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The survey is conducted at the “Life Journey Centre” at Homantin that run by the Senior Citizen Home Safety Association. There is a limitation as this is considered a non-random sampling design. The respondents are limited found nearby this center. The sampling frame is designed as the elders aged 65 or above that have traveled out of Hong Kong in the past one year. Total 20 elders are interviewed successfully and to minimize the sample bias, the survey is conducted in the morning, afternoon and night time on weekdays and weekends, and randomly interviewed male or female elders. In average each respondent spend half an hour to complete the questionnaires due to different level of communication ability. 

From the demographic part, there are questions asking their education level, marital status, number of kids n family, monthly income and subsidies, and job or retire status. 

SPSS is used for statistical output to analyze the data. The general demographic data and travel characteristics are summarized by descriptive statistics method. Multiple regression analysis will be used to elaborate the relationship between travel motivation and intension of Hong Kong’s senior market. 

Limitations

This study has consulted the experts’ opinions before pre-test. And a pre-test is done on a group of 5 elders. Nevertheless, the survey eventually that being conducted on 20 respondents is considered small sample size due to limited time, manpower and resources. 

Discussion on opportunities and marketing of tourism consumer behavior in Hong Kong

According to the source of Export.gov (2016), HK has special advantage in location. HK can fly to most of the Asian cities within five hours. For driving to Southern China, no more than two hours from HK to there. 


Besides, China government provides privileging arrangement for HK travel agents by implementing CEPA the “HK’s Closer Economic Partnership Arrangement”.

Moreover, HK possesses excellent worldwide transportation network in the sky: the HK international airport is always the top 3 airports in the world; approximately 1,100 flights every day operated by over 100 worldwide airlines; the flights can fly to over 190 places in the world; 47 places are the destinations in the mainland China. That world class transportation enhances the business of outbound travel market.

Apart from all above, US and Mainland China government signed agreements to facilitate more travels between these two countries: simplified the application of travel visa to US; travelers that qualified can get a multiple-entries visa for ten years use, where no interview is required for those travelers who qualified; convenient visa process motivates travelers choosing US as travel destination.

In the recent years, the airlines implement more new routes from US to HK and vice versa, HK travelers or transit travelers are more accessible to US. 

Other Opportunities that influencing the tourism consumer behavior 

In HK, most of the citizens like to utilize the public holidays to travel. The public holidays such as Chinese Lunar New Year, Easter, and Christmas those festivals are peak seasons for travel. There is average around 10 -14 days or even more days of annual leave for each worker. The labor law requires employers to give at least 7 days annual leave for workers that work for one full year of employment.

Apart from the above festivals, school holiday is also the peak travel season for HK people. The major school holiday in HK is July and August the summer holiday. Over 30 percent of HK people choose to go to US as the travel destination in the summer holiday.

Multi-Destination Travel

The strategic alliances HK nurtures with the neighboring cities are crucial in promoting multi-destination travel and boosting tourists' desire to visit the region, sparked great chemistry with some of the latest collaborators – Taiwan, Zhuhai and Macao and more destinations soon.

Debut partnership with the Taiwan Tourism Bureau (TTB)

By cooperating for the first time with the TTB, HK can boost leisure travel arrivals from North America and create new business opportunities for both destinations. In March 2016, it showcased the tourism offerings of Hong Kong and Taiwan to close to 200 airlines, trade and media representatives who attended the Hong Kong Tourism Board’s promotional receptions in Toronto and New York.

Strengthening the Hong Kong-Zhuhai-Macao cooperation
Anticipating that the imminent completion of the Hong Kong-Zhuhai-Macao Bridge will strengthen the connection between the three cities, so Hong Kong government took the initiative to sign a tourism cooperation agreement early on with the Zhuhai Culture, Sports and Tourism Bureau, and the Macao Government Tourism Office. HK government also organized a mega familiarization trip in June 2015 to provide Indian trade partners and their family members with an opportunity to experience an exciting multi-destination itinerary featuring Hong Kong and Zhuhai.

Ching's Amazing Asia
Chef-host Ching-he Huang's vibrant coverage of Guangdong, Hong Kong and Macao was an excellent testimony of what the concerted effort of multiple destinations could achieve. All three cities facilitated and contributed to the filming, presenting the crew with the best offerings in the region, which were ultimately introduced to the audience of Huang's popular television show, broadcast in the United Kingdom and other long-haul markets.

 

 Cruise Experience
Hong Kong takes pride in its first-class cruise terminals, which are equipped with quality facilities and services to satisfy the savviest of globetrotters. By maintaining close collaboration with trade partners, ensure the smooth running of the Asia Cruise Cooperation and strive to cultivate healthy source markets in order to strengthen Hong Kong’s position as one of the most sought-after cruise destinations.

Cultivating source markets

In 2015/16, HK government cultivated source markets through initiatives to generate consumer demand and educated consumers in key target markets on the uniqueness and attractiveness of cruise vacations.

For example, the HK Tourism Board and Star Cruises launched a series of trade and consumer marketing campaigns in the Mainland, Japan and India to promote Superstar Virgo’s homeport sailings from Hong Kong. They initiated various market-activation campaigns in Indonesia, Malaysia, the Philippines and Taiwan to build up the city’s profile as an exciting cruise destination.

HK government focused on leveraging the popularity of local celebrities and the mass media in our source markets to enhance awareness of Hong Kong’s cruise offerings. Some of the media that partnered with included Lonely Planet Magazine India and Zoom TV in India, MNCTV in Indonesia, GMA News in the Philippines, and Asahi Shimbun in Japan.

Driving international ship deployment by boosting regional synergy

Riding on the success of the Asia Cruise Fund (founded in 2014) and Xiamen’s entry since January 2016, HK has elevated the alliance into the Asia Cruise Cooperation (ACC), providing a one-stop platform to support cruise lines’ development in Asia and reflecting the commitment to maximize the growth of cruise tourism in Asia.

The continual increase in the number of world-class cruise arrivals in Hong Kong is a promising sign that cruise lines are recognizing the city as a prime port option in Asia’s fast-growing cruise travel market.

Some of the world-class cruise ships to have graced the port include Quantum of the Seas, which is the largest cruise ship ever to have berthed in Hong Kong waters. And for the first time, Voyager of the Seas made Hong Kong its homeport for three months from July 2015, hosting more than 50,000 guests on 17 sailings.

Implications for marketing of tourism industry

Tourism marketing is becoming increasingly important in the competitive environment of international tourism services. The efficient in communication, breakthrough in delivery system and the rapid growth in the use of internet made direct marketing more viable than ever. The major trends of development have been fully explored and discussed by sociologists and has received attention from marketers who see the need to devise more sophisticated marketing techniques to replace the mass oriented marketing strategies. Thus comes direct marketing, but no longer in the classical sense of simple mail order catalogues. 

In the preface of Maxi Marketing, Rapp described it as  direct marketing was something quite different in a sense that a whole new direction in marketing strategy, a new way of advertising, selling and think, which was influencing ad would be increasingly affect not just the direct marketers, but all providers of advertised goods and services. (Rapp, Maxi Marketing) 
Media, once called mass media, would be also de-massified. The de-massficiation of media was, on one hand, responding to the rising demand for special interest and knowledge. One the other hand, it was being made possible and affordable by advanced computer technology. This development of de-massified media, in turn, has led to information differentiation and hence has helped to de-massif people’s minds, ways of thinking and buying behaviors. Coupled with rapid developments in computer and production technology, product differentiation has made easier and more affordable. All these factors become the important cues for marketing in the coming future. The age of diversity is no longer negligible and more sophisticated marketing techniques are needed to maintain competitiveness. Those who can realize and capitalize on these trends of development will enjoy numerous business opportunities extending from market segmentation. 

Mobile travel experience is better than traditional sites.  Mobile first impressions, design and usability have seen an increase in overall satisfaction.  With a growing number of researching and booking rooms online, a good user experience is often the way to differentiate a brand from their rivals.  Digital customers experience really is key to future success of Hotel Brands.
Highly engaged hotels with more page views, high market visibility perform better on TripAdvisor.  It is a common norm that people trust the review at the social media, like TripAdvisor and make booking instantly.  It benefits most to hotels with business listing function, which hyperlink the hotel website and ultimately increases the direct bookings.

Literature review of statistical data reveals that the changes of demographic and environment have also occurred in Hong Kong. There are more changes taking place within local framework. 

Firstly, the people are much better education. Regarding the education level attainment, for achieving post-secondary schooling, comparing 23.8 percent in 2015 and 13.4 percent in 2001, again, it is an obvious increase. Secondly, the expectation of life is increasing. In 2001, population over age sixty five, there percentage was 10.5 for male and 11.7 for female. Compared to 13.3 percent for both male and female, there is a slightly increase. Median age is also increased. For male, it was 36.9 in 2001 and rose to 42 in 2015. For female, it was 36.7 and raised to 41.7 in 2015. 

Mothers tend to have fewer children than their parents. Women being more educated, the popularity of birth control, tendency of late marriage, and more working women are some major factors of declining birth rates. 

Fourthly, there is a change in age pyramid. As a result of increasing longevity, declining birth rate, young people immigrating to Hong Kong, the age pyramid of Hong Kong keeps changing. There is an obvious declining number of young population age 24 or below with a significant increasing number of population over 45.

Finally, regarding the marital status of Hong Kong population, there show increasing number in late marriage, unmarried couples and getting divorce. More and more unmarried couples have evolved. This is a well-accepted fact, despite the lack of actual figure to reflect this situation. It is believed that this segment of population may have a different life style and social concept. And the society as whole is much more ready to accept this ideology than before. 

Changes in Family and Household Characteristics 

Firstly, there are more aggregate families. Since there are more elderly, more unmarried couples and more re-married couples with children of their former spouses, the family combination is becoming more complex than ever. In addition, there will be more single parent families and more divorced singles. 

Secondly, there is a significant decline in the household size. It dropped from 4.3 percent in 2001 to 1.2 percent in 2015. The number of household per unit also dropped. For household size of over six, it dropped from 5.8 percent in 2001 to 3.3 percent in 2015, household size of five, from 11.9 to 9. Whereas the household size of two increased from 21.8 percent in 2001 to 25.2 percent in 2015, house size of one, from 15.7 to 17.1. 

Thirdly, families become wealthier. This can be reflected from the increase number of home owners and the general increase in family income. More and more married women are working women but not full time housewife. Their participation in workforce generates more income for the families. Hong Kong people living in public rental housing has dropped from 31.8 percent in 2001 to 29.6 percent in 2015, whereas people own their private permanent housing has increased from 49 percent in 2001 to 51.5 percent in 2015. 

Changes in Buying Behavior

Firstly, the population believes that product differentiation is required in Hong Kong, not only for the basic demographic and psychographic differences, but also as a way to differentiate status. An obvious example is the private vehicle. Benz and Rolls Royce are for the proprietors; Toyota and Honda are for the middle managers etc.. There are also more classes of department stores than in the past. From well-known Top bands like Harvey Nichols and Lane Crawford, more middle class style like Marks and Spender and Sogo, down to more basic one like Jusco. Supermarkets also become much diversified. From City Super selling top fresh oysters and raw beef, to Market Place, 360, International, targeting in middle classes, to more basic like Welcome and Park’n, tailor for different social classes. A similar phenomenon is found even in smaller retailer shops, groceries, beauty salons, restaurants and boutique shops. 

Like in the United States, there are more soft drinks than before, more favors of ice cream, more brands of noodles, more kinds of biscuits, even from the same producers, mainly emphasizing on organic producing process, fresh ingredients, and lower fat. Many of the kinds, in fact, are only marginally different. They have to be differentiated to address different populations. 

Also, there are more specialized products. Not only have products become more differentiated, some new products are also specialized products which suit a particular demographic or psychographic segment only. An obvious example is magazines. In the past, general magazines could successfully penetrate the whole population. This trend is declining and general magazines have become less popular. Even the traditional mass circulation periodicals, such as Readers’ Digest, were falling out of the public’s interest. The more successful magazines launched in recent years are mainly specialized publications, like The Capital specialized in financial and business, and Next specialized in entertainment.  

One dramatic change in Hong Kong people buying behavior is shopping online. From most recent smart phone to daily groceries, from local clothing to international fine wine, it is more than common that people shop in the internet. Of course it is a global trend, but the extreme high penetration rate of wireless network and low cost of the monthly fee also contribute to this phenomenon. 

From the foregoing facts, it can be visualized that there are new demographic and psychographic segments emerging. The exiting segments are also disintegrating into smaller segments. As a result, lifestyles of the population keep on hanging. Travel products have to be more differentiated and each of them may be suitable to a particular segment. General advertising may be too costly for these differentiated and specialized products. The wastage of general advertising may be high. New marketing strategies and techniques are required to launch the differentiated or specialized products to the targeted populations.

Implications to tourism industry and future study

The existing literature and result of survey on demographic statistics, which is useful and applicable for further study that provided primary data for more in-depth survey and study.

For future study, more factors can be studied includes: safety concern, design of package tours, supplementary service, and marketing strategies, etc. 

Hong Kong is ageing rapidly. The life expectancy for Hong Kong people is among the longest in the world: in 2014, men were living up to 81 years on average, and women, 87 years. The city also has a relatively low birth rate. As a result, by 2050, Hong Kong is forecast to rank fifth in the world for cities with the largest percentage of older adults. By then, according to the World Health Organization, 40 per cent of the population will be over the age of 65.

This translates into a huge and growing so-called ‘silver hair market’ – creating opportunities for business across a range of sectors, benefits to tourism industry as well.

A segmentation analysis aiming to study the consumer behavior of “silver-hair residents” in Hong Kong:

· The factors influencing these target group for outbound travel. The demographic data and differences, i.e. factor of other family members

       What are their preferences, i.e. spend pattern, decision making, etc.
· Mix method includes survey on “silver-hair group” and in-depth interviews with major travel agents in HK

· And the impact for the tourism industry in HK, i.e. tour package, cruise, mainland railway, one road one belt, special staff training, advertising, etc.
· Impact for destinations/countries to design on tour packages, facilitations, key concerns, etc.
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APPENDIX
Motivation Factors of Hong Kong Senior Travelers

Push Factors (Reliability Alpha)
Factor 1: Novelty Seeking

I like to visit foreign cultures. 

I like to experience different cultures and different ways of life.

I like to see how other people live. 
I want to see the things that I don’t normally see.

I attend cultural events that I don’t have access to at home.

There are some places I have always wanted to visit.

I like to do the same things that the people there do.

Factor 2: Self-Esteem 

The availability of good restaurants and good food is important.

I want luxury, nice food, and a comfortable place to stay.

I think that the kind of accommodations that you get on vacation is really important.

It’s important for me to go someplace fashionable on vacation.

I just like to travel, to go somewhere and to do something.

Factor 3: Ego Enhancement 

When I go home, I talk to everybody about my vacation.

I like to talk about my vacation when get home.

I like to be able to talk about the places I’ve visited and the things I’ve seen on vacation.

Factor 4: Socialization 
A vacation means visiting places where my family came from.

It is important for me to spend time with family and friends.

I want to meet new people and socialize.

Factor 5: Rest and Relaxation
A vacation means being able to do nothing.

The main thing for me on vacation is just to slow down.

Just resting and relaxing is vacation enough for me.

There should be no deadlines while on vacation

Note: Tourist motivations were evaluated on a scale of 1 = strongly disagree, 2 = disagree,

3 = neutral, 4 = agree, 5 = strongly agree. A single-item factor, “just to curl up with a book

in the shade,” was deleted in the report and the further analysis.

· Adapted from Jang et al. / AFFECT, TRAVEL MOTIVATION, AND TRAVEL INTENTION, 64-65[image: image1.png]
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