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Abstract

in 2012, the total revenue contributed by tourism industry achieved 2.59 ftrillion
Yuan with an increase of 15.2 percent over last year. The steady and stable
development of tourism( industry serves a solid foundation for the boost of travel
insurance industry. Every insurance company and its parther in the distribution
- channel show their aggressiveness in exposing travel insurance products by use of
marketing tools. Digital marketing has overarching advantages over the traditional
_érketing tools, but it is not prevalent in use as much as possible among travel

_-'-"a'gencies in China, who are the targets of this study.

Thls author aims to put an emphasis on travel agents and spares no efforts to seek
the factors affecting their attitude toward marketing travel insurance products via
nfémet. A guantitative approach is used to explore the factors based on a return of
7 responses. According to data analysis, three variables out of seven variables

nstructing the hypotheses are supported. The research shows the Internet can
._-bé used as an extremely effective channel for marketing travel insurance products

" but this reguires extensive knowledge pertaining to consumers.

Key Words: Digital marketing; travel insurance; travel agent; tourism
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INTI International University (2013)




Acknowledgements

Though only my name appears on the cover of this dissertation, a great many
people have contributed to its production. | owe my gratitude to all those people
who have made this dissertation possible and because of whom my graduate

experience has been one that | will cherish forever.

| would like to thank everyone who contributed and encouraged me alt the way

through my academic journey during my Master degree time. My sincere

h‘fc’nugh every step of study, special thanks also goes to Mr. Arasu for his guidance
'f'_ih'IRPP, and additional thanks is given to Dr. Wilson for his continuous

_'encouragement and previous advice for lifetime study.

My special thanks flow to my family, especially my beloved husband, Giancarlo
Scupino, for his companionship and financial support that made me successfully

‘complete the research.

‘Lastly, great appreciation is made to INTI International University, Faculty of
Eu'siness and Law that allows me to have the opportunity to conduct the research

_h:E'ch has provided me with a better understanding in the area of my research.

Sophie Zhou Feng

December, 2013

INTHInternational University (2013)



|

Student’s Declaration

| | declaration that:

1 understand the meaning of "Plagiarism” and “Intellectual Property Right” and
Ethics Related to the Principles of Academic Works.

‘This assignment is hereby acknowledge as my own work and | have duly
acknowledge use of published and unpublished works of other people from the

print, electronic and other media.

a_rh in possession of a copy of this document which 1 can reproduce immediately if

_fdr whatever reasons the original copy is lost or damaged.

_St'gnature)
Sophie Zhou Feng

Date:

INTI International University (2013)




Table of Contents

Abstract ....cmereimnrcnnnn. Ceasrereessrenene NEsEEELEs e RS EaRs R AR Asa e annnrnnrnrnr s e e ans ]
Acknowledgement ............ S U ]
Student’s Declaration.....cccccceeneeaet heEreresessesrressasreriessissssseEnesessssesseiesessmrErvisee m
List of Table ........ S ts s nar s eesverssennssseans VI
List of Figure .....oovemueeeiennnens vermsmsasmsErSEeeEserrEreseeasssmsssssssmsamsun . X
List of Abbreviations ................ eeeiisEsEesEreserereiessrsssessassasssssrasrRrzEeEiEs R {
-1, CHAPTER 1 INTRODUCTION................ . 1
| 1.1 Study Background ... eersresasrensmsmrnnnnneenenienaaas 1
1.2 Problem Statement .............. N 4
1.3 Research Questidns ........ Seeheeeisimeseriresessssrersesssssseressesssssssreinsssssnne veer B
1.4 Research Objectives ....cccociiiemeiennciniinreeeeeee eevrrEraneeseareeaererrenrnnannnnns 6
1.5Significance of Research ...... Neeseseereemeseeesesesecremceacscsissssesnsssesasesieseeerenes 6
1.6 Limitations of ReSearch.......iiiiiiiiiie st tene s e s 7
1.7 Scope of Research .......... P SR .
1.8Research AsSUMPLIONS ..o w8
1.9 Operational Definitions ..occccrern e crvear e 9

2. CHAPTER 2 LITERATURE REVIEW.................. reresensere s e 10
2.1Introduction of Travel INSUIaNCe.....ecoceurereemrenee. vevrrsess e 10
211 Concept ....ccocemrrinnmnnnannane b eLiieuerEes i ssaran e enere s e s araareaan 10

21.2 Origin......eevireeen. P, 10

2.1.3 Evolution.............. irrereeeeerereeremereeressstesesrsERRRREIR AT IR AT I LTS R | |

21.4 Analysis............ eerarereeesssasrenseaes s rrer s rrare rerever e 14

INTI International University (2013)



Vv

2.2Theories ...iceeceecviunis eeardEENessessriesssmsrEsessssmsesesiEesssssseresensras -

2.2.1 Digital Marketing Theory........ccocomrncee S

2.2.2 Theory of Reasoned Action..........cccvimiinicniciinicnnanicnnnn, 22
2.3Conceptual Framework ......... R AEE L s amraranranrRRrrarRenas 23

2.31 Psycﬁology .......... e Eererera IR Lt en e m e mannns 24

2.3.2 Economics...... Crrre e —————— S .

2.3.3 Customers........... T Cereretes e AL s ean 27

2.3.4 Internal RESOUrCes ......covciemimieiiiiccseccci s cams e 29

2.3.5 Demographics .o 1)
2.4 Theoretical Model......... revetrenesn i —— R 1
CHAPTER 3 RESEARCH METHODOLOGY .....cccoviierieriisins s isnsnnes 34
3.0Chapter Summary .......cccceeea RN uLetirirrr s s anenr e an e e s e 34
3.1Research Design............. SO, O 1 -
3.2Research Methodology ......ccoiiimmmimintienieiini s s snserssrensens 35
3.3Questionnaire Framework ........cvoieiimemimnimnnnninns e vemremnnen 36
3.4Validity and Reliability TeStS ..o iiier s s 38
3.58tudy Population.......iemriere vt 39
3.6 Unit Of Analysis.......... N NEEeEeeeEeiesessissesseesEELEEETSEESEIISISssisersasassaanantesEnrrrane 39
3.7Sampling Selection ... 39
3.8Sampling TeChNIQUES ....eovicieiimc s e e 40
3.9Pilot Study .......... N AEeEressiseReieinsaEeressssarEesEeezsesssEasessissssasrezeesesssssreeeessesans 40
3.10 Data Collection and Analysis Methods ..........c.cccieimnee wrenensernnnass 40
CHAPTER 4 FINDING & DISCUSSION......ooveiercccrvicnirmniecsinnnssnenee 42
4.0Chapter Summary ........ CersmamErerrieisiisessssssssssssssereaErieiiesesssssssassssssassan 42

INTI International University {2013)




4,21
4.2.2
423
424
4.2.5

4.2.6

4.3.1
4.3.2
4.3.3
4.3.4

4.3.5

4.4.2

Vi

4.1 Pilot Study(Reliability) ............. i ransseromeeremessssesssremsrssssesssresaseenssnes Y ¥

4.2 All Respondents (Reliability).....cccooonemninnece s 43

Attitude ....cvereerrm e ———— Y - X
Psychology ............ . revrirerrertesienmronmnennnns 43
Econbmics PRSPPI
Facilitative ........cccoeeneee. esteerermsrresseeseeressesssssessesesssmsessssessomrresas 44
Negative .....cccoccniirimmnniiecnens Y . |

Internal ReSOUICES ..icieeereeiiieisre reersamas v samsnsmnnrnns irmmemrenrrans 45

Company Size ..., NemsEREasRREErer e —_n 48

BUSINESS SCOPE.cocreremremrccrrrrssnnierrrreessserssnsrsnnsmssssrsmrmnesasinsnes 0O

4.4 Bivariate Correlation .......... BT TRERRTRTO 1 | |

Bivariate Correlation ....c.cvominsimnirrimmcinsrserssersrersersrmrsnersennes 371

- 4,5Factor Analysis ........ TS serrmrerieeaa e .. .
4.6 Regression ANAlYSis ..o 54

CHAPTER 5 CONCLUSION, IMPLICATIONS, RECOMMENDATIONS,
AND PERSONAL REFLECTION .....ccconiurnnen S e D9

5.0Chapter summary ........ e ReeissareeaseeiessreesEseasaseeeesssessseerisasesesasnisearanaas 59
5.1Conclusion .........ccvueee wrarereinnnna NmeerereeasiareeaERrenes e ne e an s 59
5.2Implications ........... vermnreens eerrsrnnrmrenee eerresrerereressenres i .62

5. 3 RECOMMENUALIONS .oiiei e eecrrerrmrrmstrasras s sras s srassassrensrrsrasrnssrnsennsn 63

: : INTI International University (2013)




VI
o T B o Vo =) 21 1L R P U POUURPTY - X:

5.3.2 Government ....cccoareemiiennes errirenns B3

R AN EAREANRETEAOEARNIRRARRARENERE

5.3.3 Industry .. S . 7.

5.4 Personal Reflection......c.oevv i, v B4
2. APPENDIXES 1veeerereessseeeereesosssseressssmessssssessesssssessessssseesssesssseesesseneesees T
7.01Initial Research Paper Proposal...ccccorcececmemmnieeseceeeneeeesssssscsnnnnenne 14
"._7.1 QUESEIONNAITES «...vreeeecsrressemcaeeessessssaesemssrasssresssssessssssssssnsesssassressosssres 18
?‘.ZProject LOG cereeeemcrtsimnsnessssssnenssassss s nisssssassissssnsssssassessassossinsssonssesssces 81
7.3REIADIIILY OF Pre — TESteveeerrerresessessssssrereosessssssoesmeesensersessssssssssseerres 36
7.4 Reliability of Final Data Collected.........cccomrerireir e 98

110

7 ENormality Test .....ccooviimrierimmeerr et nr e

7.6 Bivariate Correlation... ST i V'

118

AEEsEEREEAEREESEEERERRAREEEEEEsEEE

- 7.7Factor Analysis.....cocevrecmmnennenae.

veenennn 123

8 Muitiple Regression .....
GEthics FOMMS ... b 128
710 Confirmation Letter from UH........oooweevoseeerssneresssssessnsersnserss 147

_7_'11 Turnitin Report ... s 148

L IN_TI International University (2013)




Vil

List of Table

NTI International University (2013)



02

'iNTl- International University (2013)




List of Figure

gure 2.3 Approaches to Purchase Travel insurance.............................14
ure 2.4 Motives to Purchase Travel INSUrANCe. ...........cc.coeevevecrerinrncennn. 14

15

NTI International University (2013)



List of Abbreviations

- China Internet Network Information Centre
- China Insurance Regulatory Commission
- China National Tourism Administration

- small and medium enterprises

- Statistic Package For Social Science

- Theory of Reasoned Action

AINTI .I'niefnational University (2013}

Xl



Chapter ! Introduction

national University (2013)



and unique characteristics, due to the widespread distribution of the
of .dstomers, dispersed risk spreading, and its vast and growing target
.'l_.if'these factors enable travel insurance to be an indispensable product
”ns__urance company portfolio. With rising property insurance market
otition, shrinking profit margins and the unprecedented challenges in
onal centralized insurance operations, travel insurance is an emergent

ine of business which will optimize the structure of property insurance

of internet users in China is growing rapidly and stably. The report

4 million internet users were active in surfing online by end of 2012,

,2012)
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oking back to the history of China travel agencies, the number of China's
-:_s,;érvice business units is growing from one in 1929, established by
‘Commercial Bank, and then renamed China Travel Agent at the
_yea'r:,. into 25,629 (CNTA, 2013) .About 10 percent of the total were
ational travel agencies having the capability of operating inbound travel

and the rest 90 percent were those SMEs, who were specialized in

lomestic travel business (Zhang, 2004).

the largest category of e-commerce. eMarketer (2012) released a
e annual global online travel sales from 2010 to 2012, and
ted a _oﬁtinuous annual 10 per cent growth by 2015. According to the
09 billion USD was made in 2010 globally, taking up 35.9 per cent of
g ba:l'.__t:ourism revenue. In the following two years, 340 billion and 374

" SD_-'.réspectiver were achieved. The proportion was raised up to 38.9

-1: Global Online Travel Figure 1-2: China’s Online Travel
© Market Marlket
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ABSTRACT

The IPO underpricing phenomenon has long fascinated academicians in
the effort of finding the ratiorial for the anomaly. Extant literature broadly
supports the view that IPOs are underpriced. IPO pricing is mostly argued from
the point of view of listing gains/ losses. This research seek to investigate the
first day return of 26 IPOs in Mongolia from 2003 to 2012. Researcher focus on
the phenomenon known-as PO underpricing which is the trend that iPO shares
‘are usually offered to the public. It has attempted to prove or disprove a
selection of testable underpricing theocries in order to see if researcher can
' xplain the phenomenon for the IPOs on the Mongolian Stock Exchange. The
_study find an average underpricing of 7% on the Mongolian Stock Exchange

rom 2003 to 2012, which is in line with the results of similar other studies.

: Key word: IPO underpricing, phenomenon, Mongolian stock exchange
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