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ABSTRACT

Due to the fastening ageing trend and greater concerns on leisure life, the leisure and
travel market for the seniors become one of the main market segments in Taiwan. This
study aims to explore the travel motivation factors inducing their overseas travel behaviors
for the Taiwanese seniors and segment the market based upon the underling motivation
factors. A structured questionnaire was designed to collect the empirical data and a total
number of 224 usable samples were obtained. Among 23 travel motivation items,
“approaching the nature to enrich the spirit’, ‘visiting the museum and historic site to
widen knowledge' and ‘searching for relaxation’ are the three highest motivations while
‘showing off the friends and the relative the travel experience’, ‘ obtaining the good chance
for shopping’ and ‘escaping from the family trivial’ are the three lowest. By using factor
analysis, five motivation factors were extracted and named as ‘health enhancement’,
‘learning & experiencing’, ‘enjoy & show off’, ‘escape & relax’, and ‘social expanding’.
From the results of culster analysis, furthermore, four market clusters were segmented and
named as ‘the all-directions seniors’, ‘the conservative seniors, ‘the active & optimistic
seniors and ‘the knowledge & health seeking seniors'. The characteristics of four
segments were discussed and some empirical implications were suggested as well.
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