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Experiential Products
and Use of
Traditional Media
Although overall use of the Internet
has reached saturation, there
have been some changes in the
products that users search for and
purchase through the Internet.
Apart from accommodation and
air tickets, which have long been
popular online purchases, the
researchers note that travellers
increasingly buy experiential
products such as “museum tickets,
shopping, and dining”. Another
trend identified is that the use
of traditional media such as TV,
newspapers and magazines,
radio and movies has increased
in recent years, as travellers are
“consciously seeking a variety of
information” to help them form “a
more comprehensive, less biased
judgement of the targeted travel
products”.
With no increase in the number of
people adopting the Internet for
travel planning, the researchers
predict that competition for
hospitality and tourism business
will become “more intense”.
However, there are opportunities
for growth in the sale of secondary
products such as “dining, shopping
and ticketing services”, and
businesses also need to identify
new strategies to meet the growing
demand for “authentic products
and experiences”.

Social Media and
Mobile Technology
The researchers reveal that social
media and photo-sharing sites “are
generating enormous influence
on travel planning” as travellers
increasingly rely on the comments
and materials posted online by
other travellers. Another major
change is the huge increase in
the adoption of smartphones
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and the availability of the Internet
anywhere, at any time. Although
the use of desktop computers fell
considerably amongst the surveyed
travellers, the use of tablets rose
by 200%. The researchers suggest
that availability of GPS on mobile
devices also means that people are
now less likely to use the Internet
for printing out maps and driving
directions before a trip.
Perhaps more importantly, the
researchers found that travellers
are spending less time searching
for “information about a particular
destination” once they have decided
where to visit. Although this is
still one of the “top priorities” for
travellers, it seems that searching
for information before arriving at a
destination is less important now
that such information can be easily
accessed during the trip.
Interestingly, however, searching
for information about “potential”
destinations has actually increased.
The researchers claim that the
ease of accessing the Internet has
altered the traditional “rigid trip
planning process” so that it is has
become “much more open, fluid
and fragmented”.
The changes in travellers’ trip
planning behaviour may present
a “significant challenge” for
destination marketing organisations,
the researchers argue. To meet
this challenge, such organisations
should “re-establish their online
identity by offering more relevant
and competitive services” and
by shifting their focus toward
supporting businesses that “directly
connect to the visitor”.

Travel Industry
Responds Positively
to Change
Overall, the researchers show
that the Internet has evolved to

become more “traveller-oriented”.
They commend the tourism
industry for responding positively
to various technological changes
and “adopting a new paradigm
that embraces innovation led by
travellers’ co-creation activities”.
This, they conclude, means that
the Internet now offers both
travellers and the tourism industry
the means “to realise a future only
imagined a few years ago”.

POINTS TO NOTE
• Adoption of the Internet for trip
planning has reached saturation in
the US market.
• Users can be divided into those who
use the Web for “traditional” travel
products and those who search for
more “authentic experiences”.
• Social media and mobile devices
have changed the nature of trip
planning on the Internet.
• The travel industry could offer more
relevant and “experiential” products
and services.
Xiang, Zheng, Wang, Dan, O’Leary,
Joseph T and Fesenmaier,
Daniel R. (2015). “Adapting
to the Internet: Trends in
Travelers’ Use of the Web for
Trip Planning”. Journal of Travel
Research , Vol. 54, No. 4, pp.
511-527.

Tourists Resilient
to Hong Kong Weather
Tourists are quite resilient and
rarely change their plans when
they encounter poor weather while
visiting Hong Kong, according
to the SHTM’s Professor Bob
McKercher and his co-researchers.
In a recently published study,
the researchers tracked visitors’
movements for almost two months
to see whether the weather caused
any changes in their behaviour.
They found that unlike tourists
to non-urban destinations, Hong
Kong visitors tend to continue with
their plans regardless, although
“perceived comfort levels” do affect
satisfaction for a small number of
visitors.

Weather and Tourist
Behaviour
Although it is generally accepted
that weather affects tourists’
behaviour, there is actually
surprisingly little evidence for
this relationship. The researchers
explain that in bad weather,
tourists have few options other
than cancelling or postponing
activities, substituting less weathersensitive ones, shortening their stay
or simply enduring the weather
conditions.
One difficulty in assessing the
relationship between weather and
behaviour, the researchers write,
is that people may perceive the
weather in quite different ways.
Tourists’ perceptions, for example,
may vary “depending on how
similar or dissimilar the weather
is to that encountered at home”,
their “expectations of weather at
the destination” and how easily
they adjust to the “abrupt changes
in temperature and humidity” they

may experience while travelling.
Yet the researchers note that very
little attention has been paid to
how perceptions of weather, rather
than the weather itself, affect
tourist behaviour. Furthermore,
the focus is usually on nonurban destinations, where people
may stay longer and have more
flexibility in substituting or delaying
their plans.
The researchers were thus interested
in finding out how the weather affects
tourists visiting Hong Kong, an urban
destination with a subtropical climate
that can produce extreme weather
conditions such as prolonged high
temperatures and humidity, heavy
rainfall and typhoons, which might
be expected to influence people’s
choice of activities. Hong Kong
also has a “significant air pollution
problem”, they explain, due to local
traffic and power plants and crossborder pollution sources, which
could also affect tourist activities.

Investigation over
Summer
To find out how these conditions
affected tourists’ behaviour and
satisfaction while visiting Hong
Kong, the researchers approached
guests staying at a hotel in Hong
Kong’s centrally located Kowloon
district. They conducted their
investigation over a 57-day period
in summer, asking the tourists
about their visits, their intended
activities, whether they had checked
the weather forecast and whether
it had affected their plans. They
also asked the tourists about their
perceptions of the weather, how
comfortable they found it and how
similar it was to the weather they

experienced at home. Each tourist
was then given a GPS tracker that
allowed the researchers to track
their movements throughout the
rest of the day.
The majority of those who took
part were from non-Asian markets,
with the largest proportions from
Europe and Oceania. Most of the
tourists were travelling with only
one other adult, and less than
a quarter were travelling with
children. Many were visiting Hong
Kong for the first time, and the
average trip length was four nights.

Weather in Hong Kong
During the period under investigation,
Hong Kong experienced rain on
30 days, with the heaviest rainfall
of 112 cm in one 24-hour period.
Thunderstorm warnings were issued
on 22 days, hot weather warnings
on 23 days and typhoon warnings
on two days, once for a severe
typhoon.
The researchers found that more
than half of the tourists considered
the weather in Hong Kong to be
uncomfortable, mainly due to
rain, humidity and a combination
of heat, humidity and pollution.
Around 60% of them said that they
had checked the weather forecast
before leaving the hotel. However,
only about a quarter changed their
plans, usually on days with heavy
rain or hot unsettled weather.

Minimal Effect of
Weather on Behaviour
To find out which places the
tourists visited, the researchers
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divided Hong Kong into 25 areas,
each representing a single thematic
location, major tourist node or
popular shopping district. Using the
GPS data, they were able to track
which areas visited. They were then
able to compare the areas visited
with the actual weather conditions
and the tourists’ perceptions (e.g.,
whether they found it comfortable)
of the weather conditions on those
days.
The researchers comment that
the study participants were “very
active regardless of the weather
conditions encountered”. They
spent an average of seven hours
outside the hotel, during which
time they generally visited or
passed through about eight of
the mapped areas. Overall, the
weather had little effect on the
likelihood of the tourists visiting
particular places.
However, the researchers did find
that the amount of time spent in
some areas varied with particular
types of weather. For instance,
the tourists spent less time at the
Hong Kong Island piers and on
Victoria Harbour in bad weather
such as when it rained or when a
thunderstorm warning was issued,
but spent longer in these places
on bright sunny days. Conversely,
on rainy and stormy days tourists
spent more time in Tsim Sha Tsui
South, and on hot and sunny days
they spent less time at the Citygate
Shopping Centre.
The level of pollution, in contrast to
the weather, had quite noticeable
effects on the amount of time the
tourists spent at particular locations.
For instance, on days with high
pollution, they spent less time at
the Peak area and in Kowloon. On
these days, they were more likely
to spend time indoors, usually at
shopping centres.
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Enhancing Hong Kong’s Competitiveness as a Regional Cruise Hub

Weather Affects
Tourist Satisfaction
Although the weather may have
had little effect on what the tourists
chose to do, it did seem to affect
how satisfied they were with
the destination. However, the
researchers note that differences in
satisfaction were more related to
tourists’ perceptions of the weather
rather than the actual weather
they encountered. When asked to
explain how the weather affected
their satisfaction, the tourists
were most likely to mention heat,
followed by air quality, rain and
humidity. They commented that
“sometimes our children wilted
in the heat so we had to detour
into air conditioning” and “I
would prefer less smog to make it
easier to breathe”. Nevertheless,
the researchers suggest that
overall, “most people adopted a
philosophical attitude” toward the
weather.
The researchers caution that it
is also important to recognise
that other factors, apart from
the weather, can affect tourist
behaviour. They found that families
with children, for instance, visited
fewer places but spent more time
in them than visitors without
children. They were most likely to
visit theme parks, and “less likely
to visit the Peak, the Avenue of
Stars and major street markets”.

Tourists Adapt to
Bad Weather

such as Hong Kong. Rather than
change plans, they adapt by
protecting themselves from the sun
and rain, making “frequent forays
into air-conditioned buildings” and
moving more slowly than usual.
Nevertheless, the weather does
affect visitors’ satisfaction, so the
researchers suggest that tourism
industry practitioners should
be aware of this when advising
tourists on where to visit and what
activities to pursue in a destination
to “enhance the opportunity for a
satisfying experience”.

POINTS TO NOTE
• Weather may not be an important
factor for visitors to urban destinations.
• Visitors to Hong Kong only slightly
modified their activities in response
to bad weather.
• Perceptions of weather had more
of an effect on satisfaction than the
actual weather.
• Tourists’ enjoyment of Hong Kong is
affected as much by pollution as the
weather.
McKercher, Bob, Shoval, Noam,
Park, Eerang and Jahani, Alon.
(2015) “The [Limited] Impact of
Weather on Tourist Behaviour in
an Urban Destination”. Journal
of Travel Research , Vol. 54, No.
4, pp. 442-455.

Supporting
Cruise
Industry

Development
Hong Kong has long been a
must-see Asian destination for
cruise passengers, but regional
competitors have redoubled their
efforts to attract cruise lines. Aware
of the city’s need to consolidate its
position as a preferred port of call,
an SHTM research team recently
conducted a study on “Enhancing
Hong Kong’s Competitiveness as a
Regional Cruise Hub from a Policy
Perspective”.
Led by Professor Cathy Hsu,
SHTM Chair Professor, and funded
by the Central Policy Unit of the
Hong Kong SAR Government,
the project used interviews,
focus groups and a survey to
systematically analyse supply and
demand factors and formulate
recommendations for Hong Kong’s
development as a regional cruise hub.
Speaking at a seminar held
on 12 November to announce
the study’s findings, Professor
Hsu commented that “the newly
launched HK$8.2 billion Kai Tak
Cruise Terminal represents the

Members of the project team (from left): Professor
Hanqin Qiu, Professor Cathy Hsu and Dr George Liu

Hong Kong government’s firm
commitment to establishing Hong
Kong as a regional cruise hub”. Yet
she also noted that although “the
development of port infrastructure
in Asian cities and the growth of the
Chinese outbound travel market
reinforce Hong Kong’s role, the city
is also facing fierce competition
from neighbouring ports such as
Shenzhen and Guangzhou”.
Professor Hsu unveiled numerous
recommendations related to this
scenario, taking into account
demand, supply and crosscommunity relations. On the
demand side, the team offered
major recommendations such as
marketing to a three-hour radius
re g i o n , i n c re a s i n g m a i n l a n d
residents’ awareness of short- and
long-haul itineraries and increasing
Hong Kong residents’ interest in
cruise holidays.

enhancing transportation to and
from the Kai Tak Cruise Terminal,
encouraging onboard immigration
clearance and initiating crossgovernmental agency collaboration.
The team also suggested numerous
modes of cross community
collaboration, such as regional
collaboration to avoid duplicate
offerings, arranging special visas for
cruise passengers and cooperation
between trade associations, along
with cruise research and education.
With these recommendations in
hand, the Hong Kong government
will be able to formulate
appropriate strategic plans and
draw policy implications. “The
SHTM is proud to be able to
support the development of the
cruise industry in this significant
way”, Professor Hsu remarked. H

Supply side recommendations
included the need to promote
Hong Kong and attract more cruise
ships, the practical necessity of

The researchers conclude that
“tourists are highly adaptable” and
regardless of what the weather
brings, they “want to make the
most of the significant time,
financial and emotional investment”
in visiting a long-haul destination
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