DOT :10. 163237. crki . Iykx. 2006. (. 006
2005 4 Apil 2005
19 2 Touwrism Science Vol. 19 No. 2

—— VA E R ARAFE B A

K oF R K
( ’ 400715)

Mo A P AE AR R AT PO AL AR AT, ol i ARCRF AT, ASUARE 8L RS R
A B ] Jo s &, 2 X T Sk AR A T 4F B 0 AT, A S MR EE A9 A D AR AE (SRl L FRAL L
BN IAAL B AofT A4 AE GiRids B 89 A3 8 RIR ks 77 X BUT 247, A 4 i S bR a5 24 94T A8 —
FRHALAE, St 423 Fmh A GRIE P o TR RS 1R06 R& BATA 7 @ AR AT T otk iaE T % 69 R PR
debiig R A
F590.8 A 1006 ~575(2005)~ 02 ~ 0024 04
An Empirical Study of Consumer Behaviors of Domestic Female Tourists:
Using the Tourist Destination— Chongqing as a Case in Point

CAI Jie, ZHAO Yi
(School o Historical Culture and Tourisn, Southwest China Normal University, Chongging 400715, China)

Abstract: With the increasing improvement of women’ s positions in China’ s social life, the number of female
tourists keeps climbing up. The authors conducted a suwey of female tourists in Chongqing, collected nearly 800 samples
and analyzed the demographic characters (age, profession, monthly income and education) and tourist behavioral traits
(aim, source of information and transport choice) of the female tourists and summed up their behavior pattem. Based on
the findings of the analysis, the paper proposed some suggestions for developing female tourist market from three aspecis:
tourist product development, facility improvement and marketing.
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