.” (X-5)

“shopping (4-2-2) was much better in Taiwan because of quality of products that we
buy is far far better when we buy in Mainland China.” (X-5)

“If MICE or incentive travelers go, shopping (4-2-3) is one of the major major
agenda.” (X-5)

“They just go for fun, shopping (4-2-4). Having a good time.”” (X-5)

“They expect a lot of money so if you bring an incentive group to any destination, that

destination makes a lot of money in shopping, Indians are big shoppers (4-2-6).”
(x-4)
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“it depends on the company but most of the time it is leisure travel (4-3-2). " (X-1)
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“And gala evenings (4-4-6), that's very important, our evenings, lots of good food, lots
of good alcohol,” (X-4)

“they look for night life activities (4-4-1).” (X-5)
“Only for Indian is having good times (4-4-4).” (X-5)

“I'd say this is not a deciding factor, but one kind of which always helps, because

most of the incentive groups as guy groups, men only, who would like to do massage
(4-3-1), so they would go to Thailand.” (X-5)
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“is a global brand (5-1-5). If there is problem, you know in most of the country, we
have JTB offices. So we approach them, apart from that, we have preferred partner
and preferred suppliers who we deal with. We don’t go to random people, we have our

own selective people. We have worked in past and there could be the services we chose
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it, so they are a preferred partner.” (X-2)
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“And then of course Taiwan tourism bureau (5-2-5) is very very helpful, that’s the

reason. Because the government was very proactive that was another reason why we
decided on Taiwan.” (X-3)

“She was with us throughout the group. She (Emily from Apple Tour) supported
(5-1-1) us for a lot of things. We got a lot of appreciation also from TaTa. They were
very happy with their visit.” (X-3)
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“you just need to promote (5-2-2). " (X-4)

“Taipei tourism (5-2-4) needs to do more of awareness building program in India. ”
(X-3)

“there is a government to government (5-2-11), hand shaking, tour VISA been signed,
a lot of activities have been planned.” (X-5)

“we’re looking at countries taking a great deal of effort to promote Indian traffic

(5-2-9)." (X-4)
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“They (Thailand Government) give marketing support; they give you financial
support (5-2-10). " (X-4)

“have a representative (5-2-8), that's one. Or find an Indian representative, like
32



Thailand.” (X-4)
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“use good offices to get things done with suppliers (5-3-1). Maybe the trip maybe the
hotel, may complementary provided the group comes back to that.” (X-1)
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“Indian food is very important. Because Indian at least one meal they want Indian
food (6-1-4). So we found that in Taipei were able to give them Indian food, the hotel
that we had chosen went out of the way, their chef to get them Indian food all in order

three meals so they were very happy. Because we a lot of vegetation also. So for you
know, getting vegetarian food and getting Indian food is important. " (X-3)

“what is marketing is about giving the client what they want. So then bring in local
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flavor along with Indian requirements, so what is today happening is you have
countries like Switzerland and Rome, Italy, and Germany, what are they doing they're
actually taking hotels at bringing Indian chefs and catering Indian food (6-1-7) to
Indian clients.” (X-4)

“because most Indian tourists are vegetarian (6-2-1). They can't eat beef; they don't

want to eat pork.” (X-1)
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“The budget is critical (7-1-8).” (X-4)
“Because clients share their budget and we fit into their budget (7-1-1).” (X-2)

“they have certain budget. So within that budget, they ask us what destination they can
cover. when they are within the budget, we tell these destinations you can do (7-1-3).”
(X-2)
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“pricing is important. In fact, the way the price for Indian incentive market is so
competitive that even one dollar is important. because the price, the bargain and they

negotiate for a small support, small pricing (7-1-7)." (X-4)
“the other destination is cheaper (7-1-18).” (X-5)
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“Thailand is keeping prices very very good for the Indian (7-1-9).” (X-4)

“Japan we’ve not taken any conference because it is a very expensive destination.

(7-1-5)" (X-3)
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“currency is not. Because from last two to three years ago, currency stays stable
(8-1-2). This not much difference of fluctuation, ” (X-2)
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“they would like to go into a different zone, you know, they would like to go into a
different country (9-1-1), and the different experience.” (X-2)

“Taiwan is a new destination (9-1-2) for everybody, so that is the reason,” (X-3)
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“So if you can offer something that's unusual (9-2-2) and different experiential, you
will get traffic, but small.” (X-4)

“And then my partner does explaining the temple in very mechanical way because
that is what they do every day. I said to him can you find out one priest from old
village who knows what that temple is about, and speak in English, if he comes and
tells the story about the temple, it would be a different way of telling the story. And
this guy found out an old man, he came but he spoke in different accent, so we have

to translate and explain, but the whole group love that!” (X-5)
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“we obviously tell the corporate in prior that has happened in past, so we tell them or
maybe clients themselves are aware. Because there so many news about, let's say,
there is a typhoon or some floods (10-2-1), or anything happen client is automatically
aware about it, so no need to be formed them. So if it happens kind of a thing, we

change a destination.” (X-2)

“If politics in Thailand changes or some issues, we will change. (10-4-2)" (X-5)
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“VISA is not a problem. It’s easily available to other markets are moving much more
faster using technology, e-VISA (1-1-9), " (Y-1)
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B o
“But as connectivity (1-2-13) is concerned, Taiwan suffers with connectivity for sure
and to have large numbers coming in. Because a lot of people think that we will put

only the flight when there is demand, because if there is no demand, the pricing will
be high, then he loses.” (Y-1)

“there has 700 flights (1-2-15) a week from Singapore, which is crazy, nobody can
beat them.” (Y-1)

“they(Thailand) are flight (1-2-16) from all across India. connectivity is great.” (Y-1)
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“image of Thailand (3-4-4) is always as a leisure destination,” (Y-1)
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“I collected these five problems and made a fist and punched in the face, that's what
the tour consultant does (5-1-2).” (Y-1)
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“it is a price sensitive market, they get the value for money from this particular market
(7-1-16).” (Y-1)

“So that's how the trend is, so they would definitely travel to south Asia first, and then
start to move an attraction based on the targets that they achieve doing to get that

incentive, so these are the destination of choices. (7-1-17)" (Y-1)
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“Then the currency of change (in Thailand), it does not hurt them. It's still a very
affordable destination. (8-1-6)” (Y-1)
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“VISA is not problem (1-1-7) at all because they sent letters to consultant to the

tourism bureau, and passport and we got that.” (Z-1)
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“we go to different destination just with single flight (1-2-12). So that’s one criteria.”
(Z-1)
“You need to tell your tourism bureau for many flights (1-2-10) from India.” (Z-1)
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“A group go to a country is about 500-600 people, so first of all, the hotel can host
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(2-4-4) so many people.” (Z-1)
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“I would like to mention is that in the hotel there were some time restriction (2-3-5) for
maybe dinner, that thing was a little surprising for us, because we used to like if you

have a dinner and then we have a stage show and programmed, so there is no time to
eat.” (Z-2)
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“we had some positive feedback (3-1-2) from other people have already visited Taiwan,

they said is a good country with like Taipei is very developed and we can also have
countryside.” (Z-2)
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“Also there was I think there was a welcome when we came, by Taiwan Tourism. So

that all those things very good impression (3-1-3) and it feels that you should go again
and again.” (Z-2)
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“the Korea culture is very far (3-3-1) from India,” (Z-2)

“the culture (of Japan) is very very different, but if you compare it with Taiwan and
India, versus Japan and India, Japan culture is very far (3-3-2) off but in Taiwan and
India comfortably closer culture,” (Z-2)
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“if you want tourism from India, to increase the visibility of the country (3-4-7), the

destination, in India, very few people know. People know more Cambodia than
Taiwan.” (Z-1)
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“For example, when I said “Thailand” you might think of cheap massage, beautiful

hotels and some special show ...

P: Beaches, beaches in Thailand. (4-3-3) " (Z-2)
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“Apple Tour was very supportive (5-1-7). There was one lady Emily, she was very hard
working and she ensured that everything is going on as properly. Handling such a big
group we were around 200 or maybe more, something such a big group so she was
very helpful, and she had a big team also with her, so each bus had a tour guide, they
were in same uniform.” (Z-2)
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“we received a small momento from Taiwan Tourism (5-2-12), and also there was a
small show in, we had gala night, which he deliberately asked for one show of Taiwan
dance, and also a special show for our company, so it was a good interaction, so they
were totally involved with us. Also there was I think there was a welcome when we

came, by Taiwan Tourism. So that all those things very good impression and it feels
that you should go again and again.” (Z-2)
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“Indian food (6-1-10) is important. Vegetarian is also one thing important.” (Z-1)

“we were looking for a hotel which has Indian chef (6-1-12) so that we do not have

any problem of food, because with us there were many first timers who had never been
to out of India, there were many first timers.” (Z-2)
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“Budget is a very important thing to focus on7-1-15.” (Z-1)
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Taiwan was not explored, unexplored (9-1-5). So what we decided we searched a
little bit how what is Taiwan can we go and how much how much possible days, how

costly this not and based on those decisions and eliminating many countries,” (Z-2)
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Questionnaire for Incentive Travel Planners

1. Demographics and business

a. Please state your age at your last birthday

b. Please state your gender Male Female

c. Please state the year of operation

d. Please state the management in number of persons

e. Please indicate the average number of incentive trips you organize per year

f. Please indicate the average number of participants per incentive trip

2. Plan an incentive travel for companies.

a. What are the most industries would arrange an incentive travel? (Insurance, IT...)

b. How do you package an incentive tour and what’s the percentage of budget? (Flight ticket,
accommodation, food and beverage, others.)

c. What’s the most impressive package you’ve done inbound to India or outbound from
India?

d. What do you think the obstacles between you and companies? (language?)

e. Is it necessary that organizer investigate the tour in person before packaging an incentive
travel? If it repeats with previous one, will you investigate the destination again?

f. If the personal site inspection is necessary, what other factors would increase the influence
of the trip?

g. What is required to be an incentive travel planner and a guide?

3. Incentive destination choice.

3-1. The following criteria you consider in selecting an incentive travel destination?
(Accessibility of the destination, Accommodation, Destination imagine, Local support,
Extra-conference opportunities, Meeting facilities, Novelty, Perceived risk, Currency/
exchange rates)

Accessibility of the destination

a. What obstacles would you consider as enter to foreign countries? How do you overcome
those difficulties? (Ease of getting Visa/ travel permission)

Accommodation

a. First class hotel rooms/ Brand name hotel
Destination imagine

a. What are most popular countries/ cities for Indian choosing as incentive travel destination?
(Europe? Asia?)

b. What are images of destinations in Asia in your mind? Can you give me a briefly
description (Japan, Taiwan, China, Korea, Thailand, Singapore, Australia)

Local support
69



h.  Will you look for destination management company (DMC) or the local convention and
visitor bureau (CVB) for getting local support?

i. Many governments in some countries recruit incentive travel groups by attractive
marketing strategies, would you consider those advertisements? What some examples you
cooperate with those government?

J. If the benefit is good in some countries, will you suggest it to your customer?

Extra-conference opportunities

a. An unusual or different destination? Unique attractions / opportunities? (shopping,

sightseeing or education, team building activities)

Meeting facilities
a. Can you give me some idea incentive traveler needed to or could be accommodated
on-site (i.e., in a hotel integrated with the meeting facilities) versus off-site (i.e., in other

separate hotel or building?)

Novelty

a. Besides of hotels, transportation, what else increases the sense of prestige?
b. After a tour ends, will you track the satisfaction of customers?

Perceived risk

a. What do you think the risk of transportation might be in some countries? How do you
reduce the risk? (Taiwan, China, Thailand, Singapore) (Safety and security.)

Currency/ exchange rates

a. Would you consider currency/ exchange rate as criteria for incentive destination selection?

b. Will currency fluctuations be problematic for countries where the exchange rates varied
significantly but this can be to the benefit of other countries where the exchange rate
remain more stable?

3-2 Please indicate below other things that you feel are important to take into account

when selecting an incentive travel destination:

THANK YOU FOR COMPLETING OUR QUESTIONNAIRE
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Questionnaire for Incentive Travel Company.

1. Demographics and business

a.

Please state your age at your last birthday
Please state your gender Male Female

Please indicate the average number of incentive trips your company purchase per year

Please indicate the average number of participants per incentive trip

( total staff in your company)

2. Incentive destination choice.

a.

What’s the concern of the following criteria do you consider in selecting an incentive
travel destination? (Accessibility of the destination, Accommodation, Destination
imagine, Local support, Extra-conference opportunities, Meeting facilities, Novelty,

Perceived risk, Currency/ exchange rates)

What is the most satisfying services in many incentive travel?

What are customized services for you to hold incentive travels?

What do you think the customized services could be increased?

What do you think the key consideration for choosing a travel agency?
What are those images of different countries in your mind?

What do you think the obstacles between you and travel agencies?

(Misunderstanding?)
How to achieve an incentive travel in this company?

Which countries would you like to choose as next incentive travel destination? Why?

THANK YOU FOR COMPLETING OUR QUESTIONNAIRE
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Questionnaire for Incentive Travel participants.

1. Demographics and business

a.

Please state your age at your last birthday
Please state your gender Male Female

Please indicate the total number of incentive trips you have participated in this

company

Please indicate the number of incentive destination you have been to

2. Incentive destination choice.

a.

What’s the concern of the following criteria do you consider in selecting an incentive
travel destination? (Accessibility of the destination, Accommodation, Destination
imagine, Local support, Extra-conference opportunities, Meeting facilities, Novelty,

Perceived risk, Currency/ exchange rates)

What is the most satisfying services in many incentive travel?

What do you think the customized services could be increased?

What do you think the key consideration for choosing a travel agency?

What are those images of different countries in your mind?

What do you think the key consideration for not choosing a destination? (Religious?)
Which part of incentive travel you think should be removed?

Which countries would you like to choose as next incentive travel destination? Why?

THANK YOU FOR COMPLETING OUR QUESTIONNAIRE
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Consent for participation m research mterview
FLOW TO CHINESE MAEKET: EXPLORING THE SITE SELECTION DECESICION OF
INCENTIVE TRAVEL PLANNER FROM INDIA
fimded by
Mational Tarwan Normal University

[ agree to participate i a research project conducted by Serena Cheng from Graduate Institmte of
Sport, Leizure, and Hospitality Management National Taiwan Nommzl University in Taipei, Tamwan

1. I have been given sufficient information about this rezearch project and I imderstand my role. The
purpose of my participation as an interviewee in this project and the fiture management of my
data have been explamed to me and are clear.

2. My participation as an interviewes in thiz project iz voluntary. There iz no explicit or mmplicit

coercion whatzoever to participate.

. Participation mmvolves bemg mterviewed by a researcher fiom National Tarwan Normal
University. The imterview will last approximately 30-40 mimutes. I allow the rezearcher(z) to take
notes during the interview. I also may allow the recording of the imterview and subsequent
dialogue by audio and video tape. It is clear to me that I case I do not want the mterview and
dialogue to be taped I am fully entitled to wathdraw from parbicipation.

4. T have the right not to answer questions and if I feel mcomfortable m any way duing the

mterview session, I have the nght to withdraw from the mferview:

5. I have been given the explicit guarantes that the researcher will not identify me by name or
function i any reports using mformation obtzined flom this mterview, and that my
confidentiality as a participant in this study will remam secure. In 2ll cases uzes of records and
data will be subject to the NTNU (Data Protection Policy).

6. I have been given the guarantee that this research project has been reviewed and approved by
NTNU Ethics Committee. For gueshions concerming ethics or data protection Imked to the
rezearch project, the NTINU Ethics Committee may be contacted throuzh +886-7734-1304
+826-T734-1393 or through email nimurec (@ gmail com.

. I have read and mnderstood the pointz and statements of thiz form I have had all my guestions
answerad to my satisfaction, and [ voluntarily agree to participate in thiz study.

8. I have been given a copy of this consent form co-signed by the interviewsr.

Lia

=]

Participant’s Signature Diate

Researcher’s Siznature Date
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