A Study on Relationships of Internet Users"" Personal Traits and Travel Characteristics to
Their Travel Websites Infor

goougon

E-mail: 9314220@mail.dyu.edu.tw

ABSTRACT
The investigation show that the popularity rate of Internet uses to rise continuously in recent years according to the ECRCO FIND.
Because the service that the Internet offers was not restricted by space, time and traditional information circulation again. Every
industry combine with it, the travel industry also regards the Internet as one of the efficient way which improves the productivity and
competitiveness. So the research regards travel websites as the theme, to probe into the relationships of Internet users’ personal
traits and travel characteristics to their travel websites information needs. The research regards Internet users as the object of study.
Data were collected by internet computerized questionnaires. The effective respondents were 322. Use and count the suit software
SPSS for Windows 10.0 to test and verify the research hypotheses. The analytic method includes: Descriptive statistics, reliability
test, t-test for independent samples, one-way ANOVA, and Pearson product-moment correlation analysis. The results indicated that
the most of respondents were female, 21 to 25 years old, graduated from college, the occupation was students, the residence was
Taipei, got information through Internet, has browsed the travel websites, in order to got product information, not all bought the
travel products in the Internet in the past, but would like to buy the travel products in the travel websites in the future. The results
are summarized as follows: (1) There were significant differences in travel websites information needs among user of different
backgrounds. (2)There were significant differences in travel websites information needs among user of different travel pattern.
(3)There was a positive linear relationship among users’ personality traits, influence factor of purchase products in the travel
websites, and travel websites information needs. Finally, based on the findings and conclusions, this research offered some
suggestions.
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