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0.632 0.400 0.395 1.945
Model
1 175.920 1 175.920 285.677 0.000
10.257 991 0.616
786.177 992
2 272.409 2 136.205 262.458 0.000
513.768 990 0.519
786.177 992
3 297.144 3 99.048 200.310 0.000
489.034 989 0.494
786.177 992
4 306.495 4 76.624 157.822 0.000
479.682 988 0.486
786.177 992
5 309.435 5 61.887 128.125 0.000
476.742 987 0.483
786.177 992
6 312.281 6 52.047 108.290 0.000
473.896 986 0.481
786.177 992
7 314.224 7 44.889 93.687 0.000
471.954 985 0.479
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T
3.157 0.022 143.738 0.000
0.421 0.022 0.473 19.179 0.000
0.311 0.022 0.350 14.191 0.000
-0.159 0.022 -0.178 —7.198 0.000
9.721E—-02 0.022 0.109 4.417 0.000
5.463E—02 0.022 0.061 2.483 0.013
5.353E-02 0.022 0.060 2.437 0.015
—4.421E-02 0.022 =0.050 -2.013 0.044
F 23.599 P 0.000 1%
6
1
1 82.762 1 82.762 23.599 0.000
3194.955 911 3.507
3277.717 912
a Predictors Constant b Dependent Variable
Unstandardized Coefficients ¢ Dependent Variable
7 Coefficients
T
1
1 2.748 0.123 22.309 0.000
—1.884 0.388 -0.159 —4.858 0.000 1.000 1.000
=2.748 —1.884 X
=2.748 —1.884 X 10% 0.1884
Y
=5760.166 —5070. 856 < 10% 507.0856

Logistic



8 Variables in the Equation

0.466 0.146 10.157 1 0.001 1.593
Step 1 a
—2.892 0.156 342.486 1 0.000 0.055

a Variable s entered on step 1

8 Logistic 1 Logit p =1ln= 1Jj7 —2.892 +0.466

2 T/—)T; = exp —2.892 + 0.466
3, _ _exp —2.892 +0.466x
P = T4 exp —2.892 + 0. 466x

1 John C. Crotts Richard L. Ragatz. Recent US timeshare purchasers Who are they what are they buying and how
can they be reached ] .Hospitality Management 2002 21 227 —238.

An Empirical Stud on the Market Demands of Timeshare in China

WANG Wan-fei
Department of Tourism Management Zhejiang University Hangzhou 310058 China

Abstract To consumers timeshare is a product of leisure tourism while to corporations it is an
operation mode of tourism real estate. 1600 questionnaires were issued to the consumptive party of
timeshare in China and 1154 effective ones werecollected. Based on empirical studies on domestic
timeshare market demands this paper identifies several key factors which have influence on
consumers purchase decision-making of timeshare products and investigates consumers’ cognition
levels of timeshare. The results of this research demonstrate that about 40. 1% consumers consider
timeshare as having more advantages than the traditional ways of vacation while 87.6% consumers
regard timeshare as a high-end consumer product. It is also shown in this research that the key factors
attracting consumers to buy timeshare are “exchangeable” and “cheap”. The main elements taken into
consideration by consumers when they make purchase decisions are “ quality of the product”

"after-sale services” and “brand of the product”. Beach resort is the most popular resort of timeshare

mountain resort being the second. In terms of advertisement the most acceptable is “experience by
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consumers’  with “exhibition” and “media advertisements” coming next. This paper also identifies the
barrier factors in timeshare marketing. Using Logistic analysis with the purchase decision-making of
timeshare as a variable the author targets the domestic market group of timeshare. The results of this
paper will be beneficial not only to enterprises’ correct market orientation but also to the
establishment of their marketing strategies and lowering of marketing cost.
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