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Taiwan’s night markets are the most popular and unique characteristics of domestic and foreign tourists’ night
life and have great potential value for tourism development. However, development of the night market is
vulnerable to the negative impact of COVID-19. To discover the potential value and evaluation of the night
market, we interviewed 46 experts from several industries and occupations in Taiwan to investigate the re-

lationships between brand equity, benefits, motivations of and satisfaction with night market tourism and
development. The results show that travel motivation has both direct and indirect effects on brand equity,
benefits and satisfaction. Furthermore, customer satisfaction is the most critical performance attribute of night
market tourism, which may be influenced by brand equity, benefit, and motivation. Managerial implications and
future research directions are discussed.

1. Introduction

In the wake of fast economic growth in Asia Pacific, tourism has
become the region’s fastest-growing industry. Asia Pacific is now the
world’s second most popular destination for international tourists
(Horng, Liu, Chou, & Tsai, 2012; Lee & Chien, 2008). Taiwan has an
abundance of unique, natural and diverse cuisines that appeals to in-
ternational tourists and promotes regional economic development (Tsai,
Lin, Hwang, & Huang, 2014). The Tourism Bureau of Taiwan has
invested generously in promoting the island’s culinary culture. Ac-
cording to the statistics, night markets have become a popular destina-
tion for domestic and international tourists (Liu & Fang, 2016).

Since 2019, COVID-19 has dealt a severe blow to global tourism and
hospitality industry (Chen, Huang, & Li, 2020). The recession caused by
COVID-19 has brought a noticeable deterioration in Taiwan’s night
markets. Once noisy and bustling, many night markets are now strug-
gling. According to the Taipei City Office of Commerce (TCOOC), even
the slashing of store rental fees to NT$60,000 in Shilin Night Market,
have failed to attract interest from potential investors (Huang, 2021).
Moreover, consumer behavior has been changed by the COVID-19
epidemic. For this reason, tourism managers and government should
understand the relationship between brand equity and consumer

behavior, if they are to prevent the epidemic from damaging night
markets’ financial and economic performance (Kang, Kim, & Cha, 2018;
Kim, Kim, Lee, & Tang, 2020). Moreover, despite the epidemic, brand is
still a key factor affecting tourists; food choices (Kim, Kim, & Wang,
2021; Yang, Liu, & Chen, 2020).

Branding allows tourist destinations to distinguish themselves from
other travel destinations, and to generate advantages for services and to
build customer loyalty (Oh & Hsu, 2014; Pike & Bianchi, 2013). Night
market tourism in Taiwan needs to build brand equity (Liu & Fang,
2016). Creating an appealing destination marketing strategy and iden-
tifying the critical attributes for night market tourism are topics that
require further study (Liu & Fang, 2016). Therefore, it is important to
understand the roles of motivation and brand equity and the benefits of
night market development in terms of travel satisfaction.

This study fills a theoretical void by identifying critical attributes of
night market tourism, and helping readers understand the roles of
motivation and relationship in brand equity, benefits and travel satis-
faction. First, we integrate previous literature in different cultures,
culinary tourism, service satisfaction, and the benefits of tourism
development and brand equity (Lee & Chien, 2008; Yang & Mattila,
2013). In addition, night markets in Taiwan feature diverse cultures and
cuisines that attract tourists (Hsu, 2016). Despite many studies of the

* Corresponding author at: 172, Chung-Cheng Road, Lu-Chow District, New Taipei City, 247, Taiwan, ROC.
E-mail addresses: phd20110909@gmail.com (C.-H.S. Liu), dodo.chou@gmail.com (S.-F. Chou), jylin@mail.nou.edu.tw (J.-Y. Lin).

https://doi.org/10.1016/j.evalprogplan.2021.101961

Received 2 February 2019; Received in revised form 13 May 2021; Accepted 19 May 2021

Available online 1 June 2021
0149-7189/© 2021 Elsevier Ltd. All rights reserved.

Please cite this article as: Chih-Hsing Sam Liu, Evaluation and Program Planning, https://doi.org/10.1016/j.evalprogplan.2021.101961



mailto:phd20110909@gmail.com
mailto:dodo.chou@gmail.com
mailto:jylin@mail.nou.edu.tw
www.sciencedirect.com/science/journal/01497189
https://www.elsevier.com/locate/evalprogplan
https://doi.org/10.1016/j.evalprogplan.2021.101961
https://doi.org/10.1016/j.evalprogplan.2021.101961
https://doi.org/10.1016/j.evalprogplan.2021.101961

C.-H.S. Liu et al.

behavior of local or international tourists (Chang & Chiang, 2006), few
empirical studies have solicited the opinions of experts in the develop-
ment of night market tourism.

Sun, Wang, and Huang (2012)) have stated that street food vendors
need better knowledge of food safety to adopt appropriate tourism
strategies or allocate limited resources. However, with the COVID-19
pandemic, issues of food safety and customer satisfaction with street
food and night markets are of critical importance (Yuliantoro, Juliana,
Bernarto, Pramono, & Purwanto, 2020). Using the multiple methods of
measurement of COVID-19 crisis and how it interacts with different
attributes of the local food systems will be significant for the tourism
literature (Béné, 2020; Tsai & Wang, 2017), This study extends previous
studies, asserting that despite the COVID-19 crisis, tourists’ concerns
with benefits, motivation, brand equity and satisfaction are important
factors in determining their willingness to visit night markets. Liu and
Chou (2016) used hybrid methods of marketing strategy analysis to
make a more meaningful contribution to the literature. Ho, Tsai, Chen,
and Lu (2021)) also stated that hybrid methods provided the best model
fit of measuring among numerous elements/dimensions of marketing
strategy analysis during the COVID-19 pandemic. Therefore, this study
uses multiple criteria and a hybrid method to analyze the proposed
model and describe the relationships among the dimensions and criteria
of night market tourism. In this way it helps tourism managers and
resource allocators to identify the critical attributes that reduce the risks
of decision failure when formulating a marketing strategy (Kaushal &
Srivastava, 2021).

In addition, the literature has suggested that multiple-criteria deci-
sion-making (MCDM) gives decision makers a clear sense of the problem
and possible solutions. However, until now, few studies in tourism and
hospitality research have integrated all of those methods. By combining
these insights, we develop an integrated model to investigate the ante-
cedents and consequences of night market tourism in Taiwan. This study
used an integrated MCDM model based on decision making trial and
evaluation laboratory (DEMATEL) and analytic network processes
(ANP).

Finally, this paper uses the opinions of experts and scholars in the
tourism industry, government, and hospitality to investigate how brand
equity, benefits and motivations create satisfaction with night market
tourism and development. The research model has been developed in
accordance with the research objectives and the literature. Based on the
research framework in this study, we illustrate the importance of brand
equity, benefit, motivations and satisfaction in night market tourism
industry to develop Hypotheses 1—5. The conceptual framework is
presented in Fig. 1.

Benefit

Motivation
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2. Literature review and hypotheses

2.1. From benefit for tourism development to satisfaction and brand
equity

In the early stages of night market evolution, benefits for residents,
local suppliers, cultural protectors, producers and tourists are evaluated.
Benefit for tourism development is very important and reflects a brand’s
qualifications as stakeholders with an interest or concern in tourism
development. Simply, brand benefit determines evaluations of consumer
satisfaction and brand equity. Satisfaction and brand equity are the two
indicators of the night market’s service ability to meet expectations of
functional performance and exchange benefit (Hess, Story, & Danes,
2011). Theoretically, tourism development should consider these crit-
ical stakeholders’ benefits so that each makes positive contributions to
the others. Additionally, tourism scholars have noted that local tourism
development attracts tourists who wish to experience different business,
product quality, culture promotion, feedbacks and infrastructures and
thus may increase the awareness of specific benefit attributes (Boniface,
2013). Therefore, specific benefit attributes that describe business,
product quality, culture promotion, feedback and infrastructures should
predict consumer satisfaction and brand equity.

In addition to providing basic necessities, night markets offer leisure
activities and opportunities to see the traditional culture, thereby
attracting tourists as well (Tsai, 2013). In this study, we advance the
understanding of the drivers of travel benefit and hypothesize two
positive relationships of benefits for night market tourism development
which asserted that it should predict consumer satisfaction and brand
equity. Very few studies of tourism have explored the effect of travel
benefit on satisfaction and brand equity (Iglesias, Markovic, & Rialp,
2019). According to tourism studies by Huang and Liu (2018), travel
benefit is a key factor in travelers’ perceived satisfaction and value
evaluation when engaged in culture tourism. On one side, benefit of
travel entertainment and appealing experience both seem to affect
tourist satisfaction (Liu, Huang, & Li, 2018). It is therefore important for
researchers to pay attention to the cultural experience of night market
tourism (Liu & Fang, 2016). At the same time, travel benefit is also a
critical attribute of brand equity development. Tasci asserted that con-
sumer value and benefit perception have long been recognized as critical
influences on other concepts, such as brand awareness, image, perceived
quality, pleasure and loyalty. In other words, perceived consumer
satisfaction and brand equity are more likely to occur after the benefits
of tourism development have been established. Accordingly, the
following two hypotheses are proposed:

Satisfaction

Fig. 1. Research framework.
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Hypothesis 1. Benefit for tourism development positively influences
satisfaction.

Hypothesis 2. Benefit for tourism development positively influences brand
equity.

2.2. From brand equity to motivation and satisfaction

Brand equity is a core marketing strategy for tourism managers and is
accepted as a powerful competitive tool for long-term destination
management (Blain, Levy, & Ritchie, 2005). Although brand equity has
emerged as one of the most fundamental topics for customer-based
perspectives in tourism marketing management (Huang & Cai, 2015),
it the pivotal role of visual images in brands should be evaluated from
the perspectives of brand salience, image, quality, value, brand loyalty
and its implications for destination management (Boo, Busser, & Balo-
glu, 2009).

A night market’s brand equity is reflected in the quality and variety
of the products, convenience, prices, physical environment and service
quality (Beristain & Zorrilla, 2011). Stakeholders use brand equity to
form an evaluation that will affect their motivation and satisfaction
toward the night market (Semeijn, Van Riel, & Ambrosini, 2004).
Indeed, the considerable benefits can gain from brand equity, including
strengthening the night market’s reputation, commitments, differenti-
ation, purchase intent, consumer identification and outcome perfor-
mance (Beristain & Zorrilla, 2011). In this regard, brand equity has a
positive effect on stakeholders’ motivation or satisfaction with the night
market.

Second, as tourists return to the night market, brand equity supplies
the conditions necessary for the brand to become associated with per-
sonal memory. In fact, brand equity introduces a relationship benefit
structure that depends on motivation or satisfaction. The evolution from
a relationship formed with an initial brand equity building, through an
exchange relationship with motivation or satisfaction, could increase
relationship by all members of a night market with the brand equity. In
this way, brand equity is a predictor for motivation or satisfaction. Thus,
we hypothesize that the associated perception of brand equity with
motivation and satisfaction is the condition necessary for a transaction
reflective of a favorable motivation or satisfaction view with the brand
equity relationship. Based on all of the above, we posit the following
hypotheses:

Hypothesis 3. Brand equity positively influences motivation.

Hypothesis 4. Brand equity positively influences satisfaction.

2.3. From motivation to satisfaction

Much of the research in leisure satisfaction in travel and tourism has
focused on tourists’ experiences after consumption (Chen, Petrick, &
Shahvali, 2014) and reactions from expectations and feelings (Kim &
Fesenmaier, 2014). In the tourism context, tourists’ satisfaction evalu-
ation is correlated with pre-travel expectations and post-travel experi-
ences (Chen & Chen, 2010, p.30). When consumption experiences and
expectations are gratifying, the tourist is satisfied. However, when
actual experience falls short of expectations, negative emotions and
dissatisfaction result (Reisinger & Turner, 2003). Hui, Wan, and Ho
(2007, p.966) suggested that tourist satisfaction is a function of the
appropriateness between expectations and the perceived evaluation
outcome, which is simply the result of a comparison between tourists’
previous travel experience and what they actually perceive, touch, and
achieve at the destination.

Motivation plays a pivotal role in creating both satisfaction and as-
sociations. Functionally- or leisure-oriented tourism usually forms first
in motivation-satisfaction connective relationships, but relationship
depth and tourism-inducing behaviors begin once consumers’ connec-
tions and begin to moderate satisfied benefit calculations (Aggarwal,
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2005). In other words, an ongoing value-based relationship transforms
the motivation into consumers’ personal tourism satisfaction through
the dimension of novelty, budget, culture protector, escape stress, at-
tractions, family togetherness, relax and socialization. In the absence of
the motivation connections, functionally- or leisure-oriented tourism
satisfaction, manifested in an tourism willingness and interests in night
market tourism, may still result in market loyalty, intention to continue
visiting, purchasing the night market’s products and likelihood of rec-
ommending the market brand to others, that appears as tourism satis-
faction. We therefore propose the following hypothesis:

Hypothesis 5. Motivation positively influences satisfaction.
3. Research methods and process
3.1. Research setting and sample

The night market is a Chinese tradition. Taiwan’s night markets are
popular places for locals and tourists to enjoy real Taiwanese food. The
night market is a Chinese tradition. Taiwan’s night markets are popular
places for locals and tourists to enjoy authentic Taiwanese food. In the
formulation of Taiwan’s tourism strategy, government depend on expert
advice in industrial environment design and critical attributes identifi-
cation (Horng, Liu, Chou, Yin, & Tsai, 2014; Liu & Chou, 2016). Our
aims were to enrich the tourism and management literature on night
market tourism critical attributes identification by determining how
experts interpret night market tourism and identify critical attributes of
the market development to improve the quality of political decision
making. We therefore conducted a qualitative and quantitative study
and system analysis of experts’ advice in Taiwanese night market (Horng
et al., 2012).

In the early stages of data collection, we obtained a diverse sample to
match the literature. We used purposive sampling. In the later stages,
when we clarified our proposed integrated model, we found informants
through personal contacts (Chuang, Hsu, Wang, & Judge, 2014). In the
Chinese cultural context, personal contacts yield abundant and valuable
information. Moreover, informants may not be candid with an unfa-
miliar interviewer. Thus, through personal relations and individual
contacts, 46 experts from a range of industries and occupations offered
their professional opinions on night market operation, tourism and
development. They had an average of 11.37 years of work experience in
night market operation, 11.37 years in resources allocation or research,
and their average age is 41.80. Those experts can be classified into (1)
vendors, managers or owners in night markets, coding VM1 to VM16;
(2) people in government responsible for night market tourism policy
planning, including government officer of Tourism Communication
Bureau, Industrial Development Bureau, Taipei City Marketing Man-
agement Department, and other government departments, coding as
GM1 to GM21; and (3) scholars with research or academic experience in
night market tourism, coding as SA1 to SA9. The authorities are the
Department of Economic Development (DED) and the Department of
Information and Tourism (DIT). The Night Market Tourism Develop-
ment Association (NMTDA) was under government counselling and
established by all vendors of the night market. The missions of NMTDA
are operation management, marketing, sanitation and safety. To un-
derstand the development strategy of brand equity in the tourism night
market, the experts of questionnaire include DED and DIT supervisors
and commissioners, the chairman and project manager of NMTDA in
Taiwan north, central and south, and the scholars who have studied the
development of the tourism night market. The results of this study will
provide valuable information for DED, DIT and NMTDA in making
policy decisions.

Before the experts completed the questionnaire, the researcher asked
them if they had engaged in formulating or implementing night market
tourism policy, whether they promoted tourism, and whether they had
at least five years of work experience in night markets. The experts who
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gave their input to our study had either planned or participated in night
market tourism policy development, and each tourism industry expert
has more than five years’ experience in the tourism service. Therefore,
they were able to provide suggestions that were relevant to measuring
the motivation and satisfaction of tourists with the night market.
Further, most vendors at the night market were small and medium en-
terprises (SME) that need the government support. Detailed information
of the expert samples is shown in Table 1.

3.2. Measures

3.2.1. Brand equity

Previous studies in tourism marketing have discussed destination
brand equity in terms of tourists’ evaluation of awareness of, image of,
quality of, and loyalty to the destination (Konecnik & Gartner, 2007).
The suitability of the consumer-based brand equity (CBBE) model of
brand salience, brand image, brand quality, brand value, and brand
loyalty for benchmarking brand performance (Pike & Bianchi, 2013).
The objective cognitive image in destination personality and global
image in brand attitude and behavioural intentions (Baloglu, Hen-
thorne, & Sahin, 2014); hotel brand identity with cross-cultural exam-
ination (Oh & Hsu, 2014); and the discovery of marketing strategy for
destination branding to the demand for Short-Haul and Long-Haul
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Markets (Pike & Bianchi, 2013). These discussions imply that effective
tourism marketing strategy not only builds incremental value in the
minds of tourists, which might foster greater confidence in the desti-
nation brand, but also encourages tourists’ travel and revisit intentions.
On the basis of these tourism and hospitality studies, the role of
destination brand equity was examined in night market tourism. Ac-
cording to the literature, the dimensions of brand loyalty, brand image,
perceived quality and brand awareness were commonly used in prior
studies (Horng et al., 2012). This research adopts those dimensions and
advances the tourism literature by providing more insight into the
evolving theory of destination brand equity for night market tourism.

3.2.2. Satisfaction

Past studies have suggested that perceptions of interesting attrac-
tions and value affect satisfaction (Tosun, Temizkan, Timothy, & Fyall,
2007), and that satisfaction has a significant effect on the
post-behaviours of recommending the destination to friends and revis-
iting (Lee, Yoon, & Lee, 2007). Yang and Mattila (2013) review the
factors of interesting attractions as “cognitive maps” that should be
considered in satisfaction along with the type of information or stimuli
presented during the experience. Following the same logic, dissatisfied
tourists may not return to a destination and may not recommend it to
other tourists. Even worse, dissatisfied tourists may spread negative

Table 1

Demographic information for samples.
Coding Gender Age Position Experience/Year Organization size/ Person Cetology
1.5A1 Male 46 Assoc. Professor 10 30
2.5A2 Male 39 Assoc. Professor 12 24
3.5A3 Male 46 Professor 10 18
4. SA4 Male 48 Assoc. Professor 20 7
5. SA5 Female 38 Assist. Professor 13 15 Tourism Scholar
6. SA6 Male 59 Professor 25 8
7. SA7 Male 47 Assoc. Professor 16 12
8. SA8 Male 42 Assist. Professor 6 22
9. SA9 Male 55 Professor 20 7
10.GM1 Female 43 Manager 3 50
11. GM2 Female 32 Group leader 6 23
12. GM3 Female 55 Senior manager 12 58
13. GM4 Female 46 Central director 10 77
14. GM5 Male 41 Director 5 5
15. GM6 Male 52 General Manager 15 9
16. GM7 Female 30 Staff 1 12
17. GM8 Female 50 Team Leader 5 6
18. GM9 Male 60 Director 30 6
19.GM10 Female 49 Director 24 76
20.GM11 Female 42 Group Leader 10 25 Practical industry
21.GM12 Female 38 Group Leader 9 25
22.GM13 Male 37 Manager 10 36
23.GM14 Female 32 Staff 5 23
24.GM15 Female 28 Staff 5 22
25.GM16 Male 39 Senior Manager 18 34
26.GM17 Female 58 Director 30 56
27.GM18 Female 37 Manager 9 55
28.GM19 Female 33 Manager 5 18
29.GM20 Male 36 Senior Manager 8 18
30.GM21 Female 29 Staff 3 120
31.VvM1 Male 32 Owner 3 7
32.VM2 Female 40 Owner 5 10
33.vM3 Female 33 Owner 2 6
34.VM4 Female 52 Manager 6 8
35.VM5 Male 54 Owner 25 3
36.VM6 Female 27 Owner 2 5
37.VM7 Female 26 Owner 4 3
38.vM8 Male 52 Owner 20 3 Vendor
39.VM9 Female 46 Owner 17 2
40.VM10 Male 58 Owner 30 2
41.VvM11 Male 39 Owner 18 30
42.VM12 Male 46 Owner 10 3
43.VM13 Male 31 Owner 10 1
44.VM14 Male 26 Owner 2 2
45.VM15 Male 32 Owner 4 2
46.VM16 Female 42 Owner 10 2
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comments and undesirable information about their experience, thereby
damaging the destination’s reputation (Reisinger & Turner, 2003).

3.2.3. Travel motivation

In most situations where visitors are heterogeneous and have
different purposes in their leisure activities, identifying these groups’
travel motivation will be a powerful marketing strategy, one that shows
critical directions for rural tourism managers to manage tourists’
behavior (Eid & El-Gohary, 2015). Prior studies have viewed travel
motivation in multidimensional constructs. For example, Lee et al.
(2004) identified visitors’ motivations for attending a festival in South
Korea. Thirty-four motivation items are factor analysed, and six di-
mensions of motivation emerged: “cultural exploration,” “family
togetherness,” “novelty,” “escape from stress,” “event attractions,” and
“socialization.” Mohr, Backman, Gahan, and Backman (1993)) cat-
egorised travel motivations into 23 items, and five factor groupings
emerged: “socialization,” “family togetherness,” excitement/unique-
ness,” “escape,” and “event novelty.” In conclusion, multidimensional
constructs and attributes of travel motivation should be considered and
characteristics of tourists should be explored in the differentiation of
marketing strategies for tourism managers.

Benefit for tourism development. Well-designed tourism maps or ac-
tivities promoted by an effective marketing campaign can generate
revenue for local suppliers and producers (Alonso & Bressan, 2014) and
enhance the image of Taiwanese night markets as a tourist destination.
Furthermore, night market tourism assists in product diversification by
offering tourists an added recreational facility and increasing the
country’s competitiveness as a tourist destination. There would, of
course, be the additional benefits of creating a few local tourism jobs
(Liu & Fang, 2016). Each stakeholder’s interests in night market tourism
is collected based on the perspectives of experts. This study discusses
how these dimensions influence each other.

2 < ” <

3.3. Model and estimation

3.3.1. The MCDM methodology

Organizational managers often select a decision-making process over
another that can improve their financial or innovation performance
(Belton & Stewart, 2002). Decision problems have become more com-
plex than ever, forcing managers to find new approaches and method-
ologies that enable them to structure and evaluate complex decision
situations, and can allow for more informed and potentially better de-
cisions (Carayannis, Ferreira, Jalali, & Ferreira, 2018). When decision
makers need to consider two or more goals at the same time, Multiple
Criteria Decision Making/Analysis (MCDM/A) constitute valuable tools
for structuring and evaluating complex decision situations, and can
allow for more informed, potentially better decisions (Belton & Stewart,
2002). MCDA techniques build on the knowledge of expert participants
in a field, and produce assessment systems based on their values and
experience while considering interrelated factors (Keeney, 1992). Like
other conventional evaluation methods, MCDM can quickly judge and
weigh each criterion by computer technology, and quickly reach a
consensus (Liu & Chou, 2016; Tzeng & Huang, 2011). However, in
addition to it’s, the quality of MCDM depends on the selected experts.
Therefore, the interpretation of the results is limited by the experts.

Finally, the survey is conducted through a matrix questionnaire, so if
there are 10 criteria, there will be 20 x 20 = 400 questions. Therefore,
if the questionnaire is too long, the experts will need more time to
complete it, and this may affect their willingness to fill it out.

3.3.2. The analysis method for judgment criteria importance

Fuzzy Delphi Method (FDM) was proposed by Ishikawa et al. to solve
the problems with the Tradition Delphi method and collects experts’
opinions on issues that are not clear. FDM uses two terminal points
(max/min values) of triangular fuzzy numbers to obtain a statistically
unbiased effect and to avoid extreme values. We used DEMATEL to
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construct the research model. The advantage of DEMATEL is that it can
convert the relationship between the causes and effects of the criteria
into an intelligible structure and is an effective procedure for decision
making and analysis. It has been widely used in tourism and hospitality
management studies (Horng et al., 2014; Tsai et al., 2014). In tourism
management analysis, the DEMATEL can produce a criteria
network-relationship map through a matrix calculation. It can present
the causal relationships and visualise the results, eventually helping
tourism and hospitality managers answer the main questions (Horng
et al., 2014). Analytic Network Process (ANP) was originally proposed
by Saaty (1996), who used a network pairwise comparison procedure
and nonlinear analysis designed to capture judgments in a manner that
ensures consistency and acquires priority. The ANP has been used in
tourism policy analysis (Horng et al., 2014), tourism branding (Chen,
Lee, & Yang, 2012), and hotel corporate social responsibility (CSR)
program selection decisions (Tsai et al., 2014). Therefore, this study
adopted a DEMATEL process to draw the relationships between main
dimensions and sub-attributes and used ANP to calculate the weighting
and to compare standards among dimensions.

4. Results

4.1. Analysis of night marketing tourism brand equity development
criteria

For the processed FDM analysis, this study included four dimensions
and 21 criteria (Table 2). Each criterion’s relative importance was >0.7
past the accepted standard. The results confirmed that the experts
recognized night marketing tourism brand equity development criteria;
thus, we could construct a criteria network-relationship map of the night
marketing tourism brand equity development model.

4.2. Construct criteria network-relationship map of night marketing
tourism

Through the DEMATEL step used to calculate the initial average
matrix T and using a pair of degrees of interaction for any two criteria to
calculate the initial direct effect of matrix B, we examined dimensions.
The influential relationship (R + C, R-C) shows the results of those di-
mensions and the results of the examined criteria (Table 3). Based on the
criteria, a criteria network-relationship map (Fig. 1) was constructed.

According to the influential relationship, benefit (B) has the most
direct effect on other dimensions. In other words, the experts believe
that tourism benefit was night marketing tourism development’s most
influential dimension. The dimensions that follow are brand equity (A),
motivation (C) and satisfaction (D). This study found that understand-
ing, analysing and stimulating tourist motivations are the most influ-
ential factors on the development of Taiwan night marketing tourism.
Thus, the findings of this study provide clear examples of the value
attained by tourist motivation encouragement in night market tourism,
confirming that the night market development decision makers or
managers should take an interest in how to increase tourist motivation
and improve the attractiveness of night market tourism (Fig. 2).

In addition, the criteria network relation map can be seen as influ-
ential in each dimension. According to these study experts, the first
relational dimension of the Taiwan tourism night market development
strategy was Motivation (C). Under the motivation dimension, this study
found Novelty (c1) to be the top criterion, followed by Attractions (c5),
Cultural protector (c3), Budget (c2), Socialization (c8), Relaxation (c7),
Family togetherness (c6) and escape from stress (c4) (Fig. 3). Fig. 3b
shows that novelty and interesting experience may attract the attention
of tourists, thus confirming that travel motivation was the key factor in
travel intentions and satisfaction, both of which come from individual
perceptions of previous experiences and information from media and
other people. Yuan and McDonald suggested that novelty, prestige,
relaxation, escape from routine, and self-exploration, segment



C.-H.S. Liu et al.

Table 2
Results Obtained by the Fuzzy Delphi Method.
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Triangular fuzzy number

Dimension Criteria Relative importance (>0.7)
Min Geometiric mean Max
al. Brand awareness 0.4 0.8 1.00 Accepted
. a2. Brand quality 0.3 0.7 1.00 Accepted
A. B; E
rand Equity a3. Brand loyalty 0.5 0.7 1.00 Accepted
a4. Brand image 0.5 0.8 1.00 Accepted
bl. Local supplier 0.2 0.7 1.00 Accepted
b2. Cultural protector 0.3 0.8 1.00 Accepted
B. Benefit b3. Producer 0.4 0.7 1.00 Accepted
b4. Resident 0.4 0.7 1.00 Accepted
b5. Tourist 0.3 0.7 1.00 Accepted
cl. Novelty 0.4 0.8 1.00 Accepted
c2. Budget 0.5 0.8 1.00 Accepted
c3. Cultural exploration 0.5 0.8 1.00 Accepted
s c4. Escape stress 0.2 0.7 1.00 Accepted
C- Motivation 5. Attractions 0.4 0.8 1.00 Accepted
c6. Family togetherness 0.2 0.7 1.00 Accepted
c7. Relax 0.4 0.8 1.00 Accepted
c8. Socialization 0.5 0.7 1.00 Accepted
di. Recommend 0.5 0.8 1.00 Accepted
D. Satisfaction d2. Revisit intention 0.5 0.8 1.00 Accepted
’ ds. Interesting 0.5 0.8 1.00 Accepted
d4. Experience 0.6 0.9 1.00 Accepted
Table 3
Total-Influence Matrix T: Four Dimensions.
Dimension A B C D Row sum (d;) Column sum (r;) d; +1; d; -1;
A. Brand Equity 0.320 0.314 0.291 0.346 1.271 2.222 3.494 —0.951
B. Benefit 0.302 0.287 0.269 0.317 1.174 2.047 3.221 —0.872
C. Motivation 0.289 0.278 0.271 0.310 1.148 2.007 3.154 —-0.859
D. Satisfaction 0.342 0.323 0.306 0.349 1.320 2.298 3.617 —0.978
0.000 ; ‘ :
0.000 1.000 4.000 5.000 6.000 7.000
-0.500
B. Benefit
-1.000
i A. Brand Equity
( |
-1.500 7
C. Motivation
-2.000
-2.500
-3.000
-3.500 &

-4.000

D. Satisfaction

Fig. 2. Impact-digraph map of main dimensions for night market tourism.

characteristics based on motivations, are push factors. Novelty was
ranked as the most important push factor in the decision for an overseas
vacation.

According to these study experts, the second relational dimension of
Taiwan tourism night market development was Benefit (B) (Fig. 3c).
Under this dimension, tourists (b5) exert a direct effect on cultural
protectors (b2), producers (b3), and residents (b1). The experts found
that being interesting are the foundational attribute for the benefit
dimension. The results are similar to those of Chang and Hsieh (2006),
who asserted that night markets are an essential part of the nightlife for
tourists, and that tourists are the main economic sources of night market
development. Horng et al. claim that Taiwanese culture is highly
influenced by Japan, the US and China; thus, Taiwan has cultural

diversity, and people respect each other’s differences. With this
distinction, the foods offered at night markets draw tourists. Further-
more, experts have recognised that the benefits of night market tourism
development must consider cultural protection. Thus, tourism devel-
opment and related commercial activities may involve mutual benefits,
but also trade-offs and the loss of irreplaceable cultural features.

Based on the criteria under the dimension Brand Equity (Fig. 2a), it
can be observed that brand image (a4) had a direct effect on brand
quality (a2), brand awareness (al) and brand loyalty (a3). The results
show that tourism destination “image” was a key factor in the devel-
opment of Taiwan’s tourism night brand equity. Brand image needs to
be enhanced.

Finally, this study proposed that increasing tourists’ satisfaction is
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Fig. 3. The impact-digraph-map of sub-dimensions for night market tourism.

b. The influential relationships within criteria C. Motivation

d. The influential relationships within criteria D. Satisfaction

critical for the future development of night markets (2d). In discussing
the dimensions of satisfaction, encouraging tourists’ interest becomes
the foundation for enhancing and influencing experience (d4), revisit
intention (d2) and recommendation (dl). In past tourism studies,
interesting activities and ensuring tourists’ satisfaction are recognised as
central to the success of tourism industries (Hui et al., 2007). Satisfied
tourists are always interested in tourism products or services and are
willing to make recommendations to others. Thus, tourist satisfaction
would be based on interesting experiences and the favourable evalua-
tion of attractions, facilities, services and price (Yu & Goulden, 2006).

4.3. Importance ranking of night market tourism brand equity
development

Horng et al. (2012) suggested that the ANP summarises information,
quantifies the importance of attributes, and identifies interdependent
relationships within and between measuring elements. This study con-
firms the relationship between the tourism night market brand equity
development model and the analysis of each dimension and criterion
weight. This study is based on DEMATEL results and calculates the
total-influence matrix T, the weight of each dimension and criterion
(Table 3).

Each row represents the weight of each criterion. According to ANP’s
calculation of the results, Satisfaction (D) 0.269 was the most important
dimension, followed by Brand Equity (A) 0.255, Benefit (B) 0.245 and
Motivation (C) 0.231, Based on the ANP results, satisfaction is more
important than other dimensions in developing night market tourism.
Yu and Goulden (2006) suggested that satisfaction affects tourists’ in-
tentions to return and make recommendations to others. It also affects
post-behaviours and regions’ tourism development, both of which are
critical attributes for tourism policy decision making. Furthermore,
maintaining a high level of customer satisfaction is more likely to be
helpful for tourism destination brand equity (Boo et al., 2009).

Based on the global and local levels, the weight and ranking yield the
weight value. Under the dimensions Satisfaction (D), Recommend (d1)
had a 0.264 local weight and was the highest criterion, followed by
Revisit intention (d2) 0.260, Experience (d4) 0.255 and Interest (d3)

0.222. The results can also be shown in the remaining criteria of each
dimension. Petrick and Backman (2001) noted that satisfaction appears
to be the most reliable predictor of intentions to revisit. High levels of
customer satisfaction also accompany enjoyable experience, and cus-
tomers who enjoy their experience are more likely to return, spread free
word-of-mouth and recommend the destination to friends or other po-
tential customers (Boo et al., 2009).

In the dimension Brand Equity (A), the values of the criteria are as
follows:

Brand loyalty (a3), 0.255; Brand awareness (al), 0.254; Brand image
(a4), 0.246; and Brand quality (a2), 0.245. Destination branding is more
complex, evaluating the system more than merely the design of tourism
product names or services (Pike, 2005). In terms of visitation intent, the
main purpose of destination branding should be to stimulate intention to
visit and revisit, which are indicators of brand loyalty (Pike & Bianchi,
2013, p.2). The branding literature proposes that loyal customers are
more profitable; they are less price-sensitive and spend more, which can
result in positive word of mouth (Jones & Taylor, 2007). Thus, brand
loyalty is the foundation of destination brand equity and plays a critical
role in the development of tourism branding (Keller, 1993; Konecnik &
Gartner, 2007).

Furthermore, the ANP result under Benefit (B) shows values for
measuring criteria as follows: Cultural protector (b2), 0.211; Tourist
(b5), 0.206; Producer (b3), 0.200; Resident (b4), 0.193; and Local
supplier (b1), 0.191. Kivela and Crotts (2006) found local cultural
experience to be an attractive form of travel, based not only on
participating in a particular lifestyle but also on engaging in comple-
mentary activities. This was supported by Gomez and Molina (2012),
who examined the antecedents of wine tourism in Spanish regions that
present cultural attractions for tourists. Kivela and Crotts (2006) sug-
gested that cuisine plays an important role in attracting visitors to
experience rural and cultural tourism, producing economic benefits. Liu
and Fang (2016) suggested that Taiwanese cuisine is one of the most
important reasons why tourists visit Taiwan, and night markets are the
best place for international tourists to find diverse gourmet displays and
local culture.

The criteria evaluation of the final dimension Motivation (C) are as
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Table 7
Weights and Ranking for the Dimension and Criteria of DANP Results.
Criteria Global weight Dimension Local weight Ranking Criteria Local weights Ranking
al. Brand awareness 0.065 al. 0.254 2
a2. Brand quality 0.062 . a2. 0.245 4
a3. Brand loyalty 0.065 A. Brand Equity 0.255 2 a3, 0.255 1
a4. Brand image 0.063 a4. 0.246 3
bl. Local supplier 0.047 bl. 0.191 5
b2. Cultural protector 0.052 b2. 0.211 1
b3. Producer 0.049 B. Benefit 0.245 3 b3. 0.200 3
b4. Resident 0.047 b4. 0.193 4
bs. Tourist 0.050 bs. 0.206 2
cl. Novelty 0.029 cl. 0.125 4
c2. Budget 0.029 c2. 0.127 3
c3. Cultural exploration 0.031 c3. 0.135 2
c4. Escape stress 0.025 L c4. 0.108 8
c5. Attractions 0.034 €. Motivation 0.231 4 c5. 0.148 1
c6. Family togetherness 0.026 c6. 0.113 7
c7. Relax 0.028 c7. 0.120 6
c8. Socialization 0.028 c8. 0.122 5
di1. Recommend 0.071 di1. 0.264 1
d2. Revisit intention 0.070 . . d2. 0.260 2
ds. Interesting 0.060 D. Satisfaction 0.269 ! ds. 0.222 4
d4. Experience 0.069 d4. 0.255 3
D D; D, minimise measurement errors and multicollinearity because each latent
ap; A, ajy Ajm an| Anm, variable is used as a single factor (Park, 2012).
D; ay We then conducted confirmatory factor analysis to evaluate
4 discriminant validity; the results of the four-factor model fit the data
best for measuring night market tourism (RMSEA = .078, GFI = .857,
Gim, , AGFI = .827, CFI=.927, IFI =.918; y* (137 = 326.927). Using the
" x" X! X' structural equation model, we tested one full model and three alterna-
X= afz : : : 3 tive models to examine the applicability of the direct and indirect ef-
; i " 2 ] .
D, : XV X4 X fects. Fig. 4 presents the goodness-of-fit indices for the proposed model
A : : : and alternative models; the direct models are favoured with proposed
X 1 Xln Xm Xnn
Any
an Direct effects
Dn anmn

4.3.3. Calculate the limit matrix

Conduct pairwise comparisons on the clusters and weight the blocks
of the unweighted supermatrix, by the corresponding priorities of the
clusters, so that it can be column stochastic (normalized weighted
supermatrix). Then raise the weighted supermatrix to limiting powers
until the weights converge and remain stable (limited supermatrix 7).
The ANP weights of each attribute (cluster matrix) can be obtained by
formula (4). For the result of limit matrix, see Table 6.
lim (w™)*

7z—00

4

The DANP results are shown in Table 7. Through these results, the
tourism marketing brand equity strategy development can be used for
decision makers to find the key factors and the ranking of the factors
according to this integrated index, either from the importance of the
main criteria as a whole or from the ranking of dimension and criteria
analysis.

4.3.4. Robustness testing the relationships among night market tourism
attributes

There is an ongoing discussion in the tourism literature, and results
of this study on the relationships among night market tourism attributes
are relevant. Several measures and tests should be proposed and used in
this study. Thus, to assess the robustness of our findings, we tested the
DEMETEL results using alternative measures of the structural equation
model (SEM). The standardized solutions computed by the AMOS 18
maximum-likelihood method are reported in Fig. 4, which has been used
in previous tourism studies (Fid & El-Gohary, 2015). The SEM can
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12 182=326.927; GFI=.857; AGFI=.827; CFI=.920; IFI=.918; RMSEA=.078;
P-value=.070

Fig. 4. Results of Structural Equation Modelling (SEM).
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positive relationships in five hypotheses, in which the indirect model
confirms the mediating role of brand equity and motivation. Thus, we
found the similar pattern of statistically significant results with
DEMETEL.

5. Conclusion and policy implications
5.1. Conclusions

Following the internationalization and globalization of tourism
development, the night market is economically beneficial for Taiwan’s
regional development. The Taiwan government applied the lessons
learned from the SARS epidemic to COVID-19 (Kuo, Shih, Chien, &
Hsiung, 2020; Wang, Ng, & Brook, 2020). With the popularity of the
vaccine, Taiwan’s tourism market is showing a rapid recovery (Zhang,
Song, Wen, & Liu, 2021). Promoting and identifying the critical attri-
butes and mutual relationships of tourism industry during the COVID-19
pandemic is important for present and future policy making (Ho et al.,
2021; Liu, Chen, & Hwang, 2020). On September 16, 2019, Taiwan’s
Ministry of Economic Affairs introduced NT$200 (US$6.5) hotel
vouchers that independent tourists can spend at night markets if they
stay in hotels that participate in the government’s subsidy program. The
vouchers, intended to stimulate tourism, are issued by the Tourism
Bureau and can be used at 83 night markets across Taiwan. To identify
public- and private-sector interventions to develop the night market in
Taiwan, this study has provided detailed information on the partici-
pants. The officers who were interviewed came from the Tourism
Communication Bureau, the Industrial Development Bureau, and Taipei
City Marketing Management Department.

This study extends previous research that combined several methods
and conducted robustness testing on the relationships among the attri-
butes of night market tourism. System analysis revealed the following
results. In the main dimension analysis, multiple mediation roles of
brand equity and motivation were found, linking tourism benefit to
tourist satisfaction. Customer satisfaction emerged as the critical per-
formance attribute of night market tourism, which may be influenced by
brand equity, benefit, and motivation. In the sub-dimension analysis, for
brand equity, brand loyalty is affected by perceived quality, brand
awareness and image.

In addition, when DANP analysis was applied, the criterion of resi-
dent benefit scored higher than other attributes of the benefits of night
market development, suggesting that night market development both
creates local jobs and makes the market eligible for state resources.
Moreover, in the analysis of travel motivation, escape from stress is
affected by other criteria, meaning that night market tourism is an
escape from a stressful work environment (Chuang, Hsu et al., 2014).

Finally, when considering the satisfaction dimension in night market
tourism, vendors and managers should consider the word-of-mouth
(WOM) effect. These findings lead us to understand that critical attri-
butes of brand equity, benefit, motivation and satisfaction may be
inextricably linked to tourism activity. These attributes therefore war-
rant further study and elaboration, particularly in night market tourism
development where the results can be amplified and extended to a va-
riety of audiences.

The pandemic outbreak inevitably leads to weaker external demands
and disruption of tourism industry, which certainly hurts the develop-
ment of Taiwan’s night market. The results of this study help to expand
the information for implementation and evaluation by vendors and
managers in the tourism industry to improve decision making in
increasing motivation and creating more differentiated night market
identities, focusing not only on their traditional commercial benefits but
also on brand equity. Managers should pay special attention to customer
satisfaction. Many night market firms should be aware that customer
satisfaction could give them a prime competitive advantage. Therefore,
this approach enhanced the precision of the multi-criteria decision
making process of the night market development in the tourism industry
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while integrating their benefits and their customers’ motivation to get
the most from their brand equity and satisfy tourists.

5.2. Theoretical and managerial implications

Our findings make several contributions to the research on local
tourism. For example, the identification of critical dimensions offers
important directions for night market vendors and managers wishing to
attract customers’ purchase intention and increase their satisfaction. In
the tourism industry, the critical attributes of night market customer
satisfaction development are connected to and interact with other at-
tributes. Therefore, through the analysis and identification of those
critical attributes, we describe the relationships among the key satis-
faction factors and the rankings for the strategy development of brand
equity, benefit, motivation and customer satisfaction improvement in
the tourism industry.

Moreover, the results lead us to propose a management approach
consisting of strengthening night market tourism development through
management of brand equity, benefits, motivations and satisfaction, in
accordance with an integrated and coherent development strategy. The
findings of experts and scholars with regard to the relationships among
the sub-dimensions have several implications for night market vendors
and managers. This study recommends the establishment of a state
Department of Economic Development (DED), a Department of Infor-
mation and Tourism (DIT) and a Night Market Tourism Development
Association (NMTDA) to understand the relationship between brand
equity and customer satisfaction.

This study concludes that the results of this study could show that in
the development of the tourism night market brand policy, the DED and
DIT should be considered the opinions of all parties. DANP analysis
found that experts believe that tourism policy makers should protect and
promote local culture and provide benefits for tourists and local sup-
pliers. The tourism night market is a convenient place for visitors to
experience local culture. Therefore, this study suggests that policy
makers use the local culture to enhance brand equity. More people with
professional backgrounds in tourism should participate in policy plan-
ning and persuade stakeholders to support the brand equity develop-
ment of night markets.

The uncertainty and social-distancing restrictions that followed the
outbreak of COVID-19, caused a sharp fall in the number of visitors and
travel to popular places. The results of this study therefore indicate that
operators of night markets must prioritize the benefit to their consumers
over using brand equity to improve customer satisfaction. Customers’
health and safety is the most important benefit during the epidemic,
such as reducing interactions that require physical contact with people,
keeping social distancing, and preventing virus transmission through
partitions in seating arrangements (Lu et al., 2020). In addition, through
online social media to maintain and contact with consumers, change the
business model of operation such as through online ordering, take-out,
and delivery for a business transaction (Kim, Kim, Wang et al., 2021;
Yang et al., 2020), and pay attention to the health and safety of em-
ployees and customers to grasp the development of the epidemic, and
finally ensure that customers understand the determination of enterprise
to attach importance to epidemic prevention so that consumers have
more motivation to go to the night market (Kim, Kim, Wang et al.,
2021). As above, reflecting the customers’ benefit and understanding
the motivation of consumers during the epidemic, may help tourist night
market operators turn this crisis into new business opportunities.

The results of this study provide a comprehensive and extensive view
of the relationship of brand equity dimensions for the development of
Taiwan’s tourism night market. A consensus of experts in industry,
government and academia could help decision makers understand the
impact of policy-related dimensions and develop policy decisions that
stakeholders will recognize.
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5.3. Limitations and directions for future research

Despite its numerous contributions to the field, this study has several
limitations. Although opinions from experts lent meaning to tourism
strategy making (Liu, Tzeng, & Lee, 2012), previous studies have sug-
gested that customers and employees may have differing views of the
service recovery effort (Fid & El-Gohary, 2015). Because both night
market vendors and service customers assign attributes to their service
encounters, future researchers may wish to compare the viewpoints of
contract employees and customers.

In addition, this study investigates the critical attributes of night
market tourism according to experts’ experience but without consid-
ering the cultural effects. Yang and Mattila (2013), page) state that
“there is a dire need for more cross-cultural research in both satisfaction
and service recovery.” Thus, this study reveals how experts with
different cultural backgrounds respond to local tourism development,
and could help multinational tourism organizations manage service
encounters better.

We chose experts specializing in night market research, resource
allocation, planning and management. The research consisted of several
stages. In the first stage, we evaluated and analyzed tourism benefit,
motivation, brand equity, marketing strategy and satisfaction, and other
concepts. We invited three experts to clarify ambiguities and complete
the original questionnaire. In the second stage, we selected experts who
had worked in night market operation, resource allocation or research.
They averaged 11.37 years of experience in planning or researching
night market tourism, and their average age was 41.80 years. However,
in this study, the classification of the night tourist market has not been
explained in more detail.

Future studies could use classification of the night tourist market that
might affect attractions for diverse tourists or visitors. A variety of night
markets with unique types of clothing, jewelry and accessories not only
affects tourists’ motivation and satisfaction, but also explains the
implementation and evaluation of tourism development.

Taken together, the results of this research may help the Taiwanese
government and entrepreneurs tailor a promotion strategy to certain
markets (Lee & Chien, 2008). For example, night markets that can offer
cultural experiences, novel and interesting activities, fashionable
clothing and products, and diverse cuisine will attract visitors from
Taiwan and abroad. The Taiwan Tourism Bureau could promote Tai-
wan’s distinctive local foods and beverages to overseas tourists using
brand equity, encourage a travel motivation strategy, or use a different
marketing strategy. Some benefits may accrue from night market
development, such as the protection of Taiwan’s culture, and increased
profits for local suppliers and protectors. However, the primary benefit
not only arises from strengthening the image of night markets as
representative of Taiwan’s attractions but is also helpful in local eco-
nomic growth and development.
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