國立嘉義大學98學年度

觀光休閒管理研究所博士班招生考試試題
科目： 觀光休閒遊憩文獻評論
一、請閱讀以下文章，並回答問題  ※請以中文作答  

出處：Gilbert, D. & Abdullah, J. (2004). “……… ”, Annals of Tourism Research, 31(1), 103-121.
1. 請指出本文主要的「研究問題」為何？（10%）
2. 請指出其研究構想的「實務動機」為何？（10%）
3. 作者運用那些文獻（請列出學者名即可）來支持研究主題的「必要性」？（10%）
4. 請從Knowledge gap的觀點評論Originality的來源。（10%）
5. 請為本文訂定一個適當的研究標題（title）。（10%）
ABSTRACT

This study was planned to ascertain whether the activity of holidaytaking has any impact on the life satisfaction or subjective well-being of those taking vacations. The results indicated that such activity changed the sense of well-being of those participating in it. A comparison between a holidaytaking group and non-holidaytaking control group provided evidence that the former experienced a higher sense of well-being prior and post their travels when compared to the latter. Although the effect sizes are mostly small, the evidence suggests that holidaytaking has the potential to enhance the level of happiness of those enjoying it, not causing individuals to feel any worse off than before traveling.
INTRODUCTION
It has been suggested that holidays represent a period when people can have the time of their lives and are often sold as “a once in a lifetime experience” (Ryan, 1997:194-95). It has also been reported that the idea of holidaytaking is believed to be able to stimulate the ultimate fantasy trip. In 1980, Psychology Today found in a survey of their readers’ “dream vacation” that “men dreamed of becoming heroes while women envisioned vacations that would bring about a dramatic change in their lives, making them somehow more carefree, adventurous, more daring, more elegant, and more sophisticated” (Rubenstein, 1980:62). Furthermore, holidays are regarded as “society’s institutionalized means of enabling fantasy and reality to be imperceptibly mixed” (Uzzell, 1984:85). Such aspirations of the dream vacation would also suggest that tourism “is an alternative experience of time, i.e. time off or holiday time, which appears as an alternative rhythm, free from the constraints of the daily tempo” (Wang, 2000:216). In other words, tourism provides a sense of escape and freedom.
Therefore, it is not surprising to find the tourism industry operating on the premise that holidays are good for everyone and everyone should have such experience. This can be seen in the way that the industry offers a variety of choices as “escape-aids, problem-solvers, suppliers of strength, energy, new lifeblood and happiness” (Krippendorf, 1987:17). This is supported by Hobson and Dietrich’s (1994) observation that there is an “underlying assumption in our society that tourism is a mentally and physically healthy pursuit to follow in our leisure time” (1994:23) and hence a factor in increasing quality of life. A study commissioned by the English Tourism Council regarding the health benefits of holidaytaking, found that the general public is more inclined to regard holidays as a rest and break from routine rather than a way to improve the quality of life. General practitioners, however, are more aware of the many feel-good benefits of taking a vacation (Voysey, 2000). 

The importance of holidaytaking or tourism has been widely researched especially in terms of motivations (Crompton, 1979; Dann, 1981; Gilbert, 1991; Iso-Ahola, 1982; Mannell and Iso-Ahola, 1987; Pearce, 1988; Plog, 1991; Wahlers and Etzel, 1985), experiences (Cohen, 1988; MacCannell, 1976; Ryan, 1997) and satisfactions (Noe, 1999; Pizam, Neumann and Reichel, 1978; Reisinger and Turner, 1997; Zalatan, 1994). However, the question as to whether taking a holiday does make one happier with the satisfaction of meeting psychological needs through travels has yet to be fully examined. So far, there has been a major study by Neal, Sirgy and Uysal (1999), which attempted to develop a measure of satisfaction with tourism services that is related to life satisfaction. In addition life satisfaction in tourism has been addressed by Allen and Beattie (1984); Allen and Donnelly (1985); Allen, Long, Perdue and Kieselback (1988); Andrews and Withey (1976) and Sirgy and Su (2000). Not all attempts have been methodologically (theoretically) sound. One study purports to “explore the impact of travel and tourism experience on travelers’ psychological well-being or level of happiness” (Milan, 1997:166). However, the finding is limited to the state of well-being of senior tourists on an escorted tour, studied at the start of the tour and compared to the result measured at its termination. As the data were collected at the start and not prior to the tour, it is not surprising that the investigation failed to uncover any significant change in the happiness state of these senior tourists.
There is evidence in different studies that positive leisure experiences can induce positive moods (Argyle and Crossland, 1987; Hills and Argyle, 1998; Mannell, 1980), thus enhancing the participants’ sense of well-being. It is believed that when an individual experiences leisure, some psychological needs will be satisfied (Tinsley, 1979). However, the importance lies both in the amount of time available and the value that people attach to their leisure experiences (Shaw, 1984), contributing to life satisfaction (Andrews and Withey, 1976; Campbell, Converse and Rodgers, 1976; Tinsley and Tinsley, 1986); consequently a lack of leisure could result in a decline in one’s quality of life (Neulinger, 1981; 1982). Furthermore, leisure activities provide opportunities for relaxation, entertainment, and personal development (Dumazedier, 1967). They also play an important role as buffers against stress. Wheeler and Frank (1988) identified 22 potential buffers and found four of them being “true”: a sense of competence, nature and extent of exercise, sense of purpose, and leisure activity. Therefore, it is considered appropriate to examine the phenomenon of holidaytaking as a leisure activity and experience. However, unlike other leisure, travel to different destinations has distinctive attributes (Leiper, 1995) that give added value to the customer. This involves an experience which could affect the emotional, intellectual, spiritual, or physical aspects of the individual. In addition, the memory of a trip is also a critical dimension as it “holds a certain attraction and intrinsic reward that materialize in the moments of storytelling” (Neumann, 1992:179-180), reliving long after the event has occurred.
二、請閱讀以下文章，並回答問題  ※請以中文作答
1. 請指出本文在實務上的意涵。（10%）
2. 請指出本文主要的原創價值定位。（10%）
3. 請提出本文的研究設計方式（research design）。（10%）
4. 請為本文訂定一個適當的研究標題。（10%）
5. 請提出本文可以延伸的未來研究議題。（10%）
ABSTRACT

A GPT is one of the most popular patterns of foreign travel in many Asian countries and areas, including Taiwan, Japan, Hong Kong, Korea, and China (e.g., Nozawa, 1992; Yamamoto and Gill, 1999; March, 2000; Master and Prideaux, 2000; Wang, Hsieh, and Huan, 2000; Wang, Hsieh, and Chen, 2002; Wang, Hsieh, Yeh, and Tsai, 2004). The most distinctive feature of a GPT is the presence of a tour guide who provides various services to the tour participants (Wang et al., 2002). Tour guides in GPTs are considered an essential interface between host destination and tourists, and are front-line employees who significantly affect the overall impression and satisfaction with tour services (e.g., Quiroga, 1990; Ap and Wong, 2001; Wang et al., 2002; Zhang and Chow, 2004). Mossberg (1995) also advocated that the performance of tour guides can both affect a company’s image, customer loyalty, and word-of-mouth communication, and also be the factor that differentiates a particular tour from those provided by competitors.
Tipping is a widespread custom in which service patrons give sums of money that are additional to the contracted price of the service to the workers who have served them (Lynn and McCall, 2000; Lynn and Lynn, 2004). Nevertheless, this custom is unfamiliar to many Asians, including Chinese (Dewald, 2003). Furthermore, the specific service workers for whom it is customary to tip and the amounts involved vary between countries and cultures (Lynn and Lynn, 2004). GPT participants thus often rely on advice from travel agencies to determine the amounts to tip their tour guides. However, to avoid being considered either miserly or overgenerous, people often comply with the suggested tipping norms and simply tip their tour guides at the suggested level regardless of the quality of the service they receive.
In order to avoid tipping puzzlements for GPT participants, a tips-included pricing strategy has been proposed by some travel agencies in Taiwan and Hong Kong. This strategy is designed to avoid tipping puzzlements and thereby increase the satisfaction of tour participants with a GPT; however, the perceived financial risk may increase due to the tips being collected in advance. An alternative strategy for GPTs – in which a tips-included strategy is combined with a full satisfaction guarantee – has thus been proposed by numerous travel agencies to reduce the risk perception while still avoiding the tipping puzzlements for their consumers. Despite the proliferation of this strategy, it is not clear whether the provision of a service guarantee or which type of service guarantee actually is most beneficial to the consumers’ perceptions of risk, quality beliefs, and even willingness to buy in the context of a GPT purchasing decision.
Previous studies (e.g., Ostrom and Iacobucci, 1998; Wirtz, Kum, and Lee, 2000; Boshoff, 2003) have demonstrated the effects of service guarantee on the entire perceived risk by warranting the whole product. Nevertheless, whether different types of service guarantee influence the different types of perceived risk, such as financial and performance risks, and whether a service guarantee that only warrants the server acts the same way as in previous studies is not understood.
In sum, The purposes of this study can be divided into four parts: (1) to elucidate the effects of the tip-collection strategy on consumer evaluations of GPTs; (2) to demonstrate whether the provision of a service guarantee and the type of service guarantee affect consumers’ perceptions of risk, quality beliefs, and willingness to buy in the context of a GPT; (3) to clarify whether different types of service guarantee influence different types of perceived risk; and (4) to present evidence for the effect of a service guarantee that only warrants the server.
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