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Travel Marketing Analysis for Hanna

Zhang Tongwen
Times New
Romanl4 5,
1TEE 1. 25, ABSTRACT

There are a lot of hot spring recreational areas in Hannan. It has long
been considered an important issue for the hot spring business to
formulate a marketing strategy based on the consumer behayvier. The
purpose of this study was to investigate the consumer behavier ‘of hot
spring recreational areas in Hannan. Five kind variables regarding hot
spring users’ behavior, demographic variables, and 'psychographics
variables were examined. Lifestyle variables were/cmployed to segment
the consumer after being factor and cluster analyzed.¥'he results revealed
that the behavior of hot spring consumers,can be explained by motivation,
information search, evaluation critefiay, attributes of activities, and
post-purchase attitudes.  Moreover, the entire consumer of hot spring
can be partitioned into three/segments. ;/ Effective marketing strategies
were developed specifieally; to each of the three segments of consumer.
It was expected that theifindings of this study can provide useful
information for the hot spring business as well as the public sector.

Keywords: Hannan -h0t spring tourist marketing strategy
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Getting the Most from Content Management

Sam Goldman 5/21/2004

It is not surprising when companies consider deploying a content management system (CMS),
they look first at establishing a technology platform.

But what they often fail to consider is the governance, or taxonomy, that will enable them to
reap the benefits of such systems.
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