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Tabk 1 The indexes of influencing factors of nbound tourists expendiuire in shopping
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Table2 The offset of the real value to badkground value of nbound

toursts expenditre in shopping during 1999 to 2008 (8]
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Tabl 4 The offet result of nbound tourists expendiure in

shopping of sane provinces and their tourisn resources
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Provincial D ifferences of Inbound Tourists’ Shopp ing Expenditure
in China and the Influencing Factors
—Based on A Panel DataM odel

DA T Shan-shan TANG Zhou-yuan XU H ong-gang

(School of Tourisn, Sun Yat-sen Unwversity, Guangzhow Guangdong 510275 China )

Abstract Shoppng is a very mportant factor detem ining the multp lier effects of the tourian sector A panel
datamodel is selected to measure the inpact of influencing factors on nbound tourists shopp ing expend iture in
each province of Chna based on data fran 1999 to 2008 (Hongkong M acay Tawan excludng). The inflien-
cing factors nclude econom ic devebpm ent level tourian accanmodation development leve] resource endow-
meni word of mouth and the beation as boder province The result shows that the prinary detem inant factors
are lourign accanmodation development level and word ofmouth The tourisn accanmodation development level
ismore inportant than that of word ofmouth Meanwhile other wo factors nterprovincial differentiations are
discussed Firstly, the locatbn as border povinces has sin ificant influence Inbound tourists” shopp ng expend
ture is highly dependent on the characteristics of their adjacent countries since tourists fran their adjacent coun-
tries account for a larger portion of their nbound tourists Secondly tourism resources do not alvays a detemn
nant factor to enhance shopp ng expenditures Policies are also suggested The tourisn shopp ng ndustry can not
be developed separately fran the regbnal econam ic and tourisn developnent context Due to the sinificance of
the word ofmouth estab lished reputatbn and appealing mage should bemamntained andm anaged to enhance the
tourists shopping expenditures The spatial dislocation of tourisn resource ndicates that a tourisn destinatonw ith
diversified atiractbns is more appealing to tourists than the one with hanogeneous attractions For border prov-

nces tomake strategies correspond ng to the characteristics of their ad peent countres is an efficient m easure

Key words panel data Fied Effects Variable hterceptModed nbound tourists shopping expendiure pro-

vincial differentiation nfluenc ng factors



