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A Study on the Motivation and Choice Attributes
of Visiting Wineries in Ningxia, China

Li, Shu-Xian - Woo, Won-Seok - Hwang, Jae-Hyun

This study aimed to elucidate the relationship between the selection attributes and
visit motivations of Ningxia wineries and tourist satisfaction and intention to
revisit. Utilizing multiple linear regression and simple linear regression models, the
study quantitatively analyzed tourists’ selection attributes and visit motivations for
Ningxia wineries. Factor analysis categorized 12 visit motivation variables into
four factors: ‘Sensation’, ‘Educational’, ‘Companion-Friendly’, and ‘Experiential’.
Additionally, 17 selection attribute variables were classified into four factors: ‘Service
Quality’, ‘Environmental’, ‘Facility’, and ‘Economic’. Through analyzing the
impact of visit motivations on satisfaction and revisit intentions, we have identified
the pivotal factors as ‘Wine Cultural Education’, ‘Enhanced Companion-Friendliness’,
and ‘Wine Cultural Experience’. In the analysis of the relationship between selection
attributes and revisit intentions, crucial elements involve ‘Service Quality provided
by the winery

"

and ‘Environmental of the winery’. Conversely, key influencing
revisit intentions include ‘Environmental of the winery’ and ‘Costs and Pricing
associated with winery visits’. To ensure the sustainable development of the Ningxia
winery industry and promote the enduring growth of rural economies, wineries
should place greater emphasis on cultivating wine cultural experiences, artisanal
activities, and other project endeavors.

Key words : choice attributes, ningxia, re-visit intention, winery, visit motivations
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Table 1. Development of the vine industry in Ningxia region
2012 2022
Grape cultivation area About 293 km? About 389 km?
Winery quantity 55 211
The annual income of the residents About 9,000 yuan About 30,000 yuan
Wine production About 2.38 million bottles About 1.38 billion bottles
Source: Author reconstruction
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Fig. 1. Research model.
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Table 2. The composition of guestionnaire and source

Classification Number of questions Measurement scale Source
Demographic characteristics 6 Jang et al. (2022)
Nominal Scale
General characteristics 5 Shin et al. (2014)
Motivation for visiting 12 Zhang (2016)
Selection attributes 17 Ko and Jung (2006)
Likert 5-Point
Tourist satisfaction 5 Scale Liu (2021)
. . Bae (2022),
Intention to revisit 4
Won (2022)
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Table 3. The demographic characteristics of the study

Category Frequency (person) | Percentage (%)

Male 147 41.9

Gender
Female 204 58.1
Under 20’s 5 1.4
20’s 77 219
30’s 135 38.5

Age

40’s 72 20.5
50’s 54 154
Over 50’s 8 23
Middle school (Currently enrolled) graduated 15 43
Final High school (Currently enrolled) graduated 91 259
education College/University (Currently enrolled) graduated 181 51.6
level Graduate school (Currently enrolled) graduated 54 15.4
Other 10 2.8
Marital Married 283 80.6
status Single 68 19.4
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Category Frequency (person) | Percentage (%)
Student 57 16.2
Office worker 75 214
Professional 31 8.8
Public servant 41 11.7
Occupation
Service worker 58 16.5
Self-Employed 36 10.3
Homemaker 18 5.1
Other 35 10.0
4,000 RMB or Less 75 214
4,000 to 6,000 RMB 103 293
Monthly 6,000 to 8,000 RMB 95 27.1
income 8,000 to 10,000 RMB 48 13.7
10,000 to 12,000 RMB 19 5.4
12,000 RMB or More 11 3.1
Total 351 (person)

O 7 AEE gl 9B A3 Cronbach’s o AlFE ARSI Bl A AlF s A

=& AAAT g2 E 2 JEA(Exploratory Factor Analysis)oll A= 2912 5 # 43}35}

F4 EE-4(Principal Components Analysis)S 3%k 2] @ 2

(Varimax) 3|7 ®2]& AFE-3F3 0™, QA& A F(Factor Loading)2 0.58 7|E#HS2 24
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Table 4. Correlation analysis

X,=Sensation X;=Service quality factors
Y =Tourist satisfaction
X,=Educational Xs=Environmental factors
X,=Companion friendly X =Facility factors
Y,=Intention to revisit
X,=Economic factors Xg=Economic factors
X X, X X, X; X X7 Re Y Y,
X, 1
X, | 48" 1
X, | 5277 | 509" 1
X, | 486" | 5667 | 6177 1
Xy | 232" | 3267 | 3527 | 3097 1
Xo | 230" | 3297 | 3477 | 3237 | 6687 1
X | 239" | 2847 | 3657 | 2737 | 608" | 778" 1
Xy | 2627 | 3317 | 3547 | 2387 | 7417 | 6737 | 5847 1
Yy | 2287 | 3237 | 3537 | 3387 | 3977 | 3887 | 3967 | 358" 1
Y, | 3357 | 3927 | 4147 | 446 | 3807 | 416" | 3527 | 4087 | 5047 1

Note: 1. *Correlation is significant at the 0.05 level (two-tailed).
2. **Correlation is significant at the 0.01 level (two-tailed).

Table 5. An exploratory factor analysis of winery selection attributes

Factor Item Factor loading Variance (%) Reliability

1 .604
2 .613
3 .595

Service quality factors 59.4 .861
4 .543
5 .654
6 555
1 732

Environmental factors 2 749 66.075 735
3 501
1 748
2 .666

Facility factors 70.338 .859
3 .684
4 715
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Factor Item Factor loading Variance (%) Reliability
1 771
2 746
Economic factors 70.372 .852
3 750
4 .584
Measurement of suitability for standardized factor analysis: KMO (Kaiser-Meyer-Olkin) 941
Approximate Chi-Square 3568.424
Bartlett sphericity test Degrees of freedom 136
P-value .000

obZ Table 6 &7l et 42 a9l £4& THF Aoltt. 1271¢] ZEellA
4719 gQlo] ==H A=, Aol ofstH >0.6, p=0.000<0.05, KMO<2} Bartlett
AR 2 Wy AdAAS FRlgt &, &3 aJAEA S AASAT. 8l 19 &4
£ 76.041%°] 1L, Cronbach’s o AlFE 0.841%2 UERStO W, Q91 290 RAake 73.974%0] 3L
Cronbach’s o Al 0.8200.2 YERO ™, 991 39 #4F2 78.230%°] 1L, Cronbach’s « 7|

Table 6. An exploratory factor analysis of motivation to visit

Factor Item Factor loading Variance (%) Reliability
1 730
Sensation 2 761 76.041 .841
3 791
1 759
Educational 2 .698 73.974 .820
3 762
1 776
Companion-friendly 2 798 78.230 .858
3 172
1 779
Experiential 2 757 77.046 851
3 776
Measurement of suitability for standardized factor analysis: KMO (Kaiser-Meyer-Olkin) .896
Approximate Chi-Square 2300.711
Bartlett sphericity test Degrees of freedom 66

P-value .000
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Table 7. An exploratory factor analysis on tourism satisfaction and revisit intention

Factor Item Factor Loading Variance (%) Reliability
1 17
2 706
Tourist satisfaction 3 704 55.344 901
4 737
5 738
1 741
2 749
Intention to revisit 18.202 .890
3 792
4 735
Measurement of suitability for standardized factor analysis: KMO (Kaiser-Meyer-Olkin) .906
Approximate Chi-Square 1915.920
Bartlett sphericity test Degrees of freedom 36
P-value .000
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Table 8. Path analysis between winery selection attributes and tourism satisfaction

Hypothesis Path t-value P-value VIF Result
- i Tourist

Hi-1 Service quality ouns 2.470 014 2.560 accept
factors satisfaction

H1-2 Environmental Tourist 0.891 347 3.208 reject
factors satisfaction
Facili Touri

HI-3 actlity - ourlst 2419 016 2.627 accept
factors satisfaction
E i Touri

Hi-4 eonormic ourist 0.727 468 2.541 reject
factors satisfaction

Note: R>=0. 200, adj R>=0.191, Durbin-Watson=2.137
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o A Yebgth 3744 213 AAE 802 ANE o=l H+)e FFE A= A
o2 yehgth wels 342905 AAZ 2908 AE %o FHHA TS vH=
o8 et

Table 9. Path analysis between winery selection attributes and revisit intentions

Hypothesis Path t-value P-value VIF Result
; i | .
H2-1 Service quality _, Intention to 1.051 294 2.560 reject
factors revisit
Envi tal Intenti t
H2-2 pvironmentat -, Tnention 1o 2.528 012 3208 | accept
factors revisit
H2-3 Facility factors —>  Lmention to 0312 756 2672 reject
revisit
E i I i
H2-4 conomic _, Intention to 2.465 014 2.541 accept
factors revisit

Note: R>=0. 206, adj R?>=0.197, Durbin-Watson=1.850
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Table 10. Path analysis between visit motivation and tourism satisfaction

Hypothesis Path t-value P-value VIF Result
. Tourist .
H3-1 Sensation - . . -.238 77 1.548 reject
satisfaction
H3-2 Educational ~ — Tourist 2410 016 1.650 accept
satisfaction
- Touri
H3-3 Companion-—_, ourist 2.995 003 1.863 | accept
friendly satisfaction
Touri
H3-4 Experiential - . ourls.t 1.998 .047 1.915 accept
satisfaction

Note: R>=0. 162, adj R>=0.153, Durbin-Watson=2.103
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Table 11. Path analysis between visit motivation and revisit intention

Hypothesis Path t-value P-value VIF Result
I -
Hd-1 Sensation —  ntentionfofy 254 1548 reject
revisit
. Intention to
H4-2 Educational - .. 2.473 .014 1.650 accept
revisit
H4-3 Companion- —_~ Intention to |, 55, 011 1.863 accept
friendly revisit
L Intention to
H4-4 Experiential - .. 3.567 <.001 1.915 accept
revisit

Note: R>=0. 250, adj R?>=0.241, Durbin-Watson=1.903
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Table 12. Path analysis between visit motivation and revisit intention

Note: R*=0. 254, adj R>=0.252, Durbin-Watson=1.864
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