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[bookmark: _Toc26421]Abstract
In recent years, the online tourism market became highly competitive. To attract consumers to buy their products, online travel agencies all use the promotion strategy to increase consumers' buying intention. Promotion refers to online travel agencies put forward low-cost packages tours to stimulate consumers'  to buy package tours. 
In this research, the author will use statistical methodology to examine two promotion types and promotion intensity affects buying intention. For promotion types, one is percentage promotion, for example, 50% and 20% off. Another one is cash reduction promotion. There have two levels for the promotion intensity, high and low, for example, 800 cash reduction and 50% off are high promotion, 200 cash reduction and 20% off is low promotion. The purpose of this study is to examine whether consumers' buying intention will be influenced by two promotion types and promotion intensity,and which promotion types and promotion price intensity can increase consumers’ buying intention. This thesis first reviews the literature on how promotion type and promotion price intensity influence buying intention respectively, and then constructs a conceptual framework, then defines the concepts of the online package tours, promotion type, promotion intensity as well as buying intention. Based on the Psychological account theory, this thesis combined with the characteristics of the two different types of online package tours, the moderator variable is package tours, there are two independent variables, promotion type and promotion intensity, the dependent variable is buying intention. Then the author uses first-hand data obtained from the online questionnaire to do the data analysis.

Key words:Online package tour,promotion type,promotion intensity,buying intention
[bookmark: _Toc23329][bookmark: _Toc20137][bookmark: _Toc6720][bookmark: _Toc1699][bookmark: _Toc3187]Chapter 1 Introduction
[bookmark: _Toc17464][bookmark: _Toc13435][bookmark: _Toc13003][bookmark: _Toc22601][bookmark: _Toc4999]1.0 Background of Research
[bookmark: _Toc31188][bookmark: _Toc23368][bookmark: _Toc8598][bookmark: _Toc2809][bookmark: _Toc24621]1.1 Online Tourism Booking Users Size Growth Rapidly
According to the data provided by China Internet Network Information Center and China Business Industry Information Research Institute,as the figure 1 illustrated, from June 2016 to June 2019, the number of online travel booking users size reached 420 million, compared with June 2016, which increase 100 million, with a growth rate of 11.8%. The growth rate of online booking package tour users' size is the fastest. At present, China's OTA platform focuses on expanding the market share on package tours, and it realizes continuous and stable growth through package tours. Package tour booking tends to be normal, and the number of customers who book online is significantly more than that of traditional offline travel agencies. The mobile Internet, the APP application experience is constantly improved, and value-added content such as check-in and service reservation is implanted into it to meet the "efficient and personalized needs" for users and promote Internet users to use online booking package tours.
[image: ]
[bookmark: _Toc28723][bookmark: _Toc24595][bookmark: _Toc22504]Figure 1 User Size and Utilization Ratio of Travel Booking Jun. 2016 — Jun. 2019
1.2 Promotion War Between Online Tourism Platforms
Online booking is still the mainstream way for tourists to book package tours through professional tourism websites and apps. At the same time, consumers care about promotion type and promotion intensity before they decide to buy the package tour. Online tourism platforms have launched large-scale promotional activities such as cash reduction or percentage promotion for different package tours, which are very attractive. High promotion intensity attracts customers' attention to buy package tours has become one of the marketing strategies. It is inevitable for OTA to compete in the market by making profits. When the demand for its growth rate exceeds the actual growth rate of its users, will inevitably face promotion wars. For example, some online tourism platforms launch "tourism membership promotion day", which covers thousands of products from different travel agencies on the platform, the maximum reduction can exceed 1000 RMB. The promotion activities include package tours and other major tourism products. Customers can visit the "membership day" page to buy products, they can get cash reduction or 20%-50% off respectively. 
[bookmark: _Toc16384][bookmark: _Toc31312][bookmark: _Toc22458][bookmark: _Toc26974][bookmark: _Toc6051]1.3 Problems Statements
[bookmark: _Toc11314][bookmark: _Toc24098][bookmark: _Toc25365][bookmark: _Toc19389][bookmark: _Toc26620]1.3.1 Promotion Type Problems
In this research, promotion types are divided into cash reduction and percentage promotion. Cash reduction refers to that when customers buy package tours online, the travel agency will directly reduce the price, or refund part of the package tour fee based on the original price. Percentage promotion refers to a 50% or 20% discount based on the original price. Before the online travel agency carries on promotion, the travel operation will formulate package tours promotion price to attract the consumer to buy the product. However, due to the lack of in-depth research and data analysis on promotion types, online travel agencies are not sure which package tours should be applied for different promotion types. The different types of promotion for different package tours will have a certain impact on consumers' buying intention. Through the analysis from OTA platforms promotion activities, the author found that most online travel agencies use the same promotion type for different package tours. However, this will lead to many problems involving cost waste, and unreasonable promotion types will reduce the profits.Therefore,whether there are differences in the effect of different promotion types for different package tours; based on different products, how consumers will react to these two main forms of promotion types, whether promotion types will impact on consumers' buying intention should be examined.
[bookmark: _Toc833][bookmark: _Toc3775][bookmark: _Toc9346][bookmark: _Toc21734][bookmark: _Toc24485]1.3.2 Promotion Intensities Problems
In this research, the promotion intensities are divided into high and low. High promotion refers to the reduction of the highest promotion on the basis of the original price by the online travel agency when customers buying package tours. Before the online travel agency carries out product promotion activities, travel operators will make different intensities according to the different package tours to attract consumers to buy. However, due to the lack of in-depth research and data analysis on the promotion intensities, online travel agencies are not sure which products should be applied for different promotion intensities. However, the different promotion intensities of different package tours will have a certain impact on consumers' buying intention. Through analysis, the author finds that most travel agencies use the highest promotion intensity for different package tours. The unreasonable promotion will reduce the profits of travel agencies, but orders will not increase. Therefore, whether there are differences in the effect of different promotion intensities for different products; based on different package tours, how consumers will react to these two main forms of promotion intensities,  whether promotion intensities will impact consumers' buying intention should be examined.

[bookmark: _Toc24530][bookmark: _Toc19868][bookmark: _Toc27117][bookmark: _Toc20553][bookmark: _Toc5054]1.3.3 Interaction Between Promotion Types And Intensities Problems
Due to the lack of in-depth research, data analysis and relevant experience on the interaction between promotion types and intensities, the operators of online travel agencies do not know what promotion intensities should be matched with different promotion types for different package tours. However, the interaction between different promotion types and intensities will affect consumers' buying intention. Through the analysis, the author found that most of the online travel agencies can not apply the interaction flexibly , they only use a single promotion type and intensity for all package tours, which will bring negative impact on enterprises' business.There fore,it is necessary to examine the interaction between promotion types and intensities.
[bookmark: _Toc18128][bookmark: _Toc12317][bookmark: _Toc8199][bookmark: _Toc25207][bookmark: _Toc26277]1.4 Research Objectives
The author does this research mainly for four purposes:
First, the author will examine whether two promotion types, percentage and cash promotion will affect consumers’ buying intention through data analysis.
Second, the author will examine whether two promotion intensities, high and low will affect buying intention through data analysis.
Third, the author will examine the interaction between two promotion types and promotion intensities affect on buying intention through data analysis.
Fourth,the author will provide some suggestions for online travel agencies and operators to design promotion package tours more reasonably and effectively according to the analysis result.
[bookmark: _Toc30196][bookmark: _Toc14271][bookmark: _Toc16476][bookmark: _Toc1047][bookmark: _Toc7952]1.5 Research Questions
1. Does promotion type is a significant factor that affects buying intention?
2. Does promotion intensity is a significant factor that affects buying intention?
3. Does interaction between promotion type and promotion intensity of package tour is a significant factor?

[bookmark: _Toc28063][bookmark: _Toc11798][bookmark: _Toc22116][bookmark: _Toc10028][bookmark: _Toc9821]1.6 Significance of Research 
[bookmark: _Toc29432][bookmark: _Toc8969][bookmark: _Toc4942][bookmark: _Toc12903][bookmark: _Toc13506]1.6.1 Theoretical Significance
Because of the rapid growth of online tourism, which has brought new opportunities for the development of online tourism business. However, the promotion from online travel agencies also brings a series of problems. At present, scholars' research on the promotion impact online package tours is insufficient, and the empirical research on the promotion is relatively lacking, which can not provide complete theoretical support for a series of existing problems. Therefore, based on the framework and psychological account theory, this thesis analyzes the impact of online package tour promotion on tourists' buying intention, and obtains first-hand data by questionnaire survey, and conducts the empirical test, to enrich and develop research in the future.
[bookmark: _Toc18705][bookmark: _Toc15219][bookmark: _Toc31355][bookmark: _Toc31516][bookmark: _Toc27259]1.6.2 Practical Significance
With the rapid development and popularity of the Internet, which changed people's attitudes towards online consumption, the number of Internet users who buy package tours online will continue to increase, and the online tourism market will continue to develop rapidly. But, because the operators from the OTA platform have no research on the promotion type, intensity and buying intention. They do not know and have no experiences in how promotion can affect consumers' buying intention, they only follow the promotion type and intensity from other platforms, this kind of promotion can not help the OTA's to increase their long-term sales growth, and also can not solve the fundamental problems of marketing. As a result, the price of package tours is difficult to improve and recover, which will resulting in the reduction of profits. And the long-term price reduction will damage the brand image, then leads to false prosperity of the market and misleads the marketing decision of OTA. Therefore, there will have a promotion war. Because of this, this thesis examines the interaction between promotion types, promotion intensity and buying intention, then provides some suggestions for online tourism enterprises.
[bookmark: _Toc10424][bookmark: _Toc7476][bookmark: _Toc10897][bookmark: _Toc27843][bookmark: _Toc26180]1.7 Scope of Research
[bookmark: _Toc27467][bookmark: _Toc25308][bookmark: _Toc18912][bookmark: _Toc3659][bookmark: _Toc8446]1.7.1 Package Tours Research Scope
In this research, online package tour is defined as tourism products that can be booked online via PC terminal or mobile terminal, including group tour package and destination local products, excluding individual air tickets, hotels, air tickets plus single hotels booking, and high-end or customized vacation tourism products.（Zhang Rongjie,2015）Online package tours are divided into two categories: one is a domestic short distance tour in Shanghai for 5-day and an outbound long distance tour for America and Canada for 15-day. According to the "2018 tourism trend report" released by China Tourism Statistics Center, Shanghai was the most popular tourist cities in China. The United States and Canada package tour ranked second popular outbound long-distance tours. Therefore, the author selects Shanghai as the domestic short-distance tour destination and the US and Canada lines as the outbound long distance tour destinations. By browsing the actual tourism products displayed on online travel websites, this research defines the domestic short distance tour as Shanghai five-day tour and selects the middle price level of the same package tour in the market; defined the outbound package tour as 15-day long distance tours in the United States and Canada and selected the medium price level of the same package tour in the market.Further more, half of the tourists fond of package tours, because package tours can save a lot of money and time.
[bookmark: _Toc27739][bookmark: _Toc29634][bookmark: _Toc14428][bookmark: _Toc12584][bookmark: _Toc14656]1.7.2 Target Respondent
According to the report of Beijing Tourism Big Data 2017, under the fast-paced working, most people from Beijing are fond of 3-5 days short distance and 10-15 outbound long-distance package tour. Shanghai is their favorite tourist destination. The reason why the author select Beijing as the target city because people from Beijing are easy to obtain a visa from different countries, more and more people are willing to travel. Furthermore, Beijing ranked the second city with a great number of outbound tourists in China, with a high growth rate and high consumption capacity, and the number of outbound tourists per year exceeds 1-2 million.
[bookmark: _Toc12640][bookmark: _Toc7821][bookmark: _Toc24344][bookmark: _Toc23770][bookmark: _Toc13656]1.8 Limitation of Research
In the process of writing, although the author reviewed a lot of previous research results and related research reports, due to the research conditions, personal capability, limitations of data collection and other issues, there are still many deficiencies in this study. The author is hoping research can be combined with the development of online tourism enterprises for further improvement.
(1) Limitations of package tour types, promotion types and intensities
This research selects the two package tours as the classification standard and divides the package tours into a domestic 5 days short distance and a 15 days long-distance outbound package tour. Although the different package tours will impact product type and intensity. If research starts from the angle of product types, it may play a more significant role in regulating the promotion. However, due to the limited academic ability, there is no evidence to classify tourism products. 
There are only two promotion types, percentage discount and cash reduction, two promotion intensity, low (20%) and high (50%) were considered. However, in practice, there are various promotion types and intensities, and different tourists have a different perception of different level. 
(2) Software and model limitation
Some theories and methods can not be realized in SPSS and need to be analyzed by other software in future research.

[bookmark: _Toc30873][bookmark: _Toc2539][bookmark: _Toc14527][bookmark: _Toc24572][bookmark: _Toc1556]1.9 Operational Definition
According to the research content of this research, the variables are divided into three, moderator variable, independent variable and dependent variable. Among them, the moderator variable is divided into two aspects: the China domestic 5 days package tour and the outbound 15 days package tour; the independent variable is the promotion type and promotion intensity. The promotion type is divided into cash reduction and percentage promotion. The promotion intensity is divided into high and low; the dependent variable is the buying intention. The change of one variable may cause the change of other variables. 
[bookmark: _Toc17023][bookmark: _Toc6611][bookmark: _Toc2481][bookmark: _Toc829][bookmark: _Toc15311]1.9.1 Independent Variables
(1)Promotion type: in this research, it refers to the entire set of activities, which communicate the product, brand, or service to the user. To make consumer aware, attract and induce to buy the product, include:200rmb,800rmb cash reduction,50% and 20% off percentage promotion. 
(2)Promotion intensity: in this research, it refers to the preferential level given to consumers by online travel agencies, include high discount 50% off and 800 RMB cash reduction, and low discount 20% off and 200 RMB cash reduction.
[bookmark: _Toc7899][bookmark: _Toc14700][bookmark: _Toc22494][bookmark: _Toc9332][bookmark: _Toc14521]1.9.2 Dependent Variable
Buying intention definition: in this research, it refers to the probability, the willingness and inclination of consumers to buy package tours.
[bookmark: _Toc21769][bookmark: _Toc17424][bookmark: _Toc14585][bookmark: _Toc31711][bookmark: _Toc19758]1.9.3 Moderator Variables
Online package tour definition: China 5 days package tour; Outbound 15 days package tour which can book from online travel agencies.
Organization of chapter
(1)Chapter one begins with the research background of the factors that influence buying intention among online package tour in Beijing. It then comes with the problem statement to derive the research objective and research questions. After that, is significant of research has indicated to know who is going to benefited in this research and the scope of the study will be listed too. Before ending, there will be the proposed chapters written to see what the following contents are.
(2)Chapter two starts with the introduction on defining the topic of independent variables, moderator variable and dependent variable. A critical literature review will be done here to understand each variable well. Then, one related theory will be identified to better understand the research. After that will introduce the hypothesis. Before the summary is written, there will be a valid research framework derive from this study.
(3)Chapter three starts with research methodology and instrument, and ethical consideration. Thus, the research equation will be used to indicate and calculate the data in a systematic way.
(4)Chapter four is data analysis, to understand the result of the study which later transforms it into the hypothesis result to support further research.
(5)Chapter five is the discussion of the findings based on the research. After that, is the implication of the study. Last, it comes with recommendations for future research.
[bookmark: _Toc9323][bookmark: _Toc14857][bookmark: _Toc1964][bookmark: _Toc12196][bookmark: _Toc25954]Chapter 2 Literature review
[bookmark: _Toc9584][bookmark: _Toc24547][bookmark: _Toc1721][bookmark: _Toc25773][bookmark: _Toc30330]2.0 Overview
This thesis uses "promotion " and "buying intention" as the keywords to search academic journals in the Elsevier Science Direct electronic journal database, there has more than 100 related literature is obtained. Based on these research results, this thesis analyzes and summarizes the research on promotion, buying intention and promotion type and intensity impact on consumers' buying intention to show the research status.

[bookmark: _Toc17937][bookmark: _Toc15029][bookmark: _Toc22608][bookmark: _Toc1403][bookmark: _Toc26309]2.1 Critical literature review 
[bookmark: _Toc25997][bookmark: _Toc23054][bookmark: _Toc4227][bookmark: _Toc1734][bookmark: _Toc22812]2.1.1 Research On Online Package Tour
Online package tours play an important role in the field of consumer buying intention. Consumers have different views on different types of the package tour, which leads to different effects of buying intention. In this research, package tours can be classified according to different classification standards. Because the distance of package tour determines the price to a certain extent and divides the online package tour into domestic short distance tourism and outbound long-distance tour. （Zhang Rongjie,2015）
[bookmark: _Toc32173][bookmark: _Toc28102][bookmark: _Toc9066][bookmark: _Toc24451][bookmark: _Toc28320]2.1.2 Research On Promotion Type 
The description of the same promotion information in different ways may make consumers have different cognition, which leads to different buying intentions. There are two logically similar descriptions for the same scheme, which will lead to different decision-making judgments. Therefore, the promotion of different types will have a different impact on buying intention. (Monroe,1980)
[bookmark: _Toc8579][bookmark: _Toc6594][bookmark: _Toc24667][bookmark: _Toc14577][bookmark: _Toc1515]2.1.3 Research On Promotion Intensity 
Gupta and Cooper (1992), Harlam et al. (1995) respectively studied that consumers determine the attractiveness of promotion and the actual saved currency through the promotion intensity. By setting promotion intensity, OTA can present promotion high and low, which will affect consumers' perception of promotion and change consumers' willingness to buy products. Gupta and Cooper (1992) believed that when the promotion is more than 20%, consumers will change their buying decisions.
[bookmark: _Toc16782][bookmark: _Toc27414]2.1.4 Research on Buying Intention 
Buying intention is a kind of decision-making that studies the reason to buy the product by the consumer (Shah et al., 2012).
[bookmark: _Toc3637][bookmark: _Toc5941][bookmark: _Toc4124][bookmark: _Toc8248][bookmark: _Toc21835]2.1.5 Research On Promotion Impact Buying Intention
In the 1960s, there was a study on the impact of promotion on consumers' buying intentions. The main research contents are divided into two parts: the influence of promotion types, promotion intensities. Heath T. B, et al. (1995) considered that under a high price promotion intensity, the perception of cash reduction was higher than that of percentage.
[bookmark: _Toc29591][bookmark: _Toc4793][bookmark: _Toc12167][bookmark: _Toc21117][bookmark: _Toc14776]2.1.6 Research On Promotion Intensity Impact Buying Intention
Mukherjee, A. et al. (2016) considered that promotion intensity directly affects buying intention. Gupta et al. (1992) believed that consumers are sensitive to the promotion intensity.
[bookmark: _Toc11358][bookmark: _Toc16377][bookmark: _Toc16278][bookmark: _Toc22832][bookmark: _Toc24043]2.1.7 Research On The Interaction Between Promotion Type And Intensity
Different types and intensities of promotions have different effects on consumers (Grewal, 1998). Gupta et al.（1992）believed that consumers' sensitivity to high cash reduction and high percentage promotion. The interaction between the promotion type and intensity of different products can cause changes in consumers' buying intention. 
[bookmark: _Toc9840][bookmark: _Toc14979][bookmark: _Toc8898][bookmark: _Toc30700][bookmark: _Toc1869]2.2 Conceptual Framework
Consumers' buying intention is formed under the influence of the package tour promotion . Before buying a package tour after seeing the promotion details, consumers will evaluate and select the promotion of the package tours, and form their buying intention under the psychological account theory. The main effect of promotion on buying intention is in the stage of evaluation and selection. Different promotion types and intensities will have different effects on buying intention. Therefore, this research selects the promotion type and intensity as the independent variables, the package tour as the moderator variable, buying intention as the dependent variable. Based on psychological account theory, this research constructs a model of the impact of online package tour promotion impact on buying intention, as shown in Figure 3:
[image: ]
Figure 2 online package tour impact on buying intention model
[bookmark: _Toc28026][bookmark: _Toc24309][bookmark: _Toc17000][bookmark: _Toc1784][bookmark: _Toc9754]2.3 Fundamental Theory
[bookmark: _Toc9371][bookmark: _Toc20817][bookmark: _Toc15975][bookmark: _Toc19677][bookmark: _Toc8759]2.3.1 Psychological Account Theory(mental theory)
In this research, psychological account theory(mental theory) refers to when consumers see the package tour promotion online, they will compare to the promotion type and intensity, what going on in their mind will affect their make decision buy or not buy. Consumer response to the promotion includes absolute value promotion and relative value promotion(Chad Saller 1985)
Absolute value promotion refers to direct cash reduction. For example, the Shanghai package tour is directly reduced by 200 yuan or 800 yuan in cash; while the relative value promotion refers to the percentage discount, for example, 15 days USA and Canada package tour, consumers can get 50% or 20% off. There is a big difference between consumers' experience of absolute value and relative value promotion, and there is a regular pattern: when the origin price of a package tour is high, consumers are more sensitive to absolute value promotion than relative value. When the origin price of a package tour is low, consumers are more sensitive to the relative value promotion than absolute value promotion. 

[bookmark: _Toc12509][bookmark: _Toc11564][bookmark: _Toc2378][bookmark: _Toc4228][bookmark: _Toc26758]2.4 Research Hypotheses 
[bookmark: _Toc3891]2.4.1 H1 Promotion Type Is A Significant Factor That Affecting Buying Intention
In this research, the form of promotion includes cash reduction and percentage promotion. Research shows that ，consumers often rely on price as an important basis for measuring goods and making buying intention (Gao Xiaoqian,2012).
Zeithaml also shows through a large number of studies that consumers are more likely to buy a product if the type of promotion is attractive to consumers. If the same promotion can be described in different ways, which may lead to different cognition of buying intention. Previous studies have also pointed out that the price of products will also have an impact on the effect of promotion patterns. Relevant research shows that under the same promotion intensities, for low-cost products, the cash promotion will make consumers can increase consumers' buying intention than the percentage promotion. When consumers face high price products, in this research, high price product means outbound 15 days package tour, consumers are more sensitive to cash reduction because they can directly know the total amount saved under cash reduction. Therefore, compared with the percentage discount, consumers have stronger buying intentions.  When consumers face low price products, in this research, low price product means China domestic 5 days package tour, consumers are more sensitive to percentage promotion. This research selects different online package tours as the classification standard, and different package tours determine the promotion. 
[bookmark: _Toc25266]2.4.2 H2 Promotion Price Intensity Is a Significant Factor That Affecting Buying Intention
Previous studies show that the factor that affects consumers' buying intention is not only promotion types(Gupta & Cooper, 1992). Promotion is a part of the package tour, the basic clues for consumers to evaluate their psychological account(Olson and Jacoby, 1972). Grewal et al. Pointed out, promotion intensities change will affect consumers' buying intention (Grewal,D.,1998). Gao Xiaoqian (2012) verified that promotion intensities are related to buying intention, and there has a significant difference . Miao Shuyun (2013) believes that the promotion intensities has a positive correlation with buying intention and its significant impact on buying intention.
[bookmark: _Toc11362]2.4.3 H3 Interaction between buying intention and promotion intensity is a significant factor
Research shows that the interaction between promotion types and promotion intensities will affect consumers' psychological account evaluation about the promotion and have a significant impact on consumers' buying intention (Gupta & Cooper, 1992)
[bookmark: _Toc5045][bookmark: _Toc28577][bookmark: _Toc15602][bookmark: _Toc31293][bookmark: _Toc22805]Chapter 3  Research Methodology
[bookmark: _Toc7625][bookmark: _Toc6583][bookmark: _Toc12851][bookmark: _Toc243][bookmark: _Toc8863]3.0 Research Method 
[bookmark: _Toc22490][bookmark: _Toc30021][bookmark: _Toc31278][bookmark: _Toc15199][bookmark: _Toc845]3.1 Quantitative Research
Quantitative research is generally conducted to obtain statistical results for the whole of a specific research object. It has the characteristics of exploration, diagnosis and prediction. It does not pursue accurate conclusions, but only understands the problem, finds out the situation and obtains perceptual knowledge. In quantitative research, information is represented by number. When processing and analyzing these figures, it is necessary to define the scale on which the information is measured and processed. S. S. Stevens divides the scale into four types: nominal scale, ordinal scale, spacing scale and ratio scale .(Paolo Brandimarte,2011)
[bookmark: _Toc25013][bookmark: _Toc5995][bookmark: _Toc2719][bookmark: _Toc4577][bookmark: _Toc15507]3.2 Questionnaire Survey
This research uses questionnaires to collect data. The questionnaire is divided into two section: basic personal information of respondents, the related items of the study on the impact of online package tour promotion on buying intention. The contents of each part are as follows:
First part: background introduction of this survey. The purpose and significance of the investigation are mainly explained to the respondents. Please fill in the survey at ease.
The second part: questions about promotion type and intensity impact buying intention. The package tours of 1 moderator variable (domestic 5 days tour and outbound 15 days tour) and 2 independent variables are promotion types (cash, percentage ), promotion intensities (high and low)
[bookmark: _Toc27479][bookmark: _Toc29236][bookmark: _Toc2222][bookmark: _Toc26807][bookmark: _Toc1347]3.3 Statistical Analysis
The first-hand data is sorted out and analyzed by the statistical analysis method. In this paper, SPSS 21 software was used to analyze the data. 
[bookmark: _Toc25580][bookmark: _Toc9595][bookmark: _Toc26441][bookmark: _Toc21013][bookmark: _Toc31321]3.4 Data Collection
[bookmark: _Toc22676][bookmark: _Toc27333][bookmark: _Toc19536][bookmark: _Toc5512][bookmark: _Toc26516]3.4.1 Target Population
The target population for a survey is the entire set of units for the survey data are to be used to make inferences. The target population defines those units for which the findings of the survey are meant to generalize(Paul J. Lavrakas,2008).In this research, the target population, people above 18 years old live in Beijing at present.
[bookmark: _Toc27925][bookmark: _Toc26105][bookmark: _Toc26726][bookmark: _Toc12532][bookmark: _Toc19607]3.4.2 Sample Size
It refers to the number of units that were chosen from which data were gathered(Paul J. Lavrakas,2008).In this research, Sent out 400 questionnaires, collected 254 samples with 4 spoiled samples.
[bookmark: _Toc28439][bookmark: _Toc6614][bookmark: _Toc2457][bookmark: _Toc8420][bookmark: _Toc16401]3.4.3 Sample Procedure
Convenience sampling. Convenient sampling, also known as "random sampling", refers to the sampling method in which investigators choose samples according to the principle of randomness. It can be seen that a random survey is completely based on the random sample selected by the investigators. Random sampling is the most convenient, cost-effective and time-saving method. Generally speaking, the random sampling method is often used in preliminary market surveys or when the survey situation is not clear. (Paul J. Lavrakas,2008)

[bookmark: _Toc9651][bookmark: _Toc14783][bookmark: _Toc208][bookmark: _Toc30343][bookmark: _Toc15789]3.5 Data Analysis
[bookmark: _Toc6764][bookmark: _Toc25521][bookmark: _Toc6441][bookmark: _Toc20466][bookmark: _Toc28466]3.5.1 Pilot Test
As a traditional research method, a pilot test (also known as a cognitive test) is used to develop quantitative survey projects, which test the appropriateness of the questionnaire before full data analysis(Justice,Nambiar and Tchkonia et al.,2019),as well as reliability and validity of the items.(Saunder,Lewis and Thornhill,2019)
[bookmark: _Toc18248][bookmark: _Toc21576][bookmark: _Toc27348][bookmark: _Toc5310][bookmark: _Toc1079]3.5.2 Reliability Test
It refers to test the consistency of the results obtained by repeated measurement of the same object with the same method, that is, the degree of reflecting the actual situation.(Wu Minglong, 2010)
[bookmark: _Toc24973][bookmark: _Toc21743][bookmark: _Toc10139][bookmark: _Toc15583][bookmark: _Toc17628]3.5.3 Validity Test
It refers to the degree to which measuring tools or means can accurately measure the things to be measured. Validity refers to the degree to which the measured results reflect the content to be investigated. The more consistent the measurement results with the content, the higher the validity; otherwise, the lower the validity.(Wu Minglong, 2010)
[bookmark: _Toc10851][bookmark: _Toc17059][bookmark: _Toc5661][bookmark: _Toc25567][bookmark: _Toc20100]3.5.4 Normality Test
It refers to judge whether the population obeys the normal distribution by using the observation data, which is an important special test in statistical judgment. Commonly used methods include is Shapiro Wilktest .(Asghar Ghasemi,Saleh Zahediasl,2012)
[bookmark: _Toc23135][bookmark: _Toc13755][bookmark: _Toc28039][bookmark: _Toc18405][bookmark: _Toc11959]3.5.5 Non-parametric Test
The non-parametric test is an important part of statistical analysis methods, it tests the distribution of the population by using sample data when the population variance is unknown. Because the non-parametric test method does not involve the parameters of population distribution.(Morten W Fagerland,2012)
[bookmark: _Toc30366][bookmark: _Toc17990][bookmark: _Toc2603][bookmark: _Toc11063][bookmark: _Toc14031]3.5.6 Correlation Test
It refers to the test whether two or more variable correlates, to measure the degree of correlation between two variable factors. Correlation analysis can be carried out only when there is a certain connection or probability between the relevant elements.Correlation does not equal causality.(Wu Minglong, 2010)
[bookmark: _Toc31291][bookmark: _Toc15329][bookmark: _Toc994][bookmark: _Toc6604][bookmark: _Toc17345]3.5.7 Multiple Regression Analysis
Multiple Regression Analysis is a statistical method that uses several independent variables to predict the outcome of a dependent variable. The goal of multiple linear regression is to model the linear relationship between the independent variables and the dependent variable(Wu Minglong, 2010)
[bookmark: _Toc30540][bookmark: _Toc3976][bookmark: _Toc9577][bookmark: _Toc8331][bookmark: _Toc3650]3.5.8 Two Way ANOVA Analysis
In statistics, analysis of variance (ANOVA) is a set of statistical models used to distinguish the observed variance and its components in a specific variable. In its simplest form, ANOVA provides a statistical test of whether the average of an array is equal or not. Two way ANOVA can determine the differences and possible interactions of variables when presented from the perspective of two or more categories. When performing two-way ANOVA, it enables to compare variables produced by independent or combined actions.(Mac Farland, Thomas W,2012)
[bookmark: _Toc13214][bookmark: _Toc31366][bookmark: _Toc22266][bookmark: _Toc3366][bookmark: _Toc30020]3.6 Ethical Consideration
(1) All respondents who participate in this research are voluntary. Besides, participants have the right to withdraw from the study at any stage if they wish.
(2) When preparing questionnaires, interviews, focus group questions, aggressive, discriminatory or other unacceptable language will be avoided. 
(3) Privacy and anonymity or interviewees are the most important.  
(4) There is no conflict of interest. Any form of communication related to research is conducted honestly and transparently. No misleading information and biased presentation of raw data.
[bookmark: _Toc3607][bookmark: _Toc23817][bookmark: _Toc7131][bookmark: _Toc27898][bookmark: _Toc29147]Chapter 4 Data Analysis And Finding Discussion
[bookmark: _Toc4721][bookmark: _Toc460][bookmark: _Toc6619][bookmark: _Toc29455][bookmark: _Toc25731]4.0 Survey Plan Introduction
In this thesis, the author used 4 days to collect data. Gave out 400 questionnaires, there has 254 questionnaires were collected, 4 spoiled, questionnaires. And the effective rate was 100%. This research followed two principles to eliminate invalid questionnaires: (1) there is an obvious contradictory answer; (2) the answer time of the questionnaires is less than 10 seconds. (3)Do not fill in all questions. After received all questionnaires, a pilot was conducted to measure the reliability and validity of the questionnaire design. Then, according to the results of reliability and validity analysis, the items with low reliability and validity are modified or eliminated to improve the questionnaire design. 
The data were analyzed using IBM SPSS 21 software to examine the hypothesis results. The questionnaire includes age (1 for 18-31, 2 for 31-40, 3 for 41-50, 4 for more than 50); gender (1 for female, 2 for male); promotion type and promotion intensity of 2 different types of package tours (0 means that purchase intention is not affected respondent to buy the package tour, 100 means that purchase intention significantly affected respondent to buy the package tour). Through used SPSS statistical software to analyze data, to examine the relationship between each variable.
[bookmark: _Toc21061][bookmark: _Toc10236][bookmark: _Toc27251][bookmark: _Toc28678][bookmark: _Toc12166]4.1 Data Analysis Test
[bookmark: _Toc21391][bookmark: _Toc15858][bookmark: _Toc32276][bookmark: _Toc21804][bookmark: _Toc7864]4.1.1 Pilot Test
Reliability test analysis
This methodology is to test whether the questionnaire reliable,consistent,stable or not. The most commonly used method of reliability analysis is the attitude coefficient. Therefore, this research analyzed the reliability of the questionnaire by using Cronbach's alpha coefficient method. If the Cronbach's alpha coefficient of the total scale is above 0.9, it means that the reliability is very good; if the figure of Cronbach's alpha coefficient between 0.8 and 0.9, it means that it is good; if it is between 0.7 and 0.8, acceptable, it means that some items need to be corrected; if it is below 0.7, it means that some items need to be eliminated. The author selected all items to conduct a reliability analysis. (George and Mallery,2003)The results obtained by SPSS 21 statistical software are as follows:
Through the reliability test,as the table 1illustrated,it can find that the figure of Cronbach's alpha coefficient of the promotion type and promotion price intensity on purchase intention questionnaire are 0.886, as the table 2 illustrated,each item is greater than 0.83, which indicates that the questionnaire items are well designed.The original questionnaire design is retained.
[image: ]
Table 1:All items of reliability test result
[image: ]
Table 2:Each item of reliability test result

Validity test Analysis
Validity test is to test sample adequacy and test the factor.It includes content validity and structure validity. Content validity is a measure of the applicability of the questionnaire items to the relevant content, which is generally established by the more qualified judges to evaluate the measurement in detail and systematically. The measured results reflect the degree of content that examined,the more consistent the measurement results with the investigation contents, the higher the validity. On the contrary, the lower the validity.In this research,the questionnaire items are based on the experience of domestic and foreign scholars and theory in setting questionnaire questions and discussion with supervisor. Therefore, the measurement scale of variables in this research has high content validity.
Structural validity is test whether the measurement results can confirm or explain the hypothesis of a certain theory, and the degree of interpretation. Factor analysis is an ideal method to measure the construct validity of the scale. Through reading the relevant literature, it can be seen that only when the data pass the KMO and Bartlett test, the author can continue to do factor analysis. The following measures are generally used to define the test values of KMO and Bartlett. The value of KMO is above 0.9, which indicates that it is very suitable for factor analysis; 0.7-0.8 suitable; 0.6-0.7:acceptable;0.5-0.6 means poor; below 0.4: should give up(Vogt, W.P. ,2005). The results are shown in the table below:
As table 3 illustrated that the KMO is 0.767 and each item is greater than 0.4,the significance level of Bartlett's is 0.000 (< 0.01). The total variance explained rate is higher than 50%, which is acceptable. So the test items have good difference and high validity, which is suitable for further analysis.
[image: ]
Table 3:All items of validity test
[image: ]
Table 4:Each item of validity test
[bookmark: _Toc22286][bookmark: _Toc13446][bookmark: _Toc17253][bookmark: _Toc20655][bookmark: _Toc29922]4.1.2 Normality Test Analysis
A normality test is used to determine whether sample data has been drawn from a normally distributed population (within some tolerance). Many statistical processes depend on normality, which is the premise of parameter statistical analysis. Generally speaking, when testing the normality of data, most of the data will reject the hypothesis of normal distribution. As long as the data sample is large and the data is close to the normal distribution,α>0.05 it is acceptable(Asghar Ghasemi , Saleh Zahedia,2012)
However, as table 5 and 6 illustrated,the population did not normally distribute, as the p-value is 0.00 and 0.00 respectively, which is less than α(α>0.05). Thus the author should adopt another methodology to forward the next step analysis, that is Mann Whitney U-test which is a non-parametric test to conduct analysis. The non-parametric test does not make a strict assumption for normal distribution, and this method does not involve population parameters.
[image: ]
Table 5:Normality test result between buying intention and promotion intensity
[image: ]
Table 6:Normality test result between buying intention and promotion type
[bookmark: _Toc2513][bookmark: _Toc16710][bookmark: _Toc389][bookmark: _Toc4109][bookmark: _Toc6510]4.1.3 Non-parametric Tests Analysis
A non-parametric test is a kind of methodology based on this kind of consideration, in the case of unknown or little known population variance, using sample data to infer the distribution of the population. Because the non-parametric test does not involve the parameters of population distribution in the inference process, it is called the "non-parametric" test. Non-parametric tests serve as an alternative to parametric tests.Non-parametric tests include several tests.In this research, the author selected the most common tests to conduct data analysis: Mann Whitney U test is a non-parametric form of independent sample t-test. 
As table 7 illustrated p-value=0.000<0.05, which indicates that we reject the Null hypothesis. The author used an accurate p-value to judge the hypothesis. here has statistical difference between the promotion intensity and promotion type.(N. Uttam Singh, Aniruddha Roy & A. K. Tripathi ,2013)
[image: ]
Table 7:Independent Mann Whitney U-test
[bookmark: _Toc15533][bookmark: _Toc21777][bookmark: _Toc12506][bookmark: _Toc19174][bookmark: _Toc745]4.1.4 Cross Tab Correlation Analysis
Cross tab correlation test is a quantitative method to examine the correlation between independent variable and dependent variable close or not close,whether there has relationship between the two variables.Different from Pearson correlation test,it test for ordinal independent variable,Pearson is for nominal.((Stephanie Glen.,2016))
1.The relationship between promotion type and buying intention
As the table 8 illustrate,p-value=0.000,that is to say,there has significant different between promotion type and buying intention.(Stephanie Glen.,2016)
[image: ]
Table 8:The correlation between promotion type and buying intention

As the table 9 illustrated,the phi value is 0.272,there has moderate positive relationship between promotion type and buying intention.(Stephanie Glen.,2016)
[image: ]
Table 9:The phi and value between promotion type and buying intention

2.The relationship between promotion intensity and buying intention
As the table 10 illustrate,p-value=0.000,that is to say,there has significant different between promotion intensity and buying intention.(Stephanie Glen.,2016)
[image: ]
Table 10:The correlation between promotion intensity and buying intention

As the table 11 illustrated,the phi value is 0.836,there has very strong positive relationship between promotion intensity and buying intention.(Stephanie Glen.,2016)
[image: ]
Table 11:The phi and value between promotion intensity and buying intention

[bookmark: _Toc26449][bookmark: _Toc31802][bookmark: _Toc27120][bookmark: _Toc20593][bookmark: _Toc12053]4.1.5 Multiple Linear Regression Analysis
Regression analysis is a statistical analysis method for two variables with correlation. That is to say, regression reflects the dependency relationship between variables. In regression analysis, the goodness of fit test is used to judge whether the sample is representative. The closer the R square is to 1, the better the fitting degree is. F value is an important index to judge the significance of variables. The larger the F value, the closer the relationship between dependent variables and independent variables in the model. In data analysis, the F value is represented by sig, which is the concomitant probability. The criterion to judge whether there is a significant correlation between variables is whether the p-value is less than 0.05. And if P < 0.05, it indicates a significant correlation between variables(Gulden Kaya Uyanik,2013)

Regression between promotion type,intensity and buying intention
As table 12 illustrated, it can be seen that the regression coefficient between promotion type, intensity and buying intention is 0.781, and the p-value is 0.00, less than 0.050, so there has obvious significance. The Adjusted R square =0.610, which indicates that 61% of the variance in the dependent variable can be explained by independent variables. The Durbin-Watson is to test the auto-correlation in the residuals. The Durbin-Watson is 0.031, that is to say, there has a positive auto-correlation between promotion type, intensity and buying intention. (Ringle et al., 2015)
[image: ]
Table 12:Multiple linear regression model summary between promotion type, intensity and buying intention

As the table 13 illustrated, F(2, 1155837 )= 90501, p < 0000,the result mean model has good degree of the fitting.(Ringle et al., 2015)
[image: ]
Table 13:ANOVA analysis between between promotion type, intensity and buying intention

As the table 14 illustrated,p-value is 0.000(<0.05),significant.Variance inflation factor (VIF) is 1.013,less than 5,that is to say,there has no multiple collinearity in a set of multiple regression variables.model has good degree of the fitting
[image: ]
Table 14:Coefficients analysis between promotion type, intensity and buying intention
[bookmark: _Toc5424][bookmark: _Toc7387][bookmark: _Toc27919][bookmark: _Toc31421][bookmark: _Toc16747]4.1.6 Two Way ANOVA(interaction)
There are two types of double factor variance analysis: one is non-interactive two factors analysis of variance, which assumes that the effects of factor A and factor B are independent, and there is no relationship between them; the other is the two-factor analysis with interaction, which assumes that the combination of factor A and factor B will produce a new effect. The new effect is produced by the combination of the two factors, which belongs to the background with interaction.
[bookmark: _Toc23522][bookmark: _Toc5064]4.1.6.1 China Domestic 5 days Package Tour 
As table 15 illustrated that there has a significant difference of 5 days China domestic package tour between different promotion types and price intensity on buying intention.The Mean of high cash promotion is 74.37, less than the percentage high promotion 81.76. Cash low promotion mean is 40.87, greater than the low promotion percentage of 26.81. That is to say, for 5 days domestic package, a high percentage promotion increases respondents’ buying intention. High cash promotion is their second selection for increasing their buying intention.
[image: ]
Table 15:Interaction between promotion type and intensity for China domestic 5 days package tour

As table 16 illustrated,concern for the levene’s analysis,As p-value=0.000(<0.05),significant.
[image: ]
Table 16:Levene’s test for China domestic 5 days package tour.

As table 17 illustrated that p-value is 0.000(<0.05),significant.And Adjusted R square 0.702,that is to say 70.2% of variance in dependent variable can be explained by two independent variable.The model has good degree of the fitting.
[image: ]
Table 17:Test of between-subjects effect
4.1.6.2 Outbound 15 Days Package Tour
As table 18 illustrated that there has significant different of 15 days outbound package tour between different promotion type and price intensity on buying intention. The mean of high cash promotion is 83.74,greater than the percentage high promotion 77.17.Cash low promotion mean is 45.87,greater than the low promotion percentage 25.51.That is to say,for 15 days outbound package,high cash promotion increase respondents buying intention.
[image: ]
Table 18:Interaction between promotion type and intensity for outbound 15 days package tour

As table 19 illustrated,concern for the levene’s analysis,as p-value=0.000(<0.05),significant.
[image: ]
Table 19:Levene’s test for outbound 15 days package tour.

As tale 20 illustrated that,p-value is 0.000(<0.05),significant.And Adjusted R square 0.758,that is to say 75.8% of variance in dependent variable can be explained by two independent variable.The model has good degree of the fitting

[image: ]
Table 20:Test of between-subjects effects
[bookmark: _Toc3907][bookmark: _Toc18893][bookmark: _Toc32208][bookmark: _Toc29564][bookmark: _Toc18445][bookmark: _Toc22210]4.2 Hypothesis Result 
As table 21 illustrated that the p-value of H1,H2 and H3 are all equal to 0.000(<0.055),significant.That is to say the hypothesis is accepted.
	
	Hypothesis statement
	Sig.
	Result

	H1
	Promotion type is a significant factor that affecting buying intention
	.000
	Accepted

	H2
	Promotion price intensity is a significant factor that affecting buying intention
	.000
	Accepted

	H3
	Interaction between buying intention and promotion intensity is a significant factor
	.000
	Accepted


[bookmark: _Toc21589][bookmark: _Toc26890][bookmark: _Toc25989][bookmark: _Toc7996][bookmark: _Toc24891]Table 21:The illustration of hypothesis result
[bookmark: _Toc7441]4.3 Findings Summary
In this research, author collected 254 respondents’ data,and the data was analyzed by SPSS 21. There were several test conducted to verify the hypothesis:reliability and validity test, cross tab correlation analysis, normality and non parametric test,multiple linear regression test and two way ANOVA analysis.
[bookmark: _Toc9243][bookmark: _Toc18516][bookmark: _Toc21744][bookmark: _Toc11645][bookmark: _Toc1951][bookmark: _Toc16850]4.4 Introduction
In this chapter,author will have discussion on the overall review of the research findings done by questionnaire.After that,author will explain the implication of this study,there will be some recommendations provided by author to improve the research findings for future research purpose.
[bookmark: _Toc10171][bookmark: _Toc15306][bookmark: _Toc20854][bookmark: _Toc3098][bookmark: _Toc23815][bookmark: _Toc10766]4.5 Overall Findings Analysis
This research has examined the factor of promotion type,promotion price intensity,buying intention and product type,and which influence buying intention among online package tour in Beijing.
	
	Hypothesis statement
	sig
	Result

	H1
	Promotion type is a significant factor that affecting buying intention
	0.000
	Accepted

	H2
	Promotion price intensity is a significant factor that affecting buying intention
	0.000
	Accepted

	H3
	Interaction between promotion type and promotion price intensity is a significant factor
	0.000
	Accepted


The illustration of hypothesis result
[bookmark: _Toc23372][bookmark: _Toc14167][bookmark: _Toc19191][bookmark: _Toc28705][bookmark: _Toc1800][bookmark: _Toc3126]4.5.1 H1:Promotion Type Is A Significant Factor That Affecting Buying Intention
Through empirical analysis, the correlation value and regression coefficient value is 0.000, that is to say, promotion type significant impact on buying intention. According to ANOVA mean value, the author found that for different package tours, the effect of promotion type is more significant on buying intention. This shows that the respondents will have different buying intentions for two different types of promotion. This is consistent with the research results of Zheng Shaocheng (2009), Gao Xiaoqian (2012) and Miao Shuyun (2013).
[bookmark: _Toc16404][bookmark: _Toc20032][bookmark: _Toc26912][bookmark: _Toc20475][bookmark: _Toc28449][bookmark: _Toc31273]4.5.2 H2:Promotion Intensity Is A Significant Factor That Affecting Buying Intention
Through empirical analysis, the correlation value and regression coefficient value is 0.000, that is to say, promotion type significant impact on buying intention. According to ANOVA mean value, the author found that for different tours package tours, the effect of promotion intensity is more significant on buying intention. This shows that the respondents will have different buying intentions for two different promotion intensities. This is consistent with the research results of Zheng Shaocheng (2009), Gao Xiaoqian (2012) and Miao Shuyun (2013).
[bookmark: _Toc29924][bookmark: _Toc24381][bookmark: _Toc32201][bookmark: _Toc11147][bookmark: _Toc14743][bookmark: _Toc25021]4.5.3 H3:Interaction Between Promotion Type And Promotion Intensity Is A Significant Factor
Through empirical analysis, according to the two way ANOVA test of between-subjects effects p-value is 0.000, that is to say, the interaction between promotion type and promotion price intensity is a significant factor for both China's domestic 5 days package tour and outbound 15 days package tour. According to ANOVA mean value, for China's domestic 5 days package tour, the high percentage promotion has a significant impact on buying intention. For an outbound 15 days package tour, high cash promotion has a significant impact on buying intention. This is consistent with the research results of Zheng Shaocheng (2009), Gao Xiaoqian (2012) and Miao Shuyun (2013)

[bookmark: _Toc30281][bookmark: _Toc15315][bookmark: _Toc23413][bookmark: _Toc27040][bookmark: _Toc2731]4.6 Implication Of The Study
[bookmark: _Toc12679][bookmark: _Toc29013][bookmark: _Toc10261][bookmark: _Toc9272][bookmark: _Toc21775]4.6.1 Practical Purpose 
OTA really want customer to buy a package tour, then they should set the high promotion intensity ,because H2 is valid .
OTA can use high cash promotion to formulate outbound package,and high percentage promotion to formulate China domestic package tour,because H3 is valid.According to the different package tours, formulate reasonable promotion types,for outbound package tours,the cash promotion strategy is adopted should be adopted.From the above empirical analysis, the high cash promotion is more significant than the percentage discount on buying intention for outbound package tours,. This shows that tourists have different buying intentions when they present two different types of promotion. That is to say, the cash promotion can increase the tourists' buying intention more than the percentage promotion. Therefore, for OTA, high cash promotion strategy should be adopted.
For China's domestic short line package tour, the high percentage promotion strategy can be adopted. The results show that for a domestic short distance package tour, the effect of high percentage promotion is more significant than cash promotion on buying intention under the same promotion intensity. This shows that tourists will have a different psychological account of buying intention to the two different types of promotion. That is to say, under the same promotion intensity,high percentage promotion can increase the tourists' buying intention more than the cash promotion. Therefore, for OTA, the high percentage promotion strategy can be adopted.
[bookmark: _Toc9050][bookmark: _Toc5853][bookmark: _Toc138][bookmark: _Toc27013][bookmark: _Toc14792]Chapter 5 Conclusion And Suggestion
[bookmark: _Toc13614][bookmark: _Toc21834][bookmark: _Toc475][bookmark: _Toc31439][bookmark: _Toc17822]5.0 Conclusion 
With the rapid development of information technology, online tourism market competition is becoming increasingly fierce, online tourism enterprises have launched colorful promotional activities. This study mainly focuses on the relationship between promotion and buying intention. Based on the relevant reports published by online tourism enterprises, this thesis selects the research objective, designs 11 questions, and studies the problems: the interactive influence of product type, promotion type and promotion intensity on tourists' buying intention by using SPSS software.The main conclusions are as follows:
The influence of product type, promotion type and promotion intensity on buying purchase intention; product type plays a moderating role in the influence of promotion type on tourists' buying intention. For domestic short distance travel products, the effect of percentage promotion is more significant than cash promotion on tourists' buying intention under the same promotion intensity. For outbound package tours, under the same promotion intensity, cash promotion has a more significant impact on tourists' buying intention than percentage discount. This conclusion also confirms the theory of frame effect put forward by scholars. Tourists' online purchase of tourism products is affected by the price framework. This also enlightens OTA should consider the role of price framework for different tourism package tour when making promotion. It is found that for the two types of package tours, the high promotion intensity will have a greater impact on tourists under both promotion type. This also has something to do with the fierce price war among many online tourism enterprises in the past. Therefore, when OTA adopted high promotion intensity strategy, they should guarantee the service.
[bookmark: _Toc5116][bookmark: _Toc18790][bookmark: _Toc19658][bookmark: _Toc8722][bookmark: _Toc8973]5.1 Suggestion
Promotion should be design hierarchical.Although the vast majority of tourism operators are non-experts in data analysis and research. It is difficult for them to conclude the promotion type and promotion intensity with different package tours through their knowledge and information.But author is hoping they can borrow some promotion design experience from this research.Because now,when they design a promotion, they will link the promotion with only one type and intensity, which can not satisfy customers' needs. OTA Operators usually think that all package tours with a high price will be good. According to the psychological characteristics of consumers, the formulation of promotion should have different intensities, high, medium and low, so that tourists can choose and compare when buying package tours. After evaluation of promotion,consumers have more choice buying the package tours.
[bookmark: _Toc7205][bookmark: _Toc27032][bookmark: _Toc29316][bookmark: _Toc24278][bookmark: _Toc15127]5.2 Further Improvement
(1) Repeat research with a greater scope of package tours
In this research, the author only examines two types of package tours. In real life, there has a great number of China domestic and outbound package tours and free itinerary tours. Such as domestic 3- 5 days short line tours,5-10 middle long line package tour, above 10 days long line package tour.Outbound 3- 5 days short line tours,5-10 middle long line package tour, above 10 days long line package tour. And there also have Free itinerary tours, for example, tours include hotel, air ticket and coach(or visa for outbound tours). Different package tours will have different promotion types and intensity, which will affect consumers buying intentions differently.
(2) Repeat research with more different promotion type 
In this study, the author only considers two promotion types: percentage discount and amount discount. But in real life, there are many kinds of promotions that travel agencies can design. Moreover, different consumers have different psychological accounts with different promotion type. In the future research, the author will not only focus on cash promotion and percentage promotion but also study more promotion types, such as coupon promotion, buy 1 get one promotion, buy products send tourism-related products, parent-child families and honeymoon families have different promotion types, to investigate and compare the impact of different types of promotion on consumers' buying intention.
(3) Repeat research with more different promotion intensity
In this study, the author only considers two promotion intensities: high and low. But in real life, there are many kinds of discounts that travel agencies can design. Moreover, different tourists have different psychological accounts with different promotion intensities. In the future research, the author will not only focus on high and low promotion intensities, but also study more promotion intensities, such as high,low ,medium,and mixed different promotion intensities, to investigate and compare the impact of different intensities of promotion on consumers' buying intention.
(4) Use another model,statistical method,software to increase the accuracy of research.
First of all, because the SPSS software is not flexible enough to do data analysis what kind of analysis and what results to present should not be redundant and useless for research. SPSS results often contain some redundant content, which the author does not need. Secondly,  in practice, for the Likert questionnaire, the parameter test of SPSS is generally unable to carry out to examine the normal distribution, and then it can only be solved by the non-parametric method. And the variance homogeneity generally will default to homogeneity, but when the author use SPSS to do analysis, most of them are not homogeneous. So this brings some errors to the research, which is not accurate enough. Therefore, the author will try to use other analysis software to test the data in future research to ensure the accuracy of the research content. Finally, the improvement of model construction. Because the author's capability is lack, it is impossible to conduct an in-depth analysis of mediating variables and moderating variables. Therefore, in this research, the model is relatively simple, without considering mediating variables, such as the perceived value and perceived quality. In future research, the author will learn more about mediating variable and moderator variable knowledge, which will lay a foundation for future research improvement.
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Dear MS. or Mr
My name is Lu Yitong. I am a graduate student majoring in business administration at INTI international university in Malaysia. To study the online package tour promotion impact on buying intention in Beijing, China, this questionnaire was carried out. Thank you for filling in this questionnaire.
Thank you for your support for my graduation thesis. There is no right or wrong choice in the survey. Please fill it according to your real feelings and opinions. The information collected in this survey is only for academic research. Please do not have any worries. Thank you for your support. 
If you have further problems,please contact me without any hesitation.My email is:i19016943@student.new.inti.edu.my.
	The analysis of online package tour promotion influence on buying intention in Beijing

	List below are four promotions for an identical 5 days 4 nights China domestic package tour.Based on the design of these promotions,please indicate how much the design increases your intention to buy the package using a number from 0-100.

	0-design of the promotion,has no effect towards making me more willing to buy the package tour.100-design of the promotion has significant effect toward making me more willing to buy the package tour.

	Promotion 1-Package tour now is reduce 800 RMB cash less than its original price.

	Promotion 2-Package tour now is reduce 200 RMB cash less than its original price.

	Promotion 3-Package tour now is get 50% off less than its original price.

	Promotion 4-Package tour now is get 20% off less than its original price

	List below are four promotions for an identical 15 days 13 nights outside China package tour.Based on the design of these promotions,please indicate how much the design increases your intention to buy the package tour using a number from 0-100.

	0-design of the promotion,has no effect towards making me more willing to buy the package tour.100-design of the promotion has significant effect toward making me more willing to buy the package tour.

	Promotion 1-Package tour now is reduce 800 RMB cash less than its original price.

	Promotion 2-Package tour now is reduce 500 RMB cash less than its original price.

	Promotion 3-package tour now is get 50% off less than its original price.

	Promotion 4-package tour now is get 20% off less than its original price.

	Gender                    Female            Male

	Your age____

	Your education
under high school
high school
Bachelor
Master
Above Master
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[bookmark: _Toc13029]Appendix 2   Frequency analysis
According to the frequency table illustrate,most of the respondents are female,accounts for 50.8%,female accounts for 49.2%.And education with bachelor degree accounts for 58.7,second is master,accounts for 30.7%.18-30 years old accounts for 67.3%,that is to say,most of the respondents are young generation.The author consider that,with the continuous development of the tourism market, the demand differentiation of consumer groups is more and more obvious, and the market is constantly subdivided. The "young women tourism" market is gradually emerging and has begun to attract people's attention. Therefore, tourism operators should pay more attention to the psychological characteristics and activity mode of young female tourists, and providing reasonable promotion prices for them, which can effectively enhance their buying intention and enhance tourism competitiveness.With the continuous development of the tourism market, the demand differentiation of consumer groups is more and more obvious, and the market is constantly subdivided. The "young women tourism" market is gradually emerging and has begun to attract people's attention. Therefore, tourism operators should pay more attention to the psychological characteristics and activity mode of young female tourists, and providing reasonable promotion prices for them, which can effectively enhance their buying intention and enhance tourism competitiveness.Because young female customers are especially focused on price and promotion. Women are very sensitive to promotion when they intend to buy products at low prices. The young female often spends more time than other age groups. Special promotions can always attract young women. 
Therefore, the author thinks that female tourists not only want to buy the best products at the lowest price but also want to show their social status and cultural accomplishment to others through the price of the products they buy. Therefore, tourism operators should pay attention to the psychological account of the promotional products and formulate reasonable promotion to meet female consumers' needs. First of all, there are few potential tourists for the promotion of mature or short line tourism products in the market. In marketing, traditional young women should be mainly targeted. Most of them are diligent and thrifty. Promotion strategies such as seasonal promotion and quantity promotion can stimulate their buying intention. Secondly, for the tourism products that have formed brands, especially the unique outbound tourism products, brand awareness is high and the product life cycle is long. When designing the promotion, high cash promotion is adopted, aiming at the modern young and highly educated women. They have a strong ability to accept new things. When OTA sell products, they can make use of the price psychology of "good product but cheap" to attract them and increase their buying intention.
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Table 22:Frequency table
Appendix 3 Meeting Record
	
SECTION A. MONITORING STUDENT DISSERTATION PROCESS
The plan below is to be agreed between the student & supervisor and will be monitored against progress made at each session
	Activity
	Milestone/Deliverable Date

	
	September
	October
	November
	December

	The project topic determined
	 √
	 
	 
	 

	The related literature articles  
	 √
	 
	 
	 

	The analysis method
	 
	 √
	 
	 

	Methodology
	 
	 √
	 
	 

	Study population 
	 
	 √
	 
	 

	Data collection 
	 
	 
	 √
	 

	Descriptive analysis
	 
	 
	 √
	 

	Correlation analysis
	 
	 
	 √
	 

	Recommendation
	 
	 
	 √
	 

	Limitation
	 
	 
	 √
	 

	Conclusion 
	 
	 
	 
	 √

	The whole paper checking 
	 
	 
	 
	 √
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Ethics form protocol number: 

	SECTION C. RECORD OF MEETINGS
The expectation is that students will meet their supervisors up to ten times and these meetings should be recorded.
Meeting 1
	Date of Meeting
	14/09 2020

	Progress Made



	First meeting mainly discussed the research title and the general content of the whole thesis with first supervisor. The main direction of the paper is the online package tour impact promotion impact on buying intention.

	[bookmark: OLE_LINK25]Agreed Action



	Reached a consensus on the main content of the project.  

	Student Signature

	Lu Yitong

	Supervisor’s 
Signature
	



Meeting 2
	Date of Meeting
	22/09/2020

	Progress Made



	Discussed the definition of the independent variables and dependent variable.

	Agreed Action



	Agreed topic: Modify ppt and variable definition

	Student Signature

	Lu Yitong

	Supervisor’s 
Signature
	



Meeting 3
	Date of Meeting
	28/09/2020

	Progress Made



	
1.List the example of the variable
2.Develop at least 2 survey questions linking dependent variables and dependent variables.



	Agreed Action



	Continued to explain the definitions of independent and dependent variables

	Student Signature

	Lu Yitong

	Supervisor’s 
Signature
	



Meeting 4
	Date of Meeting
	05/10 2020

	Progress Made



	
Prepare the survey questions
Test your survey questions



	Agreed Action



	Try five friends to test questionnaire and have a pilot test

	Student Signature

	Lu Yitong

	Supervisor’s 
Signature
	



Meeting 5
	Date of Meeting
	12/10 2020

	Progress Made



	Find questionnaire mistakes and correct

	Agreed Action



	Prepare survey introductory paragraph



	Student Signature

	Lu Yitong

	Supervisor’s 
Signature
	



Meeting 6
	Date of Meeting
	19/10/2020

	Progress Made


	Prepare ppt to present to second marker
Include chap 1 2 and 3



	Agreed Action



	 Supervisor review all survey question

	Student Signature

	Lu Yitong

	Supervisor’s 
Signature
	



Meeting 7
	Date of Meeting
	2/11 2020

	Progress Made


	Modify ppt for first panel(chapter 1,2,3)

	Agreed Action


	Before first panel instruction.

	Student Signature

	

	Supervisor’s 
Signature
	



Meeting 8
	Date of Meeting
	23/11 2020

	Progress Made


	Distribute questionnaires and collect data

	Agreed Action


	Agreed to collect data

	Student Signature

	Lu Yitong

	Supervisor’s 
Signature
	



Meeting 9
	Date of Meeting
	30/11 2020

	Progress Made


	
Show data Analysis
Work on second panel presentation
Finish chapter 4,5


	Agreed Action


	Agree with the data analysis section and finish section 4,5

	Student Signature

	Lu Yitong

	Supervisor’s 
Signature
	



Meeting 10
	Date of Meeting
	05/12 2020

	Progress Made


	Improve the PPT content of the second defense

	Agreed Action


	This meeting agree to the contents of the PPT in chapters 1 to 5

	Student Signature

	Lu Yitong

	Supervisor’s 
Signature
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(to be completed at the end of the dissertation process)
Student Comments
Through this paper, first of all, thanks to Dr Ow Yong for his advice. It made me very clear in the e-commerce field papers that I had misunderstood. Secondly, I learned to complete a master's degree thesis, structure, methods and so on. Thirdly, the importance of communication. Timely communication with my supervisor will make me get twice the result with half the effort compared to myself effort. 
Supervisor Comments
Despite the challenging beginning, student has managed to work on his best capacity and handle the project. 
	Signature of
 Student                 Lu Yitong
	Date  18/12/2020

	Signature of 
Supervisor            
	Date  18/12/2020
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As time goes by, I have finished my one-year master's program at INTI International University, Malaysia. The pace of time is too fast, and I will say goodbye to my University. This summer, with the completion of the thesis, the pace of graduation is getting closer and closer. There have harvest and achievement in postgraduate life. These will become beautiful memories engraved in my life.
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typet 2819.760 1 2819.760 12781 000 012
intensity 497350.258 1| so7350.258 | 2054437 000 690
typet *intensityt 20244.488 1| 2024486 | 132560 000 116
Error 223481473 | 1013 220813

Total 3939900.000 | 1017

Comscted Total | 753081624 | 1016

a. R Squared =.703 (Adjusted R Squared = .702)
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Descriptive Statistics.

Dependent Variabls: 15 days outbound package tourbuying intention

45 days outbound package tourintensity 15 days outbound package tourtype | Mean | Std Deviation | N
high cash 8374 10843 254
percentage a7 13390 254
Total 80.45 12608 508
Tow cash 4567 14712 254
percentage 2551 14182 254
Total 3569 17668 508
Total cash 6460 22935 508
percentage 5134 29294 508
Total 5807 27143 | 106
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Levene's Test of Equality of Error

Variances®
Dependent Variable: 15 days outhound pack:
F a a2 sig
7857 ER LI 000

Tests the null iypothesis that the srror
variance of the dspendsntvariabls is squal
across groups.
a. Design: Intercept + intensity + type
+ intensity * ype
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Dependent Variable:

Tests of Between-Subjects Effects

15 days outbound packags tour-buying intention

Type I Sum Partal Eta
Source of Squares df | Mean Square F sig Squared
Conscted Model | 567070.078° 3| 189023360 | 1056.320 000 758
Intercept 3426181102 1 | 3426181102 | 19182.948 000 950
intensity 508964.173 1| 508964173 | 2849655 000 738
trpe 46048819 1| 4c04ssts | 257824 000 203
intensity * type 12057.087 1| 12057087 67.507 000 063
Error 180748818 | 1012 178,608

Total 4174000000 | 1016

Comscted Total |  747818.898 | 1015

a.R Squared = 758 (Adjusted R Squared = .758)
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Frequency Table

sex
Cumulative
Frequency | Percent | Valid Percent | _Percent
Valid female, 129 508 508 508
male 125 492 492 1000
Total 254 | 1000 1000
Education
Cumulative
Frequency | Percent | Valid Percent | _Percent
Valid__ high school & 24 24 24
bachsior 149 587 587 61.0
master 78 307 307 917
above master 2 83 83 1000
Total 254 | 1000 1000
Age
Cumulative
Frequency | Percent | Valid Percent | _Percent
Valid 18-30 7 673 673 673
3140 69 272 272 945
41-50 s s 980
above 50 20 20 1000
Total 254 | 1000 1000
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