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As the society gradually evolves toward the experience economy, more and more people pay attention to the aesthetic aspects of products. Will B&B’s aesthetic experience matter to the tourists? If so, do different type of tourists value same B&B attribute differently? The
purpose of this research is twofold. First of all, we explored B&B’s attributes; secondly, we utilized the hedonic price theory to explore the differences in preference for B&B’s attributes among various market segmentations. The study object was tourist of Sun-Moon-Lake Na-
tional Scenic Area in Nantou County, aged 18 or up, who spent the night in a B&B in YuChih Township the night prior survey. Total 385 valid samples were obtained. The results indicate that the B&B’s attribute consists of 6 dimensions, and they were Service, Basic function,
Architecture & interior design, Scenery & landscape, Destination accessibility and Convenient transportation. The B&B market were segmented by travel companion, leisure expense, and booking status. The findings revealed that, by travel companion, tourists as couple or
husband-and-wife without children are willing to pay more for Scenery & landscape, Architecture & interior design, away-from-route 21, while other tourists are willing to pay more for Scenery & landscape and being inside the commercial district. By family leisure expenses,
we find tourists with higher leisure expenses are willing to pay more for Scenery & landscape, while tourists with lower leisure expenses are willing to pay more for Scenery & landscape, away-from destination, and being inside the commercial district. By booking status, the re-
sults show that tourists with prior booking are willing to pay more for Scenery & landscape, while those without prior booking are willing to pay more for Scenery & landscape, and being inside commercial district. In sum, tourists of different market segments value same
B&B attribute differently.

* Assistant professor, Departmn of L _‘;mcape Architecture, T‘ung-Hal University, cor ndlng author(yyhuang@thu.edu tw)
**Professor, Department of LandScape hitecture, Tung-Hai University

**%*PDepartment of Landscape Architecture, Tung=-Hai University
TABLE 1

Keywords: aesthetic experience, market segment‘ghedonlc price, bed and breakfast
am "

h

TABLE 2 EXPLORATORY FACTOR ANALYSIS RESULTS OF PREFERENCE FOR B&B’S

I n t ro d u C ti O n DESCRIPTIVE STATISTICS OF SAMPLE CHARACTERISTICS (N=335) ATTRIBUTES (N=335)
Variable Frequency % Variable Frequency % Preference for B&B’s attributes Factor Preference for B&B’s attributes Factor
Sex Occupation loading loading
B&B has become the fastest growing type of accommodation in Taiwan. Compared to hotel, bed and breakfast (B&B) tends to offer tourists Femile 169 0.4 | Professiona 101 S R -~
diverse accommodation experiences, including aesthetic ones. As Taiwan’s society gradually evolved toward the experience economy, more and Male 16 PO Service © 208 605 facility & equipment in 851 701 fecl-at-home 623
more people pay attention to the aesthetic aspects of products. Will B&B’s aesthetic experience matter to the tourists? If so, do different type " cvlservant 0 07 bathroom CONVENIENT TRANSPORTATION
of tourists value same B&B attribute differently? According to the hedonic price theory, a positive significant relationship between room rate """ " oL ; [ O o
and a B&B attribute indicates that the consumers value this attribute positively and favorably, and are willing to pay more for this particular at- ™ 3 N ., Obaroomcomumbles 74 AESTHETICS ATTRIBUTES
tribute, and vice versa. Consequently, the purpose of this research is twofold: . e o s e T03 ARCHITECTURE & INTERIOR
. S 161 48.1 | Monthly family income (NT$) DESTINATION ACCESSIBILITY 302 uniqueness of building appearance 854
1. to explore B&B’s attributes; . i 304 | 30,000 0r less - 170 105 convenient to nearby 854 303 beautifulness of entrance design 825
2. to explore the differences in preference for B&B attributes among various market segmentations by applying the hedonic price theory. 4049 50 149 | 30001-50.000 108 9 destinations 301 beautifulness of building appearance 805
vome  m f wwew o ow Mo s memedeen o
M et h o d o I O gy Le‘;{gﬁieciziﬁon . » ?2;)02;1150’000 Zg 22-(9) _ Rl\(;iacc];)nvenient to park vehicles  .546 202 scenery viewed from outside the 887
. ,001 or more . room
Undergraduate 200 60.3 | Monthly family leisure expenses (NT$) 501 kindness 872 201 scenery viewed from inside the 821
Based on the purpose of research, the hypothesis (H) of the research is: B&B attributes would affect price of a B&B. The questionnaire con- Gz 7s 24| 30000rless 7 21y 03 consideraton e room |
sisted of four sections. The first section regards room rate, room type, and content of services without surcharge (e.g. breakfast, station pick-up).  Resdene 3001500 7 Y teivaton 7t S asdplmtanommen o
The second section consisted of 41 questions on the performance of B&B attributes. The third section consisted of 9 questions on travel and ac- Northern region 124 370 | 5001-10,000 8 266 N353, Cronbach's =780, KMO=913, Bartlelt significance test: 7300, N=335)=6454.377 « p<.000 - Principle
commodation related characteristics. The fourth section consisted of 9 questions on socio-demographic characteristics. Moreover, the research- Centrl region 141 421 10001-20,000 % 13 _component analysis with orthogonal rotation.
ers utilized google map to measure the distance of a sampled B&B to County Route 21 and to locate whether a B&B sit within ShuiSheh or Der- S ! 01 20t ormore » °
HuaSheh business districts. or Other : 0 TABLE 3 DESCRIPTION OF VARIABLES AND SUMMARY STATISTICS (A=335)
The study object is tourist of Sun-Moon-Lake National Scenic Area in Nantou County, aged 18 or up, who spent the night in a B&B in YuChih ™™ fnformaton chane Vil Descrption Mew  SD Tyl
Township the night prior survey. The survey was conducted during weekends from Oct. 3-Dec. 27, 2008, to eliminate weekday/weekend fluctua-  ° ™ ) e Y o | bl
. . . . . . . o No 51 15.2 Word-of-mouth 61 18.2  Dependent variable
tion of room rate. Total 385 valid samples were obtained. Exploratory factor analysis was applied to extract dimensions of B&B attributes. S—— - . i LnPricey Netural logaithm of room price per might actually 803 418 Continuous
Semi-logarithm multiple linear regression analysis was chosen to establish the hedonic price model for three major B&B market segmentations. . = 0 299 | Drive through % . | o
Explanatory variables
Spouse 36 10.7 Other 23 6.9 Nonaesthetic attributes
Spouse & kids 55 16.5 | Means of transportation Service Dimension of service -01 0956  Continuous
risidie il A4 131 | Automobile 245 731  Basic function Dimension of basic function 00 983 Continuous
Friend 50 14.9 Motorcycle 73 8.4 E:j:;:ri;r;ton Dimension of transportation convenience -.04 1.077  Continuous
The samples were mostly single (54.9%), young (48.1% age 19-29), well-educated (82.7% received at least undergraduate education), reside Student/Colleague 46 L] out b = DN ity Dremlmosimnm e @ 997 Contimous
in central (42.1%) or northern (37.0%) regions, monthly family income NT$30K~$80K (USD$1~$2.5K) (56.1%), monthly family leisure ex- —= ' S — > 1O Buinessdiier  B&Blosated within SuiShehor DerffaSteh 56 498 Dunmy
penses NT$3K~$10K (US$0.1K~$0.3K) (61.5%), book in advance (84.8%), travel as couple (29.9%) or with nuclear family members (27.2%), R°°ftyp° ) L et
choose 2 bedroom (62.7%), internet as information channel (61.7%), automobile as means of transportation (73.1%), room with private bath j b:jzzz ig jj; gi;de 12 Z;j archieete & Dimension ofspace desin 0 96 Contnuous
(92.8%), non-package tour (62.1%), B&B located inside business district (51.3%). — Distaos o couty Toute 21 interor desgn o | |
Utilizing the exploratory factor analysis (EFA), the results indicate that the B&B’s attribute consists of 6 dimensions. They were Service,  ronwoutan N s I [ v S
Basic function, Architecture & interior design, Scenery & landscape, Destination accessibility and Convenient transportation with high KMO Room with bath " 08 | 1503000 69 i E—
value (.915), significant Bartlett Test of Sphericity (6748.129, p=.000), and high explained variance (70.03%). Package tour 1002700 « |73 Roomw/privatebath  Room with private bath (1=yes: 0=no) 95 228 Dummy
The dependent variable is the logarithm of room price per night actually paid to a B&B in YuChih County by a tourist visiting Sun-Moon- Yes 127 37.9 | 700~3,000m 34 01 e i (s o 0 s e
Lake National Scenic Area. We considered both qualitative and quantitative characteristics of B&B. The qualitative characteristics that may No 208 62.1|  3,000~7,000m 19 T - backage tour (Izyes: 0oro) 5 4% Dummy
affect price are the 6 dimensions of B&B attributes, distance to county route 21. The quantitative characteristics include 4 dummy variables of
location of B&B, room type, private bath, package tour of each B&B. A list of the dependent variable and all explanatory variables used in the ot o AR TRt gy PRICHD g N o crneactimistics wensmy
research is presented in Table 2. Dependent variable Model A-1: Couple o spouse only Model A-2: Noncouple or nonspouse Dependent variable Model B-1: Family leisure expenses Model B-2: Family leisure expenses  Dependent variable Model C-1: With prior booking Model C-2: Without prior booking
The B&B market were segmented by travel companion (Model A-1, A-2), leisure expense (Model B-1, B-2), and booking status (Model C-1, "= N N Uil S e Ui S
C-2). First of all, considering travel companion market segmentation, the findings revealed that both types of tourists are willing to pay similar ozt iz copized - dized i | dimed  dized . coelcent cosftent coeficet  coffient
amount to Scenery & landscape, however, couple or spouse only tourists are willing to pay significantly more to Architecture & interior design _vere B pas p B e p Vailils B b p B bea p Nonaesthetic Attributes
but not for their counterpart. Moreover, while noncouple or nonspouse only tourists are willing to pay significantly more for a B&B located = Juesctuus e o o s s P 0or 000 s08 S o B or e
inside the business district, the couple and spouse only tourist are willing to pay more for a B&B being away from County Route 21. In short,  comeienwansporasion 014 029 726 025 os2 42 Convenient transportation 006 -ol6 833 042090 190 pinnion sccessibility 017 002 44 059 104 403
the couple or spouse only tourists appreciated more for B&B’s aesthetic attributes and quiet environment, while the noncouple or nonspouse o™ = o e v W oo 1 e o oo W 05 1o A2
tourists cared beautiful scenery and outdoor setting more than the interior setting of a B&B, and prefer bustling air. Business disie o7 e e T 219 00 puginess disric o o 2w o e oo weome
Secondly, considering family leisure expenses segmentation, the finding revealed that tourists with higher leisure expenses are willing to pay s mer 05 a7 o o 105 o jelaATs s i 1 wss i ges Architceture & inerior 045 108 051 041 076 550
more to Scenery & landscape than those with lower leisure expenses. In addition, tourists with lower leisure expenses are willing to pay more = I o desien it o e oo o e
for a B&B being inside business district, but not for those with higher leisure expenses. In short, tourists with higher leisure expenses value more oo seenery & lndeane e e T Controtine variae
for B&B’s aesthetic attributes, while those with lower leisure expenses prefer bustling air. e I o o s Room w/ private bath om0 607 134 087 215 Reomvw/privatobath - =59 <085
° ° ° . ° ° ° ° 30 L ° ° 3 Distance .000 111 .075 .000 223 107
Lastly, considering booking status segmentation, the results show that tourists without prior booking are willing to pay significantly more for i 00 219 020" 0o 0 ay S o s agees Sor ot o 2bedom 234 am oo 0 24 o3
Scenery & landscape than those with prior booking. Moreover, tourists without prior booking are willing to pay more for a B&B located inside  ......... T oo o o W 66 am oo w0 a3 e Packaseiow 697 oo 20 e
business district, but this is not the case for the tourists with prior booking. In short, tourists without prior booking value more for scenery and 2o o s o (Consany 17 00 029 L R S i T i
Adjusted R’ 170 209 Adjusted R’ 229 181 Adjusted R’ 156 419

Conlusions and Suggestions

In sum, tourists of different market segments value same B&B attribute differently. Generally speaking, tourists come as couple or spouse only, or have higher leisure
budgets appreciate a B&B’s aesthetic attributes more than those who come as noncouple or nonspouse only, or have lower leisure budgets. Tourists come as noncouple
or nonspouse only or have lower leisure budgets, on contrary, appreciate a B&B being immersed in joyful bustling air than those come as couple or spouse only or have
higher leisure expenses. Although most of the tourists tend to book a B&B in advance, the B&B with beautiful scenery and landscape which can easily be seen by drive-by
tourists or sit within business district tend to have higher probably to attract the tourist without prior booking.

The findings suggests that if the target customers of a B&B’s owner is couple or spouse only tourists, or high leisure budgets tourists, beside well functions and good ser-
vice, he also need to provide excellent scenery or pleasant, beautiful, or stylish environment design. If the target customers of a B&B’s owner is noncouple or nonspouse
only tourists, or low leisure budgets tourists, beside well functions and good service, it would be a plus if he locate B&B inside business district for tourists to shop and to
enjoy bustling night life.
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