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ABSTRACT
The purpose of this study was to examine the influence of consumer features and behavior by different vacation lifestyle
segmentation. And, we discuss relationship of the different vacation lifestyle dimensions and leisure activity. This study used the
Taiwan vacation lifestyle scale by Dr. Cheng & Dr. Liou. A convenience sample of 332 hot spring traveler in the central counties of
Taiwan during April, 19~20 and May, 3~4 in 2003. The total of 291 valid samples was used. We obtained 3 vacation life style
segmentation (Home-Hoodang, Relax-pressure, Weekend) and 4 leisure activity dimensions (sports, entertainment, learning, outdoor
activity). The findings were as follows: 1.The purposes of vacation by the relax-pressure group were relieving stress work pressure
and relax. Their age and income were higher then other group. The vocation frequency of this was less then others, but the
expenditure was higher then others when in vocation. Based on this, the suggestion was the business should make theme relax to
appeal the consumer. 2.The purposes of vacation by the weekend group were escape regular life and physical strength enhancement
or restoration. On the consumer behavior, the groups who prefer consuming in low-price accommodation. On the leisure activity,
the groups who prefer entertainment activity. The suggestion was the business should make low-price and diversify entertainment
accommodations to appeal the consumer. 3. The purposes of vacation by the group of Home-Hoodang were improved the family
motion, centripetal force, and recollection. On the consumer behavior, the groups who prefer consuming in low-price
accommodation, and vocation frequency of this was higher then others. The suggestion was the business should make theme
parent-child relationship to appeal the consumer.
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