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I. Research Motives and Purposes

Nowadays, many tourism industries adopt the strategy of “Target Marketing,” because they want to become outstanding from the repetitive marketing strategies. “Target Marketing” means that the company searches for all the distinguished characteristics of the segments in the integral market, then it adopt one or more segments which are more advantageous to itself. Afterwards, the company designs a marketing strategy that can satisfy the needs for the target market.
Though many tourism industries can rapidly design various discount packages during the doldrums, but, no matter how low the prices are or how various the equipment is, as soon as the information is out, the idea of discount packages will immediately become an example that other companies follow. Therefore, most tourism industries start to make some adjustments on their own “target markets” in recent years. Instead of competing with other strong and powerful businesses and trying to get the usual “tourists” on the tourism market, why not investing on the target markets which aren’t saturated yet.
As the GDP is steadily growing annually and the social environment is changing, the pet market is also emerging. According to the number from the U.S. investigation company, EuroMonitor, the world pet food market valued $25,500,000,000 US dollars in 1997. In 2002, the value of pet market increased by 42%, to more than $36 billion US dollars. The conservative estimation for last year’s value of pet market is more than $40 billion US dollars, which is about one fifth of our GNP from last year (Liao, De-Qi，2003). It is obvious that the populations that own pets are increasing. Take Taipei City for example, according to the statistics from Taipei Municipal Institute for Animal Health, households that own pets is about 24.8%, which means in every four households, one of them owns pets.
While the number of pets is increasing, huge needs of pet services are also increasing. There are also economy effects related to pets. The investment needs are also growing; hence, a series of pet related industries is booming, such as, pet foods, pet supplies, pet health cares, pet grooming, and pet trainings. Additionally, there are also some new industries in these years, such as, pet matchmakings, pet funerals, pet restaurants and pet home stays. 
Though nowadays pet industries are booming and many pet tourism industries are emerging, but still, many “hotel” industries don’t accept the services for pet accommodation. Thus, when pet restaurants and home stays start their business, they have constant customers because their target market, which is to provide more locations for pet lovers to enjoy their trip with their lovely pets, becomes clear. We can see that the market of pet-loving groups has been paid more attention. Of course, the reasons that pet owners choose to stay in home stays are not only because of the low price and nice environment, but also because of less strict rules than the hotels. Furthermore, pet home stays have the courtesy service of allowing pets; hence, they become the first choice for many pet owners. Because so, “Pet B&B” has become a well-known noun and more people start to understand and pay more attention to the meaning of pet home stays.
II. Literature Review

  (一) Pet Market
          In 2001, pet market creates a 27.6-billion-US dollar consumption for the economics in the United States. The annual income for pet insurance alone is 4 billion US dollar. The pet industry in Australia owns 30,000 employees and it creates a GDP that’s close to 6%. The total sales of pet market in Germany are around 100,000 US dollar (Su, Yan-Na et. al, 2004). France has the most pet owners in Europe and the second most in the world and it annually spends 6.5 billion US dollars, which is about 3% of the total income for a family. According to the information from Insee, the development and future of the world pet market is the most eye-catching business. According to the statistics, the market turnover of world pet market in 2003 is over 50 billion US dollars, which has increased by 7.7% (The Pet network，2004).
  (一) Definition of pet home stays
    The amount of home stays is increasing; MOTC enacted the official “Regulations for the Management of Home Stay Facilities” on December 12th, 2001. “TaiwanB&B Association” was put on record on April 28th, 2003. According to the statistics till December, 2005, there are 1194 legal home stays in Taiwan.
    According to the definitions from Regulations for the Management of Home Stay Facilities from Tourism Bureau, home stays utilize spaces and rooms in self-owned houses and are managed as a household sideline business. They also combine local humanities, natural landscapes, ecology, environment resource and the production activities from agriculture, forestry, fishery and animal husbandry. Home stays provide a country style accommodation for tourists. The scale is usually below 5 guest rooms and the total floor areas for guest rooms should be below 150 square meters. However, as for aboriginal preservation regions, leisure farm with authorized business license registration from the authority of agriculture and featured home stays of leisure farm regions, tourism regions, remote regions and island regions, which are authorized by the authority of agriculture, can have under 15 guest rooms and the total floor areas for guest rooms should be below 200 square meters. As for the definition for pet home stays, it means home stays that you can bring your pets with you.
    Because there are more and more home stays in Taiwan, the competition has become more competitive. Lots of home stays develop with more diversifications in order to increase its sales volume. Most people prefer to travel with pets and they don’t like to leave their pets in pet hotels and travel alone (Fang Xinyi, Zhang Guangting, 2006). The amount of pet home stays is also increasing. “Special rooms for pets and pet owners” are the future accommodation type. Now, pet market is going into tourism industry, which means that tourism industry is no longer providing services only for “human beings” but also for “pets” and this direction will benefit substantial management in tourism industry (Fang Xinyi, Zhang Guangting, 2006).
  (二) Development and Status Quo of pet home stays overseas
          According to the statistics, there are 400 million pets all over the world. During economic development, people would pay for their pets while during economic recession, people need comforts from pets (Ma xuan-ren, 2004). Most importantly, for hotels, people start to change their travelling habits after 911 in the United States and it makes the tendency to travel with pets become more popular (Increasingly, 2005；An increasing,2005). The followings are the illustrations for the development status quo in different countries.
      1. Development Status Quo in the United States
            According to a survey from Travel Industry Association of America in 2001, 29 million people used to travel with pets. In order to win over this pet market with huge profits, hospitality-related business released many products and services for travelling pets (Worldjournal, 2003). Thus, one can find detailed information about pet hotels on Pettravel.com. Large chain store like Petro also sells pet travel beds. Moreover, McCarthy, Cathleen(2003) also states that it’s now available for people to travel with pets in every city or resort locations in the North America. Moreover, it’s available for finding a series of pet-friendly accommodations.
     2. Development Status Quo in Japan
           In Japan, pet travelling market has already been popular for several years. This is a huge and competitive industry, so many other industries also follow this trend and develop new products or services focusing on pet trends, such as restaurants, coffee shops and hotels that you can bring your pets with you (Yoko Imagawa, 2002). According to a report from the yearly pet accommodation magazine published by Seibeido Shupan in 2006, there are 710 hotels provide exclusive pet areas, such as Rihga, Royal Hotel, and Wanwan Paradise Hotel (Yunn-Tyng Lee, 2006)
     3. Development Status Quo in France
           Cities and counties around France are full of pet stores, which provide different varieties products, such as all sorts of food, clothing and special perfumes. It’s even more complete than children’s products. People are used to taking their pets everywhere, in cars and in hotels. Pets don’t stay away from them (xinhuanet, 2004). Additionally, pet supplies reach the annual sales volume of 1 billion Euro in French market, including, pet grooming, deodorant care and other pet clothing and pet service industries, such as hotels, hostels, taxis, insurances, and graveyards (The Pet network, 2004)
 (三) Development Status Quo in Taiwan
         In the area of “Travelling with pets”, it’s still a barren field in Taiwan. In the past, almost no tourism industries would like to pay attention on it, but in recent years, more and more home stay industries and resorts start to pay attention to managing this market. Kentington Resort is the first hotel that provides complete facilities for pets and pet owners (Ching-Fang Ho, 2007). Nowadays, most home stays hold 4 kinds of attitudes toward tourists travelling with pets: a. welcome pets to travel with owners and can stay with owners. B. Welcome pets to travel with owners, but can’t stay with owners. C. Don’t welcome pets. D. Uncertain (Yunn-Tyng Lee, 2006). Pet home stays in Taiwan nowadays: 69 in northern Taiwan, 135 in Taoyuang, Hsingchu and Miaoli, 309 in central Taiwan, 274 in southern Taiwan and 361 in eastern Taiwan (Pet.sobi.com.tw, 2009).
         The followings are some successful examples of pet home stays in Taiwan:
         1. Hakoune Onsen
               It is the pioneer of SPA areas for pets and it’s the only hot-spring hotel that is available for pets. But, pets should live in another area. It’s not yet available for pets living in hotel rooms. Thus, it’s only suitable for mature and independent pets (he juan, 2004).
         2. Tien-Lu Resort
               It’s the first resort villa that provides the service for pets living with owners in Nantou and it only provides reservation for tourists who are travelling with pets. Moreover, the empty front yard can let pets run around and ply freely, which satisfies the lack of exercises for pet and tourists that have been living in the city for too long (he juan, 2004).    

3. Zusin Shin Garden
              Chingjing Mountain of Ren-Ai County is the biggest area for European home stays in Nantou, which is also the headquarters of pet villas in current phase (Mu Yingxin, 2003). Zusin Shin Garden is especially planned for dog lovers (animal lovers). It’s set up for animal villas and is full equipped with supplies for pets.
         4. Liching Garden Villa
               Liching Garden Villa is about 2000 meters high above sea level. The owner who loves marine fish spent lots of money building four marine ecological aquarium and put some pet fish inside the highest marine fish aquarium above sea level (Mu Yingxin，2003).
  (四)Satisfaction
          Drucker (1950), the master of management, first proposed the slogan of customer satisfaction and said that the mission for a business is to create satisfactory customers. Afterwards, Cardozo (1965) first made a research on customer expectations and satisfactions, which leads the trend to do research on customer satisfactions (Lin Meimei，2005). Howard and Sheth (1969) think that customer satisfaction means customers’ recognition status on whether their paying and receiving are equal. Tes and Wilton (1988) defines customer satisfaction, which means a kind of evaluation reaction according to their previous expectations and afterward recognitions. Then, Woodside (1989) states that customer satisfaction is a form of customer attitudes. The experience after the customer buys the product influences their thoughts on whether they like the product or not, which is an integral attitude based on experiences and it influences other customers and the acts of buying it again (Liang-kang Chen，2009). Fornell (1992) declares that customer satisfaction is the feeling that customers feel satisfied. Davis and Heienke (1994) define customer satisfaction on two ways: 1. the function of disconfirmation: satisfaction means the function of “recognition – expectation,” and the expectations of the services from the customers come from two parts: First, before the customers first contacted the business, for example, through advertisements or word of mouth publicity. Second, the personal experiences after they contacted the business. As for the expectations, there are also two aspects: First, the degrees of customers’ desired service. Second, the degrees of customers’ expected service.2. Satisfaction is the function of Perception: Satisfaction needs to be measured on customers’ recognitions of services, not the disconfirmation of recognitions and expectations (Hung-bin Huang，2003).
III. Statistical Results
   (一) Questionnaire Credibility
      In order to confirm the credibility of the scales using in this research, I use Cronbach’s α coefficient to measure the relationship of the common factors between each variable, then calculate the total variance and individual variance to examine the consistency and stability between the questions in the questionnaires. According to the suggestion from DeVellis (1998), when α value is below 60, it’s unacceptable; when it’s between 60 to 65, it’s still better not be acceptable; between 65 to 70 is the minimum acceptable value; between 70 to 80 is pretty good and between 80 to 90 is very good.
      As Chart one, the credibility of the importance of participating home stays is 91, the credibility of satisfactions on home stays is 86 and the credibility of future development is 88. The credibility for each aspect is above 86, so we can know that the credibility of this scale has all reached the suggested standard from DeVellis (1998), which shows that this questionnaire consist of good inner consistency.
Chart1 Credibility
	Aspects
	Numbers of Questions
	Cronbach’s α coefficient

	Importance of home stays
	11
	.91

	Satisfaction of home stays
	11
	.86

	Future Development
	4
	.88


  (二) Featured distribution of background variables
          As chart two, more interviewees are females, which include 102 people (51.0%) in total. There are fewer males with 98 people (49.0%) in total. As for ages, 21 to 25 years old take the biggest part with 79 people (39.5%), 31 to 35 years old take the second biggest part with 37 people (18.5%) and 46 to 50 years old and above 51 years old take the least part with one person on each category (0.5%). As for marital status, single takes the biggest part with 138 people (69.0%) and married takes the second with 53 people (26.5%) and the others take the least with 9 people (4.5%). As for educational background, university takes the biggest part with 103 people (51.5%), college takes the second with 38 people (19.0%) and above doctor takes the least with one person (0.5%). As for professions, service industry takes the biggest with 68 people (34.0%), student takes the second with 53 people (26.5%) and agriculture takes the least with only one person (0.5%). As for monthly income, below NT 20,000 takes the biggest with 73 people (36.5%), NT 20,000 to NT 30,000 takes the second with 67 people (33.5%), above NT 50,000 takes the least with only 2 people (1.0) and the missing data is one person (0.5%).

Chart 2 Featured distribution of background variables
	Background variables

	Gender
	Number of people
	percentage
	career
	Number of people
	percentage

	male
	98
	49.0%
	agriculture
	1
	0.5%

	female
	102
	51.0%
	industry
	5
	2.5%

	Age
	Number of people
	percentage
	services
	68
	34.0%

	Below 20 years old
	22
	11.0%
	finances
	14
	7.0%

	21 to 25 years old
	79
	39.5%
	Electronics & engineering
	13
	6.5%

	26 to 30 years old
	36
	18.0%
	Military & civil servant
	6
	3.0%

	31 to 35 years old
	37
	18.5%
	students
	53
	26.5%

	36 to 40 years old
	17
	8.5%
	freelancers
	20
	10.0%

	41 to 45 years old
	7
	3.5%
	None (including retired)
	6
	3.0%

	46 to 50 years old
	1
	0.5%
	house makers
	10
	5.0%

	Above 51 years old
	1
	0.5%
	others
	4
	2.0%

	Marital Status
	Number of people
	percentage
	Monthly income
	Number of people
	percentage

	single
	138
	69.0%
	Below NT 20,000 
	73
	36.5%

	married
	53
	26.5%
	NT 20001 to NT 30000
	67
	33.5%

	others
	9
	4.5%
	NT 30001 to NT 40000
	42
	21.0%

	Educational background
	Number of people
	percentage
	NT 40001 to NT 50000
	15
	7.5%

	high school
	4
	2.0%
	Above NT 50001
	2
	1.0%

	senior high school/vocational school
	32
	16.0%
	Missing data
	1
	0.5%

	college
	38
	19.0%
	
	
	

	university
	103
	51.5%
	
	
	

	master
	22
	11.0%
	
	
	

	doctor
	1
	0.5%
	
	
	


  (三) Featured distribution of Experience on pet home stays
         As chart three, in pet owning, dogs take the biggest part with 144 people (72.0%), cats take the second with 39 people (19.5%) and others take the least with 17 people (8.5%). As for pet sizes, small takes the biggest with 112 people (56.0%), middle takes the second with 67 people (33.5%) and big takes the least with 21 people (10.5%). As for the habits for travelling and staying with pets, most people don’t have this habit, which takes the biggest part with 113 people (56.5%) and less people have this habit, which includes 87 people (43.5%). The reason that people don’t like to travel with pets are mainly because that “People feel inconvenient to travel with pets”, which include 85 people (75.9%). The second biggest reason is “Pet home stays aren’t easy to find”, which include 41 people (36.6%) and other reasons include 5 people (4.5%). As for frequencies of travelling with pets, one to five times take the most with 36 people (18.5% within all interviewees), 6 to 10 times take the second with 33 people (16.5% within all interviewees) and over 10 times include 18 interviewees (9% within all interviewees). 80 people (40.0% within all interviewees) had experience of staying at pet home stays and 7 people (3.5% within all interviewees). 74 people (37.0% within all interviewees) had the experience of trying to find pet home stays because of wanting to travel with pets and 13 people (6.5% within all interviewees) don’t. Moreover, 56 people (28.0% within all interviewees) had the experience of asking others to take care of the pets because they can’t find pet home stays and 31 people (15.5% within all interviewees) don’t.
Chart 3 Featured distribution of Experience on pet home stays
	Experience of pet home stays

	types of pets
	Number of people
	percentage
	Frequencies of travelling with pets
	Number of people
	percentage

	dogs
	144
	72.0%
	One to five times
	36
	18.5%

	cats
	39
	19.5%
	6 to 10 times
	33
	16.5%

	others
	17
	8.5%
	above 10 times
	18
	9.0%

	pet sizes
	Number of people
	percentage
	skip
	113
	56.5%

	Small (below 8 kgs)
	112
	56.0%
	Did you have the experience of staying at pet home stays
	Number of people
	percentage

	Medium (9 to 22 kgs)
	67
	33.5%
	yes
	80
	40.0%

	Big (above 23 kgs)
	21
	10.5%
	no
	7
	3.5%

	Do you have the habit of bringing pets to accommodations
	Number of people
	percentage
	skip
	113
	56.5%

	yes
	87
	43.5%
	Had the experience of finding pet home stays because of wanting to travel with pets
	Number of people
	percentage

	no
	113
	56.5%
	yes
	74
	37.0%

	Reasons for not wiling to travel and stay with pets
	Number of people
	percentage
	no
	13
	6.5%

	Inconvenient to travel to pets
	85
	75.9%
	skip
	113
	56.5%

	Pet home stays aren’t easy to find
	41
	36.6%
	Had the experience of asking others to take care of pets because you can’t find pet home stays
	Number of people
	percentage

	Many restrictions in checking in pet home stays
	30
	26.8%
	yes
	56
	28.0%

	Pet home stays are not fully equipped
	18
	16.1%
	no
	31
	15.5%

	Don’t trust pet home stays
	18
	16.1%
	skip
	113
	56.5%

	others
	5
	4.5%
	
	
	


  (四) Descriptive statistics and sorting of importance and satisfactions
     As chart four, on the importance of pet home stays, interviewees consider “Service personnel is friendly to pets” （M = 4.68, SD = 0.62） as the highest, the next is “Environment hygiene of the home stays” （M = 4.68, SD = 0.62） is the second and “Meals provided for pets at home stays” and “Pet grooming service provided by home stays” are the lowest importance (M = 3.91, 3.68, SD = 1.16, 1.28）.
      As for the satisfaction degree of pet home stays from the interviewees, “Service personnel is friendly to pets” （M = 4.16, SD = 0.76）is still the highest, the second is “Home stays with exercising spaces for pets, such as playgrounds and lawns with fences” （M = 4.07, SD = 0.89） and “Meals provided for pets at home stays” and “Pet grooming service provided by home stays” are the lowest satisfaction (M = 3.02, 2.98, SD = 1.22, 1.21）.

Chart four Descriptive statistics and sorting of importance and satisfactions
	
	importance
	satisfaction

	contents
	M
	SD
	sorting
	M
	SD
	sorting

	1. Service personnel is friendly to pets
	4.68
	0.62
	1
	4.16
	0.76
	1

	2. Owners of home stays have a certain degree of pet knowledge
	4.39
	0.82
	4
	3.83
	0.94
	5

	3.Environment hygiene of the home stays
	4.68
	0.62
	2
	3.93
	0.77
	4

	4. Home stays provide basic supplies for pets (such as plates, combs and pet mattresses)
	4.29
	0.91
	6
	3.52
	0.85
	7

	5. Home stays provide cleaning facilities for pets (such as pet cleaning areas, drying equipment and dried cloths) 
	4.26
	0.94
	7
	3.47
	0.83
	8

	6. Provide pet sanitary appliances in rooms and public areas (such as places for pets to urinate, air fresheners and mops) 
	4.25
	0.96
	8
	3.37
	0.88
	9

	7. Meals provided for pets at home stays
	3.91
	1.16
	10
	3.02
	1.22
	10

	8. Pet grooming service provided by home stays
	3.68
	1.28
	11
	2.98
	1.21
	11

	9. Home stays with recreational lounges
	4.12
	1.07
	9
	3.59
	0.93
	6

	10. Home stays with exercising spaces for pets, such as playgrounds and lawns with fences
	4.31
	0.88
	5
	4.07
	0.89
	2

	11. If pets can’t accompany, home stays provide safe places for pets or have specialists to take care of pets
	4.49
	0.84
	3
	3.99
	0.93
	3

	Sum Scale
	4.28
	0.67
	
	3.63
	0.61
	


P.S. The scale is the Likert five-point scale. For importance scale, one point means really not important and five means very important. For satisfaction scale, one point means very unsatisfied and five means very satisfied.

  (五) Descriptive statistics and sorting of future development
     As chart five, in future development of pet home stays, interviewees consider “Think that pet home stays can bring convenience for you”（M = 4.36, SD = 0.81） as the highest, and then the order for the rest is “Think that pet home stays has the necessity to be commonly developed” （M = 4.21, SD = 0.84）, “Think that Taiwan lacks the amount of pet home stays” （M = 4.19, SD = 0.86） and “Will go travelling at that place because it has pet home stays” （M = 4.13, SD = 0.98）.
Chart five Descriptive statistics and sorting of future development
	
	future development

	contents
	M
	SD
	sorting

	1. Do you think that Taiwan lacks the amount of pet home stays?
	4.19 
	0.86 
	3

	2. Do you think that pet home stays has the necessity to be commonly developed?
	4.21 
	0.84 
	2

	3. Will you go travelling at that place because it has pet home stays?
	4.13 
	0.98 
	4

	4. Do you think that pet home stays can bring convenience for you?
	4.36 
	0.81 
	1

	Sum scale
	4.22 
	0.75 
	


P.S. The scale is the Likert five-point scale. One point means very disagree and five means very agree
  (六) Hypothesis 1: Different characterized interviewees have differences on pet owning experience
     According to Chart 6, I use Chi-square test to examine the differences on different characterized interviewees’ owning pets. The result shows that among all characteristics of interviewees, there are no obvious differences in having a pet owning experience or not (ps > .05), which means that the proportion of the amount on the habits of people bringing their pets to hotels will not differ because of gender, age, marital status, educational background, or monthly income. Thus, hypothesis one disconfirms.
Chart 6 Discrepant comparisons between different characterized interviewees on pet owning experience
	Independent variables
	
	Do you have the habits to bring pets to hotels?
	χ2
	p value

	
	
	Yes
	No
	
	

	
	
	No. of times
	percentage
	No. of times
	percentage
	
	

	gender
	male
	39
	39.8%
	59
	60.2%
	1.07
	.300

	
	female
	48
	47.1%
	54
	52.9%
	
	

	age
	Below 20 years old
	9
	40.9%
	13
	59.1%
	0.60
	.898

	
	21 to 30 years old
	52
	45.2%
	63
	54.8%
	
	

	
	31 to 40 years old
	23
	42.6%
	31
	57.4%
	
	

	
	Above 41 years old
	3
	33.3%
	6
	66.7%
	
	

	Marital Status
	single
	58
	42.0%
	80
	58.0%
	2.97
	.226

	
	 married
	27
	50.9%
	26
	49.1%
	
	

	
	others
	2
	22.2%
	7
	77.8%
	
	

	Educational background
	below senior high school/vocational school
	14
	38.9%
	22
	61.1%
	0.70
	.706

	
	College/university
	64
	45.4%
	77
	54.6%
	
	

	
	Above graduate school
	9
	39.1%
	14
	60.9%
	
	

	Monthly income
	Below NT 20,000
	23
	31.5%
	50
	68.5%
	7.46
	.059

	
	NT 20,000 to NT 30,000
	36
	53.7%
	31
	46.3%
	
	

	
	NT 30,000 to NT 40,000
	20
	47.6%
	22
	52.4%
	
	

	
	Above NT 40,000
	7
	41.2%
	10
	58.8%
	
	


*p<.05

  (七) Hypothesis 2: Different characterized interviewees have differences on importance issues
    As chart 7, besides “marital status” and “monthly income”, different “gender”, “age”, and “educational background” don’t have obvious differences on the difference analysis of importance (ps > .05).
    After using Scheffé method for the comparison, I found out that in “marital status”, average number of married interviewees （M=4.48）is obviously higher than the average number of single interviewees (M = 4.18). In “monthly income”, the average number of interviewees with income between NT 20,000 to NT 30,000 （M = 4.39）is obviously higher than the average number of interviewees with income below NT 20,000 (M=4.04). Thus, hypothesis two is partly confirmed.

Chart 7 Discrepant comparisons between different characterized interviewees on important issue
	Variables
	categories
	Number
	mean
	Standard deviation
	T / F
	p
	Post-hoc-comparison

	gender
	（1）male
	98
	4.31
	0.66
	0.74
	.463
	

	
	（2）female
	102
	4.24
	0.69
	
	
	

	age
	（1）Below 20 years old
	22
	4.07
	0.62
	1.72
	.165
	

	
	（2）21 to 30 years old
	115
	4.24
	0.69
	
	
	

	
	（3）31 to 40 years old
	54
	4.39
	0.66
	
	
	

	
	（4）Above 41 years old
	9
	4.54
	0.55
	
	
	

	marital status
	（1）single
	138
	4.18
	0.71
	4.27*
	.015
	2>1

	
	（2）married
	53
	4.48
	0.56
	
	
	

	
	（3）others
	9
	4.47
	0.55
	
	
	

	Educational background
	（1）Below senior high school/

Vocational school
	36
	4.12
	0.87
	1.23
	.294
	

	
	（2）College/university
	141
	4.31
	0.62
	
	
	

	
	（3）Above graduate school
	23
	4.29
	0.63
	
	
	

	monthly income
	（1）Below NT 20,000
	73
	4.04
	0.70
	5.08*
	.002
	2>1

	
	（2）NT 20,000 to NT 30,000
	67
	4.39
	0.63
	
	
	

	
	（3）NT 30,000 to NT 40,000
	42
	4.37
	0.68
	
	
	

	
	（4）Above NT 40,000
	17
	4.53
	0.46
	
	
	


*p<.05

   (八) Hypothesis 3: Different characterized interviewees have differences on satisfaction of home stays
      As chart 8, different “gender”, “age”, “marital status”, “educational background” and “monthly income” don’t make obvious differences on satisfaction of home stays (ps > .05）. Thus, hypothesis three is disconfirmed.
Chart 8 Discrepant comparison between different characterized interviewees on satisfaction of home stays

	variables
	categories
	 number
	   Mean
	Standard deviation
	T / F
	p

	gender
	（1）male
	98
	3.66
	0.65
	0.45
	.655

	
	（2）female
	102
	3.60
	0.59
	
	

	age
	（1）Below 20 years old
	22
	3.74
	0.65
	0.18
	.913

	
	（2）21 to 30 years old
	115
	3.64
	0.64
	
	

	
	（3）31 to 40 years old
	54
	3.57
	0.54
	
	

	
	（4）Above 41 years old
	9
	3.64
	0.88
	
	

	marital status
	（1）single
	138
	3.63
	0.60
	0.03
	.974

	
	（2）married
	53
	3.62
	0.66
	
	

	
	（3）others
	9
	3.73
	0.64
	
	

	Educational background
	（1）Below senior high school/

Vocational school
	36
	3.66
	0.60
	0.07
	.936

	
	（2College/university
	141
	3.62
	0.63
	
	

	
	（3）Above graduate school
	23
	3.68
	0.61
	
	

	monthly income
	（1）Below NT 20,000
	73
	3.60
	0.68
	1.75
	.164

	
	（2）NT 20,000 to NT 30,000
	67
	3.74
	0.61
	
	

	
	（3）NT 30,000 to NT 40,000
	42
	3.39
	0.52
	
	

	
	（4）Above NT 40,000
	17
	3.85
	0.60
	
	


*p<.05
IV、Research Result
　　From the research, I found out that in the competitive pet tourism industry in Taiwan, there are more and more pet home stays providing not only accommodations but also more service qualities to raise customer satisfactions. Doing so can also increase loyalty of pet owners. 
　　　　Providing good pet spaces and fully equipped pet caring system makes customers think that traveling with pets can be easy and convenient and don’t feel restricted. Additionally, providing discount activities for people travelling with pets can stimulate customers to travel with pets.
In order to increase the exposures of the pet home stays in Kenting, one can simply use internet websites or blogs to do promotions for pet home stays. One can also search in the Net for related articles to pet home stays, then answer the questions to assist them and also reach the effect of advertising. Moreover, one can also join domestic travel fairs to promote the home stays in order to increase exposures. If so, customers won’t find difficulties searching for pet home stays.
Though pet tourism industry is rising, some pet home stays still have strict requirements. Hence, if pet home stays can ease up to the regulations, I believe it will bring more customers to the business. Increasing related equipment for pets is also increasing the consideration for customers. Additionally, the convenience can also increase a lot.
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