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“FEde] AL HEEA @ off”

1) $1& (Location) -- 12.9%
2) £& Mu}2=(Good Service) -- 12.4%
3) 2% (Cleanness) -- 9.8%
4) A2 g (Convenience) -- 76%
5) A% 717 (Better Price-Valve) -- 59%
6) ¥4 (Dependability) -- 49%
7) A43% &7 (Know what to expect) -- 49%
8) 5% (Cosurety) -— 49%
9) 1A ¥9l7] (Friendly atmosphere ) -— 44%
10) £94 (Habit formation) -- 4.4%
11) At 43 (Previous Experience) -- 36%
12) dl¢fe] £o]% (Easy Reservation) -- 27%
13) £& 3 (Reputation) -- 22%
14) £ % (Better Quality) -- 1.3%
15) §94 (Uniqueness) -- 04%
16) a3 AL BH ( Travel Agent’s Recommendation) -- 04%
17) 1A ¢ L. 8432¢-2. ( No Opinion or not sure) -- 17.8%
Sample Size = 225 %A (Total) 100%
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