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Abstract - Obviously, Asian tourism market regarding cruise travel has become more and more popular amid the Asian trav-
elers in the 21st century, in particular, when it comes to cross-strait female tourists of millennials. The cross-strait young fe-
male tourists, with their purchasing power exponentially aggrandized, are deemed the most potential consumers seeking for 
cruise travel. Majority of previous studies in relation to cruise tourism mainly focused on the governmental policies, the sig-
nificance of cruise travel providers and post-purchasing behavior analysis, however, the fundamental issues, i.e. necessity 
and wants regarding the cruise tourists are rarely explored. Accordingly, the present research will incorporate qualitative 
method (literature review, in-depth interviews, and two focus groups in Taiwan and the other two focus groups in Mainland 
China) and quantitative (questionnaire) approach to analyze the decision-making process concerning the young female tour-
ists. The research results are not merely beneficial for the cruise line operators but also the tourism industry aiming at rein-
forcing the cruise travel while enhancing the overall quality of cruise tourism merchandise. Moreover, it proffers relatively 
insightful reference in relation to the emerging market regarding the cross-strait female tourists of millennials. 
 
Keywords - Cruise travel, Travel agency, Female tourist, Cross-strait, Decision-making process 
 
I. INTRODUCTION 
 
Cruise industry is a type of service industry, and it 
shows the strongest growth potential in the leisure 
market. Since 1990, it has reached 7.2% of market 
share. The riding rate continues to increase annually 
as demand increases (CLIA, 2010). Accordingly, the 
cruise industry beginning in the 20th century has 
grown relatively fast ever since. Based on the statis-
tics provided by Cruise Lines International Associa-
tion's, the number of worldwide passengers traveling 
with cruise liners, literally, there were 8 million more 
in 2017 compared to the year of 2009, indicating the 
number of cruise passengers has been rising every 
year (CLIA, 2018). 
 
According to a statistical survey implemented by the 
International Cruise Association in 2016, the overall 
capacity of cruise industry had a two-digit increase 
between 2013 and 2016. The number of cruise liners 
increased by nearly 40% from the 43 ship baselines in 
2013 to 60 by 2016. The growth on Asian routes had 
been strong; it increased by 81% from 861 cruise 
ships and voyages in 2013. By 2016, it increased to 
1,560 voyages, and the number of port calls was 
double compared to 2013 (CLIA, 2016). 
Taiwan is located at the intersection of the Pacific 
Rim route and the Eurasian route. It is also a major 
transit and trade center in East Asia. Its outstanding 
geographical location makes the ports of Taiwan the 
remarkable gateways for economic and trading activ-
ities. Meanwhile, it is a springboard for entering the 
business markets in East Asia and China. Taiwan is 
surrounded by the sea; the marine leisure tourism re-

sources are relatively abundant. The marine leisure 
tourism includes the ocean and the surrounding area, 
which are suitable for recreational activities such as 
swimming, diving, fishing, boat driving and cruise 
sightseeing, etc. Most noticeably, cruise tourism has 
been very popular in the recent ten years (Orams, 
1999). The cruise industry brings enormous economic 
benefits worldwide. Statistically, there were 12,000 
travel agencies globally selling cruise travel products 
in 2010. By 2016, there were more than 25,000 travel 
agencies selling cruise travel products (CLIA, 2017), 
which showed the rapid development of cruise indus-
try. 
 
According to a survey conducted by Tourism Bureau, 
the number of tourists accounted for 14,588,923 
people in 2016. In 2008, female accounted for 43% of 
total tourists while male accounted for 57%. However, 
in 2016, female accounted for 49% of total tourists 
and male fell to 50%. Clearly, female tourists had 
been increasing, and among them, females aged 30 to 
39 accounted for 11%. Apparently, young female 
travelers had grown more than ever (Tourist Bureau, 
2017). Since 1990, women have been the 
“fast-growing group” in the tourism market (Smith 
and Clurman, 1997), and believed that female tourists 
had different expectations and attitudes towards tour-
ism. In addition, Small (1999) proposed that the tour-
ism industry needed to respond to the needs of female 
tourists specifically. For example, hotels provide the 
amenity fit for females exclusively, female travel 
guidebooks, and female group package tours. Zhang 
and Hitchcock (2017) also stated that Chinese women 
regarded participation of tourism and leisure activities 
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a way of reaffirming their sense of self-worth, also, it 
is a way of expressing self-reliance. Obviously, the 
financial independence has increased their purchasing 
power (Granot, Greene, and Brashear, 2010). 
Lin and Lehto (2006) asserted that more than 70% of 
all travel decisions were made by women, including 
choosing destinations, accommodation, and transpor-
tation. Because women played an important role in 
tourism decision making, such as travel product se-
lection, more and more tourism practitioners had been 
developing female-specific products to meet their 
needs (Junek, Binney, and Winn, 2006). Despite fe-
male-specific tourism had become widespread in the 
West, there had been limited researches done in Asia 
to analyze such an important market (Khoo-Lattimore 
ans Prayag, 2015; Berdychevsky et al., 2016). 
Based on the literature cited above, clearly, women 
have greater needs and desire when it comes to travel. 
According to the statistics provided by the Tourism 
Bureau (2017), the number of women traveling over-
seas aged from 20 to 39 is higher than that of men. 
Therefore, it is deduced that the young female market 
is extremely important and most potential. Specifi-
cally, this study explores the selection factors and 
motive of cross-strait young females when choosing 
cruise travel products. 
 
II. RESEARCH METHODS 
 
This study conducts the qualitative focus groups for 
data collection. Focus group is a group of people 
guided by a trained host to execute a 90-minute to 
2-hour discussion. Based on the principles of group 
dynamics, the host guides the participants to ex-
change their experiences, opinions, and ideas about a 
certain issue. According to the different nature of re-
search, the participant number of each focus group 
can be flexibly adjusted. Generally, it is around 4 to 
12 people. Focus groups formed by 6 to 10 people are 
commonly seen. 
According to the data released by Tourism Bureau 
(2017), among 14,588,923 tourists surveyed in 2016, 
women accounted for 49% of total tourists while men 
of 51%. It indicated female tourists had been increas-
ing since1997 when women accounted for 43% of 
total tourists and men of 57%. More noticeably, fe-
male tourists aging 30 to 39 surveyed in 2016 ac-
counted for 11 % of total tourists; the number of fe-
male tourists aging 20 to 39 is also higher than that of 
men.  
Therefore, this study conducts four focus groups in-
terviews with females having cruise travel expe-
riences as well as females without any cruise travel 
experiences. The subjects interviewed are young fe-
males aged 20 to 40. Each interview includes 4 to 12 
people. Every interview takes approximately one and 
a half hours to two hours, and a recorder is used to 
record the conversation. Afterwards, the recorded in-
formation is documented for follow-up analysis.  
The focus group questionnaire is divided into three 

parts. The first part is the travel motivation of female 
tourists. Using the scale of cruise travel motivation 
proposed by Chen, Neuts, Nijkamp, Liu (2016), Hung 
and Petrick (2011) in line with measuring indicators 
proposed by Likert as follows, “strongly agree”, 
“agree”, “no comment”, “disagree” and “strongly 
disagree,” the questionnaire is formed.  
The second part is the selection factors. This study 
uses major service factors proposed by Wang et al. 
(2010) namely cruise features, self-paid activities, 
restaurants, team leaders and tour guides, shopping, 
itinerary, prices, recreational activities and entertain-
ment, cabins, tour buses and drivers, and others.  
The third part is demographic statistics, and totally 
there are 11 questions as follows: age, education level, 
annual income, occupation, frequency of outbound 
trip, source of cruise travel information, companions, 
duration of cruise travel, cruise travel destination, and 
average travel expenses annually, etc. As regard to the 
females without any cruise travel experience, they 
only fill out the questions non-related to it. 
 
III. DATA RESULTS AND ANALYSIS  
 
This study conducts the qualitative focus group inter-
view. During the interview process, the conversations 
are recorded and specifically documented afterwards. 
Then, the demographic variables are identified 
through data analysis. 
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