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Abstract 
 

There is an indication of a growing number of Singaporeans travelling overseas recently 

despite the current global economy downturns which do not seem to hamper their 

enthusiasm to escape from the small island in Southeast Asia region.  This study aims to 

identify the trend and factors affecting or influencing Singaporeans from travelling.  In 

addition, to identify what strategies can the travel industry adopt to sustain during crisis.  

Based on the sample size of five hundred (500) respondents, we concluded that (1) there is a 

trend towards less expenditure, which has seen a decline in the median of total expenditure 

from $4000 - $4999 spent in 2008 to $3000 - $3999 for 2009.  Despite the current crisis, (2) 

there is a high turnover on travel by Singaporean residents, which has seen an increase from 

median of trips from 2-3 trips in 2008 to 4-6 trips per person in 2009.  (3) Pearson’s 

correlation test has revealed that there is a strong relationship between preferred mode of 

purchase, particularly, online travel booking and age group.  (4) A similar test was performed 

between income and next preferred destination. The result revealed a weak relationship 

that is income level does not determine subjects’ next preferred destination.  (5) These 

trends of travelling can be supported by a recent theory conducted by various researchers in 

similar field of study.  Suggestions for future research could be carried out in areas such as 

the impact of turnover on travel (travel frequency) in Singapore, the impact on expenditure 

for married individual travelling with family and single travelling with companion.  Also, the 

relationship between mode of payment and expenditure given the fast spread of swine flu 

epidemic and coupled with worsen economic crisis were mentioned.  

 

Keywords:  Tourism in Singapore, trends in leisure travels, economic downturn, marketing 
strategies 

 

 



Trends for Leisure Travelling and Tourism in Singapore  MBA Thesis (Spring 2009) 

2 
 

Acknowledgements 
 

It is a pleasure to thank those who had made this thesis possible.   

First of all, thanks be to God, our Father Almighty for his blessings in providing us with many 

helpful and wonderful people in the process of completing this thesis.   The first person we 

would like to express sincere gratitude is our thesis supervisor Professor Klaus Solberg 

Søilen.  Without his invaluable advice, patience and guidance rendered to us, we would not 

have reached our final lap.   

Secondly, we would like to thank the participants who had taken their precious time in 

answering the questionnaires.  This thesis would not have been possible without their 

valuable and honest feedback.   

Thirdly, we would like to thank the Customer Service Officers from the Singapore 

Department of Statistics and Singapore Tourism Board for their prompt replies to our 

request for statistical information.  In addition, many thanks to the management and staff of 

BTH online library for uploading many useful journals for our referencing. 

Last but not least, special thanks and love to our family members and dearest friends who 

had supported and prayed for us from the beginning of our MBA course to completion of 

this thesis.  

 
 
 
Christina Lim and Emily Lui 
Singapore 
June 2009 
 
 
 
 
 



Trends for Leisure Travelling and Tourism in Singapore  MBA Thesis (Spring 2009) 

3 
 

TABLE OF CONTENTS  

Contents 

ABSTRACT ........................................................................................................................................................ 1 

ACKNOWLEDGEMENTS .................................................................................................................................... 2 

LIST OF FIGURES ............................................................................................................................................... 5 

GLOSSARY ........................................................................................................................................................ 6 

CHAPTER ONE : INTRODUCTION ....................................................................................................................... 8 

1.1  TOURISM OUTLOOK - SINGAPORE ..................................................................................................................... 8 
1.2 CONTEXT AND MOTIVATION .......................................................................................................................... 14 
1.3 RESEARCH FOCUS ........................................................................................................................................ 15 
1.4 SCOPE OF THE THESIS ................................................................................................................................... 15 
1.5 OUTLINE OF THE THESIS ................................................................................................................................ 16 

CHAPTER TWO: LITERATURE REVIEW ............................................................................................................. 18 

2.1 INTRODUCTION............................................................................................................................................ 18 
2.2 TRAVELLING IN TIME OF CRISIS AND RISK .......................................................................................................... 19 
2.3 INCOME AND TRAVEL DISTANCE ..................................................................................................................... 21 
2.4 TRAVEL EXPENDITURES ................................................................................................................................. 23 
2.5 INTENTIONS TO TRAVEL ................................................................................................................................. 24 
2.6 TRAVEL BEHAVIOUR AND TRAVEL AGENCY ........................................................................................................ 26 
2.7 INFLUENCES ON ATTRIBUTES .......................................................................................................................... 27 
2.8 PREFERENCE OF PURCHASE (ON-LINE VS. WALK IN) ............................................................................................. 28 

CHAPTER THREE: RESEARCH METHODOLOGY ................................................................................................ 32 

3.1 INTRODUCTION............................................................................................................................................ 32 
3.2 RESEARCH INSTRUMENT ................................................................................................................................ 32 
3.3 RESEARCH DESIGN ....................................................................................................................................... 33 
3.4 LIMITATIONS OF THE STUDY ........................................................................................................................... 33 
3.5 ETHICAL CONSIDERATIONS ............................................................................................................................. 33 
3.6 SAMPLING AND POPULATION ......................................................................................................................... 33 
3.7 DATA COLLECTION STRATEGIES ....................................................................................................................... 33 
3.8 DATA ANALYSIS ........................................................................................................................................... 34 

CHAPTER FOUR: RESEARCH FINDINGS AND ANALYSIS .................................................................................... 35 

4.1 INTRODUCTION............................................................................................................................................ 35 
4.2 DEMOGRAPHIC CHARACTERISTICS OF SUBJECTS ................................................................................................. 35 
4.3  TRAVELLING PROFILE OF SUBJECTS .................................................................................................................. 36 
4.4  FACTORS AFFECTING TRENDS FOR TRAVEL ........................................................................................................ 38 
4.5  BRAND AWARENESS - CTC HOLIDAYS .............................................................................................................. 40 
4.6  HYPOTHESIS 1: TRENDS OF TRAVELLING EXPENDITURE ........................................................................................ 41 
4.7  HYPOTHESIS 2: TOTAL TURNOVER ON TRAVEL ................................................................................................... 43 
4.8 HYPOTHESIS 3: PREFERRED MODE OF PURCHASES AND AGE GROUP........................................................................ 44 
4.9  HYPOTHESIS 4: INCOME LEVEL AND THE TEN (10) MOST PREFERRED DESTINATIONS ................................................ 46 
4.10  HYPOTHESIS 5: EXISTING TRENDS AND THE RECENT THEORY ................................................................................ 48 

CHAPTER FIVE: RECOMMENDATION & CONCLUSION ..................................................................................... 54 

5.1 RECOMMENDATION ..................................................................................................................................... 54 
5.2 CONCLUSION .............................................................................................................................................. 59 
5.3 AREAS FOR FURTHER RESEARCH ...................................................................................................................... 60 

APPENDIX A - QUESTIONNAIRE ...................................................................................................................... 71 



Trends for Leisure Travelling and Tourism in Singapore  MBA Thesis (Spring 2009) 

4 
 

List of Tables 
 
 

TABLE 4.1 DEMOGRAPHIC CHARACTERISTICS OF SUBJECTS……………………………………………………….. 37 

TABLE 4.2 TRAVELLING PROFILE OF SUBJECTS……………………………………………………………………………. 39 

TABLE 4.3 RANKING FOR THE THIRTEEN (13) FACTORS AFFECTING TRENDS FOR TRAVEL…………. 41 

TABLE 4.4 AWARENESS OF CTC………………………………………………………………………………………………….. 43 

TABLE 4.5 EXPENDITURE IN 2008 VERSUS BUDGETED EXPENDITURE FOR 2009…………………………. 44 

TABLE 4.6 THE EXPENDITURE TREND BETWEEN MARRIED INDIVIDUAL AND SINGLE………………… 45 

TABLE 4.7 THE DIFFERENCE BETWEEN THE TRIPS MADE IN 2008 AND IN 2009………………………….. 45 

TABLE 4.8 INCOME AND PLANNED TRIPS FOR 2009…………………………………………………………………… 46 

TABLE 4.9 CROSS TABULATION OF AGE GROUP AND PREFERRED MODE OF PURCHASES…………… 47 

TABLE 4.10 RANKING ON PREFERRED DESTINATION……………………………………………………………………. 48 

TABLE 4.11  CROSS TABULATION OF INCOME AND NEXT PREFERRED DESTINATION…………………….. 49 

 
 



Trends for Leisure Travelling and Tourism in Singapore  MBA Thesis (Spring 2009) 

5 
 

List of Figures 
 
FIGURE 1.1 TOURISM ARRIVALS, 2003-2007…………………………………………………………………………… 9 

FIGURE 1.2 TOURISM RECEIPTS, 2003-2007……………………………………………………………………………. 9 

FIGURE 1.3 TOURISM RECEIPTS, 2006-2007……………………………………………………………………………. 10 

FIGURE 1.4 OUTBOUND DEPARTURES OF SINGAPORE RESIDENTS FROM 2003 TO 2007…………. 11 

FIGURE 1.5 SINGAPORE OUTBOUND TRAVEL STATISTIC BY AIR AND SEA FROM 1998 TO 2007. 12 

FIGURE 1.6 OUTLINE OF THE ENTIRE THESIS…………………………………………………………………………… 17 

FIGURE 4.1  AGE GROUP AND MODE OF PURCHASE (ONLINE VERSUS WALK-IN)……………………… 47 

FIGURE 4.2 INCOME AND NEXT PREFERRED DESTINATION……………………………………………………… 49 

FIGURE 4.3 FINAL RESULTS FOR THE FIVE (5) HYPOTHESES……………………………………………………… 53 

 



Trends for Leisure Travelling and Tourism in Singapore  MBA Thesis (Spring 2009) 

6 
 

Glossary 

 

$ Singapore Dollars (unless otherwise stated) 

CAAS Civil Aviation Authority of Singapore 

CTC Commonwealth Travel Services Corporation Pte Ltd 

DSS Department of Statistics Singapore 

ICA Immigration and Checkpoint Authority 

MAS Monetary Authority of Singapore 

MRT Mass Rapid Transport 

PASW Predictive Analytics Software 

PATA Pacific Asia Travel Association 

SARS Severe Acute Respiratory Syndrome 

SIA Singapore Airlines 

SPSS Statistical Package for the Social Sciences 

STB Singapore Tourism Board 

USA United States of America 
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CHAPTER ONE : INTRODUCTION 
 

1.1  Tourism Outlook - Singapore 

Inbound Travel 

International tourism has grown substantially over the years due to rising standard of living, 

technological advancement and globalisation. Tourism is also one of the key industries with 

a significant impact on the global economy (Tham, 2006).   In the case of Singapore, it 

received 10.3 million visitors and a total expenditure of $14.1 billion in year 2007 compared 

to 9.8 million visitors and a total expenditure of $12.4 billion in year 2006 (Singapore 

Tourism Board, 2007) during good economy.   Figure 1.1 and 1.2 have illustrated the tourism 

arrival and expenditure from 2003 - 2007.   

 

Figure 1.1: Tourism arrivals, 2003-2007 (Source from Singapore Tourism Board) 
 

 

Figure 1.2: Tourism receipts, 2003-2007 (Source from Singapore Tourism Board) 
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Figure 1.3: Tourism receipts, 2006-2007 (Source from Singapore Tourism Board) 

 

Figure 1.3 highlighted the total expenditure and visitors’ arrivals in the recent two (2) years, 

that is, 2006 and 2007.  The increased in the arrival of visitors had also contributed a 

substantial growth in other tourism related industries such as the hotel industry which had 

seen increased in room revenue of 23.5% at $1, 857.6 million versus $1, 503.9 million in year 

2006; food and beverages industry shown growth by 33.7% at $1,406.5 million in year 2007 

versus $1,052 million in 2006;  and Singapore Airlines(SIA) had declared an operating profit 

of $982 million for the first half of FY 2007-2008, an increase of 84.1% at $449 million 

compared to last year 2006-20071(SIA, Annual Report 2007).   

The global economy had been disrupted since the outbreak of the Severe Acute Respiratory 

Syndrome (SARS) in 2003 as well as people discretionary spending and further aggravated by 

the economic crisis.  According to the December 2008 statistic report of Singapore Tourism 

Board, the number of visitors’ arrival to Singapore has declined by 6.9% at 888,000 in 

December 2008 compared to December 2007 of 954,000.  Other related industries, such as 

the hospitality industry had also seen a decline in hotel room revenue by 7.4% ($141 million) 

in December 2007 compared to same period last year at $152 million.  The Abacus Travel 

(2009), a leading travel facilitator for the travel and leisure industry, highlighted in its 

newsletter that ‘Asian GDP growth is projected to shrink to 3% in 2009 and travel industry 

saw its first decline in passenger numbers since 2003, as leaner economic outlook for 2009 

bites in the region.’   The new scare on the swine flu outbreak had deepened the outlook of 

economy.   Singapore was not spared from the above as the Monetary Authority of 

Singapore (MAS) announced to expect economy contract of 6% - 9% in year 2009, Singapore 

                                                 
1
 SIA’s financial year is 1 April to 31 March. 
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will experience a slow recovery ahead (Chan, F., The Straits Times2, 2009).   The decline 

statistic in inbound trend of travel, however, may or may not signify similar trend in the 

outbound trend of travel for Singaporeans. 

Outbound Travel 

Singapore is fairly a ‘small red dot’ on the globe with limited natural sceneries and leisure 

places for its people to enjoy. Hence, many of the Singapore residents prefer to travel out of 

Singapore.  According to the data from Immigration and Checkpoint Authority (ICA), the total 

outbound departures of Singapore residents for year 2008 had rose by 804,234 to 6,828,362 

as compared to 2007 at 6,024,128. Figure 1.4 showed the outbound departures of Singapore 

residents from 2003 to 2007: 
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Figure 1.4: Outbound departures of Singapore residents from 2003 to 2007. (Source from Singapore Tourism Board) 

 

 

    

                                                 
2
 The Straits Times, Singapore’s leading and best-selling newspaper. 
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Figure 1.5 showed the Singapore outbound travel statistic by air and sea from 1998 to 2007. 

 

Figure 1.5: Singapore outbound travel statistic by air and sea from 1998 to 2007. (Source from Singapore Tourism Board) 
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There is a growing numberof Singaporeans from all age groups, between 18 to 65 years old, 

travelling overseas frequently to Malaysia, Indonesia, Thailand, Vietnam, Australia and Hong 

Kong SAR as it seemed that travelling has became part of their lifestyle.  With the gradual 

increase in income level of employed workers as well as a good starting pay for the new 

comers who had just graduated from universities and began their working lives, the younger 

and better educated Singaporeans are now able to enjoy affordable recreational and leisure 

activities which could not have been possible previously.    The peak travel seasons were 

spotted high in early June, November and December every year given its school holidays 

nationwide.  This was supported by the outbound statistic of STB (2007) that a total of 

575,645 people, 638,366 people and 693,338 people travelled out of Singapore in the month 

of June, November and December respectively compared to other months in year 2007.  

Many parents choose to travel with children during these periods so they can enjoy the 

family togetherness.  Otherwise, they would not have the flexibility to travel on any other 

month in view of the endless workload of working parent as well as stipulated school 

semesters that children had to abide by.  The second most travelled season during the year 

would be those public holidays falling just before or after a weekend and many working 

Singapore residents would tend to take off day(s) 3  from work, travelling to nearer 

destinations for leisure purpose.  Travel agencies anticipated an increase in businesses 

during these periods and plan to promote short trip packages to regional destinations for 

those who want to travel over the long weekends (Channel NewsAsia4, 2009).   These 

destinations include Malaysia, Thailand, Indonesia and Hong Kong (DSS, 2008). 

With the current global crisis, it is perceived that Singapore residents become more 

conscious with spending as the Singapore Airlines (SIA) cut down on the number of trips to 

further destinations (SIA, Feb 2009), which had affected the travelling business worldwide.  

Ironically, the latest travel data indicated that Singaporeans are still willing to spend when 

comes to travel and more travellers are seeking to lower their travel expenses by going to 

more affordable places during this crisis (Nanyang 1005, 2009).  In a recent travel fair 

conducted in March 2009 by various major travel agencies, the travel data had seen an 

increased in sales (Kaur, 2009; Tan, 2009; Nanyang100, 2009) and many travellers are taking 

                                                 
3
 On average, a Singaporean has 14 to 28 days off per year. 

4
 Channel NewsAsia, an Asian TV News channel, fully complemented by English and Chinese online portals that provide 

news and information on global developments with Asian perspectives. 
5
 Nanyang 100, a news portal recently established in December 2008, catering to mainly Singapore and Malaysia news. 
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the advantages of cheaper flights as airlines battered by the economic crisis struggled to fill 

their cabins (Kaur, K., The Straits Times, 2009).   

With the above report, it sparked our interests to find out the travel trends of Singapore 

residents such as the number of trips and cost of travel made in a year, preference to travel 

by package or free and easy, preferred destination and travel agency etc., in Singapore 

during good and bad times.  In addition, how these travel trends could affect the travel 

agencies in Singapore.  According to a survey conducted by Abacus Travel (Abacus 

newsletter, Issue 1, Feb/Mar 2009) in November 2008, a key trend of shorter trips in the 

region was in favour of the travellers instead of long trips as people watched their budgets.  

PATA figures of 3rd quarter 2008 have shown a 45% increased in bookings for Malaysia and 

Indonesia as well as 9% growth in China and Hong Kong.   

Travel Agencies in Singapore 

Singapore’s travel industry is highly competitive. There are more than 600 travel agencies 

densely packed within a few locations across a relatively small area of 655 km2.   In time of 

this challenging global financial economic crisis, these agencies are competing with one 

another to offer the most attractive packages and fares especially during peak season in 

June and December to lure parents into signing up tour packages with them.    As the fierce 

price competition arises, many travel agencies such as the Commonwealth Travel Services 

Corporation Pte Ltd (CTC Holidays) also encounter difficulties in balancing their quality of the 

tour and maintaining the competitiveness of the selling prices.   Almost every travel agency 

in Singapore are providing a one-stop service to facilitate convenience for the customers to 

book their tickets, purchase travel insurance and provide car rental services all at one point 

of transaction.  

The CTC Holidays was founded in 1990. Today, it is one of the largest and most trusted travel 

and tour operators in Singapore. CTC Holidays provides a one-stop service point for 

individual and organisations' inbound and outbound travel needs.  With the strong support 

of its overseas offices in Shanghai, Taiwan and Vancouver and more than 100 staffs in 

Singapore, CTC Holidays aspires to meet and satisfy the needs of the travellers at all times  

and especially during crisis. 



Trends for Leisure Travelling and Tourism in Singapore  MBA Thesis (Spring 2009) 

14 
 

After a series of analysis over the inbound, outbound and travel agencies in Singapore, the 

researchers’ derived the objectives for the study. The aim of the study is to identify the 

factors affecting or influencing travellers from travelling and the choice of travel agency as 

well as to examine the trend of travellers’ profiles in Singapore. Hence, leveraging on the 

trends to formulate appropriate strategies to tackle areas where it would be most profitable 

thereby gaining more market share for CTC Holidays.   

 

1.2 Context and Motivation 

Tourism is a key industry in the economy and would continue to play a significant role in the 

service industry sector (Oh and Morzuch, 2005).  According to the Singapore Tourism Board’s 

Research and Statistics Department, the visitor arrival to Singapore has declined by 6.1% 

(780,000 visitors) in April 2009 compared to last year April at 829,000 visitors. The decline in 

the number of visitors was perhaps due to the current global economic crisis and the 

beginning of swine flu influenza.   

In contrast, overseas travel has become more prevalent among the Singapore residents.   In 

2008, Singapore residents made a total of approximately 6.8 million trips overseas by air and 

sea, up from 6 million trips in 2007.  This represented an annual growth of 13.3% which is 

much higher than the Singapore resident annual growth of 1.7% (DSS, 2008).   Singapore has 

the world’s best airport (CAAS, 2009) and a highly competitive travel/tourism industry; it 

provides travel conveniences, flexibility and accessibility to many travellers and Singapore 

residents to travel outside of Singapore either for leisure or business purposes.  Thus the 

tendency of Singapore residents travelling out has increased. 

Furthermore, the falling tour packages prices resulting from falling air fares, hotels and lower 

profit margin during economic downturn had provided good window opportunity for 

Singapore residents to travel either on long haul or short haul trip at a lower cost without 

hurting their pockets.  

These facts and figures had triggered our interests in finding out what are the factors 

affecting or influencing travellers from travelling and what strategies can the travel industry 

adopt to sustain through the economic crisis. 



Trends for Leisure Travelling and Tourism in Singapore  MBA Thesis (Spring 2009) 

15 
 

The result of this study will provide a clear prospective of the internal and external 

environments in the Singapore tourism industry and how travel business can survive and 

sustain through good and bad times.   We (the researchers) have decided to take on CTC 

Holidays to be our case study because we are the loyal customers of CTC Holidays. CTC 

Holidays is considered as one of key players in the travel industry in Singapore and we aim 

that by the end of this thesis, we would be able to formulate strategies for CTC Holidays to 

compete with other major travel agencies in Singapore. 

 

1.3 Research Focus 

The present research focuses to examine the trend of travel from a Singaporean’s 

perspective given the intensified frequency on outbound travel by per Singaporean in the 

recent years.  This research highlights the market-based management as well as strategies 

for growing customer value and profitability of CTC Holidays. It also includes empirical 

analysis that involves gathering of travel profiles from five hundred (500) subjects; 

secondary data is collected via literature reviews and statistical research by reliable and 

established sources. 

 

1.4 Scope of the Thesis 

In this research, the following five (5) hypotheses are postulated: 

Hypothesis 1: There is a trend towards less expenditure on travel for Singaporeans per 
person. 

  

Hypothesis 2: There is a trend for higher total turnover on travel for Singaporeans.  

  

Hypothesis 3: There is a strong correlation between preferred mode of purchases 
(walk-in vs. online) and age group. 

  

Hypothesis 4: There is a strong correlation between income and place of travel 
(destination).  

  

Hypothesis 5: The existing trends found can be supported by recent theory in the field 
of marketing. 
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1.5 Outline of the Thesis 

This thesis is organized into five (5) sections.  Figure 1.6 shows the outline of the thesis. 

Chapter One (1) introduces the analysis of tourism outlook of Singapore for both inbound 

and outbound travel as well as the background of CTC Holidays.  It also outlines the 

motivation, objective, aim to achieve, research focus, scope of thesis as well as outline of the 

thesis. The contents of the following sections are briefed here.     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.6: Outline of the Entire Thesis 

Chapter Two (2) examines the past works and analysis conducted by various researchers 

performed in areas like travelling during crisis and risk, travel distance, travel expenditures, 

intentions to travel, travel behaviour, influences on attributes and purchases preference. Chapter 

Three (3) presents the methodology used in this thesis and the research findings obtained 

through this methodology.  Data collection strategies and analysis used would be presented in 

details.  This chapter also consist the limitation of study, ethical considerations as well as sampling 

and population.  Chapter Four (4) comprises a set of recommendations derived from the research 

findings and the conclusions of this work.  Finally, Chapter Five (5) points towards various 

references that are cited in this thesis.  At the end of the thesis document, a set of appendices are 

included that contain the questionnaires of the survey forms used to collect primary data for this 

work. 

Chapter 1: Introduction 

Chapter 2: Literature Review 

Chapter 3: Research Methodology 

Chapter 4: Research Findings & Analysis 

Chapter 5: Recommendation & Conclusion 
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CHAPTER TWO: LITERATURE REVIEW 
 
2.1 Introduction 

Pioneer studies conducted by many authors on tourism and travel industry had made 

remarkable findings on areas like travellers’ behaviour (Nowacki, 2009; Neal, Uysal and Sirgy, 

2007, Jo et al, 2004), factors affecting travellers’ choices of selecting a travel agency (Tak and 

Wan, 2005; Heung and Chu, 2000), usage of travel agency (Goldsmith and Litvin, 1999), 

selection of tourist destinations (Nicolau and Mas, 2005), determining tourist role typologies 

(Kau and Lee, 1999) and motivation factors behind travelling (Bansal and Eiselt, 2004; Kozak, 

2001).   

In Singapore, a number of research works had placed their focus on visitors’ travelling trend 

(inbound) to Singapore, analysing travellers’ choice of travel agency (Tak and Wan, 2005; 

Heung and Chu, 2000) and travellers usage on travel agency (Goldsmith and Litvin, 1999).  

However, there is no research on outbound travel particularly in areas like examining the 

trend of travellers’ profile in Singapore that affect or influence them in travelling especially 

during bad times where the world is facing economic downturns as well as the current swine 

flu influenza which appeared abruptly in April 2009 killing 231 people in Mexico, Canada and 

USA (World Health Organisation, 2009).  

According to the Singapore Department of Statistics for year 2008, Singapore had a 

population of 4.84 million and out of which, 3.64 million were Singapore citizens (including 

permanent residents).   Singapore’s socio-demographic had changed rapidly over the years 

especially the growing aging population as highlighted in the report on aging population 

(2006) that the number of residents aged 65 years or older will multiply threefold from 

current 300,000 to 900,000 in year 2030;  dual income families (the average monthly 

household income from work6 had grew by 12.5% at $7,750 in year 2008 vs. $6,890 of last 

year); the growing trend of many young couples who prefer not to have children so as to 

enjoy two-person lifestyle (total fertility rate 2007 stood at 1.29 per female out of 42.6 

female of general marriage rate); and rising of single adults (15% males and 12.6% females 

of age between 40 to 44) in year 2007.   The studies by Chon and Singh (1995); Loverseeds 

(1997); Morrison et al, (1996); and Ross (1999) also revealed that the changes in socio-

                                                 
6 ‘monthly household income from work’ refers to the sum of income received by all working members of the household from employment 
and business but exclude income of domestic helpers (source from Singapore Department of Statistics). 
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demographic had led to substantial changes in travel trends and leisure demand in the travel 

industry. 

 

2.2 Travelling in time of Crisis and Risk 

Tourism today is vulnerable to natural disasters and crisis. The effect of terrorists attacked in 

World Trade Center, New York and Pentagon had tremendously brought the tourism 

industry to a halt for a long period of time with an estimated loss of US10 billion (Floyd et al., 

2004) and it took several months for travellers’ to regain their confidence in travelling.    The 

impact on the flow of information from the news media could changed the travellers’ 

attitude, perception and behaviour on the impression of risks that travellers would face 

when travelling (Valencia and Crouch, 2008).  

Incidents of natural disasters, political unrest, wars, epidemics, and terrorism lead to 

perceived travel risks (Mansfeld, 2006), whereas tourists’ ignorance of the probability of 

such events engage them in real risks (Wilks & Page, 2006).  This remark had tallied with 

Laws Prideaux (2005) and Glaesser (2003)’s findings that ’risk derives as the probability of an 

undesirable incident that leads to the possible negative consequences of a consumer’s 

behaviour.’   Whereas, Beirman (2003) said that ’the perception of safety and security is a 

major determinant in travellers’ decisions to visit a place.’    

Incidents like the terrorist attacked on September 11, 2001, SARS in March 2003, Tsunami in 

December 2004 and Swine Flu influenza in April 2009 had adversely brought tremendous 

damages and threats to the travel and tourism industry as well as the stock markets 

worldwide.  When a crisis or natural disaster strikes at a particular country, some worried 

travellers chose to cancel their trip entirely, some would choose to ‘relocate’ to a safer 

destination and some assumed their travel as planned. On this, Dickman (2003) mentioned 

that one of the possible reasons could be the lack of confidence in individual and these 

people are likely to react strongly on negative situations like disasters, epidemics and 

terrorism.  Although travel surveys consistently find that safety and security are important 

concerns among tourists (Poon and Adams, 2000), the recent study conducted by Valencia 

and Crouch (2008) to test travellers’ reaction to risk with a scale in measuring consumer’s 

self confidence in travel revealed that 33% of the surveyed respondents would still go ahead 

with their travel plan; 21% would choose to ‘relocate’ to another safer destination and 19% 
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would postpone their trip.  In contrast with a natural disaster, 36% chose to postpone their 

trip and 19% preferred to choose a safer destination and only 15% would go ahead as 

planned. 

Similarly, the findings in Rittichainuwat and Chakraborty (2009) conducted in Thailand, also 

revealed that a mean of 2.89 people were not discouraged completely (by travel risks or 

SARS or flu epidemics but would choose for another safer destination (mean=3.56).  Thai 

people scored a mean of 2.26 when comes to personal safety even if travel costs were low. 

Interestingly, Rittichainuwat and Chakraborty (2009) survey also revealed that first time 

travellers indicated SARS risk as their third major travel risk concern with a mean of 3.33, 

whilst, repeat travellers disagreed that SARS would deter them from travelling (mean=2.97).  

The authors also found that there were negative impacts during the first bird flu outbreak, 

however, not during the second and third outbreak in 2005 and 2006 due to awareness and 

prevention of this disease by public.  PATA and Visa (2008) survey also confirmed that out of 

52% of respondents whose travel plan has been affected by the economic crisis, 75% would 

chose to travel to switch to less expensive places and 31% would postpone their trips. 

However, in the studies of Hiemstra and Wong (2002), Tan et al. (2002) and Zhang et al. 

(2009), it found that SARS crisis had influenced on international tourist arrivals to Asia. The 

coefficient variable shown a significant negative impact and resulted in the decreased of 

tourist arrivals to Thailand as well as Asian countries, largely due to concern about safety 

and health. In the study by Zhang et al.(2004), Hong Kong residents perceived epidemics 

(mean = 4.6) as an important attribute  when travelling, followed by safety (mean =4.5), 

disaster (mean=4.4), good value for money (mean = 4.3), political and social environments 

(mean=4.3). 

In the case of Singapore, it was not known if a crisis or disaster would affect Singapore 

travellers’ plan to travel in particular, whether an individual would reduce or increase the 

number of trips per year or totally not affected by crisis.  

The financial crisis has caused a siginificant changes in the exchange rates in the region that 

altered the travel behaviour and pattern of travellers to and out of Singapore.  Despite the 

recent devaluation of its currency by 1.5 to 2% in April 2009, the exchange rate for Singapore 

dollars remained strong.  Toh et al. (2001), suggested that the strong currency was due to 
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high savings rate, low inflation, strong reserves as well as stable economic policies in 

Singapore.  The Singapore dollar, which has been emerging as Asia's second-worst 

performing currency this year, strengthened to a two-month high of 1.497 against the U.S. 

dollar, from 1.515 before the announcement, and was trading at 1.5005 (Nanyang 100, April 

2009).  While most travellers are conscious with spending, there seems to be a trend of 

travellers selecting a destination that offers better exchange rate so they could pay lesser 

and spend more.    

Dwyer, Forsyth and Rao (2002) suggested that price competitiveness is a general concept 

that encompasses price differentials coupled with exchange rate movements, productivity 

levels of various components of the tourist industry and qualitative factors affecting the 

attractiveness or otherwise of a destination.  The exchange rate movements have shifted the 

structure of price within countries, hence resulted in either a rise or fall in price in the 

tourism sector in general.  They also found that countries like Indonesia, Turkey and Thailand 

benefited from the devaluation of their currencies which offset by the increases in the 

consumer prices in these countries.   While, Zhang et al. (2009) found that other variables 

remained consistent, the coefficient of exchange rate variable was significantly positive and 

the major motivation factor for tourist to travel would be the decrease in currency of the 

domestic market.  For instance, the higher the US dollar to Thai baht, the likelihood it would 

generate more international tourists’ to Thailand that year since the tourists’ expenditures 

could be much lesser compared to USA or Europe countries.   

 

2.3 Income and Travel Distance 

Hoe (2007) reported that in the 2007 Country Brand Index, a global survey made by over 

2,600 international travellers, Singapore was ranked as the first (1st) Asian country that most 

people want to live in among Asian cities, and came in fourth (4th) position in the global 

category.  

In year 2008, there were 39% of employed households earned a median monthly household 

income of S$4950, and the residents’ expenditure abroad had gradually increased from 

$11.54 million in year 2003 to $14.31 million in 2007(DSS, 2008).   It was assumed that the 

household income has correlation with the number of overseas trips made by the individual 

or per household in a year.  Key findings (DSS, 2005) revealed that 32% of the monthly 
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household income of below $2,000 had travelled overseas and among monthly household 

income of at least $10,000, three quarters had travelled out of Singapore.   The household 

income of an individual or household would adversely influence one’s decision making when 

deciding how much the individual/family would spend in travelling per trip, whether one 

would engage in a full package tour or partial package with travel agency or travel on their 

own;  and the duration of stay.  It was assumed that the longer the stay, the higher the travel 

expenditure would be. 

Research in consumer behaviour has found that people of higher income would tend to 

search more for products/services information (Andereck and Caldwell, 1994; Runyon and 

Stewart, 1987; Robertson, Zielinski and Ward, 1984; Newman, 1977).    Sparks and Pan 

(2009) also revealed that a higher percentage (51%) of the Chinese in China who earned 

more than 8000 yuan (67.1% of surveyed respondents earned more than 8000 yuan per 

month) were likely to travel outside China within the next 12 months. Similarly, Zhang et al. 

(1999)’s finding also revealed that people with higher income tend to travel further, but the 

relationship is not linear and the higher the respondents’ self-perceived incomes the longer 

will be the travelled distance.  

According to Nicolau and Mas (2005), the effect of distance and prices are moderated by 

tourist motivations at the moment of choosing a destination.  The findings conducted in 

Spain concluded that individual is ‘not incline towards long trips’ and prefer shorter distance.   

However, they do not mind longer journeys if they are visiting family or friend or exploring 

new places. Contradictory, this group of people are unwilling to pay more for expensive 

places where family or friend resides but are willing to pay to explore new places.  Nicolau 

and Mas (2005) also highlighted that people who are looking for culture are generally more 

willing to pay higher prices, whereas those looking for climate (four (4) seasons) are less 

willing. 

In Singapore, with the rapid changes in socio-demographic over the years, there had been an 

increasing number of young adults age ranging from 15 to 34 years old that travel overseas 

at least once a year to neighboring countries like Malaysia, Indonesia and Thailand (DSS, 

2005). Some of the possible reasons of short distance travelling could be financial 

constraints or not able to take longer leave from work.  Heung and Chu (2000) found that 
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travellers with lower income are more concern with pricing than travellers with higher 

income.     

 

2.4 Travel Expenditures 

Travel expenditure patterns are vital to travel organizers and destination marketers (Jang et 

al., 2004). The growth in international tourism spending had reached 5.6% (adjusted for 

exchange rate fluctuations and inflation) in 2007, in particular strong in Asia and Pacific with 

an increase of 11% (WTO, 2008).  The total travel expenditure in Southeast Asia for year 

2007 has increased by 24% at USD54 billion compared to last year of USD43.6 billion (WTO, 

2008).  The expenditure incurred on travel fall mainly in these categories, which were also 

important pillars of the economies in that country - returned airfares, lodging, food and 

beverages, transportation and recreation activities.  WTO also reported that nearly 80 

countries earned more than USD1 million from international tourism in 2007. 

In examining the travel expenditure pattern of Japanese to United States, Jang et al. (2004) 

concluded that Japanese travellers (non package tour) spent an average of $3265 in United 

States.  The higher income Japanese (with an annual household income above $100,000) 

spent an average of $4367 while, the lower income Japanese (annual household income 

below $100,000) spent an average of $2831.  The high income travellers spend significantly 

more.  The study also revealed that Japanese travellers with companions tend to spend 

more than those travel alone.  In Zhang et al. (2004)’s study, the authors concluded that 

respondents with higher income (US$30,000 or above) perceived travel cost less important 

than those lower income groups (US$14,999 or below).  Hong et al. (2005) revealed that 

financial factors indicate that there is a significant positive relationship between income and 

assets and leisure travel spending, that is employed families spent significantly more than 

unemployed families during leisure travel, whilst, retired families spend the same amount as 

unemployed families but more on accommodation. 

Past researchers had conducted in-depth research on the relationship between Family Life 

Cycle (FLC) and leisure expenditure patterns of families (Soberon-Ferrer and Dardis, 1991; 

Wagner & Hanna, 1983; Wilkes, 1995; Bojanic, 1992) and found that leisure expenditures are 

significantly associated with FLC stages.  Hong et al. 2005 defined FLC stages as singles (age 

below 55), married (age below 55) without children, full nesters I (age below 40, married and 
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have children), full nesters II (age above 40, married and have children), empty nesters (age 

above 55, married and no children), single parents (all ages), solitary survivors (age above 55, 

unmarried and no children).  He concluded that families maximize their expenditure among 

leisure travel, goods and services.  The married with/without children are more likely to 

spend on leisure travel than singles, single parents and singles aged above 55 and no 

children. Constraint factors such as time, money and various socio-demographic 

characteristics are significantly associated with the likelihood of spending on leisure travel 

and total expenditures.  

Henderson (1999) revealed a survey conducted during the financial crisis, 84% of Singapore 

residents were more careful with their money and 61% were mindful about buying things.  

These events, as cited by Henderson, were generally accepted as constituting a crisis by 

those involved, having a profound effect on the market   There was lack of coverage and 

research on the past and budgeted travel expenditure of Singaporeans to date, however, 

according to a survey conduct by PATA and Visa 2008, it was noted that ‘the average 

Singaporean budgets of $1,936 were set to increase by 22.7% taking their average travel 

spend to $2,376. 

Having said the above, there tend to be some variances between actual spending per 

traveller versus spending indicated in the survey.  In the study reviewed by Stynes and White 

(2006), there was a lack of consistency in question wordings and units of analysis made it 

difficult to compare results when using visitor surveys to measure travel expenditure.  While 

spending per traveller can be sensitive per traveller and may result in the possibility of 

inflating their spending amount as well as missing spending data which would deter the 

genuine data of the research.   Stynes and White (2006) suggested that spending averages 

be estimated for narrowly defined visitor segments so they can be validated with 

engineering approaches and common sense. 

 

2.5 Intentions to Travel  

Travel is considered a leisure activity (Turco, Stumbo, & Garncarz, 1998).  Neal, Uysal and 

Sirgy (2007) also confirmed that travel is an important aspect of leisure life.   Given the high 

standard cost of living in Singapore and heavy pressure from work, many Singaporeans 

chose to maintain a balance lifestyle between work and relaxation by travelling out of 
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Singapore.  Hence majority choose to escape from work to enjoy recreation activities with 

family or friends.  Zabriskie & McCormick (2001) concluded that ‘Families are still considered 

to be the fundamental units of society and are perhaps the oldest and most important of all 

human institutions.  Examination of family leisure had consistently demonstrated a positive 

relationship between family recreation and aspects of family functioning such as satisfaction 

and bonding.’   In another research work by Modell and Imwold (1998) suggested that ‘there 

are several benefits of active involvement in recreational activities by the family, parents in 

particular, such as learning about diversity and socially appropriate behaviour, increased 

communication and self-esteem, and the development of friendships and social skills.’    

PATA and Visa (2008) revealed that 73% travelled with spouse or partners and 76% travelled 

with family or relatives.   

Jang et al. (2004) found that a majority of Japanese (83.1%) appeared to travel with at least 

two companions, however, it did not classify whether the type of companion is family, 

spouse or friends.   Zhang et al. (2004) showed that 82% of the respondents travel with 

spouse, children or friends but only 8% travelled on basic package with parents or siblings 

and 6% preferred a party size of one. 

Motivations were the driving force behind the intention to travel among the tourists 

(Crompton 1979; Iso-Ahola 1982; Fodness 1994).    Several research works had been 

conducted on travel motivations (Li et al., 2008; Pearce and Lee, 2005; Nicolau and Mas, 

2006; Bansal and Eiselt, (2004).     Dwyer, Forsyth and Rao (1999) suggested that the price 

competitiveness of a tourism destination is associated with motivations for travel, however, 

the price of that destination varies from the perspective of tourist from different region 

(Dwyer, Forsyth, and Rao 2000).   In Li et al. (2008), it was found that the first-timers 

considered friends, family, travel agency (both with p<.001) and climate (p=.001) as 

important factors influencing their travel motivation while repeat travellers were more 

concerned with costs (p<.001).    In the recent findings by Pearce and Lee (2005), the top five 

(5) most important motivation factors to travel, in the order of importance, were (1) novelty, 

(2) escape/relax, (3) strengthening of relationship, (4) autonomy, and (5) nature. On the 

other hand, romance and recognition were less important.  

In a survey conducted by PATA and Visa (2008) to respondents living in Asia Pacific Region, 

the predominant factors that attract their intentions to travel was natural scenery,  followed 
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by ‘sunshine and beaches’ and ‘discovery of new places’.  Surprisingly, ‘heritage, history and 

architecture’ scored the least among all.   

 

2.6 Travel Behaviour and Travel Agency 

Kau and Lee (1999) noted there are significant differences observed among travel type, 

frequency of travel and travelling companions.  Their findings noted a highest percent of 

travel type at 61% where people preferred to rely on standardised travel services usually 

with family members.  40% preferred to take up partial package to visit different culture in 

places they had been or known and 43% of younger people at age 29 years or younger, 

preferred to be self-guided than taking standardised or partial package (Kau and Lee, 1999).   

The four (4) clusters, namely the culture dissimilarity seekers, destination novelty seekers, 

novelty seekers and familiarity seekers as classified by Kau and Lee (1999) scored above 

average in the frequently travel column, that is, 75% prefers to visit cultural places, 85% 

prefers to take up partial package and this group travel frequently, 72% youngsters travel on 

their own and lastly, 57% travel on standard tour package. Kau and Lee (1999) also found 

that 60% travelled with families to cultural places while 43% travelled with families on tour 

package.  Also noticeably in Kau and Lee (1999)’s study, there were significantly high scores 

of younger people – age between 29 years and younger, mainly single and earned an income 

not exceeding $19,999 prefers to seek something new and unusual in their travel.  Hong et 

al. (2005) found those families in USA under the ‘married and have/no children’ category 

spent significantly more than singles for transportation, lodging and food.  This could 

indicate that these families took up full package tour during leisure travel.   

Selection of a reliable travel agency affects the trend of travelling by travellers in term of 

value for money tour, agency reputation and so on.  Tak and Wan (2005) had concluded that 

the most crucial attributes for Singaporeans were, in the order of importance, ‘value for 

money’, ‘agency reputation’, ‘attitude of staff’ and ‘efficiency of staff booking tour’.  Each of 

these attributes had a mean score of 4 or above.  Chiam et al. (2009)’s findings also agreed 

that price is the crucial factor for Singaporeans when deciding to travel.  Andereck and 

Caldwell (1994) highlighted that people with lower educational level rated the media as an 

important consideration in selecting their choice of travel agency.   In contrast with Tak and 

Wan’s (2005) findings, Heung and Chu (2000) concluded that in Hong Kong, the most crucial 

attributes for all-inclusive package tours were ‘agency reputation’, followed by ‘word of 
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mouth communication’ and ‘staff attitude’.  Lam and Zhang (1999) concluded that the most 

important factors were ‘reliability’, ‘responsiveness and assurance from travel agency’.    

However, in Heung and Zhu (2006)s’ findings, the Shanghai residents rated tour security and 

safety as the most important attributes, followed by credibility and agency reputation.  On 

the cost of travel packages, Chiam et al. (2009) revealed that majority consumers preferred 

mid price range of package as they do not wish to spend more money but would not take 

cheap travel package for fear of low quality, followed by preference for airlines, travel 

agency and agency reputation (online or shop). 

Majority of Singaporeans relied heavily on travel agencies and were found to be more 

involved with vacation travel, more innovative in their choice of vacation travel products, 

more enthusiastic about travel, more knowledgeable about vacation travel (Goldsmith and 

Litvin, 1999).  He concluded that frequent travellers used the services of travel agencies 

more than light travellers.  This behaviour may reflect their greater interest and enthusiasm 

for travel or they may be seeking more complex travel arrangements or unusual travel 

destinations (Goldsmith and Litvin, 1999).     

 

2.7 Influences on Attributes 

Heung and Chu (2000) found that ‘travellers with lower income rely more on formal 

communication such as TV, magazines, newspaper advertising and brochures.  These people 

are also more concerned with pricing than travellers with higher income.’   Tak and Wan 

(2005)’s finding also suggested similar that ‘magazine or newspaper advertising as well as 

brochures, gift offered and number of offices of agency were of very low significance to 

people and no significant differences for both genders towards pricing.’    Tak and Wan 

(2005) also found that ‘females compared to males paid more emphasis on reputation and 

communication.’ This finding is consistent with Persia and Gitelson (1993) and Heung and 

Chu (2000).  Chiam et al. (2008) also found that whether it was online or visit agency, 

consumers were sensitive to the package’s price and the various component bundled in the 

package.  He concluded that there is no impact on the importance that the consumers 

attached to the various attributes when purchasing holiday package either at travel agency 

or online.  Kim et al. (2007) also concluded that consumers have preference in purchase 

either online or travel agency and their priority factors are lowest fare, followed by security. 
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Satisfaction with aspects of services plays a significant role in determining overall satisfaction 

with travel services and in turn plays an important role in one’s quality of life (Neal, Uysal 

and Sirgy, 2007).  While satisfaction of a traveller may be closely link with his/her quality of 

life, this can be justified by Kilbourne (2006) and Sirgy (2001; 2002)s’ finding  that ‘travel has 

many direct and indirect positive benefits like cultivates higher self esteem, improves health 

and increases satisfaction in various aspects of life.’   Travellers’ satisfaction with services 

may lead to returning of destination as well as extending their stay in that place.   In contrast 

with Neal, Uysal and Sirgy (2007) that satisfaction drives people to travel or revisit that 

place, Nowacki (2009)’s finding was different, he concluded that the elements of long-term 

benefits and memories of visiting the attraction, not momentary satisfaction, affect 

traveller’s decision to revisit.  Nowacki (2009) also concluded that ‘benefits (of the traveller) 

had a stronger total effect on behavioural intentions than visitors’ satisfaction.’ 

 

 
2.8 Preference of Purchase (on-line vs. walk in) 

Travel industry is largely information driven and online travel services have become one of 

the largest e-commerce domains around the world (Smith and Jenner, 1998; Anckar and 

Walden, 2000; Clemons et al., 2002).   In an Asian context, the elements of service and 

destination information are almost always a crucial in the travel industry (Fleischer and 

Felsenstein, 2004).  Thus, at the present moment, the online mode of purchase is unable to 

deliver the warmth and courtesy that a travel consultant can provide through face-to-face 

interactions with the customers. Hence, the preferred mode of purchases is debatable.   The 

online travel sales in Asia Pacific are growing at an average rate of 70% annually.    Supplier 

websites now account for over 50% of online travel sales in Asia, and air represents more 

than 50% of these sales (Lye, Travel Weekly, December 2000).   With the advancement in 

technology, e-commerce travel market had become a vital tool for busy executives as well as 

people who are ‘cash rich time poor’.  Online travel booking, thus has an important role in 

determining traveller’s frequency of travel as it is just ‘a click away’ from home to obtain 

information they need such as selection of a holiday destination, accommodation, 

transportation, activities and tours (Fodness and Murray, 1999; Gursoy and Chen, 2000).    

Online information provides travellers’ a sense of comfort in minimising the risk and 
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uncertainty associated with making a decision to travel to a place and maximising the 

perceived quality of their travel experience (Money and Crotts, 2003).   

In Singapore, there seems to be an increasing trend of consumers’ preference for online 

bookings for partial travel or self travel but, when comes to tour package, consumers would 

prefer meeting the travel consultant personally to have an ‘ease of mind’ and personalised 

services.  Zuji Singapore, the online travel guru, has revealed that 87% of travel bookings 

made online in Q1 2007 compared to 85% same quarter in 2006 (Travel Weekly, June 2007).    

Similar to Chiam et al. (2009)’s finding that the percentage of travel packages purchased 

online remains low and many consumers preferred to purchase travel packages personally 

from local travel agents.  There were instances where consumers do their own research on 

flights and hotels and go down to a travel agency to make final booking with ready 

information on hand (Pearlman and Pathapati, 2001).   Although we were unable to find and   

determine if there was any empirical study on the correlation between age group to 

preference of purchase in Singapore, however, it is suspected that those consumers who 

prefer to book their travel online were ranged between ages 18 to 40 years old whilst, those 

consumer who prefer to purchase from travel agent were above 41 years old and majority of 

these people are computer illiterate.    Kim et al. (2007) indicated the highest frequency of 

age group ranged between 18 – 30 years old surfed internet to purchase either retailed or 

travel related products.  

Interestingly, the trend on mode of purchases for Singaporeans were very much dependent 

on pricing especially major travel agencies who realised they have lost out to the 

convenience of e-travel booking, would take advantage to conduct mega travel sales every 3 

months to lure consumers into committing package on the spot by giving away many 

freebies.  Here, regardless one is busy or not, will seize the opportunity to buy ‘value for 

money’ packages and bring home a handful of ‘goodies’. 

Majority of travel agencies in Singapore have their own websites, however, in view of 

competition amongst, they were reluctant to publish the itinerary as well as pricing on the 

webpage, hence limit the information provided to consumers who wish to book online.    A 

customer’s experience with e-travel booking influences perception of value and service 

quality and affects consumer’s loyalty (Petre et al., 2006).   There were several factors why 

consumers were reluctant to use online booking, namely, when a consumer post an enquiry 
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on the agency’s website, he/she will only get a reply from an agent, either shortest by 2-3 

days or never at all; consumer has lack of trust, unfamiliar vendors as well as insecurity of 

transactions and personal information (Jarvelainen and Puhakainen, 2004; Jarvenpaa et al. 

2000; Reichheld and Schefter 2000; Gefen et al. 2003; Johnson-Page and Thatcher 2001; 

McCole and Palmer 2002).  However, in Jarvelainen and Puhakainen (2004), it was concluded 

that experienced online purchasers were more likely to consider internet more suitable for 

travel reservations compared to inexperienced peers whom have more concerns about 

online and preferred conversation with agent instead.  

In summary, the review of literature presented  significant research works that examined the 

attitudes of travellers’ travel trend in time of crisis or risk; travellers’ income had effect on 

the deciding factor of destination; the amount of expenditure that singles and married 

people are willing to spend in travel; factors or motivations that drives people to travel; 

attributes of Singaporeans’ choices and usage of travel agency and lastly, the effect on the 

mode of purchase between on-line and off-line(walk-in) by consumers.  However, no study 

has examined the trend of outbound travellers’ profile in Singapore.  The key areas to be 

investigated in this research are: 

 Whether the current economic crisis would affect the Singapore residents’ travel 

plan; 

 Whether there is an increase or decrease in the travel spending per traveller or 

household; 

 Whether there is a strong correlation between age group and purchase package via 

on-line service or walk in to a travel agency; and 

 Whether there is a strong correlation between income per traveller or household and 

destination of choice.   

In this study, we attempt to explore the factors affecting or influencing travellers from 

travelling.  Based on these findings and analyses collected, we would be able to suggest 

appropriate strategies for CTC Holidays to adopt in order to sustain through the economic 

crisis. 
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CHAPTER THREE: RESEARCH METHODOLOGY  
 

3.1 Introduction 

This section illustrates in details of the research methodology employed in this study.  

 

3.2 Research Instrument 

We conducted a profound review of the relevant literature and personal interviews with 

travellers to provide the basis for developing the research instrument.  A questionnaire 

comprising of twenty questions, which is inclusive of both close and semi-open ended 

questions, was designed.  The questionnaire was divided into three (3) sections.  

The first section (Section I) of the questionnaire was designed to collect general information 

which consisted of subjects’ gender, age group, ethnicity and monthly income level. The 

second section (Section II) of the questionnaire was specific questions pertaining to their 

travelling profile and the factors affecting travellers’ trend for travel.  In question 12, the 

subjects were asked to rate the importance of each of the thirteen factors affecting their 

trend of travel on a 5-point Likert-type scale, ranging from 1 (extremely unimportant) to 5 

(extremely important).   The final section (Section III) of the questionnaire was specific 

questions pertaining to CTC Holidays, one of the major travel agency in Singapore.   A special 

comment field is allocated under all the questions to facilitate the collection of true data as 

it encourages the subjects to express their concerns and answers to the questions.  These 

data would be linked to assist us to determine if there were any significant differences and 

correlations between the data collected thereby determining if we should accept or reject 

each of the five (5) hypotheses postulated in Chapter 1.4. 

A pilot test was conducted to assess the reliability of the questionnaire. Twenty-five (25) 

subjects were recruited at Raffles Place train station. Some of the wordings and options 

were rephrased and changed after the pilot test to ensure that they were feasible.   

The full questionnaire can be found in the Appendix A of this thesis. 

 

 

 



Trends for Leisure Travelling and Tourism in Singapore  MBA Thesis (Spring 2009) 

33 
 

3.3 Research Design 

This is a descriptive study, employed a quantitative approach to answer the research 

hypotheses.  This approach was chosen because it is a detached approach that is objective 

and non-biased.  Thus, it allowed an accurate analysis so that appropriate intervention can 

be carried out (Duffy, 1986, cited in Carr, 1994). 

 

3.4 Limitations of the Study 

There are several factors that may have influenced the results of this study. The sample size 

for this study was limited due to the fact that it is a small study therefore it cannot be 

generalized.  The period available for data collection is short and the subjects will be 

sampled by convenience. Pilot, (2001) stated that ‘you should exercise caution in 

interpreting findings and generalizing results from quantitative studies that used 

convenience sampling.’  

 

3.5 Ethical Considerations 

Participants will be ensured confidentiality as there is no need to write their names on the 

questionnaire. Their participation will be on a voluntarily basis. 

 

3.6 Sampling and Population 

Due to time and cost constraints, the five hundred (500) subjects will be recruited using 

convenience sampling.  The population for the study will target the residents’ in Singapore.   

The criterion for participant selection will be Singapore citizen and Singapore Permanent 

Resident whose age is between 18 and 65.   Thus, the exclusion from the study would be 

adolescents age 17 years old and below and the elderly age 66 years old and above. 

 

3.7 Data Collection Strategies 

The self-administered questionnaire was conducted in the first week of May 2009 in 

Singapore.  Coincidentally, the distribution and collection of questionnaires were conducted 

during the early stage where Swine flu was first detected in Mexico and America as such the 

outcome of the data analysis do not represent fully or have effect on travellers’ decision 

when selecting their next preferred destination.  The researcher had travelled to five (5) of 

the busiest MRT (Mass Rapid Transport) train stations, namely, Ang Mo Kio, City Hall, 
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Orchard, Raffles Place and Tanjong Pagar station in Singapore (SSD, 2008).   One hundred 

(100) questionnaires were distributed and completed at each of the station. The participants 

received a verbal explanation of the purpose of the study. They were ensured 

confidentiality, as there is no need to write down names on the questionnaire. The 

researcher also ensured them that the questionnaires will be stranded at the end of our 

research.  Their participations were voluntary.   They were given 10 minutes to complete the 

entire questionnaire.   The completed questionnaires were collected immediately upon 

completion.  We took the first five hundred (500) fully completed and usable questionnaires, 

yielding a 100% response rate as our data analysis. Missing data, values and all measured 

variables were examined to purify data and minimise systematic errors.  There were no 

missing values found.   

 

3.8 Data Analysis 

Data were stored inside USB flash drive and the researcher used the computer to retrieve 

the data.   SPSS (PASW Statistics 17) was used to analyze the data.  Descriptive statistics such 

as frequency counts and percentages were generated and a series of contingency table 

analyses, using mean and median scores were conducted to investigate whether there is 

significant differences in the trend towards less expenditures as well as high turnover on 

travel by Singaporeans.  The cross tabulation to identify the travel trends differences across 

different demographic characteristics were conducted.  For hypotheses three(3) and four(4) 

Pearson correlation (two-tailed) test were employed to determine the significant association 

between two scales or variables.  Pearson Correlation calculations do not discriminate 

between X and Y variables, but rather quantify the relationship between the two variables. 

Finally, contingency analysis was conducted to examine whether there is an association 

between the subjects’ demographic characteristics and the trends for travel.  A detailed 

description of the above test and techniques can be found in Andy (2009) and Levine, 

Stephan, Krehbiel and Berenson (2008).  
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CHAPTER FOUR: RESEARCH FINDINGS AND ANALYSIS 
 
 

4.1 Introduction 

This section synthesizes the empirical analysis that involved gathering information from the 

five hundred (500) subjects; and secondary data collected via literature review. These 

findings constitute the basis for the recommendations made in the chapter 5 of this thesis.  

   

4.2 Demographic Characteristics of Subjects 

In section I, the primary data collection was made through a total of five hundred (500) 

subjects, out of which 46% of the subjects were male and 54% were female. 78.2% of the 

subjects were married and 21.8% of them were single.  Majority of the subjects (26.2%) 

were in the age group of 33 - 37. Another 22.6% belonged to the age group of 28 - 32. The 

rest of the subjects were distributed in the different age group category range from 18 - 27 

and 38 - 65. More than half of the subjects, 83.4% of them were young adults, 40 years old 

and below. The Chinese subjects (86.4%) dominated the sample.  Malays and Indians 

constituted 8% and 5% of the sample, respectively. This is aligned with the Singapore’s 

ethnic composition where majority of its population are Chinese followed by Malays and 

Indians (DSS, 2008).  The monthly income levels of the subjects were widely distributed.  The 

largest proportion of subjects was in the income category of $4000 - $4999 (32.4%).  This is 

in line with the Singapore median income level of S$4950 in 2008 household income 

statistics (DSS, 2008).   Table 4.1 depicts the demographic profile of the subjects. 

TABLE 4.1:  Demographic Characteristics of Subjects (N= 500) 

Demographic Characteristics Number of Subjects Percentage of Subjects 

Gender                                  Male 230 46.0% 

Female 270 54.0% 

Marital Status                    Single 109 21.8% 

Married 391 78.2% 

Age                                     18 - 22 15 3.0% 

23 - 27 82 16.4% 

28 - 32 113 22.6% 

33 - 37 131 26.2% 

38 - 42 76 15.2% 

43 - 47 32 6.4% 

48 - 52 23 4.6% 

53 - 57 11 2.2% 

58 - 62 9 1.8% 

63 - 65 8 1.6% 
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Ethnicity                           Chinese 433 86.6% 

Malay 40 8.0% 

Indian 25 5.0% 

Eurasian 2 0.4% 

Others - - 

Income Level                 < $ 1000 4 0.8% 

$1000 - $1999 36 7.2% 

$2000 - $2999 98 19.6% 

$3000 - $3999 149 29.8% 

$4000 - $4999 162 32.4% 

$5000 - $5999 33 6.6% 

$6000 - $6999 16 3.2% 

>$ 7000 2 0.4% 

 

4.3  Travelling Profile of Subjects  

The subjects’ travelling profile in section II of the questionnaire revealed a majority (76.6%) 

of the subjects travelled 2-3 trips in the year 2008. 96.6% of the subjects’ travelling plans 

were affected by the economic crisis.  About 3% of the subjects mentioned that this was due 

to factors such as being laid off, unemployment, no money and no business in the comments 

section of the questionnaire.  Among the subjects who were affected by the economic crisis, 

53% of them would change their travelling plans to a more affordable destination. In 

contrast, 24.4% of them would increase numbers of trips and 21.7% of them would reduce 

the numbers of trips. Comparing the numbers of trips that the subjects plan to travel in 

2009, there is a decrease of 17% in the category of 2-3 trips planned in the year. In terms of 

expenditure per person, 42.8% of the subjects spent between the amounts of $6000 - $6999 

on travelling in 2008.   However, in the year 2009, a majority (36%) of the subjects plan to 

spend between the amounts of $7000 - $7999. Online purchase was obviously the preferred 

mode as compared to walk-in purchases (61.2% and 38.8% respectively). There were also a 

slightly higher percentage of subjects who preferred ‘free and easy’ compared with the tour 

packages (51.2% and 48.8% respectively). Australia was denoted as the next preferred 

destination, it accumulated 22% of the subjects in this category, closely followed by Japan 

which accumulated 19% of the subjects.  Chan Brothers was highlighted as the preferred 

travel agency (46%), followed by CTC (34%) and SA Tour (20%). Most of the subjects travel 

with their family (55%) followed by friends (27%). The travel profiles of the subject are 

shown in Table 4.2. 
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TABLE 4.2:  Travelling Profile of Subjects (N=500) 

Section II Number of Subjects Percentage of 
Subjects 

Q1. No. Trips made in the year 2008:                                                                                     None 2 0.4% 
1 trip 6 1.2% 

2-3 trips 383 76.6% 
4-6  trips 72 14.4% 
7-8 trips 34 6.8% 

9-10  trips 3 0.6% 
Others - - 

Q2. Travelling affected by economic crisis:                                                                               Yes 483 96.6% 
No 17 3.4% 

Q3. If yes, how does it affect your travelling plans? (N=483)        Increase numbers of trips 118 24.4% 
Reduce numbers of trips 105 21.7% 

Change to a more affordable destination 256 53.0% 
Lengthen days of travel 1 0.2% 

Shorten days of travel 3 0.6% 
Others - - 

Q4. No. of Trips plan for the year 2009:                                                                                 None 1 0.2% 
1 trip 3 0.6% 

2-3 trips 310 62.0% 
4-6  trips 145 29.0% 
7-8 trips 39 7.8% 

9-10  trips 2 0.4% 
Others - - 

Q5. Total travelling expenses in the year 2008:                                                              < $ 1000 5 1.0% 
$1000 - $1999 26 5.2% 
$2000 - $2999 6 1.2% 
$3000 - $3999 6 1.2% 
$4000 - $4999 10 2.0% 
$5000 - $5999 101 20.2% 
$6000 - $6999 214 42.8% 
$7000 - $7999 76 15.2% 
$8000 - $8999 35 7.0% 
$9000 - $9999 18 3.6% 

$10 000 - $10 999 2 0.4% 
>$ 11 000 

 
1 0.2% 

Q6. Total travelling expenses plan for the year 2009                                                    < $ 1000 3 0.6% 
$1000 - $1999 2 0.4% 
$2000 - $2999 4 0.8% 
$3000 - $3999 5 1.0% 
$4000 - $4999 7 1.4% 
$5000 - $5999 85 17.0% 
$6000 - $6999 150 30.0% 
$7000 - $7999 180 36.0% 
$8000 - $8999 40 8.0% 
$9000 - $9999 20 4.0% 

$10 000 - $10 999 3 0.6% 
>$ 11 000 

 
1 0.2% 

Q7. Preferred mode of Purchase:                                                                                          Online 306 61.2% 
Walk-In 

 
194 38.8% 

Q8. Which would you prefer?                                                                                    Tour package 244 48.8% 
Free  and Easy 

 
256 51.2% 

Q9. Next preferred destination:                                                                                         America  - - 
Canada - - 

Australia 110 22.0% 
China 43 8.6% 

Hong Kong 86 17.2% 
Macau - - 
Europe 27 5.4% 

Malaysia 24 4.8% 
Indonesia  - - 

Thailand 60 12.0% 
Mauritius - - 

Middle East - - 
Turkey - - 
Japan 95 19.0% 
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Korea - - 
New Zealand 29 5.8% 

Taiwan 6 1.2% 
Maldives 20 4.0% 

Africa - - 
Others 

 
- - 

Q10. Preferred travel agency :                                                                                   CTC Holidays 170 34.0% 
SA Tour 100 20.0% 

Chan Brothers 230 46.0% 
Dynasty Travel - - 

Zuji (online) 
 

- - 

Q11. With whom do you travel with?                                                                                  Family 275 55.0% 
Friends 135 27.0% 

Alone 15 3.0% 
Others 75 15.0% 

 

 
 

4.4  Factors Affecting Trends for Travel  

Based on the ratings of the thirteen (13) listed factors shown in Table 4.3, value for money 

(mean= 4.92) was listed as the extremely important.  

Q12. Factors affecting your trends for travel:  
(Factors A to M (N=500)) 

 

Scale   
Number of Subjects (Percentage of Subjects) 

 

1 
Extremely 

Unimportant 

2 
Unimportant 

3 
Unsure 

4 
Important 

5 
Extremely 
Important 

 
 
Mean 

a) Agency reputation - 10 
(2.0%) 

- 55 
(11.0%) 

435 
(87.0%) 

4.830 

b) Value for money                                                                                              - - - 40 
(8.0%) 

460 
(92.0%) 

4.920 

c) Individual past experience                                                                             1 
(0.2%) 

13 
(2.6%) 

2 
(0.4%) 

235 
(47.0%) 

249 
(49.8%) 

4.438 

d) word-Of-Mouth 30 
(6.0%) 

60 
(12.0%) 

20 
(4.0%) 

215 
(43.0%) 

175 
(35.0%) 

3.890 

e) Site seeing points                                                                                           - - 15 
(3.0%) 

65 
(13.0%) 

420 
(84.0%) 

4.810 

f) Low package price                                                                                           - - - 110 
(22.0%) 

390 
(78.0%) 

4.780 

g) Location & operation hours of agency 45 
(9.0%) 

375 
(75.0%) 

65 
(13.0%) 

15 
(3.0%) 

- 2.100 

h) Service rendered by staff                                                                                - - 45 
(9.0%) 

350 
(70.0%) 

105 
(21.0%) 

4.120 

i) Quality of accommodation, transport & meals                                                                                                                                 - - 13 
(2.6%) 

272 
(54.4%) 

215 
(43.0%) 

4.404 

j)  Discounts offered        - 20 
(4.0%) 

- 210 
(42.0%) 

270 
(54.0%) 

4.460 

k) Newspapers advertisement - 5 
(1.0%) 

9 
(1.8%) 

354 
(69.0%) 

132 
(26.4%) 

4.226 

l) Magazines advertisement - 100 
(20.0%) 

90 
(18.0%) 

160 
(32.0%) 

150 
(30.0%) 

3.720 

m) TV advertisement - 10 
(2.0%) 

12 
(2.4%) 

230 
(46.0%) 

248 
(49.6%) 

4.432 

n) Others factors:  
                           - Swine flu (H1N1) /pandemic                        
                              (N= 185)                                                             

- - - 25 
(5.0%) 

160 
(32.0%) 

4.865 

                            - Exchange rate (N=48) - - - 16 
(3.2%) 

32 
(6.4%) 

4.667 

                            - Political unstable (N=26) - - - 5 
(1.0%) 

21 
(4.2%) 

4.808 

                            - Natural Disaster (N=6) - - - - 6          
(1.2%) 

5.000 

                             - Blanks (unanswered) (N=235) 235 (47.0%)  
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TABLE 4.3:  Ranking for the Thirteen (13) Factors Affecting Trends for Travel 
Rank Factors Mean 

1 Value for money 4.920 

2 Agency reputation 4.830 

3 Site seeing points 4.810 

4 Low package price                                                                                           4.780 

5 Discounts offered        4.460 

6 Individual past experience                                                                             4.438 

7 TV advertisement 4.432 

8 Quality of accommodation, transport & meal                                                                                                                                4.404 

9 Newspapers advertisement 4.226 

10 Service rendered by staff                                                                                4.120 

11 Word-Of-Mouth 3.890 

12 Magazines advertisement 3.720 

13 Location & operation hours of agency 2.100 

 

With the current economic downturn and aggressive price competition within the travel 

agencies, consumers are more sensitive towards pricing of packages and travel expenditure. 

The next in rank listed as extremely important factors include agency reputation (mean= 

4.83).  The findings yield similar results with Tak and Wan (2005) and Chiam et al (2008) that 

value for money and price factor were of utmost importance to Singaporeans. Tangible 

product factors such as site seeing points (mean= 4.81), low package price (mean= 4.780) 

and discounts offered (mean= 4.46) also proved to be an important factor affecting the 

subjects’ trend for travel. In contrast, Heung and Chu’s (2000) findings rated agency 

reputation as the most important attribute among the total twenty-nine (29) attributes; and 

Lam and Zhangs’ (1999) study which found reliability, responsiveness and assurance as 

crucial attributes. One possible reason why Singaporeans are less concerned about agency 

reputation is perhaps due to the strict and different government regulations and policies 

that Singapore has as compared with the other countries.  

The least important factors in this study were related to the physical aspects of the agency 

offices and its operating hours.  In addition, when planning travel, subjects were less likely to 

place emphasis on information search channels such as magazines advertisement (mean = 

3.720) but relied more on newspaper advertisement (4.226), TV advertisement (4.432), 

individual past experiences (4.438) and the agency reputation (4.830). These findings 

revealed that the majority of the factors were of importance to Singaporeans, particularly; 

twelve (12) of thirteen (13) factors had mean ratings of higher than 3.5.  
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An astonish finding was that 185 (37.0%) of the subjects indicated in one of the factors, in 

item “n” of question twelve (12) in the questionnaire that natural disaster (1.2%), political 

unrest (5.2%), exchange rate (9.6%) and swine flu (37.0%) are also important concerns to 

them especially the wide spread of the swine flu in Mexico and America had stirred a fear 

among travellers in Singapore that it may hit Asia Pacific soon. Also, the recent political 

unrest situation in Bangkok (Thailand) prior to the launching of this questionnaire had 

certainly affected and influenced some of the subjects’ trends for travel in this study. This 

had also been concurred by the Tourism Council of Thailand that published that it could lose 

US 5.35 billion in tourism revenue and 3.2 million visitors as a result of the recent political 

unrest (Channel newsAsia, 2009 and Tourism Council of Thailand, 2009).  

The remaining two hundred and thirty five (235) subjects did not fill in other factor that 

would affect their travel.  

 

4.5  Brand Awareness - CTC Holidays  

Table 4.4 displayed the result findings on the awareness of CTC Holidays.  Results revealed 

that the subjects’ awareness on CTC Holidays is slightly below average, that is, only 49% of 

the subjects heard of CTC Holidays.  Among these subjects, 61.2% got to know CTC Holidays 

from channels such as the newspapers or magazines, 20% were by word-of-mouth and the 

rest of the 18.8% of them were through travel fairs.  This revealed that the marketing of CTC 

Holidays via newspapers and magazines were more successful than other channels.  

Despite having below average in brand awareness, there appeared to have a distinct 

difference between subjects who had engaged a service from CTC Holidays (22%) and 

subjects who had engaged a service with Chan Brothers Travel (38%) and SA Tour (25%), 

where both fetch a higher score compared to CTC Holidays. This had clearly revealed that 

even if the subject is aware of CTC Holidays, they may not choose to engage a service with 

them.  

In regardless of subjects who had or had not engaged a service with CTC Holidays, they had, 

however, indicated that with regards to its tour package(s) and good services rendered, 48% 

of the subjects think that the CTC Holidays offers, are value for money and they also provide 

good services.  24% of the subjects disagreed and 28% think that this is not applicable to 
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them. This indicated that most of the subjects think that CTC Holidays offers value for money 

tour package(s) and renders good services. 

However, only 22% of the subjects indicated they would choose CTC Holidays over the other 

agencies in the long run.  Hence, there is room for improvement in this area and CTC 

Holidays should look into the aspects of its customer relationship management. 

On the findings in relation to trustworthiness with internet booking, 68% of the subjects will 

trust the agency’s website and make online bookings.  With no surprise, 94% of them also 

felt that online bookings should be made cheaper since Singaporeans are more concerned 

with price factor.  

TABLE 4.4:  Awareness of CTC Holidays 
Section III Number of Subjects Percentage of 

Subjects 

Q13. Have you heard of CTC Holidays?   
Yes 245 49.0% 
No 255 51.0% 

Q14. How did you get to know CTC Holidays?   
Internet - - 

Newspaper/ Magazine 150 61.2% 
Word-Of-Mouth 49 20.0% 

TV Advertisement - - 
Travel Fairs 46 18.8% 

Others - - 
Q15. Which Travel agency have you engaged a service with before?   

CTC Holidays 110 22.0% 
SA Tour 125 25.0% 

Chan Brothers 190 38.0% 
Dynasty Travel 35 7.0% 

Zuji (online) 15 3.0% 
Others 25 5.0% 

Q16. Do you think CTC Holidays offers value for money tour package(s)?   
Yes 240 48.0% 
No 120 24.0% 

Not applicable 140 28.0% 
Q17. Do you think CTC Holidays provide good services?   

Yes 240 48.0% 
No 120 24.0% 

Not applicable 140 28.0% 
Q18. Will you choose CTC Holidays over other agencies in the long run?   

Yes 110 22.0% 
No 250 50.0% 

Not applicable 140 28.0% 
Q19. Will you trust the agency’s website and make online bookings?   

Yes 340 68.0% 
No 160 32.0% 

Q20. Should online bookings be made cheaper?   
Yes 470 94.0% 
No 30 6.0% 

 

4.6  Hypothesis 1: Trends of Travelling Expenditure  

After determining the total expenditure on travel for Singaporeans per person last year 

(2008) and their budgeted travelling expenditure for 2009, we examined its first hypothesis 

on whether there is a trend towards less expenditure.  
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Table 4.5:  Expenditure in 2008 verse Budgeted Expenditure for 2009 

 Expenditure in 2008 Budgeted Expenditure for 

2009 

The Differences 

< $ 1000 12 (2.4%) 21 (4.2%) + 9 (1.8%) 

$1000 - $1999 18 (3.6%) 19 (3.8%) + 1 (0.2%) 

$2000 - $2999 47 (9.4%) 83 (16.6%) + 36(7.2%) 

$3000 - $3999 139 (27.8%) 183 (36.6%) + 44 (8.8%) 

$4000 - $4999 87 (17.4%) 78 (15.6%) - 9 (1.8%) 

$5000 - $5999 99 (19.8%) 23 (4.6%) -76 (15.2%) 

$6000 - $6999 55 (11.0%) 74 (14.8%) +19 (3.8%) 

$7000 - $7999 23(4.6%) 12(2.4%) -11 (2.2%) 

$8000 - $8999 13 (2.6%) 2 (0.4%) -11 (2.2%) 

$9000 - $9999 4 (0.8%) 3 (0.6%) -1 (0.2%) 

$10 000 - $10 999 2 (0.4%) 1 (0.2%) -1 (0.2%) 

>$ 11 000 1 (0.2%) 1 (0.2%) - 

Median for 2008 = $4000 - $4999 & Median for 2009 = $3000 - $3999 

In 2008, the median of total travelling expenditure falls into the category of $4000 - $4999 

per person.  However, the calculated median for total travelling expenditure for 2009 falls 

into the category of $3000 - $3999. Hence, there is a general decrease found in the planned 

total travelling expenditure in 2009.  Also noticeably, the number of subjects that spent 

above $7000 in 2008 has drastically decreased by 55.8%.   The most significant change 

among all income categories was in the category of $5000 - $5999, which had a decrease of 

76.8% between 2008 and 2009.  In an additional analysis to find out the expenditure trend 

between a married individual and single, interestingly, the result showed that the overall 

expenditure for both married individual and single had declined from $4000 - $4999 to 

$3000 - $3999 and $3000 - $3999 to $2000 - $2999 respectively in year 2009.  However, 

married individual tend to spend more than single. 

These findings represented a universal exercise of expenditure prudence among most of the 

subjects. Thus, the planned propensity to spend more has decreased in 2009. 

Table 4.6:  The Expenditure Trend between a Married Individual and Single 
 Expenditure in 2008 Budgeted Expenditure for 2009 

 Single Married Single Married 

< $ 1000 9 (1.8%) 3 (0.6%) 14 (2.8%) 7 (1.4%) 

$1000 - $1999 9 (1.8%) 9 (1.8%) 9 (1.8%) 10 (2.0%) 

$2000 - $2999 29 (5.8%) 18 (3.6%) 48 (9.6%) 35 (7.0%) 

$3000 - $3999 33 (6.6%) 106 (21.2%) 38 (7.6%) 145 (29.0%) 

$4000 - $4999 9 (1.8%) 78 (15.6%) - 78 (15.6%) 

$5000 - $5999 11 (2.2%) 88 (17.6%) - 23 (4.6%) 

$6000 - $6999 8 (1.6%) 47 (9.4%) - 74 (14.8%) 

$7000 - $7999 1 (0.2%) 22 (4.4%) - 12 (2.4%) 

$8000 - $8999 - 13 (2.6%) - 2 (0.4%) 

$9000 - $9999 - 4 (0.8%) - 3 (0.6%) 

$10 000 - $10 999 - 2 (0.4%) - 1 (0.2%) 

>$ 11 000 - 1 (0.2%) - 1 (0.2%) 

Total 109 (21.8%) 391 (78.2%) 109 (21.8%) 391 (78.2%) 

Median $3000 - $3999 $4000 - $4999 $2000 - $2999 $3000 - $3999 
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Therefore, we accept hypothesis 1: There is a trend towards less expenditure on travel for 

Singaporeans per person. This result would probably be of interest to travel agency to pay 

particular attention to previous and future travel budgets amidst the present economic 

uncertainties.  

 
4.7  Hypothesis 2: Total Turnover on Travel  

In this section, the second hypothesis is explored to examine whether there is a trend for 

higher total turnover on travel for Singaporeans, that is, whether Singaporeans would 

increase or decrease the number of trips in 2009 compared to last year 2008.  In 2008, the 

median of trips was in the category of 2-3 trips per person. There is an increase in median 

for the trips planned for the year 2009 from 2-3 trips to the next category of 4-6 trips. The 

most significant change identified in this study was in the category of 4-6 trips for the year 

2009 by 101.4% (doubled from 72 to 145 subjects) as compared to 2008. The next 

prominent figure noted was the decrease of 14.6% in subjects who selected the category of 

2-3 trips in 2009.  These findings had highlighted that the propensity of subjects travelling in 

2009 had increased.  

Table 4.7:  The difference between the trips made in the year 2008 and the planned trips in 2009 

 In 2008 Planned for 2009 The Differences 

None 2 (0.4%) 1 (0.2%) -1 (0.2%) 

1 trip 6 (1.2%) 3 (0.6%) -3 (0.6%) 

2-3 trips 383 (76.6%) 310 (62.0%) - 73 (14.6%) 

4-6  trips 72 (14.4%) 145 (29.0%) + 73 (14.6%) 

7-8 trips 34 (6.8%) 39 (7.8%) +5 (1.0%) 

9-10  trips 3 (0.6%) 2 (0.4%) -1 (0.2%) 

Others - - - 

 Median  for 2008 = 2-3 trips &  Median for 2009 = 4-6 trips 

 

The result revealed a higher propensity of subjects with income level less than $4000 plan to 

travel at least 2 trips whilst, majority of the higher income level subjects with an income 

level of $4000 and above plan to travel at least 4 trips in 2009.  
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Table 4.8:  The Income level and planned trips in 2009 

Income Level None 1 trip 2 - 3 trips 4 - 6  trips 7 - 8 trips 9 - 10 trips Total 

< $ 1000 2 (0.4%) - 2 (0.4%) - - - 4 (0.8%) 

$1000 - $1999 1 (0.2%) 23 (4.6%) 9 (1.8%) 2 (0.4%) 1 (0.2%) - 36 (7.2%) 

$2000 - $2999 - 2 (0.4%) 81 (16.2%) 9 (1.8%) 6 (1.2%) - 98 (19.6%) 

$3000 - $3999 - 6 (1.2%) 91 (18.2) 39 (7.8%) 13 (2.6%) -  149 (29.8%) 

$4000 - $4999 - - 4 (0.8%) 147 (29.4%) 8 (1.6%) 3 (0.6%) 162 (32.4%) 

$5000 - $5999 - - 1 (0.2%) 30 (6.0%) 2 (0.4%) - 33 (6.6%) 

$6000 - $6999 - - 1 (0.2%) 15 (3.0%) - - 16 (3.2%) 

>$ 7000 - - 1 (0.2%) 1 (0.2%) - - 2 (0.4%) 

Total 3 (0.6%) 31 (6.2%) 190 (38.0%) 243 (48.6%) 30 (6.0%) 3 (0.6%) 500 (100%) 

This finding on the trend of higher turnover on travel by per surveyed Singaporean would 

provide some guidelines and importance to the Singapore travel industry in particular, the 

demographic characteristics, so that the corresponding strategies could be implemented.  

Therefore, we accept hypothesis 2: There is a trend for higher total turnover on travel for 

Singaporeans. 

 

4.8 Hypothesis 3: Preferred mode of purchases and age group.  

Most people search via the travel websites for cheap airlines as well as low package deal.  

Although we could not obtain statistics to determine whether there is a correlation between 

mode of purchase and age group, however, past research works and the findings in this 

thesis, had in some way, pointed towards the direction that there is a growing trend towards 

people engaged in on-line travel sales.    

In this third hypothesis to be examined, a cross tabulation and Pearson correlation test were 

performed to analyse whether there is a strong correlation between the preferred mode of 

purchases and the age group.  The findings demonstrated that a high percentage of 61.2% 

subjects at aged 42 years old and below, selected online as the preferred mode of purchase 

and 38.8% of the subjects who had selected walk-in as their preferred mode of purchase was 

aged 38 and above. Table 4.8, illustrated the findings and the distinct variation between the 

age group selection of preferred mode of purchases and a minor overlap between the age 

group of 33 - 37 and the age group of 38 - 42.  In conclusion, majority of the people from age 

42 years old and below preferred purchase travel products online compared to walk in.  The 

Pearson correlation test revealed a significant correlation of 0.746. Correlation is significant 
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at 0.01 level (two-tailed).  In this instance, the correlation between preferred mode of 

purchase (on-line) and age group indicates a strong relation (0.746 > 1).  

Therefore, we accept hypothesis 3: There is a strong correlation between preferred mode of 

purchases (walk-in vs. online) and age group.  This result should also provide an interest to 

the travel agency particularly to those who aim to obtain more market shares in the travel 

industry.  

Table 4. 9:  Cross tabulation of Age group and Preferred mode of Purchases 

 Online Walk-In Total 

 Age Group:                  18 - 22 15 (3.0%) - 15 (3.0%) 

23 - 27 82 (16.4%) - 82 (16.4%) 

28 - 32 113 (22.6%) - 113 (22.6%) 

33 - 37 92 (18.4%) 39 (7.8%) 131 (26.2%) 

38 - 42 4 (0.8%) 72 (14.4%) 76 (15.2%) 

43 - 47 - 32 (6.4%) 32 (6.4%) 

48 - 52 - 23 (4.6%) 23 (4.6%) 

53 - 57 - 11 (2.2%) 11 (2.2%) 

58 - 62 - 9 (1.8%) 9 (1.8%) 

63 - 65 - 8 (1.6%) 8 (1.6%) 

Total 306 (61.2%) 194 (38.8%) 500 (100.0%) 

Figure 4.1 : Age and Preferred Mode of Purchase 
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4.9  Hypothesis 4: Income Level and the Ten (10) Most Preferred Destinations  

In order for us to generate an accurate analysis for the preferred destination to determine 

the fourth hypothesis, the subjects were only allowed to select one (1) destination which 

they preferred travelling in the next trip.  In comparison between the latest statistic 

generated by DSS’s General Household Survey (GHS) of resident population who had 

travelled between year 2000 - 20057 (DSS, 2008) and our findings in relation to the most 

preferred destinations by Singaporeans. Surprisingly, our findings differed from GHS.  Table 

4.10 illustrated these differences in ranking.   

 

Table 4.10: Ranking on Preferred Destination 

General Household Survey 2005 Our Findings 

Rank Most Travelled Destination Rank Most Preferred Destination 
1 Malaysia 1 Australia 
2 Thailand 2 Japan 
3 China 3 Hong Kong  
4 Australia 4 Thailand 
5 Indonesia 5 China 
6 Hong Kong SAR 6 New Zealand 
7 Europe 7 Europe   
8 Taiwan 8 Malaysia 
9 Japan 9 Maldives 

10 South Korea 10 Taiwan 

These differences could have been influenced by the media reports on flu influenza and the 

economic situation in Singapore during the surveyed period. For instance, the Swine flu 

which started in Mexico and spread rapidly across the world could have been an influencing 

factor that deterred the subjects from choosing the affected places as the next preferred 

destination.   

Similarly, a cross tabulation and Pearson correlation test were performed to analyse 

whether there is a strong correlation between the income and place of travel (destination). 

The findings demonstrated that Australia is the most popular preferred destination 

regardless of income level distinctly.  Given the median household income is $4950, 29.8% 

from the lower income had indicated Asia-Pacific as their next preferred destination.  

Furthermore, the travel distance from Singapore to Asia-Pacific region, which includes East 

Asia, Southeast Asia, Australasia and Oceania are considered short (<10 hours) compared to 

Europe, Middle East or USA (>10 hours).   The trend of travel is similar to the statistics of DSS 

(2008) and PATA AND VISA (2008) where Singaporeans preferred to travel shorter distance 

                                                 
7
 Singapore Department of Statistic conducted the General Household Survey (GHS) in intervals of 5 years. As such, the next GHS statistics 

(2006 – 2010) will be generated after 2010. 
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within the Asia-Pacific region.  9.4% of the subjects with an income of $4000 and above 

distinctly selected a further destination, Europe and Maldives as their preferred 

destinations.  Table 4.10 illustrated the findings and the variation between the subjects’ 

income with the preferred destination.  Although past travel history revealed that Malaysia, 

Thailand and China were top on the list among Singaporeans, however, the change in socio-

demographic travel pattern might have influenced the choice of selection as next preferred 

destination in our survey. Unexpectedly, the remaining next preferred destinations such as 

America, Canada, Macau, Indonesia, Africa, etc. listed in the questionnaire were not 

selected. 

Table 4.11:  Cross tabulation of Income and Next Preferred Destination 

 Australia Japan Hong 
Kong 

Thailand China New 
Zealand 

Europe Malaysia Maldives Taiwan Total 

< $ 1000 - 1   
(0.2%) 

- - 3   
(0.6%) 

- - - - - 4   
(0.8%) 

$1000 - $1999 8   
(1.6%) 

4   
(0.8%) 

7   
(1.4%) 

5   
(1.0%) 

9   
(1.8%) 

3   
(0.6%) 

- - - - 36 
(7.2%) 

$2000 - $2999 16 
(3.2%) 

44 
(8.8%) 

17 
(3.4%) 

12 
(2.4%) 

5   
(1.0%) 

4   
(0.8%) 

- - - - 98 
(19.6%) 

$3000 - $3999 31 
(6.2%) 

28 
(5.6%) 

35 
(7.0%) 

35 
(7.0%) 

12 
(2.4%) 

6   
(1.2%) 

- 2  
(0.4%) 

- - 149 
(29.8%) 

$4000 - $4999 25 
(5.0%) 

9   
(1.8%) 

24 
(4.8%) 

8   
(1.6%) 

13 
(2.6%) 

14 
(2.8%) 

22 
(4.4%) 

21 
(4.2%) 

20 
(4.0%) 

6   
(1.2%) 

162 
(32.4%) 

$5000 - $5999 14 
(2.8%) 

9   
(1.8%) 

3   
(0.6%) 

- 1   
(0.2%) 

2  
(0.4%) 

3   
(0.6%) 

1   (0.2%) - - 33 
(6.6%) 

$6000 - $6999 14 
(2.8%) 

- - - - - 2  
(0.4%) 

- - - 16 
(3.2%) 

>$ 7000 2  
(0.4%) 

- - - - - - - - - 2  
(0.4%) 

Total 110 
(22.0%) 

95 
(19.0%) 

86 
(17.2%) 

60 
(12.0%) 

43 
(8.6%) 

29 
(5.8%) 

27 
(5.4%) 

24 
(4.8%) 

20 
(4.0%) 

6   
(1.2%) 

500 
(100.0%) 

 

Pearson correlation test revealed a significant correlation of negative (-) 0.077. Correlation is 

significant at 0.01 level (two-tailed).  In this instance, the correlation between income and 

place of travel indicates a weak relation (-0.077 < 0.01). In conclusion, income level is not the 

deciding factor when subject plans for their next preferred destination. Therefore, we reject 

hypothesis 4: There is a strong correlation between income and place of travel (destination).  
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Figure 4.2:  Income and Next Preferred Destination 

4.10  Hypothesis 5: Existing Trends and the Recent Theory 

In order to support or reject our last hypothesis, that is, the fifth hypothesis on whether 

each existing trend in our hypotheses can be supported by recent theory in the field of 

marketing, the use of past literature reviews and latest available statistical findings 

conducted by reliable and established sources were deployed.  These include the literature 

reviews in Chapter Two (2) as well as statistical findings conducted by DSS, PATA and WTO. 

To begin with, travelling in time of crisis or risk could bring advantage (benefit from 

exchange rate) and disadvantages (risk of personal safety, tight expenditure or health at 

stake) to travellers. Wilks & Page (2006) supported this.    

The result revealed that Singaporeans were not discouraged by the economic crisis as 53% of 

subjects chose to change to a more affordable destination, followed by 37.2% of subjects 

who chose to increase the number of trips travelled, which also implied that they would still 

go ahead with their travel plan and a mere 7.4% indicated that they would reduce the 

number of trips which also implied postponement of trip. The remaining 47% of the 

surveyed subjects did not attempt to include any other factors, we classified/assumed this 

group as totally not affected by crisis and will go ahead with their travel plan in 2009.     This 

finding supported the recent literatures conducted by Valencia and Crouch (2008); 
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Rittichainuwat and Chakraborty (2009) and the studies of Hiemstra and Wong (2002), Tan et 

al. (2002) and Zhang et al. (2009 as well as findings by PATA and Visa (2008).   

Supported by Zhang et al. (2009) and Dwyer, Forsyth and Rao (2002), our findings revealed 

that 9.6% of subjects considered exchange rate as one of the travelling factors that 

motivated them to visit the country so they could ‘spend more by paying lesser’.   

There was no known review on the travel expenditure, especially in the context of 

Singaporeans, to support the trend of expenditure; however, we could draw from limited 

but similar reviews as well as statistical survey from reliable and established sources to 

explain our stand.  

The studies from various authors such as Hong and Kim (2000); Bojanic (1992) and Wilkes 

(1995) concluded that the family leisure expenditure patterns vary across the FLC stage 

indicated similarity in Singapore, in this instance, the travel expenditure patterns vary across 

an individual or married person, given the constraint factors of each individual and family 

are different. The trend of travel for Singaporeans moving towards a lesser expenditure 

during crisis period was supported in our analysis (see Table 6).  This trend indicated 

Singaporeans were more careful with their money supports the finding of Henderson (1999).  

However, opposed the findings conducted by PATA and Visa in 2008 that ‘the average 

Singaporean budgets of $1,936 are set to increase by 22.7% taking their average travel 

spend to $2,376.’ In line with Hong et al. (2009) study that married people  are likely to 

spend more than single in leisure travel, our findings concluded that the travel expenditure 

between married people and single displayed that married people (median = $3000 - $3999) 

spend more than single (median = $2000 - $2999) in year 2009.  Bearing in mind that our 

survey was conducted during the economic downturn period and many Singapore residents 

were conscious with spending, our findings were not consistent with Jang et al. (2004) that 

higher income travellers significantly spend more. 

The evidences from Nanyang 100 (2009); Kaur (2009) and Tan (2009) indicated that 

Singapore travellers are taking advantage of cheaper flights and price-wars among travel 

agencies and seek to lower their travel expenses to affordable places during crisis.  

Also, during the process of distribution and collection of questionnaires, we observed a 

number of subjects were hesitant in deciding which box they should choose pertaining to 
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the travel expenditure for both 2008 and 2009. The possible reason could be that the 

subjects may not feel comfortable revealing to a third party on the actual spending or 

budgeted spending per travel per person, hence we shared similar sentiment with the study 

by Stynes and White (2006) that the amount tend to vary especially between actual 

spending and spending indicated in the survey.   

The result revealed a high turnover on travel for Singaporeans also confirmed the 

conclusions with that from Neal, Uysal and Sirgy (2007); Zabriskie & McCormick (2001) and 

Modell and Imwold (1998) s’.   Several factors have contributed to the reason why there was 

a high turnover on travel for Singaporeans, firstly, travel has became a part of Singaporeans’ 

lifestyle; secondly, travellers took advantage of the low prices from airlines and travel agency 

as well as good exchange rate travelling to their preferred destination at lower cost during 

economic crisis; thirdly, many working Singapore residents were motivated by price factor 

for the longer weekend holiday package to nearby regions for ‘de-stress’ and relaxation; 

fourthly, the convenience of engaging a travel agency taking care of every aspect (all 

inclusive tour package) for you and your travel companion; fifthly, the convenience of 

making travel arrangement via on-line or travelling down to the nearest travel agency; and 

lastly the influences on the attributes such as travelling with family or friends, various 

important motivation factors that affect your trend of travel, and traveller’s satisfaction of 

overall services to revisit place . These attributes were supported by studies of Dwyer, 

Forsyth and Rao (1999); Li et al. (2008); Kau and Lee (1999); Tak and Wan (2005); Heung and 

Chu (2000); Pearce and Lee (2005); PATA and Visa (2008); Chiam et al. (2009); Kim et al. 

(2007); Lam and Zhang (1999); Goldsmith and Litvin (1999). 

The high turnover on travel by Singaporeans were further supported by statistical results 

from ICA and PATA and Visa that the outbound travel of Singapore residents had rose by 

804,234 at 6,828,362 in 2008 and had seen an increase in bookings to places like Malaysia, 

Indonesia, China and Hong Kong. 

On the preferred mode of purchase, there was very minimal empirical study on the 

correlation between age group to preference of purchase in Singapore.  Our findings 

revealed that there was a strong correlation between the preferred mode of purchase, 

particularly, via online and age group.  This also confirmed that increasingly more travellers 

(between age 23 -27) preferred to buy tickets or engaged an online travel agency for partial 
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package or self package and minority of travellers (age 37 or above) preferred face-to-face 

meeting with travel consultant. This  trend is also consistent with the findings from 

Jarvelainen and Puhakainen, 2004. However, the trend does not support the findings of 

Chiam et al. (2009).   In our finding, the majority preferred online booking were age between 

23 - 37 years old, this was somehow similar with Kim et al.(2007)s’ age group of between 18 

- 30 years old, where both belong to young adults group.  Despite the number subjects who 

have travelled down to an agency with ready information found from internet were not 

cover in our research. However, we were of the view that out of the five hundred (500) 

subjects surveyed, there was definately a handful of them doing so. One of the possible 

reasons could be the lack of trust making payment and personal information being disclosed 

via internet, unfamiliar vendor and the delay in communication with travel agent 

corresponding with emails and feedback column.  The behaviours of these group of people 

were supported by Pearlman and Pathapati (2001); Jarvelainen and Puhakainen (2004); 

Petre et al. (2006); Jarvenpaa et al. (2000); Reichheld and Schefter (2000); Gefen et al. (2003); 

Johnson-Page and Thatcher (2001); McCole and Palmer (2002).   

Our analysis showed that there is no strong correlation between income and place of travel 

(destination), which possibly means that regardless of income level, subjects would go ahead 

choosing a destination that they would prefer to go in their next trip.  This can be explained 

in the income category of $4000 - $4999 that the preferred destination was spread across 

among the top ten (10) list even if travelling to Europe may cost more than travelling to 

Hong Kong.  Our findings supported the findings by Zhang et al. (1999) that higher income 

tend to travel further although no liner relationship even though a low 9.4% of high earners 

chose further and expensive destinations like Europe and Maldives as well as lower income 

are more concern with pricing (Heung and Chu, 2000).    

The travel pattern of Singaporeans had shifted towards shorter trips in region instead of long 

trips which were consistent with Nicolau and Mas (2005) and the statistical findings from 

DSS and PATA and Visa. The likely reasons could be the economic downturn, wide spread of 

swine flu across the globe and people are watching their budget. Also, our finding support 

the statistical findings from DSS that lower income earners will travel at least two (2) trips 

while the higher income earners will travel at least four (4) trips.  
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Therefore, we concluded that the existing trends of travel by Singapore residents namely, 

people will still travel during crisis; trend towards less leisure expenditure; trend for higher 

turnover of travel by Singaporean; correlation between mode of purchase especially online 

and age group and lastly, correlation between income and preferred destination can be 

support by recent theory.  The figure below (figure 4.3) illustrated the final results for the 

five (5) hypotheses. 

 

Hypothesis Final Result 

1 There is a trend towards less expenditure on travel for Singaporeans per person.  Accept 

2 There is a trend for higher total turnover on travel for Singaporeans.  Accept 

3 There is a strong correlation between preferred mode of purchases (walk-in vs. 
online) and age group. 

 Accept 

4 There is a strong correlation between income and place of travel (destination).   Reject 

5 The existing trends found can be supported by recent theory in the field of 
marketing. 

 Accept 

Figure 4.3:  Final results for the five (5) Hypotheses 
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CHAPTER FIVE:  
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CHAPTER FIVE: RECOMMENDATION & CONCLUSION  
 
5.1 Recommendation 

The present research examined the factors affecting or influencing travellers from travelling 

as well as providing a clear prospective of the tourism industry within Singapore and how 

travel business can survive and sustain through good and bad times.  The results obtained 

suggested that despite a decline in the inbound travel in Singapore, there was a rise in the 

outbound travel for the recent years had proven to be profit sustainable for travel agencies 

even during crisis time.  The study trend of travel profile of Singapore residents revealed that 

regardless of the crisis or not, majority of Singapore residents will still travel but change to 

more affordable destinations or nearby regions in order to reduce their travel expenditure 

compared to expenditure spent previous year. Ironically, changing to a shorter distance 

travelling resulted in the high turnover of travel mainly because subjects took advantages on 

the favourable exchange rate during financial crisis to justify their ‘travelling urges’ by 

getting away more often for relaxation without hurting their pockets.  

Statistics from DSS had revealed countries surrounding Singapore, like Malaysia, Indonesia 

and Thailand were most travelled for the past few years.  However, given socio-demographic 

changes of Singapore residents, there had been a shift in the trend of travel among subjects 

moving slightly further to Asia Pacific region, such as Hong Kong, Japan, China, Australia etc., 

in the near futures as compared to America or Europe, which are further away in terms of 

travelling time/distance.  The trend of travellers moving towards searching for travel related 

services, destination information and purchases their travel package via online had posed a 

challenging yet crucial task ahead for travel agency as upgrading on its current system may 

cost a substantial amount for the company.  However, to leverage on the coming trends, it is 

thus very important for travel agency to pay particular attention in this aspect.    

As mentioned in our previous chapters, our aim of this study is to formulate appropriate 

strategies for CTC Holidays so to leverage on these trends and gain more market shares in 

the travel industry. Understanding the travellers’ preferences and behaviour are vital for 

tourism marketers in determining market segments and in designing advertising promotions.  

Based on the findings and analysis derived from the previous chapters, we recommend the 

following five (5) steps of marketing strategies, adopted from Best (2009) for CTC Holidays 

during this time of uncertainty. 
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Step 1: Assessment of the Current Situation: 

The travel industry in Singapore is a highly competitive industry, as there are only potentially 

four (4) million people travelling out of Singapore. Especially, during this global economical 

crisis, more than six hundreds (600) travel agencies in Singapore are competing with one 

another, offering the lowest packages and fares. 

Price competition comes in as travel agencies face difficulties in balancing their quality of the 

tour and maintaining the competitiveness of the selling prices. Companies will then come up 

with offers and quality services to fulfil the market's needs such as customer service with 

loyalty rewards or points to be accumulated.   

Customisation also comes into the picture, by providing budget or free and easy packages to 

the different segment group such as families, couples and individuals.  Now, almost every 

travel agency are providing a one-stop service making it convenient for customers to book 

their tickets online, purchase travel insurance and get their car rental services all at one 

point of transaction. In recent years, society has placed greater emphasis on customer 

service. With the vision of CTC Holidays being the Preferred Choice, it naturally makes 

customer service its focal point. Hence, it is important to connect and engage with the 

customers, gradually creating a sense of belonging and trust towards CTC Holidays. 

 

Step 2:  Summary of the SWOT Analysis: 

The CTC Holidays faces many threats in the industry especially the selling prices of 

competitors, from the major agencies like Chan Brothers Travel and SA Tours etc.  Its 

greatest competitor, The Chan Brothers Travel is seen as the leading organisation in the 

travel industry as they have created strong brand awareness through its marketing strategies 

and branding of its product and services.  In addition, many of these travel agencies are 

trying to balance between providing quality service and quoting prices that is not the 

cheapest but the fairness in terms of its value.   Natural hazards such as the recent swine flu, 

bird flu cases and SARS as well as terrorism issues have caused a decline in travelling in the 

Asia region.  These are unforeseen circumstances that CTC Holidays could not guard against.  

The economy is also unpredictable, especially this current global financial crisis with more 
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people expecting to lose their jobs.  These had somehow discouraged people from spending 

unnecessarily but the travelling sector was hardly hit by this uncertainty of economy. 

The strengths of CTC Holidays include their dealings with tour operations all over the world, 

offering a one-stop-approach and its website offers English and mandarin translation which 

some other websites do not provide.  CTC Holidays is able to offer value for money tour 

packages and free and easy packages to its customers and thereby earned many satisfying 

customers who had returned to book their travel with them again.  A majority of travellers 

stated that CTC Holidays provides good services and offers reasonable prices and it has also 

achieved many honourable awards due to its service-driven philosophy.   

The key success factors for CTC Holidays are the extensive worldwide network that it has 

established, the CTC Holidays club which offers the customer loyalty programs such as the 

accumulation of points and other incentives such as discounts has attracted approximately 

30,000 members. It is also their vision of being the Preferred Choice that has motivated 

them to provide good customer service and products for their customers.  For these, it has 

received commendations from the people we surveyed. 

The weakness of the company are due to the lack of promotional campaigns. As campaigns 

can create brand awareness, hence affecting CTC Holidays brand positioning in the market.  

It is essential for CTC Holidays to create brand awareness through promotional campaigns to 

build more customer base and gain greater market share to the masses.   

CTC Holidays is aware that during bad times, many people preferred to have cash in hand 

and  are reluctant to spend money, hence it offered a 'travel now pay later' instalment 

scheme that eases the financial bundle of travellers who enjoy travelling. Essentially, their 

sales have increased by 60% last year as compared to year 2007. 

For inbound travel, CTC Holidays sees the opportunities with the development of the three 

(3) integrated resorts which would be completed by 2010. It foresees an influx of tourists 

coming into Singapore from other countries.  This would cause an increase in collaboration 

between CTC Holidays’ existing worldwide business partners as well as new agencies to want 

to work with CTC Holidays rendering service to travellers who wish to visit Singapore.  CTC 

Holidays would also be able to expand into the foreign markets once they have established 

their brand name.  CTC Holidays also makes use of the various industries' marketing efforts 
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to promote its brand which had encouraged customers from Bintan, Batam and Bali to take 

a ferry ride to Singapore just to join CTC Holidays’ travel packages. Other opportunities 

present in the industry include usage of the advancement in technology such as e-business 

via internet.  This can reduce labour costs and improve efficiency and profitability for the 

company. 

The critical challenges ahead for CTC Holidays are to make the web an efficient revenue and 

profit tool. It’s aim is to attract and introduce CTC Holidays to web-savvy travellers in other 

countries, which would lead to booking of their travel arrangements by just a click, resulting 

in profit increment.  How CTC Holidays can work and incorporate its travel arrangement with 

its worldwide business partners via e-business and encourage more signups, set up a "Kids 

Club" or special promotions exclusively for children and become "The Club" for travellers to 

enjoy special privileges both in Singapore and overseas. 

 

Step 3: Propose the Strategic Market Plan: 

From the above situation and SWOT analysis, CTC Holidays should adopt a strategic 

direction. Given its high competitive position and market attractiveness in the travel 

industry, it should put in place offensive strategy like ‘Invest to Grow’ strategic market plan 

that invest on marketing resources to increase its customer base in the market or tour 

package position in the industry and defensive strategy such as ‘Protect Position’ strategic 

market plan by retaining existing customers as well as invest and protect its strongest 

product position - value for money tour packages in which CTC Holidays dominates with 

respect to competitive position.  

 

Step 4: Develop the Marketing Mix Strategy: 

In order for CTC Holidays to put the strategic market plan into effect, it should develop a 

marketing mix strategy and review this strategy every year.  Since value for money tour 

packages are the most popular amongst, CTC Holidays should focus on offering lower 

package deals to group. CTC Holidays can also offer 'made to tailor' package deal and 'select 

your own travel menu' with options provided in each section of tour be made available if 

customers choose to travel with their family and/or friends; in a group.  With the current 
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trend of travellers moving towards shorter trips in nearby regions, CTC Holidays can promote 

short packages for those who want to travel.  In addition, CTC Holidays can further segment 

the market by the differences in income level so to provide reasonable and value for money 

all year round packages to different income level people.  These packages may range from 

basic travel needs package to luxurious package to tailor made package and should be 

reviewed constantly to synchronise with latest travel trend. 

As consumers are mostly price-sensitive, especially in belt-tightening times, CTC Holidays 

should ride on the recent 10% drop on airfares and offer a service balance to that which they 

are willing to pay for. For example, a five (5) day trip to Korea will cost one $688 (including 

air ticket, hotel accommodation, meals and sightseeing). Since there is a need to work out a 

cheaper rate to attract customers, $588 will be offered instead. However, meals will not be 

provided. This, as seen from another perspective can be a positive idea as some customers 

may have special requirements or dislike the food provided and may even complain if the 

food is not up to their standards.  CTC Holidays can further enhance on the 'travel now, pay 

later' instalment scheme so that more people are able to travel. This, in turn help to boost 

up the travel and airline industries. 

CTC Holidays can additionally provide its first time customer with a 10% discount on any 

travel package provided that they travel in a group of four (4) people or more. To add on, a 

‘member-get-member’ promotion deal plus free mystery gift (travel related) can be 

conducted to existing customers who will receive an additional $100 discount on the 

packages chosen when they refer new friends to CTC Holidays. New members, who had 

signed up, can also walk away with a mystery gift too. The Loyal club members of CTC 

Holidays can also be granted special privileges such as receiving birthday vouchers on their 

birthday month. For instance, they get 15 % discount on selected travel packages if they 

travel within the three (3) months from the date of their birthday. To create a bond with the 

members, CTC Holidays may send them birthday cards. This promotes and builds customer 

relationship. 
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Step 5: Develop the Marketing Budget / Marketing Performance Plan / Performance 
Evaluation: 

CTC Holidays can allocate a customer-mix budget to support the strategy plans as there is a 

mixture of both acquisition of new customers and retention of old customers. CTC Holidays 

should evaluate the strategic plans using a close constant monitoring system of the market 

and profit performance and a performance review monthly. The process market metrics and 

end result market metrics can be used as a yardstick for its performances. 

 

5.2 Conclusion  

In this study, an attempt to explore the demographic characteristics of Singapore residents 

and the trend of travelling particularly focusing on key areas such as the factors that 

influence Singapore residents to travel during crisis and whether there is higher or lower 

travel expenditures is expected, the correlation between age group and mode of purchases 

and correlation between income per traveller and preferred destination of choice.    

The results concluded the followings: 

 

For hypothesis one (1):  There is a trend of less expenditure on travel for Singaporeans per 

person.  The median of total travelling expenditure falls into the category of $ 3000 - $3999 

for year 2009 as compared to last year 2008 in $4000 - $4999 category, a significant 

decreased in expenditure pattern.   

For hypothesis two (2): There is a trend of higher turnover on travel for Singaporeans.  Result 

in this hypothesis revealed that in general, the median of trips, that is, 2-3 trips, by 

Singaporeans travelled in 2008 had escalated to the next category of 4-6 trips.  Hence, the 

propensity of Singaporean travelling out of Singapore in 2009 would be higher. 

For hypothesis three (3):  There is a correlation between mode of purchase, in particular, on-

line purchase and age group.  Resulted indicated that there were 61.2% of subjects, mainly 

young adult group at age below 42 years old, preferred to purchase travel product via online 

and 38.8% of subjects, mainly age 38 years old and above, preferred to walk in to a travel 

agency to purchase their travel product. 

For hypothesis four (4): There is no correlation between income and place of travel 

(destination).  The result concluded that income level is not the deciding factor when subject 
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plans for their next destination.  For instance, destinations like Hong Kong, Japan or New 

Zealand would be the preferred destination for lower income earners, whereas, Malaysia 

and Thailand would one of the next preferred destinations to the higher income earners. 

For hypothesis five (5): The existing trends can be supported by theory in the field of 

marketing.   The four (4) hypotheses that were examined were supported by past literature 

reviews of several authors as well as the latest statistical findings from reliable sources such 

as WTO, DSS and PATA and Visa.   

It is no doubt that through this study, the trend of travel by Singaporean has moved towards 

a lesser spending trend and the high turnover on travel has also revealed the trend that 

Singaporeans would choose to travel on a shorter journey or to a nearby country for their 

next preferred destination. Most importantly, with the on-going price-war between travel 

agencies and airlines, by offering lower travel packages and air tickets, people from lower 

income level can choose to travel further. Hence, the income was not a factor affecting their 

choice of destination. Also, the convenience of booking travel online had motivated many 

subjects to travel more often.  With the findings and recommendation suggested in this 

study, CTC Holidays can start leveraging and work the suggested strategies to tap on the 

existing trends and generate more profits. 

 

 
5.3 Areas for further research  

There are several limitation of this study that would be highlighted so to provide a reference 

for future or further research. Co-incidentally, the survey was conducted when swine flu 

pandemic has first been detected in Mexico and America.   Hence, the impact of factors 

affecting the travellers has not been greatly affected then.  However, with the current wide 

spread of the flu worldwide, further study can be conducted to find out the actual impact of 

travellers in Singapore or across in outbound travel during crisis coupled with swine flu 

pandemic.  In our survey, the demographic profile was mainly targeted at married people 

and singles.  Hence, further research can be conducted to identify the total travel 

expenditure for these two groups by further expanding into single travelling with 

companion(s) and married couple travelling with or without children as we perceive having 

more members travelling would likely to have great impact on the travel expenditure too. 
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Lastly, to further extend the research into areas like mode of payment if there was trend 

towards credit or cash payment among Singaporeans as well as if Singaporeans are willing to 

pay more or higher price when additional ‘benefits’ such as upgrade of hotel 

accommodation or more sight-seeing points were being introduced. These areas would 

perhaps help many travel agencies, such as CTC Holidays to further segment the market, so 

to leverage each area to maximum. 
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APPENDIX A - QUESTIONNAIRE 

      
         School of Management 

Blekinge Institute of Technology 
 
 
 
 Information concerning the study 
 
Dear participant, 
 
The researchers stated below are doing their Thesis for the Master’s degree in Business 
Administration (Fall/Spring 2009 intake) with Blekinge Institute of Technology. In this study, 
they are seeking your assistance with regards to your travel profile. 
 
Your participation in this study is voluntary and you are under no obligation to participate 
and your name will not be required. Your identity will not be revealed or mentioned even 
after the study has been completed. The 2 researchers will collect all data and place them in 
a secure place.  All information provided will not be revealed to any other person. 
 
Your participation will be greatly appreciated by the researchers. Any questions pertaining to 
the study can be answered either personally or through the following contacts as stated 
below. 
 
Thank you for your kind attention. 
 
 
From:  Christina, Lim Mei Theng & Emily, Lui Phui Ying 
 
Supervisor:     Dr. Klaus Solberg Søilen           

School of Management 
Blekinge Institute of Technology 
Sweden 
 
Email: kss@bth.se 
 
 
 

 
 

 
 

 
Questionnaire 
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Section I:  (Please fill-in/ tick on the appropriate box) 
    

Gender                                                        Male  Female  

Marital Status                                          Single  Married  

 

 Age 

   

    

Ethnicity                                                Chinese  Eurasian  

Malay  Others  

Indian    

    

Income Level (Monthly)                    < $ 1000  $4000 - $4999  

$1000 - $1999  $5000 - $5999  

$2000 - $2999  $6000 - $6999  

$3000 - $3999  >$ 7000  

 
Section II: 

   

1. How many trip(s) did you travel last year (2008)? (exclude business travel) 

None  7-8 trips  

1 trip  9-10 trips  

2-3 trips  Others  Specify:_____________ 

4-6 trips    

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

2. Does the economic crisis affects your travelling plans? 

Yes   No  (Proceed to question 4) 

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

3. If yes, how does it affect your travelling plans? 

Increase numbers of trips  Lengthen days of travel  

Reduce numbers of trips  Shorten days of travel  

Change to a more affordable destination  Others  Specify:_____________ 

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

4. How many trip(s) would you plan to go in year 2009? (exclude business travel) 

None  7-8 trips  

1 trip  9-10 trips  

2-3 trips  Others  Specify:_____________ 

4-6 trips    

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
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5. How much did you spend on total travelling (eg. hotel accommodation, airfares, meals, transport etc.) last 

year (2008)? 

< $ 1000  $6000 - $6999  

$1000 - $1999  $7000 - $7999  

$2000 - $2999  $8000 - $8999  

$3000 - $3999  $9000 - $9999  

$4000 - $4999  $10 000- $10 999  

$5000 - $5999  >$ 11 000  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

6. How much would you plan to spend on total travelling (eg. hotel accommodation, airfares, meals, transport 

etc.) in year 2009? 

< $ 1000  $6000 - $6999  

$1000 - $1999  $7000 - $7999  

$2000 - $2999  $8000 - $8999  

$3000 - $3999  $9000 - $9999  

$4000 - $4999  $10 000 - $10 999  

$5000 - $5999  >$ 11 000  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

7. Preferred mode of Purchase: 

Online  Walk-In  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

8. Which would you prefer? 

Tour packages   Free and Easy  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

9. Next preferred destination: (*strike off where necessary)(select one box only) 

* America / Canada  Japan  

Australia  Korea  

* China/Hong Kong/Macau  New Zealand  

Europe  Taiwan  

* Malaysia / Indonesia / Thailand  Maldives    

Mauritius  Africa    

* Middle East / Turkey  Others  Specify:________________ 

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
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10. Preferred travel agency : 

CTC Holidays   Dynasty Travel  

SA Tours  Zuji(on-line)  

Chan Brothers  Others  Specify:_____________ 

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

11. With whom do you travel with? 

Family  Alone  

Friends  Others  

    

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

12. Factors affecting your trends for travel  : please tick  according to the following scale 

1 = extremely unimportant; 2 = unimportant; 3 = unsure; 4 = important; 5 = extremely important 

 

 

a) Agency reputation                                                                                           

 

1     2      3      4      5 

                   

 

b) Value for money                                                                                              

 

                   

 

c) Individual past experience                                                                             

 

                   

 

d) word-Of-Mouth  

 

                   

 

e) Site seeing points                                                                                           

 

                   

 

f) Low package price                                                                                           

 

                   

 

g) Location & operation hours of agency 

 

                   

 

h) Service rendered by staff                                                                                

 

                   

 

i) Quality of accommodation, transport & meals                                                                                                                                 

 

                   

   

j)  Discounts offered        

 

                   

 

k) Newspapers advertisement 

 

                   

 

l) Magazines advertisement 

 

                   

 

m) TV advertisement 

 

                   

 

n) Others factors which will affect  your trend of travel  :  

Please specify:_______________________________________ 

 

                   

Section III : (tick where appropriate) 
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13. Have you heard of CTC Holidays? 
Yes  No  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 

14. How did you get to know CTC Holidays? 
Internet  TV Advertisement  

Newspaper/ Magazine  Travel Fairs  

Word-Of-Mouth  Others  Specify:_____________ 

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

15. Which Travel agency have you engaged a service with before? 

CTC Holidays   Dynasty Travel  

SA Tours  Zuji (online)  

Chan Brothers  Others  Specify:_____________ 

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

16. Do you think CTC Holidays offers value for money tour package(s)? 

Yes  No  

  Not applicable  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

17. Do you think CTC Holidays provide good services? 

Yes  No  

  Not applicable  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

18. Will you choose CTC Holidays over other agencies in the long run? 

Yes  No  

  Not applicable  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 

19. Will you trust the agency’s website and make online bookings? 

Yes  No  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 
 



Trends for Leisure Travelling and Tourism in Singapore  MBA Thesis (Spring 2009) 

76 
 

 

20. Should online bookings be made cheaper? 

Yes  No  

Comments:________________________________________________________________________ 

__________________________________________________________________________________ 

 
 

Thank You! 
 


